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lgor Tikhonov | President of the Management Board

* President of Kompania Piwowarska since October 2018

* Joined SABMiller in 2001. Worked in markets in Russia, Ukraine, Slovakia, Romania,
Poland. Previously to SABMiller worked for Mars LLC

+ Diploma in Engineering from Moscow University. Exec Leadership programmes at
Insead and Oxford

James Smith ACMA CGMA | Vice President of Finance

« Started as VP Finance at Kompania Piwowarska in April 2024

« Joined SABMiller in 2010. Has worked across market, regional and group levels of Finance, in the
UK, Switzerland and Czech Republic, as well as spell in General Management in a craft brewery

* Degree in Business Administration from Cardiff University, and CIMA qualification in accounting

Asahi Europe and International



£ s

',:,\KP Kompania Piwowarska introduction
SitigE
Key facts Our presence in Poland
FELEE R—=Z v FIZBT2HEADTLEVR

* Created in 1999, but roots back to 1629.
Part of Asahi Group since 2017

1999F TR I NT=A. ZDRRIZI629F IS, 2017FEh o T7H 7 L—TD—8IC

« Largest brewer in Poland by market share 2 e
/-J-i’—g*/ FICBWTRADY 27 %55 t“—}lf{a\& MEJ@HJ

« Sales of 12mhl in 2024 iy e o
2024 F DIRFSEEE L 12mhl WELKOPOLsy, Bialystok

« Three breweries — Poznan, Tychy, Biatystok @
— giving national footprint Poznat

32D 7 L7 Y — —Poznan, Tychy, Bialystok A" &EN G EFERERL TV
« 2,500 employees across Commercial,
Operations and Support Functions
AR—Yxib, FRL—=2 a3y, BLUYR- MEFIZSE 2L T2,500% DIEES A ERE
» Leading employer in 2024 Randstad survey
RandstadDFAEICHEWT2024F0 [V =T« VY TREAE] IBEIND
» Breweries supplied by 100% renewable
power since 2019
2019 & W, 100%BERIBEIRIILF—TCENREEZZITTVWAIE—ILTHETHS

Asahi Europe and International
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Asahi
’.¥$KP KP has a clear strategy, and defined priorities aligned to

Portfolio, People, Planet and Profit

KPIZBARE L #B& % L. Portfolio, People, Planet, Profitd4 2D Z N FNICH W TELEEELZPEICEERL WS
We aim for:
Sustainable market leader delivering solid profit

B4k, Faggs~y—ry b —&—& LT, TELEMGEZELZEZBELTVWD

- Protect Polish mainstream lagers

5 + Engaged and competent organization
© «@’ (3)  Attractive to the young generation

ff{‘[ﬁ;\\\\‘ﬂ * Welcoming and inclusive culture
I

* H&S culture and Wellbeing
+ Grow the NAB segment Felly e PEOPLE
cHR=F YV RDAA VR I —LTHBTH—E—L%ETFD cBEEHMMEDH B

* Premiumise with Local Premium and International
Brands

< Build Share in Flavoured Beer

e O— 73»7111:%7.A77/M4/¢< FaFILTSVRT .- CREAT|NG s BHER IR AER
FL 27 MM EES « DT BIER A XL
TR — LD T EEAT S --- MEANINGFUL CRABAYALE Y 2 A

“NABE &' A > k DR EA{TET 2 BB CONNECTIONS

* CO2 Scope 1&2 reduction by 70% by 2030
* CO2 Scope 3 reduction by 30% by 2030
* Water usage below 3l/I

« Sustainable revenue growth using Profitable
Revenue Growth Management

/
"TJIEII] * Focus on cost control to leverage revenue to

_ profit
* 15% less plastic by C25
SS P y PLANET TR . Discipline on investments
* Proactively shape EPR & DRS agenda
*CO02 2O =71 2D HHE % 20304F & TIZT0%HIR * PRGM7% jER L - e Al ge e L DR
+CO02 Za—730HHE%2030F £ TIC30%HIE  ~KEAE3I/IERBICINZ 2 O MBEBICEREY T, BTLEEMRICHETDITS
*CBETICTIRF v 7 (ERE%15%HIE  « EPR3 X U'DRSDBUE % HEIRAY (Z HEHE EREICEHITEAE
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Asahi
@KP Beer is the largest category within food, and the biggest

alcohol segment by both volume and value

E—VEEMEFITRROATIV —THY., HE LR LMA T /LI —LERBEFTRROEI AV FTHD

TOP 10 FOOD CATEGORIES SIZE OF ALCOHOL CATEGORIES IN POLAND
(Sales value in BLN PLN, Off-Trade) (Off-Trade):
Beer IS 231
Vodka T 17.0
Fixed-weight meats = 9.4

