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ASAHI BEVERAGES IS LED BY AN EXPERIENCED EXECUTIVE TEAM.

Asahi Beveragesld, EEARERZET 2REBHAIERNTLS

Asahi Beverages APAC CEO Operating Regions Inter-Group Alliance

Amanda Sellers Brian Phan Sgren Ravn Kazushi Tosa
Group CEO Chief Commercial Officer — CEO -South, Central, Chief Inter-Group Alliance Officer
Australia & New Zealand South-East Asia

Supply Chain People & Corporate Finance Procurement Digital & Technology
Affairs

Adrian Benson Roz Lever Ben North John Tortora John Kelvie Effie Markopoulos
Chief Supply Chief People & Chief Financial Chief Procurement Chief Digital & Chief Legal
Chain Officer Corporate Affairs Officer Officer Officer Information Officer Officer
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OUR ONE ASAHI STRATEGY CONNECTS OUR MULTI-BEVERAGE AMBITION WITH THE STRATEGIC CHOICES WE ARE

MAKING TO DELIVER SUSTAINABLE GROWTH AND SHAREHOLDER VALUE.

L1t DOne Asahiig (3, v FENL Yy VRELZERETHADORERE, FRNAGRES L OKREMBEDEIH 2 1 72 BB E 2R IRE IO 2

(OneAsahi

Make

the world
SHine through N e
genuine connections Our Purpose

Be the leader in creating shared moments
full of life with great taste

Qur Vision

~ CONSUMER CUSTOMER ORGANISATION 0 N - === === m—m oo oo
Delight Consumers Superior Customer Organisation 0 ur Strateg IC PI I I ars
with a Winning Portfolio Value Proposition Capability & Reach Delivering on our ambition to create a

differentiated competitive advantage via
regional multi-beverage leadership
B : APACICBE T AT ILFENL YD
V=K —2y T %8 LI RRE BN OREIL

il Eg A4

Multi-Beverage Innovation Easy to Mutual Leading Tal‘Z::ed """"""""""""""""""
BRI IETRA ofiness | T | ey | | Peoples Our Advantage
v Culture Our differentiated enablers that create our

competitive advantage

/ Q B SHOBSREMNEZZ 2 EIMLER
Lll|1 @ PAY 0>

Revenue & Returned on Safe &
Business Mca:lrllz:gggv\%th Invested Sustainability Engaged
Income Growth Capital Team Delivering growth & shareholder value

i : . 12 1 R &t Al
passion ownership people-centricity togetherness

Asahi
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WE ARE WELL POSITIONED TO DRIVE GROWTH AS A REGIONAL MULTI-BEVERAGE SUPPLIER OF CHOICE.

Lz, ERMBICEVWTEENSEIZNDZICLFENL Yy Y - 754 - LT, REZHET 2BELRY Y avy&2HiILTWS

#1 in Alcohol (Oceania)

#2 in Non-alcohol (Oceania)

Our Multi-beverage Ambition Asahi APAC’s Position
TR Leading positions in the
“The optimal beverages portfolio beverage categories that
with brands that Consumers love” matter
HEHICBEIND 7 7V FaRiZcmBEFR— b7+ U F ERATIV—ICBIT2HELS R a v

Customer Superior customer reach
“Market leading Customer reach and with the ability to provide a
value proposition” great value proposition
7% — KT 5EE Y —F LHEREN ENFBEEY —F & B HEREN

Organisation

“Make, sell and move our beverages Leading scale and
in the most efficient, safest, organisational capability
responsible and sustainable way” EREY - FI2ERBE AT

ROLMEN, Zer 2EEH SR AIREREE - Ik - RaE

Asahi

GROUP

24 countries where we have
coverage across APAC

~A$5.5bn revenue across

our APAC customer base

”6,400 Talented employees (APAC)

50+ Breweries, Manufacturing

Plants & Regional Distribution
Centres (APAC)



OUR INTEGRATED VALUE CREATION MODEL COMPOUNDS GROWTH AND RETURNS - ENABLING REINVESTMENT INTO

FUTURE OPPORTUNITIES TO FUND THE NEXT WAVE OF GROWTH.

LU OHENLEMEREET LI, RS D Z— OGN ATLAZ 75 L. FROBREEES~DBREZAREICTE LT, RESZHERICOHRITTWLL

Mix management and falling unit costs
compounds into margin expansion

Sy AWELEMA IR MERIC K 2F)285F@[m E
Capital deployed behind capacity that
demand has already earned

HENBLICHIL L - BADOEERE

Strong cash conversion funds reinvestment

and returns above the cost of capital
BLWFry P afHAICKIBRELERTIRX %
rEBZY 22—

Our scale enables:

Investment in a more efficient manufacturing
network, driving fixed cost leverage
ENBRBEER Y b T =7 ADKREICL ZETEEHE
DEE

Our ability to have multi-beverage deliveries,
creating scale and supporting low unit-costs
RILFENL Y VRRICL ZBREOILA L EEZIX b
{ECIRK

Better trade-investment productivity across
our customer base
BEERSARTOREKREDEEER L

Margin and
ROIC" growth
FZFE - ROICH E

Productivity
EEMRL

How we
Create
Value

MERNE DL A

Customer
growth and
cross-sell

Leading

Positions

FER) 7R AL

Superior
Reach and
Scale

Bh-BR) —F&
EERB

Our leading positions in key beverage
categories that matter, including the #1 and #2
positions across Alc and Non-Alc in Oceania
FEHTIV —CTEERN LA ZHETL

Our proven ability to scale new brands
successfully through deep category and market

expertise i
MBHMRZED LI T 7Y FORRA

0
Our national reach across Oceania, with

access to over ~51,000 customer outlets, both in
capital cities and in growing regional hubs

FE7 =72 Thl,000NERERZET HELEWVY —F
Our scale enables faster national innovation

scaling of new brands
FEREZFZDLEH 7 7Y FORRLLEER

Our leading positions and superior reach supports:

Our ability to provide a unique value proposition

to customers to drive total portfolio growth

BB OMEREICLIEEDR— 7+ U ARKRZIE
One commercial conversation entailing our
multi-beverage portfolio, supporting greater
cross-sell opportunities

JLFENL Yy PO—FRRICL 57 0 REILVESILK
o

Each step connects: Our leading positions and reach together drive customer growth and productivity; both compound into

margin and ROIC expansion — enabling returns to be reinvested into future growth (including regional expansion)
BRAT v ZIIEEIES  BELTBRY Y a vy EBRY —FH. BEORREEEMRLZEEL. FZE3K - ROICOM LZEB LT, gl k28U HFROBURADEEREICDHA D

ASahi
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Note: 1. Return on Invested Capital.



EACH OF OUR REGIONS PLAYS A DISTINCT STRATEGIC ROLE IN DRIVING GROWTH ACROSS ASIA PACIFIC.

BN ZNETNDOERHNEEIZB L, 72T - X714 v 7 2kOBRREESILTWS

Strategic Positioning of our Regions

Oceania: Compounding value from leading South, Central, South-East Asia:
positions, portfolio expansion and productivity Geographic Expansion
A7 o7 EEERHL, K= b7 U Ak, AR EIC & B EE O S A WA - Y7 HEEEOTA
Unlock our full, multi-beverage potential to drive Grow SCSEA' to become a scaled regional multi-
growth across Oceania beverage platform by 2035
TAFENL Yy SOTEMARARICEIZH L, AT 2T OREEHE 20354 % CICHE - M7V TERBOTALFEAL Yy P75y k7 4 — AnFhk

Focus: Focus:
Winning in Growing with Building the . . . .. .
- - capabilities Delivering Growing our participation
e S DU 2 and scale to sustainable profit in key beverage profit
profit pools to differentiated unlock ar OVl./th while P°9’S across SC-SEA \
accelerate multi-beverage sustainable  harnessing our scale EREE  FAE - ET YT OXERES
EHTOEENK

growth proposition growth B BEREEES LT
R MR

BERAhT73aV— & AL FENL Yy PREIC FRKRRICEIT 7

EH OB NBl LAEELEDICRE Haaza(l /"
Asahi

Notes: 1. South, Central, and South-East Asia.
GROUP



WHILE OCEANIA PROVIDES ATTRACTIVE PREMIUMISATION OPPORTUNITIES, OUR OPERATING REGION IN SCSEA OFFERS

SIGNIFICANT OPPORTUNITY FOR FUTURE REGIONAL EXPANSION.

