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CEO Introduction — Nigel Parsons 9l

C EO U) %E j]\ ASAHI EUROPE & INTERNATIONAL

30+ years leading growth and transformation across

FMCG, beverages and branded consumer goods
FMCG, (Kl 75> NEBMERICHWT, 30FEULICHE Y iR & EE£%ES)

Deep commercial expertise across customers, categories,

channels, RGM, digital commerce and execution
BE. 73V —, Frx/, RGM, 7Y RILIAT—RIZEITEEFHMH

Proven ability to simplify complexity and build the

capabilities needed for sustainable, profitable growth
EHLREE S Y TIVICRE L, BHENH OISO S VR ICHE L ERHE D % B
LT&E®

Leadership grounded in trust, clarity and accountability —
with people and teams at the centre of performance

S48, BRES. BABEZERL. MEF—LET+—T Y XOBLICER D
==y

Focused on building constructive partnerships that create
long-term value for the business, customers and stakeholders
¥ BEE. 27—/ R —ORPOAMIERILICO 5N BEBNL - F -y T
DHEEER

¥

NIGEL PARSONS
CEO, ASAHI EUROPE & INTERNATIONAL
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We Decided to Review Our 2035 Strategy
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Future Profitable Growth

F sk Rt & B B
PURPOSE

PASSION fs#

MAKE THE WORLD SHINE
BY CREATING GENUINE CONNECTIONS —#ty 2515, #R%Mh 5

==
OWNERSHIP

ADEE
PEOPLE-CENTRICITY

We put people at the heart of everything

EZEML DR TR MR T 5B

VALUES Melars paSSi::;?c::t?:::ed consumer We act proactively with the ownership mindset.
AMBITION
Scale our challenger markets, Lead our core beer business,
accelerating share gain in Italy, the UK & achieving beer share leadership in our EU
Netherlands G8 markets #enze—LFELE Y —F
GROWTH FrLy Iy —HETORERRELA .
CHOICES Unlock growth in our emerging Accelerate our non-alco portfolio
markets, creating a substantial volume to 15% by 2030 and 20% by
business beyond EU G8 by 2035 2035 s 7noF— b7 UFiEk
FRTBTOMREERR Serve more consumers, on more
Expl?redn&\g‘lgrontlers through a occasions in beer & entering in new
iscipline program segments £ %< miEE - g ke & e
\ i miss B )L g LV DEEE - RARSEES )
SHIFTS CONSUMER CENTRICITY CONNECTED EXECUTION

using data and insights to guide
innovation & activation decisions

HEEER
ToREA VYA NEERL, A/ R—
¥ a v EHBEROBRIREICKBR

FL—F
A L

trade marketing, digital & field teams
connected to win more consumer choices

GROWTH FUNDING

allocating resources for value
creation and scalable growth

Our Culture ®xft
Unlocking a growth-mindset through
our inclusive, high-performance culture

Our Organisation & People Growth
Fit-for-growth organisation &
capabilities  #fE AHORE

Our Modern Talent Approach
Sustainable Succession pipeline and
an Employer of Choice mtaim At

.

DIGITAL BACKBONE

smart data and Al platforms
powering faster, better decisions

Asahi

GROUP

ASAHI EURDPE & INTERNATIONAL

TOGETHERNESS *#

We achieve more by working together toward
shared goals

AE| TO BE THE FASTEST-GROWING BEVERAGES COMPANY IN OUR PEER SET

PLANET

2040 Net Zero from grain to glass,
through clean energy in breweries and
partnership across value chain

20405, BERhoBREETHRY FEO

Water resilience, through efficiency
everywhere and progress in priority basins
KEROL Y IR

Fully circular packaging, through
wise and efficient choices

RLEIRE o —

ADVOCACY & FORESIGHT

shaping regulation and society to
secure our license to grow

B L -RTH RN DEIRECSY ) TYRVELE BUEIRE L £RMK
R=TTAVI. TYRIL, BEEBM fiERNS & Fh B MR IS T ToREAT Ty b T4 —LEFERL. B - HE~OBENIFEBL, "
LY EBLOBEBEFICRENDFEN BEEREED LV RRTHOBVWRBREEXER FrgEhO e R B AR E AR
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Our growth choices
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OUR
MARKETS & THEIR
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MARKET ROLES