30,658 = Volume (kHL)

® Value (miIn. z})

23,087
Carbonated soft drinks " 8.1
Bottled water N 7.4 16,958
Coffee ' 54
White cheese || 5.2
4,655 5,530
Yellow fats I 5.0 1697 2,482 .
’ 720
e ]
Juices drinks nectras " 4.9 £/ —
BEER Wine Vodka other alc.

Milk = 4.9

Data: Nielsen 2024 Aug MAT (Off-Trade)

Asahi Europe and International



Asahi
’.¥$KP The Polish beer category has been impacted by a number of

long-term and short-term trends

=7 v FoE—Lmigld, REMNSIOCERNZ LY FRFOZEZZIT TV

[ A

Declining Population Health & Wellbeing
AR BR&VzIE—A VT

i il

Changing
Effects of high inflation consumption patterns
=AY 7 LORE HE/NZ—vDE

Asahi Europe and International



Asali
‘.¥$KP The decline is driven by alcohol beers, with steady growth in ol

non-alcohol not enough to offset

E—ILDORBDAELRERTHY., /o FIILA—ILE—ILOEELREFITTIZINEBBZRT I+ TIEANL

Volume (mhl)

NAB % in 6.8%
BEER

37.9

35.9 35.9 36.5

33.8

~ COVID-19 Pandemic
High Inflation period

1.4 1.6 1.9 2.0 2.0 2.3

2019 2020 2021 2022 2023 2024
=@= Total Beer (m hl) == NAB (m hl)

Asahi Europe and International



Y . . . el
i KP  The beer category is dominated by lagers - which are
shrinking - while smaller segments see volume growth, along
with premium brands e-rssuss-szresncvsnr, zos=rumiEncss

—AH. MNEERE T XAy FTIRERFEE I EMLTEY ., JLITLT7 IV FEEEERXRIFTWLWS

Segments

Flavoured Non-
A|C, 5% alcohol,

7%

Premium segments share growth

Specialties
, 4%

26.9%
25.1%

22.8% e

23.6%

2022 2023 2024 2025 YTD

84%

Arrows indicate 2024 trend

Asahi Europe and International



Asah
’.‘,*KP The market is becoming more organized through growth in

discounters, and consolidation of convenience outlets

T, TARATY PR MTPOHARETVEZIVZRZ M TOHERICEY ., L VEBLEIEATNS

Channels

On-Trade, 7% l

t Discounters, 31%

Discounters & Convenience share growth

48.6%
44.6%
40.0%
36.4%

2022 2023 2024 2025 YTD

Hyper&
Supermarkets; 7.0%

Arrows indicate 2024 trend

Asahi Europe and International

Small Format &
Convenience; 55.0%



¢
' KOMPANIA Asdhi
74 PIWOWARSKA GRoup

ASAHI EUROPE & INTERNATIONAL

Portfolio

E—br7+UF




Asahi

GROUP

Our brands are well positioned in each key segment

BKLADT5VFRIE, RFBEEIT AV MIBWTHRBR- M ZHEILTWS
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Black bottles indicate competitor brands



Asalli
’,‘,*KP 2024 saw us rebrand Lech, taking the brand to new heights

2024F (CLlechd ) 75 T4 v TR REL, 77 FEFI-ASHANEE W

» #1 Premium beer in Poland
R—=Z Y FIZBT241 7L I 7LE—L
.. » Refresh of packaging to bring

common look, while also

introducing ‘L’ as brand icon
Nyr—=J%R#F L, i—SNT A 2RAT LB,
77V R7A4ave LT L] 28X