FETZTTETLITLMUCERERERAHE—H. B - BT YT CRMEBEROS 0L KRICKEILARERLH S

Growth across the SCSEA region'is
expected to remain robust, with the
strongest growth forecasted in Southeast
Asia and India

B - B Y7 HEIESERLEBRRALERNARAE N,
FICRET7YT7 A Y FTaLREZRIAD
A much larger, younger population base
driving consumption
EEEERLETHABAELAONEE ZZES]
2.9bn people, 35% of the world, at a
median age of 27 versus 50 in Japan and 45
in Europe

Continued high growth expected to be focussed
on Southeast Asia and India

HET7IT - 4 v FEhOICSmRL S

GDP growth of ~7% in India and ~4% across
ASEAN-5, versus ~2% in Australia

Rising incomes turning that scale into
beverage demand

s LA A MRRIFZE DK % 25|
Income growth of ~6% in Vietham and

~6% in India, on a base of 1.5bn people in
India and ~280m in Indonesia

Population: ~1.5bn

Key APAC Operating Regions

Oceania provides attractive premiumisation

TEe7

Philippines
Population: ~110m

R ' Vietham
# Population: ~100m

Indonesia,

Malaysia &

Singapore
Population: ~320m

‘Or)
Australia v ly

Population: ~28m

New Zealand

Population: ~5m

4
Asah' Note: 1. SCSEA refers to South, Central and South-East Asia; full list of countries not shown above.
Note 2: Oceania alcohol consumption (litres of pure alcohol, OECD Health Statistics 2025) per annum among adults (legal drinking age).
GROUP Sources: Internal analysis, OECD, Central banks of the respective countries, World Meter, World Bank, ABS, Stats NZ, Bain & NIQ APAC Consumer Product Report.

opportunities, with high GDP per capita and one
of the highest per capita consumption of
Alcohol globally

TlE. —AH-YGDPEEFEEHEEN N R THE L.
7L 27 LLICKERBRES

High GDP per capita

mKED—ANET/- GDP

AU ~A$91k and NZ ~A$69k GDP per capita;
AU is above the OECD average of ~A$72k.

High Alcohol consumption per capita

relative to OECD averages
OECD¥ 9% LRI 52— ANE7/- V) BREEE
AU 10.5L and NZ 8.2L of alcohol per adult
p.a., versus an OECD average of 8.5L.2

Long-term premiumisation remains the

main trend
TLITLMEARBABREEIL VR
Craft % of the Beer market: ANZ 11% vs
Asia Pacific average of 3-4% (estimated).



CURRENT MACRO
ENVIRONMENT AND
PERFORMANCE

IWED~ 7 OIRE L X
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OCEANIA MACRO CONDITIONS REMAIN CONSTRAINED BUT RESILIENT, WITH BEER GROWTH IN LOW SINGLE DIGITS

ON A VALUE-BASIS AND GROWTH CONTINUING ACROSS RTD AND NON-ALCOHOLIC CATEGORIES.

FET7ZT7OY s OBEIRRLVLVEASLERAT. E—LIEEER—XTCLUTERIEDOME. RTD - #itlh 73U — L REA#MEL T3

Oceania Macro-Economic and Category Environment Update
FET7 =T DTy ORFRE EE - SRR THIBORIE

Beer growth in low single digits on a value-basis; Growth in RTDs

While interest rates across Oceania are restrictive, overall
and Non-Alc has been robust

E—IVEEEN— X TUTERF DMK, RTD - BRHIER AL R A ST

macro-economic conditions across Oceania remain resilient
FETZT TEEH ARG A KEICHZ—F, v 7 ARFBEIIRLE TERN

Beer growth in low single digits on a value-basis (AU: ~0% to
~1% yoy, value MAT to June 2026)
E—ILIZEFER— X TINERIEORE

Within Oceania, inflation has been trending upward since 2025
(AU: 3.8%, NZ: 4.1%, as of June 2026), above target bands (2-3%)
FETZT TIE2025F U, A 7 LRIF ERERICH Y

BEL>Y (2~3%) ZEE->TW5

increased (AU: 4.35%, NZ: 2.75%, as of early Sep 2026)
A7 LRGN EREZZT., RINTIEEFH LR RTDI 5| Z#t = BR5RIC R &

@ Following a steady rise in inflation, interest rates in AU have S Growth in RTDs has remained resilient (AU: ~3% yoy, value MAT
to June 2026)

GDP is expected to moderate due to macro headW|.nds (AU: Growth in Non-Alc has remained robust (AU: ~6% yoy, value
2.1%, NZ: 1.7%, as of June 2026); however, economic
conditions remain resilient MAT to June 2026)
Bk o= X BR (T AR
<4 OBEOPAI & Y GDPHRE ST 5 BA%s . BEBEEE 55 =20 S| S BRI PR

While the timing of market recovery remains externally driven, our portfolio, customer and productivity initiatives are designed to

deliver performance through the cycle and position Oceania to outperform as conditions improve
MBEIED XA IV TIINABRBICEEINZIHOD, F—+r7+VF - BE - FEMOKERICLY . RV M7 LzBLEERLEZRY .
HHEORERAICEVW T LT =TEEOHB%Z LA EZBIET

AS“'"' Source: RBA, ABS, RBNZ, Stats NZ, Internal analysis using available data.
GROUP
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GROWTH ACROSS THE SCSEA REGION REMAINS ROBUST, DRIVEN BY STIMULATORY MEASURES, RISING AFFLUENCE,

AND GROWING LOCAL INCOMES. GROWTH IN BEVERAGES HAS REMAINED SOLID.

R - Y Y 7RI, SRR, AEKEDE L, FEENEERICRALRRL MK, RETHEDRFICKR,

Oceania SCSEA

SCSEA Macro-Economic and Category Environment Update

Central Bank Rate GDP Growth Category Growth
Percentage (%) Annual Change (%)’ Annual Change (%)?
Interest rates across SCSEA have been Growth has been robust across SCSEA, with the Beverages are seeing continued growth, with a
reduced over the past year to stimulate growth strongest growth experienced in Southeast Asia & India shift to Alcohol, driven by rising affluence and
B - m7 YT Tl RREEICET HE - @V TARCERALREN S X, growing local incomes
BEIEHICEANZ5 & T BICRET YT - A v RrEEE HSEAEDR L L FTSEME SR
I Last (Jun-26) Previous Year (Jun-25) BHhGIEE. BE~NOY 7 FHROND

2.8 .
Malaysia _ 4; Beer volume growth remains robust

(Vietham: ~2% yoy, Thailand: ~4% yoy,
. 1.3
India

India: ~8% yoy), driven by rising affluence
and growing local incomes
oy 10
. _ 45 1% /p\ Soft Drink volume continues to remain
Vietnam 3

EVEKEDR L EFAEEMEETRIC
E—VERFGEHEITERICKR
resilient, with consistent year-on-year
Association of growth (Malaysia: ~1% yoy, Singapore:
) _ 5.3 4; Southeast ~2 % yoy)
India 55 03Pt

Asian 2‘;‘““5 "~ BRI OIRTTHE IFER . BIF L TR ERKRH

Despite global macro headwinds, the SCSEA region remains central to global economic growth driven by broad-based, affluence-led growth
HRNLE Y/ OREOYRAICL A LOT, HE - B7 P T7HBIERLEVEOEFKER LA ERIC, HARFORR%ZS| & & &5

’
Asah' Note: 1. Based on latest reference (March 2026). 2. SCSEA 2025 beverages volume data estimated using GlobalData, Euromonitor, and internal analysis.

GROUP Source: Central banks of the respective countries, GlobalData, Euromonitor, Internal analysis. 12



APAC DELIVERED A RESILIENT FIRST HALF WITH CORE OPERATING PROFIT BROADLY IN LINE WITH THE PRIOR YEAR.