M5 D&E

SCALED

CHALLENGER

EMERGING

/\
N

SEEDING

L © () w -
CZECHIA | SLOVAKIA | ROMANIA | POLAND | HUNGARY

I — o5
ITALY | NETHERLANDS | UNITED KINGDOM

£ @ e 0o
USA | CANADA | GERMANY | FRANCE

NEW FRONTIER OPPORTUNITIES




AEI GAINING OR FLAT IN SHARE IN 5 OUT OF 8 MARKETS OVER LAST YEAR

AENZ8MISHOMLH T, FIEL DY = 7 &K £ 7 1THER

5 Nl
AR

MARKET

POSITION 1 1 1 1 1 2 3 5
(VALUE SHARE)
VALUE SHARE
CHANGE MAT -20bps -70bps -60bps

SCALED MARKETS CHALLENGER MARKETS
® Poland Volume Share o UM K—5 Y FORERES = THE

* Asahi's market share recovering from H2 2025 . pr=rapips. 75> FEE0®EIc LY > = 7 1L EEER
on stronger brand investment

» Plan to gradually return to premiumization FBIEICT L 2T LA OBERER S
+0.6%

+0.5%

25 H1 25.H2

1 e % " Ni
-1.6% Source @ MNielsen

Source: NielsenlQ (CZ, HU, NL, PL, RO, SK, UK) and Circana (IT), MAT July/Aug 2026 based on data availability
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EUROPE: PERFORMANCE TRENDS AND FUTURE DIRECTION

BRI : SEAEHS &SRO ITEH

Net Sales (excl. liquor tax)

(EUR Million) 3751
3,370
3,106
2,936
2,695
680
559

2019 2020 2021 2022 2023

mmmm Core OP

2024  2024* 2025

Core OP Margin

3,960
3849 o, 3874
oy 638 668 662
17.9%
5.6% N

2024* - Based on new
business groupings
BEHR—X

2026 (E)

ASAHI EUROPE & INTERNATIONAL

PERFORMANCE TRENDS =i&i#t#%

Experienced the largest cost increases among the 3 RHQ but continuously
invested in global brands and other products from 2022, while maintaining
consistent profit growth through significant price revisions and efficiency

improvements.

SRHQOHFTERABED AR b Ty T B, 2022F L&, T R—/NLT T RBREAD
BEEMEE L DD, KIBRMISEUE & IS & V) SR % ki

Core Operating Profit margin has been subdued due to significant cost-push

price revision.

AR Ty 2 BOMEEZE LR E FIZEEK(FER

FUTURE DIRECTION 4#%n 7t

In 2026, H1 fell short of plan driven by volume in Romania and Poland
following larger than expected market declines in both markets. Input cost
pressures, driven by the conflict in Iran, remain significant and are expected
to continue into H2 impacting full year delivery. Mitigation actions are
focussed on strong execution of plans during the peak season, continued
premiumisation through Global Brand investment to increase unit sales

prices, and disciplined cost management.

20265 FHAlE, —< =7 - R—F ¥ FOHSBHEC & 2 RGEHERD % EHICE
WIS FMRa R b Lﬁ#)Lﬂﬁsﬁ‘fa/\@%%‘;%Eﬂto EHEWISKG, FEPICET2EEO
BEART. BEALOHO/O—NLT 7Y FEEICES 7L I 7 4L, AR FEEOHE
Strengthen global growth platforms, including East Africa business.

BT 7YNEEZMA T A—NLBREEE RS S

* The 2019 and 2020 fi fgures are estimated values prior to the amalgamation of the two European businesses.

320194, 20204 [ZERIN2EZE DR EET OB HEE

* The following changes to the reg’ortmg@ éments took

%2025F4H L ) RHOUHIZE, R 2T

(©ASAHI GROUP HOLDINGS. Al rights reserved.

CEBTITL A

effect from April 2025. East Asia gAIcohoI) transferred to Japan & East Asia; Southeast & South Asia (Alcohol) transferred to Asia Pacific.
(R DId itk -E AR ~BE

[ 7278074

BRE, 17V
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COST EFFECTIVENESS PROGRAMME
TO IMPROVE MARGINS

FIZRIRBE D= DIFEERE

EXPECT TO GENERATE EFFICIENCIES EXCEEDING KEY i;FE'g'SENCY
OUR INITIAL TARGET OF EUR 100M BY THE END OF v
THIS YEAR, WITH CONTINUED EFFICIENCIES

EXPECTED THROUGH TO 2029 Revenue management
FEFRE TICLPBEOI00ML— 0% £ 25% % RiAd, \ & Innovations
2029 2T TE B R DR = HEE LARZa—%x P X2 b - Supply chain efficiency &