» New creative platform, ‘Lap

chwile’ (catch the moments)
FLWIVUIAT 4775y b7 +—L4 [tap chwile] (BERIZIRZ3)

» Successfully grew volume
market share (+20bps) and
Brand Power (+30bps) for 2024,
while increasing pricing (WAMP
+3) at the same time

20244 CAREEHES =7 (+20bps) & 75 KA (+30bps) %
ILART B EEHIC, RFICMEERE (WAMP +3) %&b

Asahi Europe and International Data: Nielsen 2024 Dec FY (Off-Trade), Kantar



Asahi
@KP During 2025 we plan to address the opportunity in Super

Premium with Peroni Nastro Azzurro

202542 1% Peroni Nastro AzzurrolZ &K ) A —/X—7 L I 7 L7 X > b Di&{bICE Y 8

*  While Super Premium segment
Is quite small in Poland, it is
growing (+7.1%* vs LY)

e = s | Bl F—FY FTRR—A—TL IT LAY FEHERIE Wb DD,

o

T —— !, S MEEHET TS (RIFEL+7.1%)
| * In May 2025, the national roll-out
of Peroni Nastro Azzurro in

Poland took place
2025458, Peroni Nastro Azzurro% &E/EH

« “Ciao” campaign will be
executed in ATL (Digital & OOH)
& BTL (including On Trade &

events)

[Cias] ¥+ > _R—VHATL (FL LI EOOH) BLO
BTL (F¥ bL—FEARVMEED) TEHIND

» Utilising global Asahi marketing

assets
FHEDTO—NABT—FF 4 ¥V RERERT S

Asahi Europe and International * MAT 2025 w18 Nielsen Total Poland



Asahi
’.¥$KP KP has developed a broad range on non-alc beers, linked to

main alcohol variants, to meet numerous consumer
preferences and occasions

FEATLI-—ABRRONY T—2 3 EEFLAELEL/ Y T7ALa—LE—LESEAZEE L, ZBAEBE-—X L —vICHGLTW3
Mainstream Premium (inc. Flavoured) Specialities Flavoured

Asahi Europe and International



SN : Af.fu!'i
',:,\KP 2024 was a successful year for Tyskie 0.0

20244 (3 Tyskie 0.0IC& > THIN L-E L o Tz

FIYSKi

 #2 NAB Clear Beer in Poland

R—=Z Y FIZBWTH#2ONAB 7 ) 7 E—ILiC

Kierowcy,

. < Mobilki, mobilki & . :
jestesmy na iestesmy na TY YK : « New campaign focused on
V'\od Zera BB ¢ drivers, with both ATL and BTL
: elements
;;Cl//‘ ATLEBTLOMERZHEAEDLE R, FI741—%

=4y M Lf:%ﬁf:@ﬂfv‘//f—‘/ .

* Volume growth in high twenties
BRFEHR +20% B %

* +20bps market share growth in
non-alc

T GpORIOWE EMOOE J 7= D~x—ry bz T7+20bps

#00%alkoholu @ www.abcalkoholu.pl

Asahi Europe and International Source: Internal data, Nielsen Dec YTD FY 2024



Asahi

A . - - - - GROUP
o KP  Successful innovation is key to meet changing consumer
preferences in a challenging market
BLUOTSBRET CET 2HEE—XIIHNIET 2720, A/ RXR—2a VORI EETH S
Kozel Bily Lekhy Lech Flavoured 4%

* 4% flavoured beer to
address opportunity
in flavoured

segment

4%D 7L —N—E—ILT, 7L —/—

€7 X2 b DRRBRICHIS
 Launched in can

and bottle

EEARICTHET

« KP’s biggest

innovation for 2025

2025FICHITHHADROAER
1/ R=2aryTHb

Asahi Europe and International Source: Nielsen Dec YTD FY 2024

» Easy-drinking 3.2%
Czech beer
AR TWN32%DF caE—IL

 Launched in can,
bottle and keg
E. #h. 1BICTHT

* One of the largest
beer innovations in
Poland in 2024

2028 F BT BR—F7 VR TR KRER
E—ILDA / R—>3D—DOThHhD
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Asah
’.‘.*KP Brand power has been key to progressing prices to COVEer COSt  ammmm