APACIZ. EHICHEWTERAERZER L. FXANBRERERL L BRRIKEL L -7

Core Operating Profit broadly in line with prior year despite challenging trading conditions

across the region and the impacts of the Middle East conflict
WISEICHE T2 L WEBERBECPHREBEOFEICL MDD O T, BEMNRIFTERP EHMARNKEL L7

|~ a $

REVENUE REVENUE EX. EXCISE CORE OPERATING PROFIT
7o ENEE T biNa CEftikE) FENZE
$3,706m $2,519m $397m

Asahi
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WE HAVE DELIVERED STRONG EXECUTION AGAINST OUR STRATEGIC AGENDA IN APAC OVER THE PAST 12 MONTHS.

HEIBEI2HABICH7Y . APACTIIHERR G Y A ZBRICRITL TE L

Our One Asahi Strategy — Key APAC Wins and Progress

The optimal beverages portfolio

with brands that consumers love
HEHEICEINSG 7SV RERIZ-RELGR— b7+ A

NORTHERN

Sustained beer category
leadership through

strong execution and ORTHER

brand relevance Great Northern#1 Carlton Dry 3.5%

ETHET T KA LB valueshareposition  successful NPD
E—iLnly — g“_ Sy 7‘%&;% growth & delivery

Driving premiumisation
of our. key br'ands thtough Asai BALTER
delivering innovative HaMa JoLi
propositions at a
national scale
FETIVFD
7L 7 L

Launched Asahi Super Dry Balterrated a
Nama Jokki in Thailand (Oct  Top 3 craft
2025), available exclusively  brand in AU
at 5,000 premium 7-eleven

outlets nationwide

New innovation and i‘)\
expansion into adjacent ;7 \SOLO/
categories to capture RATED
ad
incremental growth J’r )
opportunities

EDG' Supplier Excellence  Grown share in
Awards - Exclusive Energy through

. . i . Product of the Year (Hard i
R N g 4ot A 1 continued Solo
A/ =23 EBERE Rated Lemon & Mango)  momentum (AU)

~DERIC & ZHRESTEKR

Asahi

GROUP

Market leading customer reach
and value proposition
EREV-FI2BEY —F LMERED

Continued to strengthen
our partnership
effectiveness with key APAC PepsiCo
customers, with multiple Bottler of the Year

Overall Supplier

customer award of the Year? woglworths (g
. The fregh food pesple
reCOgmtlonS Best New Product

FTEBRT L OEER  BERERE Launch (Solo Energy)

Enabled greater portfolio

cross-sell and expansion ggw%pf @E
of multi-beverage ~ ALLPRESS

accounts Expansion of AU Non-Alc Portfolio in
On Premise and Away From Home
7Rt )l/?ﬁ:‘* & outlets (more than 1 in every 3 of our

TILFENRL Yy PEEDHLK

outlets are multi-beverage)

Targeted initiatives
to drive mutual
growth with
customers and

Launched 250mlslim  Launched the Super Dry
line cans for our After 5 platformin
unlock value for CSDrangein AU, Singapore to drive after-

consumers increasi.ng penetration wor!( consumption
of single serve occasions & strengthen
BEELOMERR L BEEMEDEH consumer engagement

Leading scale and organisational
capability
ER% Y — P35 EEME L EHH

Progressed delivery of
key supply chain

. ] |
investments to support C T
our long-term growth Key examples:
ambitions Progressing build of our Large

R - o _ Automated Distribution Centres
REpRICAITA-EEY 7SS4 .
e N N on the Australian Eastern Seaboard
Fr—UEEDHE

Unified our
o . o.2L.0
organisational design to =0 = =
enhance customer | | |

centricity and simplify our
Transition to a single Oceania

business }
BEEEEOBRICAT 7= commercial & growth team to
unlock multi-bev opportunities

A OfRS - R

0 )
TEil ||!" I

Unlocking iv)\rf’fl« mf,;\f‘z\a Pk —
. e GRS 24 4L W o
benefits forour He~ 1\ 7NN "W DY i
pEOp!'e al:‘d Asahi Malaysia awarded the Relocation of our
organisation 2025 MSOSH*Gold Class regional headquarters

e N award, highlighting our to enable greater
A7M . %Hﬁﬁk I :6 7": €] 3— commitment to safety, collaboration and an

;j] % @D EEEj(ﬂﬁ compliance, and culture improved EVP3

Our investments will enable delivery to our growth ambitions and APAC efficiency target (2025 to 2027) of A$70m or more
INODREZBEL T, YHOMREZEDEME, APACIREEERE (2025~20274, AS7T0ml L) DER%HIET 14

Notes: 1. Endeavour Group. 2. Metcash Food Supplier Awards 2026. 3. Employee Value Proposition. 4. Malaysia Society for Occupational Safety and Health.
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WE ARE WELL PLACED TO MEET CONSUMER'S NEEDS WITH LEADING POSITIONS IN KEY BEVERAGE CATEGORIES.

Hitld, FEAT TV —CEBNAMMUEHEILCEY ., HEE-—XICCA2BELEEEZBLTVS

Optimal Beverages Customer Reach and Organisational Scale
Portfolio Value Proposition and Capability

#1 Cider Brand #1 )
Somersby over New Energy #1 Mainstream
#1 driver of beer 30% Market Cordial (AU)
value growth Share (AU) Brand (AU) #1 Volume
(AU) #1 Better & Value No . -
#:I Beer Beer (AU) #1 Taste Soft Drink (AU) #1 Gl(:;;‘?:'sports Whiskey
in AU Preference vs.
Full Sugar
Coca Cola (AU)

#1 Light RTD (AU)

1 ‘\‘.1 uu,"‘

£

ORIGINAL
. LEMON
"o

ALLPRESS
ESPRESSO

5
Yool E
CARLTON

DRAUGHT | SOMERSBY

APPLE

:::::::::

Largest Premium s . #1 Premium
International Top 3 craft NZ’s #1 Light Volume & Espresso brand
portfolioin AU brand in AU RTD SKU Value Lemon in AU and NZ
#1 Ginger Beer Soft Drink a
o rin
Brand (AU) #1 lced Tea #1 Mainstream Sport
#1Tap Beer Brand in both Electrolyte Watper
VviC AU and NZ (lrlj)
]
ASdh' Source: IRl Scan data and internal analysis — based on H1 2026 data.
16
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WE HAVE STRENGTHENED OUR MARKET POSITION, WHILE HAVING GROWN SHARE IN NEW SEGMENTS (E.G., ENERGY).

HHEHBERY Y aryE2BkdsEEbIic, TFP-—BEDHFHAEIT A TV

Optimal Beverages Customer Reach and Organisational Scale
Portfolio Value Proposition ili

and Capability

AU Total RTD Share Expansion

Asahi RTD market share vs.

Accelerated innovation across
our closest competitors

key brands including Hard
Rated, Vodka Cruiser and Asahi
Zeitaku Shibori
Hard Rated. Vodka Cruiser, Asahi
Zeitaku Shiborim EEE7 7> KD

1/ ~N—=23 ‘/jJDi_

o
(‘I(U’IﬁR RAT.D RAT.D lIQA u| zsn‘uu‘

i HIBOR
e o
v ¢ °- -1

Continued Portfolio Premiumisation

Asahi Comp 1

GROUP

Comp 2 Comp 3

Premiumisation across our AU Portfolio (RSV/L)

DRY BALTER

........ _
Asalu e J—
|
Asahlvs Core Balter vs. Core Energy vs. Asahi »
Beer Beer Core CSDs

TEIBARLTWS

AU Energy Category Share Expansion
Value Share of Energy Market Successful expansion
into new categories to
capture incremental
growth opportunities —
with significant further
upside (vs the market
leader)
AT —~DER
IZ & B RS DER,
IFY—lgHmiE) —X—
ttcmLWERR IZH
T2,

~26%

|

Share(%)

Brand S (Market Leader)

Solo Energy

Launched
Q2-25

AU PepsiCo Portfolio Growth

PepsiCo Brands Retail Sales Value

+52% . ””1714/

2021 2022 2023 2024 2025 GM'O“ADE

Growth is being managed for value, with premiumisation, pack-price architecture, and channel mix designed to convert category

VAN (AT

momentum into sustainable portfolio profit growth
&R, Fr AL Iv I/ REZBL T A7V —ORREZFENAFBARIC ORI, MEZERLZRREHEE
Source: Internal analysis, values through to MAT June 2026.