1/ "=>av Value engineering

Y774 F - gL -
NYa—xzvo=7Y>y

OVER 300 MEASURES IN TOTAL INCLUDING:

* Manufacturing & Supply chain optimization

» Greater overall fixed cost efficiency
* Review of IT-related spending and investment
AE300 LR %E i, TRMERIFUATOREY :
CBE/ YT IATF v OREl
-EEEEBDOS 5 DHMEL
CITEHEOXH - REDREL
Fixed costs
EE &
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PATHWAYS PEOPLE PLANET

MARKETS & THEIR CULTURE & IMPACT &

ROLES PEOPLE GROWTH license to operate
B} s ’




~ CONSUMER TRENDS EVOLVING: WHILE CONSUMER CHOICES ~ dui

DIVERSIFY, QUEST FOR BETTER VALUE BECOMES HABITUAL

HEE LY FOZEL : Tﬂﬁib‘ ﬁﬂc-a“é A, LY EWMAEEZRD B EETELES

“!" 5

%" ~ - l J ,‘g‘ - | ‘

- v = \ \ N
¥ - AY L 4 ? ‘ ‘
" RISE OF LOCALISM 5T . A DHN HABITS—< . [ ClO! ‘
68% of EU consumers prefer local ‘ 79% of shoppers think their health is their ORMALl BECOMES HABIT ‘

brands | responsibility P6M up to 73%... but across 5+ categories 75% EU shoppers seek

‘ 1@%%;@%?5 L ZHRDORBEZIEAE S deals & change brands

| PEMIBBAT3% £ TER. —AT5HF T U~ EICH# A2 FEENBRI -

\ ‘ EUHBREDTS %A MIEEERL, 77 FER) 8z |

A—ALEROEE Y

EUHEEZED68%A O—HILT T >~ K% RiF
MAXIMISE RELEVANCE OF OFFERING A WIDE RANGE OF BROADENING FLAVOUR AND OFFERING THE BEST VALUE
LOCAL JEWELS ALONGSIDE OPTIONS WITH FUNCTIONAL EXPERIENCE OPTIONS THROUGH PRGM
GLOBAL BRANDS BENEFITS B uﬂau\vﬁ%manm%mx PRGM % i L 7= 0@ 5 i fE o0 $2 45

JO—nNLT7SyREEDIC, O—H
»@ﬁﬁfﬁyFwﬁE@%%tm
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BEER CATEGORY DECLINE CONTINUED
ACCELERATING IN 2025

E—ibH 73U — DRI A MR, 20255 113 & 5 (SR

Volume — AEI Europe region total : > l]
> S

(mil.hl)
OFF trade [l ON trade
143.3 142.3 @
136.5 @ 38.4 378 36.7
33.5 329 l
30.7

74% 74%

74%

19.0 19.3 18.9
93% 93%

14.3 14.3 137 94%

67% 67% 68%
68% 69% 69%

2023 2024 2025 2023 2024 2025 2023 2024 2025

2023 2024 2025 2023 2024 2025

Source: internal estimations (local market models), all data on Beer category, no Beyond Beer Categories (RTD, Cider)



NAB categories continue to have strong growth momentum across our Region, with FNAB continue to perform
strongly across CEE and WSE, while beyond beer (including RTD) presents market share potential in Western

Europe & North America

CEE I 1.6

T}
PN
o
m 3
2¢s
o:
=%
Q o
N«
w

Volume (M HI) ACT 2025 AEI MS Growth
Potential
Lo
s 8
O3
m 2 WSE N A
<3
=2 5
Volume (M HI) ACT 2025 AEI MS Growth
(vol) Potential
o)
N
8 CEE AN AN
o e
<3
=2 = WSE A AN
L 5
N
N
@ NA | 0.0 A
AEI MS Growth
Volume (M HI) ACT 2025 (IWSR) (vol) Potential

N

NABZERM i T e ph iR AVfkise, FNABIZCEE - WSET#FERICHEB S 2 —F . beyond beer (RTDEL) [EFBR - LK T = THARM

Key Brands

NIQ, Nielsen, Circana, GlobalData & IWSR Fy 2025
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OUR PORTFOLIO PLAYGROUND

R— b7+ UF0OREMEE
While core beer remains under pressure, in low single digit decline, we will maintain strong shares in core beer while pushing into growth categories in

line with our Future Profitable Growth strategy.
FTHOE—LHHIFE| S E1HTaEOMmE/ I HEE < —A. [Future Profitable Growth| BE&IZih> T, EAE—LTOFWY 2 T72H#HFLO2D, BERAT IV —~DERZED S