Inflation, with Gross Margin % almost back to 2019 levels

A LIZIF2019FDKREICR->TETEY . 77V FAR. AR MEREZHN-T 27051 E LT 2EH D L TEEARE R LTEL

e=—| ech 187
e Tyskie
—ZUbr 170
149
/
126 4 S
114 —er——"
y -~
100
2019 2024

Price index of Top Three bottle SKUs in Traditional Trade, based on recommended retail price in our trade programme.
Index: Zubr price as of Jan 2019 = 100. Prices include excise

Asahi Europe and International
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wryKP In amarket with negative volume trends, Profitable Revenue

Growth Management is a key tool to grow top line

VA FARRERICHZHIHICEWNT, PRGMIZ by 754 VO RAZERTH1-ODEERY —IILTHD

PONIEDZIALEK — SRODA 26.05-28.05

2 LITRA PIWA
ZAWIERA 25 GRAMOW CZYSTEGO
ALKOHOLU ETYLOWEGO

SPRZEDAZ ALKOHOLU
OSOBOM DO LAT 18
JEST PRZESTEPSTWEM

- We aim to balance pricing, market share and

profitability, while having a clear view on the positioning

of each brand @#%. 5> = 7. NEEDAF Y 2EREDD, §75 2 KD
R azv 7 eREICBET 2L ZBEL TV .

- The market is very dynamic in pricing and promotions, vt varre () 1o
agility is Key s e 7ne—s 2> im0 TEBCRBITS ) ZRESRE A S

SUPERCENA

PRIY ZAKUPIE 2X6-PAKU

Piwo Klasyki Smakowe Zero %

- Key focus areas: zx5%

oC

Kup 2 x Lechii le¢ na
Data & wybrany festiwal!
Digitalisation Analytics Processes
TR F— % &5 Fa+z

Asahi Europe and International



2 i A
wyKP Business Investment — Poznan Automated Warehouse

B2 E - PoznanBENAE

- Total investment worth around
200mPLN, completing during 2026

R EREN2{EPLN, 2026 £ TICE T FE

- Space for 40,000 pallets

40,000/¥Ly PP DAR—X

- Increases storage capacity at our
Poznan brewery, reducing need for
external storage locations, increasing
% of deliveries direct to customers, and

reduces transport costs

Poznan TIZDREREZEA L. AMRETER DLEEZHIE
BEEANDEHEREOEIGZEMS ., #xa1X FZ2HIRT S

- Will save 2,300 tonnes of CO2 annually

from less transportation
£ERT2,300 b > O ZEALRE OB E & I

- Automation of tasks increases Safety

aspects of operations
420 OEBLIE, EHEORSMEALSES

Asahi Europe and International




Asahi
’.‘,*KP Business Investment — Tychy Backloading

EYRRBE-Ta4E - Ny osR—=FTa4v7

- Total investment worth around
16mPLN, completed in 2025

e EEK1,6005PLN, 2025FIZ5E T FE

- Evolution of customer base
requires back-loaded deliveries,
which also allows more direct
deliveries and reduces use of

external warehouses
BEEBOEL I, BIWHEOMBART R ERY .
ThIC &Y EERRA N L, ABEECFBEI EHENS

- 18 truck loading back constructed,

allows safer back-loading of trucks
18BD b5 v 7 DR ESEEEEBEEL,
b5y & ORERBADREAFMHH LIRS

- Investment allows us to reduce
forklift trucks and labour, while

Increasing safety standards
BEICEY, 7+—7 V7 bOBEBRFCAHEZHEIBL 2D,
ReHEELMEIEEZZENTES

Asahi Europe and International




Asahi
5.¥$KP KP goals on Planet are aligned to Asahi Europe targets gk v

4 OPlanetlicBET 32 EEIL, 7Hea—ny/oBEL—HLTW3

7,3

2,3
1,7

2019 2024 2030 2019 2024 2030 2019 2024 2030
Scope 1 & 2 emissions Scope 3 emissions lower Water use below
lower by 70% in 2030 by 30% in 2030 2,75 average
(kgCO,/h) (kgCO,/h) (I

Asahi Europe and International Source: Kompania Piwowarska Sustainability Report
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