17



WE REMAIN FOCUSED ON DELIVERING GROWTH THROUGH THREE KEY LEVERS — ENHANCING OUR EXISTING BRAND

PROPOSITIONS, PREMIUMISING OUR PORTFOLIO, AND UNLOCKING WHITE SPACE.

i‘iLiEEET‘7 N @1&1‘5? ESEL N
Portfolio

Vision

R=—b7+xVFDTL 7 L1k,

Customer Reach and
Value Proposition

Organisational Scale
and Capability

* Accelerate iconic brands with new and on trend
expressions; unlocking equity & multi-beverage
opportunities.

FHTS5 YV FORRIEE RILFENRL y PHEELSDILK

* Deliver consistent multi-category growth with

focused innovation choices & partnerships.
A/ RX=2ay - REICLZERHT I —DFHRIKRE

Example Key
Brands /gé\ g\ W@\]\
GREAT N
NORTHERN _|J :f
EST BREWING (0 OLD J ’_f-—k

. G

Why are we well positioned?

R Ei&@ﬁﬁﬂit WIBDDEBLRRF 74 /N—IC5EHi &

BANAER— b7+ U F THEEDOHFICIEZ S

g - Iy o/ BEBEICEZTL I 7 LLDOHEHAE

* Leverage premium shopper missions such as
celebration, gifting, with meals and wellbeing.
BHRW-F7 b - BEZOTSL ITLEEORYAH
* Drive elevated drinking occasions through
premium RTD innovation and differentiated beer

_ experiences. N
7L 27 LRTD - E—LIC & 2 & {TINHME A ER A= DR E

@ =T “DRY’
BALTER BROK

EFHLTWB

Delight Consumers with a Winning Portfolio

Enhance the Core
Focus Areas . o
Sustain share by enriching the Core

AT7EEDRILICK DY = THER

M- ERAKE DRI & BEE DK

* Amplify big bets that capitalise on emerging
trends and pursuing growth in adjacent
categories where we do not currently have
meaningful positions (e.g., Energy).

FhLY FOERYIAAERBEEATIY —~DERMNRE

EHERSY

We hold a portfolio of highly recognisable multi-beverage brands across Oceania, anchored by scale, strong execution and

FET7ZT7TlE. SULE

Asahi

GROUP

Strong portfolio of well-recognised brands

BWRHEZEBNRT IV FR— b7+ UF

Proven ability to execute at scale to win
shoppers and occasions

FERRZEZD LIcmWEITH

the ability to drive growth across existing and new categories
RHEEZBIINLFENL Yy Y - 77V FDOR— 74U FZ2FL, FERELSVWETHZEREIC

CBTF-EBEATI) WA THRREHRELTWD

Proven ability to scale new brands
successfully through deep market expertise

MISMREEN LT 7 FOBRERD



OUR CUSTOMER REACH HAS EXPANDED ACROSS BOTH LICENSED AND UNLICENSED CHANNELS; WE NOW SERVICE

~51,000 OUTLETS ACROSS AUSTRALIA AND NEW ZEALAND.

HHEOBEE —FIIEE - REOM|MT v FIVICIERL THE Y, BETERINENZOKIS51,000/EFHICY —EXZREL TS

Optimal Beverages Customer Reach and Organisational Scale
Portfolio Value Proposition and Capability

Total of ~44,000 outlets Total of ~7,000 outlets
across licensed and unlicensed across licensed and unlicensed
channels channels

BEY —FIhKIC L 2BRENRE
How reach augments our economics

Faster national Greater portfolio Higher delivery Stronger customer B.etter trade-
. . . . Lower cost to serve . investment
innovation scaling cross-sell density planning . .
productivity
2ERED R—=br7xVFD FiXshE D m Lk Y—EXREHEIX FDER BE77r=v ok RIBIREDEEMR L
A/ _—2 3V INE PSS

i

i) |
Fall & : ;
DRACGHT RATED

ALCOHOLIC

ALLPRESS
ESPRESSO

Asahi

GROUP

Source: Internal analysis — based on H1 2026 data.
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WE ARE GROWING OUR REACH ACROSS CUSTOMERS TO WIN THE MOMENTS THAT MATTER AND MAXIMISE THE

VALUE OF BEVERAGE OCCASIONS.

HHIIEEY —FeAL. ERLRARRZIRADS LT BMBAT I —DfERAKELEH>TWS

Optimal Beverages
Portfolio

AMBITION

How do we

want to grow?
ED LS mERERETH?

CUSTOMER
VALUE
PROPOSITION

Why are we
well
positioned?

BEYEIBAAERS 3>
CHBDH?

Asahi

GROUP

Customer Reach and
Value Proposition

Organisational Scale
and Capability

arow
REACH.

Win new customers

& unlock availability
THEROERICLPERY —FOILK

Your strategic
partner in growing
beverages
BB EEDORREXR S
BERRHY /X — b —

We support customers to grow
beverage categories through
disciplined category strategies,
strong portfolios and insight-led
ranging.
MESHDHT IV —EEE, BH%
R—=b7xUF, A8 MEDL
Ml Z @ TEEORKEED
R % X 1B

BRIATITY —T, LAICIREEDOFVRKREERRT 55 ?

How can ASAHI BEVERAGES vwilock profitable growth in the beverage category?

arow
MOMENTS.

Create more occasions, drive traffic &

convert more missions

A beverage for
the moments
that matter
BEEAY— VICRBEAREHRER

We offer a leading
multi-beverage portfolio across
Beer, RTD and Non-Alcohol,
aligned to high-value
consumption occasions.

E—JL,. RTD. BARlDIELEWTILFE

RNLy - F— k73 UFEBLT,
R ARG 75 R B (S

BRAKS DRI X 2IBEESOIK

The experience &
expertise to grow your
business
EERREXZ DR EEFMN

We combine category strategies
with deep channel and
customer knowledge to deliver
effective joint business plans at

scale.
Hh73TV—EEEE F v RIL - BEAD
FWEBREZEASHLE, KEETHER
RY7R H R E T % HEE

Grow
VALUE.

Create mutual value, by making every

dollar go further

BELEHICAIHY B MEDRKL

A seamless end-
to end customer
experience
V=L L ZABEBEEHRRORE
Our national supply chain and
service model deliver reliable

availability, high service levels
and ease of doing business.

EEREOY T IA4F—v Y-
ZEFNC LY REMG, BKED
Y—E R, W5 OFEEE KR

Underpinned by our end-to-end commercial and customer experience capabilities
—HLE%E - BEWRAD. ThozEXR 5

20



WE CONTINUE TO FOCUS ON DRIVING SHARPER EXECUTION AND CUSTOMER PARTNERSHIPS TO FURTHER GROW

REACH, GROW MOMENTS, AND GROW VALUE.

idsohd)—F MAY—r, MEOLKICAT, RTHOBILEBEFEDNA—bF—2y TREICEIEHEEENLTVLD

Optimal Beverages Customer Reach and Organisational Scale

Portfolio Value Proposition and Capability

Grow
REACH.

Driving key customer
resigns & acquisition
across Away From

Home & On Premise
AR EBROEER

BEOZNER - RES

Growing Non-Alc
impulse (Major Retail &
Independents)
AFE-MHMIRVT—ILD
/R EEOYn B

Cross-sell of our
Non-Alc Portfolio
Koo O X IVIEK

Growth in E-Comm
presence (retail and
online delivery)

Best in class content  High Visibility

Ea~—RTOSLEYRIEK g
(VF—-Fr74v
FYRY =)

Asahi

GROUP

Targeted recruitment  Omni-Channel

Key Commercial Focus Areas

Grow
MOMENTS.

Signing long-term
JBPs with customers &
strategic partners
(e.g., PepsiCo)

BE - BN/ —FF—D
REIBPoO#ERE (B : PepsiCo)

Tap optimisation in On
Premise (algorithmic
range recommendations
including venue specific
guidance)
EBERF v 2 LIZHEITS

2y TR OB

Winning key occasions
(Key Selling Weeks,
seasonal activations,
‘With Meal’ pairings)

ERGERAKS DERY A H

Grow
VALUE.