NON-BEER BASED §, SEER-BASED PRODUCTS 4 NON-BEER BASED

™

2 ray
of:l?ouv’:;:: %gﬂ E7il 9 ’I Pﬁ%m ; Al ggg:s:ﬂh:

s K A 13 oo (R A ey fratl _
J”’.ceCSSeDtc . 4 “L j ‘%ﬂl‘f! T ¥ g\g::ﬁ: etc
NON-ALCO DRINKS NON-ALC BEER JUE— ABCL:EO RIE LAGERPREMIUM o SPECIALTY & BEYOND
(NAD) (FLAVORED /0.0) g MAINSTREAM SUPER PREMIUM FLAVORED BEER BEER ALC
NPR 1% 9% 84% 3% 3%
o1

* FINANCIAL DATA FROM 2025



PERONI NASTRO AZZURRO

Global growth of +6.6.%

in value and +6.8% in volume (vs LY)
JA—NILTHEER—ZX+6.6%, MER—X+6.8% DK (BIFELL)




JAPAN'S NO1 BEER

AEIl Asahi Super Dry growth is accelerating in
2026, focusing

on UK and USA
HE - KEISEH L. 202617 H £ 2—/5— K 5 A DR EHIE

TOTAL VOLUME

dﬁs:llii ASAHI EUROPE & INTERNATIONAL
ROUP

2025vs 2024

+17%

2026 H1vs 2025 H1

+30%

R =

4
VOLUME VOLUME
2025vs 2024 2025vs 2024
o) (o)
+25% +13%
2026 H1vs 2025 H1 2026 H1vs 2025 H1

+40% +24%

SEEK
;3

WHATIS
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LEAD OUR CORE BEER BUSINESS

:7@,—»%%3@%{ _ _
* Win market share in core beer in our G8 markets
G8HBIcH TR a7 E—ILDY = 7K

* Turbo charge our Global Brands (Asahi SuperDry and Peroni

Nastro Azzurro) growth
JA—NILT7Z v RORRINR

« Sustain Local Jewels premium growth in CEE
RERTA—ALEAT 7Y FOT L 27 LRE%

ACCELERATE NON-ALCO

PORTFOLIO VOLUME /. 71%— 75 v 4 omsmtes
» Accelerate disproportionately NAB by extending product portfolio

BRA— k74 U AT & 5NABDESE %A R EME
* Innovate in non-alco across channels (on and off trade)
EBA - REBNATD/ Y TILDA J/ N— 3 HEHE

* Roll-out winning FNAB propositions across markets
B3 L 7-FNABD{fifE1R S %= & TiH~EH

SERVE MORE CONSUMERS,
ON MORE OCCASIONS s vz <ommzrc. £y2<ommuarinp

» Expand in beer-adjacent categories with broader drinks offering
BT A>Ty TORFIC LD E—LBHEN T TY —~DRF . :

» Unlock white space by offering the right format for the right occasion
AR IS L BlA 7 + —< v kORI & 2 REHREEOBIE a
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Asahi

PN

Our People agenda progressed well in 2025 R —
2025F I AMEBA BERICER

120%8BDY =X = A>T IL—>7T - HARZERAETT% (B1E60%) . 5 ©54%A  Stop for Safety & Wellbeing~ DS 1=k HG21+D Y 2 v X =R A N—=2F 4
U—K—vy 7 - TRTILEET BE R L TEE (B1E60%) (B11Z80%) (B1Z34%)
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BWRBEEERHTAVIIL—Th BRICELERS 745U T 14D ERNRBH®ENA T4 DEEL
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Asahi
Planet 2025 highlights

Planet 20250/ 4 7 A k

1 OO% RESILIENCE

DECREASE OF RENEWABLE HL/HL WATER REGENERATIVE
SCOPE 1,2 CARBON ELECTRICITY EFFICIENCY AGRICULTURE
EMISSIONS OF OUR POWERING OUR ACHIEVED IN OUR PROGRESS
BREWERIES SINCE BREWERIES BREWERIES SUPPORTING OUR

2019 FINALIZED IN 2025 IT AND CZ

FARMERS. FOR
HOPS APP FOR
FARMERS LIVE!