Driving improved
promotional efficiency
and ROI across key Retail
channels

FEYF—ALFrELcsiFnz COMPLEXICA
BR{E%h= - ROID AL

Progressing our
customer
transformation agenda

—

Implementation of a simplified,
integrated customer platform

BRI OEE 2 HE

Continuing to strengthen
our execution
effectiveness through : e
close partnering with N T .
- key customers Close partnering with customers to
FEER L ORBRIEREICL D (aunch Solo Energy in market
RITHDE %31




WE HAVE LEADING SCALE AND EFFICIENCY — UNDERPINNED BY OUR ONE ASAHI CAPABILITY AND CULTURE.

ONE ASAHNUZE DK N & eEXLIZZ oM, FRE ) —FI2FFRRELPRMEZHLTVD

Optimal Beverages
Portfolio

Our
Objective

Orgavisation
Focus Areas

Example
Priorities

Asahi

GROUP

Customer Reach and Organisational Scale
Value Proposition and Capability

Create leading scale, efficiency, and value — underpinned by our talented people & culture

Invest in One Supply Chain

to enable our commercial ambitions
IR OER ([T 7-0ne Supply Chain~D#%&

Deliver key initiatives towards creating One
Supply Chain across Oceania that enables

delivery of our commercial ambition
F+tE 7 =712 1T 30ne Supply Chaint % e

Create sustained value through procurement
initiatives that will offset cost base growth

over our medium-term horizon FEMESEICL 5 O
A b ERORIN & MIERH

b
)

Investing in our manufacturing
lines to improve efficiency,
reliability and cost performance
BETAVREICEDMERL - aX b
HE5Ek

Building scalable, highly
automated Distribution Centres
across the Australian Eastern
Seaboard RMEEF2FHICH TS EE
Bt - HRMEZ A 2Rt v X — Dl
Harnessing our regional scale

and strategic sourcing to drive

sustained value
MO AR & BB AYERIZE IC L B MEAIH

BEBAM EBREXEERE(IC, RIE - 3K - \@IERNEND Z 3381k

Progress a Digital Core

to create strong business foundations
MELEEREBRATI BT VRILEROSTEN

* Adopt focused technology investment
which leverages Al to accelerate future
growth and develop differentiated
capabilities
AREIC & B RRNNE & ZRIEEEN DB

* Modernise, consolidate & secure our
technology backbone which provides a

scalable foundation for the future i 2%
DIERA - A - BILIC L BIEMEO S WV EREER

Multi-year cyber investment
program strengthening security,

resiliency and enabling growth
YAN—tF 21U T4 ~OIEE

Modernising our warehousing,
transport, and planning systems
to drive network efficiencies

BE - R - BREFTEY AT LOEE
RIc&B3y FT7—20%FKDMAE

Investing in Artificial
Intelligence to support growth

and transformation
BREZEEEZFTZDAKRE

Harness One People and Corporate

Affairs Foundation
One Peoples S fa—R L — MEREE B D71k

Underpinning our growth ambitions is our
approach to building a “One Asahi“ culture
of safety & wellbeing, diversity and
sustainability, along with the critical
capabilities required to deliver our
ambition %% -V IibE—Av7, LMY
ZFFEY T ERDOne Asahih L F v —EERL & .
HEEERICHDERTA/NEY 71 Bz HE

.&? SAFE & WELL
e E—A VT

& COLLECTIVE STRENGTH

M DiEEE

GREAT PLACETO BE
EBEHVDH 55

IMPACT BEYOND ASAHI
TH e EBAIHRNA 8T b
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OUR Al INVESTMENT ENABLES US TO ACCELERATE GROWTH THROUGH EXTRACTING COST AND ENHANCING DEMAND.

AREZBLTAR MR EFBEDBRZRBEL. RRIMEZH>TWS

Optimal Beverages Customer Reach and Organisational Scale
Portfolio Value Proposition and Capability

Our Artificial Intelligence Framework To Drive A Sustainable Competitive Advantage

STAYING COMPETITIVE

Delivering the foundation
AL

Deploy Copilot Premium to all office-
based employees

F 7 4 2AEFELEE ~DCopilot Premium&E A

Al Policy & Governance approach in
place AlZR Y & — - H/xF > 24K O B
Training on use cases for all employees
2t EmlFALERMHE

Embed Al in day-to-day workflows

(Asana, agents, automation)
HEEBE~DOALERATE

Asali

GROUP

BN AREEMOERICATEAER 7L —LT—7

CREATING A COMPETITIVE ADVANTAGE

Extracting Cost / Benefit
a % M - AL

=

Example initiatives (non-exhaustive): &5

* Alintegrated into forecast technology

FETFTA~NDAIEM

Al-driven promotion and media
optimisation Al%EMA L 7-8RIE - X7« 7Rt
Al-enabled next-best smart selling
Al%ERA L 7o E3RE

Intelligent operations (ordering,

warehousing, distribution, service)
ATV bFARL—ay (FF, BE. ¥R,
H—EX)

Enhancing Growth

PR RIS DR

New Concepts

Example opportunities (non-exhaustive): 745k

* Al-driven demand creation (through
shaping occasions)
ANCL 2 FEAIE (RABSOAIS)

* Mission-based personalisation tailored
for consumers
HEEZLDR—YF 74 RE

* Agentic Al ecosystems to unlock new

customer and partner interactions
Agentic AIZTI Y X T LICK BEEE - /X— M F—ERDHL
7N
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WE CONTINUE TO FOCUS ON UNLOCKING THE BENEFITS OF ONE ASAHI FOR OUR PEOPLE AND ORGANISATION.

ONE ASAHI%®& L 7= A - A~ MERIHIC5| EHmE=FALTWD

Organisational Scale
and Capability

Customer Reach and

Optimal Beverages
Value Proposition

Portfolio

SAFE & WELL
RELTILE—A VT

%

We are committed to ensuring
everyone is safe and well to enjoy
life. Everywhere. Every day.
TRTCDODANEREZ THLRETHR
PHSBIEZREEZER

Our People &
Corporate Affairs
(P&CA) Foundation

Embed a high-performing
safety leadership culture that
ensures everyone is safe and

well, every day.
REEMRZMIIT S
U—K =3y T DEERL

Strengthen critical risk
management through

continued capability uplift and

risk controls.
BEEYRIVEEDMEL

Future Priorities

Enhance insight-driven safety
systems and wellbeing
programs that support healthy

AvH A MIEODKLEBEY X T
L zIE—A VI BEEDRL

minds, bodies and connections.

ata

We live our values and have the

people and capabilities to win.
M fEER 43R L.

BBk < AM BN Z B

Build the skills for the future
needed to deliver our growth
ambitions.

RO RZRZ 2 AMERK
Foster an enterprise mindset
and talent agility to accelerate
collaboration and performance.
AR —avilREZRET S
ESA Y Py - OBEERK

Leverage workforce insights to
strengthen capability
development.

EEA YAV EFERLE
RENFAFE DR

MAKE THE WORLD SHINE THROUGH GENUINE CONNECTIONS

COLLECTIVE STRENGTH GREAT PLACE TO BE
HEE O iEE BEHVDDH SIS

We are a united organisation that
reflects the diversity of our employees,
customers and consumers.
SIRGIEES - BE - HEEZ
RERL fo. —1KR D % 18

Embed an inclusive and united
culture that reflects the diversity
of our employees, customers

and consumers.
SZHREERBLIZA VI L—VTh
RS DEERK

Strengthen change agility and
resilience to support
transformation and future

growth.
FEWBHEL Y TV XD58{L

Maintain a highly engaged
workforce where our people can
thrive and perform at their best.
HEMNEET 2RIy TV A
T D HERT

IMPACT BEYOND ASAHI
THEEBRIMHRNA /XS b

We build our reputation, earn trust and
protect our business and planet, as
leaders in our industry and community.
EHEZRE, FXELHIKREZFY R
Ao, ER - #lgtezE ) —F

Build a high-performing
sustainability leadership
culture that supports long-term
value creation.
YRTFEYT 4 - U= —=2 v
LY
Protect our licence to trade
through trusted relationships
with customers, communities
and stakeholders.

EEBRBTEZRDRAT— I FRILE—
& DISHEBEREE

Strengthen our reputation as a
recoghised and admired

corporate brand.
TS v MMifEorm L




THROUGH OUR SUSTAINABILITY STRATEGY, WE ARE ACCELERATING OUR EFFORTS TO DRIVE IMPACT BEYOND ASAHIL.

YRXTFEV T 1 8EEZE L, IMPACT BEYOND ASAHIDZEIRIC@AIF7-EY A Z R TWL 5

Optimal Beverages Customer Reach and Organisational Scale
Portfolio Value Proposition and Capability

Our Sustainability Strategy aligns our targets and priorities across three pillars: Planet, People and Product
YRFFECUTFAEKOBIRE EAREE IR - A - R 03K Tt

PLANET PEOPLE PRODUCT

Creating solutions to reduce our impact Doing what’s right by our people and our Responsibly bringing connection and
across our value chain community enjoyment to everyday moments
N 21—Fz—VeFEOREEFEmKER EE BT ER~DEEH HEY A BEEH BT, 2hHY EEL S ziRME
* Maintaining 100% renewable purchased electricity sourced * Human rights due diligence across Tier 1 suppliers?. * Extending our NoLo new productroadmap (e.g., 2%
from or matched with renewable sources across Australia and Tier 1Y 774 Y= 2ANET2—FTUP VX ABV beer). BT )L - / > T7ILOFEMRBEROILTE (B :
New Zealand operations. FILO—LEH2%DE—IL)

=0 - NZIZ 35 13 2 B A B H OB AT L% — 100% il * Partnering with Rural Aid and OzHarvest to support

local communities. * Publicly promoting moderation through our
* Implementing a new fully electric brewhouse at 4Pines SN SEEHER & 0EEIC L 2Rt SR continuing investmentin DrinkWise. S2)NEI1E&GHEZ
Brookvale. 777 hEUSPTI~OREBHMUEERRHEDEA * Psychosocial Risk Management Action Plan FEE & ORERILIR Y M5 238 L 7OB IR ORF
* Conversion of all CSD SKUs to recycled PET to reduce our implementation. * Negotiating the Industry Sugar Pledge 2.0 through
packaging footprint.m REZERRIDESKUZ%Z U 4 7 LPET (5 DEMENYRIVERBT 7 av 77 0ET Australian Beverages Council. S/NEEI 2 FE K & &
RIL - BRCQ) ISPV EBR B2 LT, RRBEOREESFER ELI-EDHIRICET 2ERBEBEEDRKRE

* Increased recycled contentin aluminium cans from 50% to
65%. 7V IED ) YA I LHRMEFEE50%H H65%~5| & EIF
f =

N

g
cRosH:

B useeet

A hf Note: 1. Excluding caps and labels. 2. Tier 1 program focuses on existing suppliers of packaging and raw materials, as at 2025, with over $100,000 USD spend. Risk-based due diligence process involves engaging with suppliers, utilising
Sd ' data-driven tools to identify and monitor risks and conducting on-site audits where highest risks are recognised. We work collaboratively with suppliers and stakeholders to ensure transparency, traceability, and continuous improvement in

GROUP farming practices. 25



SOUTH, CENTRAL,
AND SOUTHEAST
ASIA (SCSEA)
BUSINESS UPDATE
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TODAY, OUR BUSINESS IN SCSEA IS MAJORITY CONCENTRATED IN NON-ALCOHOL FOCUSSED ON SELECTED MARKETS.

RE. HEA - BTV PTEEOEER—b 7+ UFIE — BUSERIERICERL TS

Overview of Our Current SCSEA Business
FE - m7YT7BEORR— b7 UF

BRAY

Alcohol (~2% of revenue) =x_ruasow2%ismss

as> - 222
[)‘1 !; Jﬂwf‘\ ® I)R]’ oW
Champ Gooddag Asa"' pEBQoNI fl)ilsner'lquy_e'ﬂ_ VODKA
Sweetened Condensed Ul:;';-Tngthﬁmp:r;t.tlkre ATLAS AZZURRO g CRUISER
Milk (SCM) iz, (UHT) and Fresh Ml Premium International Vodka-based RTD
Beer (Global Brands)

Rl % mz‘
i Reyive
L

xc“’le,v

¢/ GREAT PURE |

77 Topicana = G oo 2o, C2) m
o 5
MiRNDA A5
' Contemporary and Core and
. Other (Energy,
CSDh Juice Sports, Tea) Modern Beer Classic Beer

Asahi

GROUP

Source: Internal analysis.
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THE SCSEA REGION IS A GLOBAL GROWTH ENGINE — WE HAVE AN OPPORTUNITY TO SIGNIFICANTLY STEP-CHANGE THE

SHAPE AND SCALE OF OUR PRESENCE IN THE REGION.

JO—NILERZITASIT2HE - 7Y 71k, BHOBERELE LYY AEZREBEWICILAT 2 RELARESTH D

Why Invest Now Across SCSEA - Strategic Rationale

S, Bl - ET7VTICRET HERNER

a Create a new growth engine in fast-growing, underrepresented regions GDP Growth’
i i i i - 7.1%
SCSEA provides a pathway to enable Asahi to pivot to a higher-growth 0 4.4% 2 1% 2 1% 1.5% 1.2%
region chEzxc7LEyAMMEL > TemBERMmIH T AL, FHT-BRRIV PV DAIEZR S, i = —
South  Southeast Australia North Europe Japan
Asia Asia America

e Rebalancing under-penetration vs global competitors

SCSEA % of global revenues (estimated)
Asahiis underrepresented in SCSEA relative to both its own global

i : : ~13-14%
footprint and peer benchmarks, with material headroom for scaled entry ~3%
TN—T2EELV07 A—NIVEE AR THEMIICEWER - E7 27 T 7 L+ Y ZERRHICH )
. AT —ILEES RE#ESEET 5, Selected Global Peers Asahi

9 Drive global brand relevance in a high potential consumer base
The region’s young, urbanising population creates a strategic opportunity for

Asahi to shape consumption patterns Z&E#dLcBHIECERETHICE VT,
JR—NLT7 SV FOFEREZRDEA L., HEKSORIHZR 3,

SCSEA has a population of 2.9bn (35% of global) and
average median age of 27 (vs. 50 in Japan and 45 in

Europe) ZF=i- @7 Y7 RAO29EBA (HREAOD3S%) . FHpHR
B13275% (BAS505%. ERM45%%)

0 Capabilities and platform ready to scale
Access to capabilities (i.e., innovation, RTD market making experience, etc)
and a global product portfolio to execute growth at scale regionally

Access to our portfolio of global multi-beverage
brands, and innovation and execution know-how in

Oceania
HE - B7YTICBIT3EERBOLKRELZDTA/E) T4 (4 /R—2 3 PRTDOMBHRRE) . FETZTDRALFENL YD - T3V RR— b7 UFITNZ, 4/
JA—NILETZVER R— b7 VF BIUOBEEBZEICAELTWLWS, R=2a UV PEEEE/ VNIANDTI7EX

¢
Asah' Notes: 1. Estimated based on latest reference available.

GROUP Source: World Bank, Euromonitor, UN Population Division, Internal analysis - based on H1 2026 data. AU GDP from ABS data (Sep 2026). 28



WE ARE WELL POSITIONED TO WIN IN SCSEA LEVERAGING OUR PORTFOLIO OF GLOBAL PREMIUM BRANDS, STRONG

JAPANESE BRAND POSITIONING, AND PROVEN ABILITY TO SCALE BRANDS SUCCESSFULLY.

TA=NLTIVE BRTZ IV FDBA, 77V FER - EREEZERIC. Bl - M7 Y7 CTORKRERICEIT EAMEZEICERBA TV

Why Asahi Is Well Positioned to Win in SCSEA

77V FEBK - ERER

Ja—nNL75v R A N0 o
T AEvTEEORS Our proven ability to scale
Premiumisation is a key growth Japanese brand positioning
i . brands successfully through
theme in SCSEA, with strong and culture resonates
. . . . deep category and market
alignment to Asahi’s portfolio of strongly with consumers - .
. . . expertise that can be
global premium Alcohol brands with latent growth potentlal ded K
HE - AT VT OBBT - THB T L I T LI, 8475 KoL VRAXEAOBLENEEHRIC SxisudectoewlinanKets
LHABIF B O— LT T FEIEEATLTWD BHIMERBEET S Hh7TY— - HRICET B EEAMAEEN L.
FHBICEVWTHET TV FOBRK - ILAH ATHE

Example: We have a clear track record of scaling
new brands (e.g., Great Northern, Carlton Dry, Hard
Rated) successfully in market.