E—LT#HDScope 1 - 255 E— LV THTHERT 2 BN D100%HE E— L THICH T BRERR A2V7 - FzAOBRREZIET 2HLER
BEHE % 20194 LL60%HI AT AL X —{bZ 20255 (LR T 2.91 HL/HL % 3Rk BEORY HH % HEE,
BRA Ry 77 7Y #1245
S

1.
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NET ZERO FROM GRAIN TO GLASS,

through clean energy in breweries and partnership across
value chain

E—LIHTDI) =T xIF—FRENY 2 —F 2 — DR TOEEICLY .
BYHOHTZRETCOR Y FEOER

WATER RESILIENCE,

through efficiency everywhere and progress in priority basins
KFAZIEDM L & BRI TORYEARICL Y, KERDOL DY T Xl

FULLY CIRCULAR PACKAGING,

through wise and efficient choices
B OWEMRBRICL Y, ROBRE Sy 7 — VYRR
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FY26 results — strong sales performance and /
excellent P&L leverage dsahi | eqbl

FY26 54 — 7BASE & 5 FIEHE il

12 months ending 30 June 2026 | Source: EABL Full Year 2026 Press Release

+13% +13% +27% +49%

VOLUME NET REVENUE EBIT

All markets and KES 146bn KES 32bn
categories EUR 960m EUR 211m

PROFIT AFTER TAX

KES 18bn
EUR 120m

NSV Growth (% YoY)

KES bn - FY25 vs. FY26

T+16%

1 75 22% of total EABL
150

125
100
75
2 L]
25
0 [ | -

/ Group reported o \
Net Revenue Gross Profit EBIT PAT K ‘i’i’;u“/i' )

FY25 mFY26
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OUR FUTURE PROFITABLE GROWTH STRATEGY IS IN PLACE AND Asahi

GROUP

WILL UNDERPIN OUR AMBITION TO BE THE FASTEST-GROWING
BEVERAGES COMPANY IN OUR PEER SET

FROPRBEEDOBVRRICHEIT - ZHEILL, FAEMHOTTRIMRROGVEAREELBD L ZBEY

* Our updated Future Profitable Growth strategy highlights our priorities and choices in terms of
Pathways, Portfolio, People and Planet.

E#7 L 7=Future Profitable Growth#E& (&, Pathways. Portfolio, People. PlanetiZ$# |} 2B EE L
ERRS A9 70 3R % RAREL

*  We expect premiumisation trend to continue and we will capitalise on this trend through further
growth of our Global Brands. NAB categories have strong growth momentum in Europe while
eyond beer (including RTD) present large market share growth potential for us in Western Europe
& North America.
TLITLMED bL Y FIZSHLMEET 2 L RAATEY, F7A—NLT IV FDIHRZHRERLT
ZOMLY FERYRAL, BMNTIENABATIEVAREX Y 2 L&MFLTH Y, BB - LK TIERTD%
& beyond beerl KRE 1Y = TILA DAY

* The outlook for commodity and energy costs remains uncertain due to the ongoing conflict in the
Middle East and is placing pressure on COP targets.

FEBEBOFEICLY, 3T AT 4 - TXALF X MORBLIIKRATEHA T, COPEREDERICED

* Furthermore, considerable market decline in Romania and increased costs arising from the DRS
scheme in Poland f(regulatory) are expected. Mitigation_actions to offset this impact are focussed on
_stron? execution of plans during the peak season, continued premiumisation through Global Brand
invesiment to increase unit sales prices, and disciplined cost management.

V== =T TlERIEATSMEN. R—7 Y FTIEDRSHEICH S aX MENRAEND, REZENT 5720,
SEERAICBI2FHBEOEERET. JA—NLT IV FADOREZBLLZTL I 7 LEOMBEICE S
BHffim L, REHZIX FNERITED

* The Cost Effectiveness Programme to Improve Margin continues and will assist the ongoing delivery
of steady margin improvement.

NS EREZ MG L. BECHBEWE 5 SH St

*  We look forward to welcoming EABL, East Africa's leading total beverage alcohol company, to Asahi
Europe and International.
EH77UH%EY— FT3RAEHEDEEABL% Asahi Europe and International (S8R % & & % HBfS




BBBBB

Future
Profitable
Growth




Asahi

GROUP

ASAHI EUROPE & INTERNATIONAL

Asahi Group Holdings
https://www.asahigroup-holdings.com/en/

1-23-1 Azumabashi, Sumida-ku Tokyo 130-8602, Japan
IR Section E-mail: ir@asahigroup-holdings.com

© Asahi Europe & International
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