ICE[I o7 7Y FEKA,

Example: Japan is the #1 preferred travel
destination for Southeast Asians — highlighting its
strong appeal to locals.?

RHE7 Y7 ADEMSKENO.1IE AR, ES

Example: From 2019-2025, the premium+
segment has grown 50% while other categories
are either stagnant or in decline in Vietnam
(largest beer market in SCSEA)’

%ﬁ B7YT7TRAODE—-LHTBETHEIRNFLTIEH, 7L

T L £ Y A M 32019~20256 |2 +50% ik, % Dt
HTFIY —FEIENE 7 i%ﬁ/J\ A mnf"
PFDR Y” < J - sd ’ A
PERONI MASTERS OF »
S | 5250 - SUPER DRY ' NORTHERN
g “"'?“E / 4 : EST BREWING (0 OLD
— A

{ —==m

Explore additional

regional brands . A . VODKA
2075 Fo N S—— UISE
BB RE S CR R

’
Asah' Source: 1. Internal analysis, Euromonitor. 2. The State of Southeast Asia 2025 Survey by the ASEAN Studies Centre.
29
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OVER THE NEXT 10 YEARS, WE HAVE A CLEAR AMBITION TO GROW SCSEA TO BECOME A SCALED MULTI-BEVERAGE

BUSINESS — UNLOCKING OUR REGIONAL GROWTH POTENTIAL. ssio0sm<, s - @7y s 2 — L EETTAFEAL y VREALHES U5

Our SCSEA Growth Ambition

VISION: From underpenetrated foothold to scaled SCSEA regional powerhouse
EYary i TLEVRADBEVEEL L, B A7 YT 2RRTEIATFENL Yy VEEA

Cultivating a winning Targeting consumers :
Unlocked by a leading
multi-beverage country-by-country
route-to-market
portfolio and city-by-city B —
BHENDOBHBZTLFENL YL - R— k75 U F DEERL E - #mlox—7y FERE
* Expansion of our global alcohol brands aligned * Expansion of our reach and position in existing ® Local RTM tailored to unlock organic
with consumer needs (taste, format) — focussed markets (e.g., Philippines, Malaysia, expansion and new market entries
on where we have a strong right to win Singapore) igiEQE'JwRTM%¢%$ L. F—A=v IR EHRT
HHBAEERBCIAWRICEL T, HEEZ XIS BEGHICEITE U —F KUY 3 VI BENEHE
WLrzn=—rmv77 > P e * Phased regional expansion in attractive * Optimisation of existing pathways to market
* Leading the beer-adjacent category creation markets (e.g., Thailand, Vietnam) MmN DEIFIL— b OREL
RfzEh LE—BED T ) —OmHEme U — F investment to unlock RTM to accelerate
* Win in Non-Alc focussing on the most attractive growth
participation opportunities RTM L;iJ: DREMRICES 28— b F =y T - B
BT ¥ v L OB E R0 B £ A Enabled by ... IR

Market leading commercial capabilities | Targeted Investment & Execution | The best talent
mime U — F I 2EEN, BERNIRE L ERITH. BFRAM

Asahi

GROUP 30



IN NON-ALCOHOL, WE WILL IMPROVE THE PROFITABILITY OF OUR DAIRY BUSINESS, WHILE CONTINUING OUR STRONG

GROWTH MOMENTUM IN BEVERAGES. sz <it. siasomzstiE s il h 700 —OREEA v £ ABEER 2

Existing Growth Engine: Non-Alcohol m#omsz> v mx

Strategic Priority Areas

Dairy z.8% Vending sri Beverages &k
y

w Objective: Turnaround business Objective: Drive improved @ Objective: Drive growth
chans J ' . profitability focussed on higher through focused portfolio and
to accelerate profitable growth margin locations customer excellence
cddoy  FTEONBHEEBE L REMNE N X \ e ! BEMIS AL
Goodday B & ATLAS oo o & 2t Torana BALAH 77 ) F EBESIENI Y
Priorities: Priorities: Priorities:
Improve SCM" and UHT? growth & profitability Streamline cost base Drive execution excellence
IitEEEL - UHT 2 L0 DR - IS EE AR FEEOEE EIThosE
Optimise export markets Premiumise existing fleet Optimise profit (pricing, mix, customer management)
WHEEOREL Bt 77 B R o & T infiiEf N oREY (g Iv o X BEER)
Pursue supply chain excellence Drive targeted scale Expand distribution and strengthen GTM
Y774 F - 05ElL B9 72 R — LAk ARE&HLA & GTM3&(E

Why are we well positioned?

We are clear on our plans to drive continued growth momentum and preserve strategic flexibility for future growth
R ERREA VX LORR L, FEROBKRF 7> a v HEREZER S

Strong portfolio of leading owned and

Ability to capitalise on strong growth Proven ability to execute at scale with an .
momentum in our Non-Alcohol business established route to market _ partr!er\\br\ar!ds (e.g.,\\ 3ep\\s@o) I
MEFEORET X > % LEEY AL BT & NARTMESER L 7 27— AL DFATH = L
’
Asahi

Notes: 1. Sweetened Condensed Milk. 2. Ultra High Temperature Milk.
GROUP 31



IN ALCOHOL, WE WILL CREATE A SCALED, REGIONAL ALCOHOL GROWTH PLATFORM ACROSS SELECTED TARGET MARKETS.

BREEETIE, 47y FHBIEELIERT—VOBIRRT 7Y b7+ — L%iBET 3

New Growth Engine: Alcohol s umerx> vy ms
Strategic Priority Areas

Create a Scaled and Profitable Beer Business in SCSEA #f - 7 7 TR —ILDHBNEHOZ W E — L BE AT Shape Alcoholic RTDs in SCSEA

g - @77 CRIDAT IV —%EIH
Thailand: Build momentum in :‘l.lert‘nam: FStab“Slh foothok:‘m Existing markets: Drive Build orioritv brands in anchor markets
metro anchor markets and Igh premium vo umg ?nc or continued expansion in P y 1
tourism hubs markets (e.g., urban cities) market -~ (MOFT ;gk;;nTefggach) R
N ~ : 7 ( €,H« /:\t > ——18 . N 2 5 T ‘}l/ l\\ 1= "= N
24 EHE - BxE b ER ;ggg_é‘_%;;lu’ ;’%Eb ZEAS BEAETIS ¢ b M T A L/ 7~ Fer
. Hero brand driving Premium trade-up for Str i
DRY” " g ong portfolio
AS""' volume and recruitment PERONI richer beer experiences ASA'“ 4%!5!!! As"hl . Ai:,l,m,l d of brands &
ASD%EH & L - BEBRE - AdsUeR0 PNAZBhE L7=7L I 7 LA _ GCRUISER | SHIBORII {#sHEA liauid
sriE g u SR L 0 Al Selectively explore fth 7' 7 > F D ER H 15T lquids

Route to Market (RTM): strengthen our RTM control to improve brand development, penetration, and execution effectiveness
RTMoar ba—L@kzBLC. 77 FBRK - R& - ETHRALEZRS

Sourcing: Regional sourcing model to deliver optimised costs igifiZEE 7 /L 2@ L7 3X FRE{LZR 3

Why are we well positioned?
We have defined a clear strategy to build a scaled, regional Alcohol platform in SCSEA which capitalises on attractive

consumer and channel whitespaces across our target markets
=7y bHBICBIT2HEEE - FYRAALBEEZIRA, BE BTV TICBI2R75—L0H2BERRE7 7Y b7+ —LOBEZBERT
Deliberate portfolio focussed on attractive

Scaled RTM partnerships that will deliver : . . .
segments (Super Premium / Premium) : > = . Regional sourcing that will deliver
. . improved reach, economics, and execution Ay ts & brici titi
where we have a clear right to win i optimised costs & pricing competitiveness
Lt 03 %@LLI&%%E’C% BRA—N—TFLITL-TL3 N e JR PR L RSN E D75 THEBEEE T
IS L7 R— b7 4 Uﬂ%;@

Asahi

GROUP

Notes: 1. Modern and Organised Off-Trade.
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WE HAVE ADOPTED A DELIBERATE THREE-PHASE STRATEGY (WIN, SCALE, EXPAND) WITH CLEAR STAGE GATES TO

MANAGE RISK, STRENGTHEN ECONOMICS, AND BUILD STRATEGIC OPTIONS ACROSS SCSEA.

BB% % 3E%FE (WIN - SCALE - EXPAND) (231322 & T, URZZERL., INEEZBIELT 2L EHIC, HE - BT P T7REBTHRORRF 7 3 v 2BET S

Our Three-Phased SCSEA Transformation Journey =#-mrorsggs~on—rFvy7

Scale (’29-31): Expand (’32 - ’35):

TODAY(’26) 2035+

WIN (*27 - *28):

Key enablers

IxATT7—

GROUP

Prove Winning Commercial Model

Regional sourcing
i FREE T

Unlock Scale & Competitive

Create a Regional Growth

RTM partnerships
RTM/X—kF—> v 7

Frontline presence, greater
scale
BESLEVR - RT—L

Supporting Tech architecture

and governance
ITERR - ANF U R

Primarily Be N %K 2 1= B2 DR Advantage x4 —Lilik & B S@BAME DR Engine mET> 0l S‘ialid
multi-bev
:O?'Alc Disciplined stage-gated investment, upon hitting milestones and KPIs <~ { )L Z + —> - KPIERKICIG U 7-EEBER% & business
usiness N
e S : . . LF EN
BB E R  Established foothold in high premium ¢ Scaled regional alcohol growth platform expansion through organic growth Z}/ 7’;$¥
Und volume anchor markets (beyond top urban cities in target markets) and inorganic growth (via
penr;tl:l:ed 7L ITLHHTORN DY ZHEL targeted investments and partnerships) SCSEA
. : : : F—H=voHE (B=4y bHBICET 2 TEBHUANAANDER) PHEF—H=v /RE regional
SCSEA Established premium brands with a (EEEIRE - X—bF—2v ) ZRLUT. BERREBOR T —VILKZER S, powerhouse
Foothold proven commercial model ) o _ . - EHT T A
BFLEY X FLIFTLTS Y RO L S 44| OET * Improved economics and profitability through regional sourcing and scaled RET2EEEE
« Stronger RTM and sourcing partnerships ;Tlliili/lmpfrtnershlps APACTREET IV ERT—ILDBHBRTMAR— b F—2 v T 2B LTI fomional
Import RTM - &/ — k F—> v 7Dk Cogona )
s°“"°ji“\§ * Clear foundations for future growth Mo 5
AR RO BRI 7 MR "
Critical KPIs
d.lvla'sbtetr onsumer metrics Numeric distribution & Regional
71_?4";\ llf Sr (Awareness, Intent, Gross profit per HL TS [T Cumulative operating profit RTM
) e B (HL Y7 Y 3R D REE R HiIRTM
Pa—&— Advo:gic::y) /ﬁﬁ\%%ifm\ (240 Hffi (HLZ7- Y #87)%%) B 1 & [E4E % - 1) B RETEEN iz
BEEA - 7RRAHY—)

Strategic Investment / JV to

create regional scale platform

HIEHRE - WzB LT
Hlg BRI SR
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LOOKING AHEAD &
CLOSING
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MOVING FORWARD, WE CONTINUE TO FOCUS ON DRIVING SUSTAINABLE PROFIT GROWTH THROUGH A MIX OF GROWTH

LEVERS AND MARGIN IMPROVEMENT LEVERS.

Strengthening our
Core Portfolio

A7 R—b7x UFnmk

NORTHERN

nnnnnnnnnnnnnn

HAR

]

Examples:

v' Contemporise our
portfolio of brands
through innovation.
1/ R=a37l&b
R— b7+ Y FRIFE

v' Extend brand
leadership in key
markets. FEMHIC
BI3I377FY—
Z—y Toigft

v" Drive the right mix
management

(product/ channel).
RER Iy I AER

434

GROUP

Driving
Premiumisation
7L I 7 LML DHEE

BRY;
@ % g
G Aggm

BALTER

Examples:

v Launch new product
development that
benefits from key
consumer trends.
HEEMNL Y FEREZ
77 e B

v" Continue to grow our
premium RTD and
Spirits portfolio.
7L I7LRTD - RE
U OILTE % fikie

v" Grow total occasions
through innovative
PPA'. V7% M -
M8 ERETIC L 2 ERA#S
DHLK

Driving Growth
R R DHEE
Expanding in High

Growth Categories
SREATIY -0k

ik
"gg‘ﬂﬂ ] [E]ME[
g g

ESPRESSO

Examples:

v Grow participation
in Energy to
capitalise on a fast-
growing segment of
the market. SR & %
RifpTFY—hT
TY —~DERLEK

v" Expand our
premium portfolio
in fast-growing
categories (e.g.,
functional health).
BREATITY —TD
TLIT7 LR—h
7+ UFILFT (Hee
MR A &)

SHY. RREREHERWERKREZHELEDLE., FRNAMSRREZHEL LS

Uplifting Operating Margins

F#mEDmE E

o0
Expanding across Accelerating Growth ) E|?1b.edding
SCSEA Through Al Disciplined Cost
HE - BT TOEELK Al & 2 R INER Control
AR MEEOHE
salesforce = _-
. — =04
“ servicenow. - B
v /’
Examples: Examples: Examples:

v' Phased regional
expansion in attractive

markets.
ik 1B 73 T 3%~ D ERBERY
R

v' Local RTM
partnerships tailored
to unlock organic
expansion and new
market entries.
High & & DRTMIRIE % B
Cl=rd—H=v IR
BB ADRE

v’ Leverage Al to enable
next-best smart
selling.

AlZ R L - B2RE

v Drive more intelligent
operations across our
value chain.
NYa—Fz—r2FD
FRL—v 3 vEaEfl

v Alintegrated into

demand forecasts.
EEFA~DALER

v Implementation of
Asahi’s regional
procurement hub in
Singapore.

OV HR—IVIZTRENT

(AGRPO)

v' Investment to deliver
more efficient
operations.
FRL—> 3 v
[ =&

WE

These key levers form the foundation for our ability to deliver sustainable growth moving forward
INLOEHERD. SHROFFRIARE X2 2 HER

Note: 1. PPA (Pack Price Architecture). ffii&. BRE. /v I — YRz RBE L, NEELBERMEOR L2 2EET L —LT7—7

Delivering Strong

Foundations
REI R EEEBROEBE

&8A

[® N &
OneAsohi

Examples:

v’ Uplift capability
through systems
upgrades.

VAT LEELICKD
HREH DRk

v" Optimise our end-to-
end supply-chain
network to improve
service, resilience
and cost efficiency.
YA F -2
OE@Efbick b, Y —
EX-LYYTVX -
AR bEERDME L

—e
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IN CLOSING | WE ARE WELL POSITIONED TO CAPITALISE ON FUTURE OPPORTUNITIES. WE WILL CONTINUE TO EXECUTE

IN LINE WITH OUR LONG-TERM STRATEGY AND ARE CLEAR ON OUR PRIORITIES.

RO RESZEZ 2E{HIIE->TH Y, 5l EHh e RPEERICH > T, AELAEEREZERICETL TV

Closing remarks: #iz

1. Oceaniaremains a resilient earnings base, supported by leading positions and a diversified portfolio.
FETZTE, EREY—FT3HEEI T a v ESAAT— L 7+ UFICHR ONBEARINKERTH S,

2. Portfolio, customer and productivity initiatives provide a clear pathway to stronger value growth and margin improvement.
R—b7xUF - BT - £EMHRLERICEY. MERROINEEHBERLE~NOELBEH IR TS,

3. SCSEA represents a material long-term growth opportunity, pursued through disciplined, stage-gated investment.
HE -Bm7YVT7EER AEHIBRBENEREZBEL TRYRAATH EEMORIANGERRERTH 5,

4. Capital allocation, execution discipline, and organisational capability underpin sustainable shareholder returns.
RBLEXRES. HEDSHERT. BEHZERIC, FRENSKEMEOM EZEREREL TV,

ALLPRESS
ESPRESSO
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