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In @ Nutshell

CENTRAL & EASTERN EUROPE
1 1 Management Entities
WESTERN EUROPE

56 Affiliates £R% sx “ Gin Hub d 6x
Loyt
19 Production Sites

of Group Sales

EMEA LATAM Sales from
Strategic International Brands

LATAM
Engagement Rate (iSay 2019) ada ) 9.
‘3@: 2x House of Tequila 6x {6} # Management Entities

““ # Global Brand Companies

ﬂﬁ # Production Sites

A

Pernod Ricard EMEA & LATAM Sales figures reflect FY19 on EMEA LATAM’s scope that excludes Global Travel Retail and France/Ireland/Iceland

Europe, Middle East, Africa & Latin rica




Main People changes in the Management Teams since Jan 19

Regional Executive Committee

1l =
Colin KAVANAGH = Mark HARRISON
& Marketing Director @ Operations Director
: EMEA & LATAM < EMEA & LATAM

David HAWORTH ==

Managing Director >
UK 4 Laurent PILLET
Managing Director
I I v " Eastern Europe
. £ N
,ap ; E o
Guillaume GIRARD-REYDET Tim PAECH
Managing Director w Managing Director
Iberia Western Europe

Paul-Robert BOUHIER
Managing Director

(|
\@ Sub-Saharan Africa + South Africa
> A

Managing Director
South Latam

Female

Nationalities
From 15% at end of CY18

Regional Management Teams

C- | Fadil TASGIN
Managing Director
Austria

Sergey NAZARCHUK - @ Sandra HEITMANN
i

Constanza BERTORELLO
Managing Director
Argentina & Uruguay

Managing Director Ma.naging Director
Eastern Europe Operations Swiss

A0

Mikayel TOVMASYAN =+ Ana BERIASHVILI
Managing Director Managing Director
Kazakhstan Yerevan Brandy Company

& Armenia

I I Axel HERPIN
Vi ) Managing Director
& Belgium & Nederland

Positions renewed
since Jan19

Non-French



Strong start of the year in the wake of Dynamic Topline Growth
in FY19 demonstrating Business Acceleration

Organic
sales

Operating
profit

Operating
margin

+3%

H1 FY19 FY19

Dynamic Growth

Strong contribution of tier 2 markets
Acceleration in LATAM/SSA in H2

Solid Growth +5%

Soft Western Europe in H1

Strengthened Operating Profit organic growth

Solid Price/mix (+4%) and good resource monitoring

Strong Operating Leverage
ahead of Group medium term Ambition

+6%

Q1 FY20

Strong Start

Return to good growth in Western
Europe




Clear

Brand / Market
Strategic
Roadmap
continuing to

deliver Solid and
Diversified
Growth...

Pernod Ricard EMEA & LATAM
Europe, Middle Ea: a & Latin America

st, Afric

Pernod Ricard
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TRANSFORM AND
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Grow Jameson and Absolut and

Consolidate our IeaderShip

in Central and Eastern Europe Area, leverage the Aperltlf
in particularin Whiskies opportunity in Western Europe
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Fast track in buoyant Gin and Tequila categories
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Drive strong topline growth through Innovation

= Lf

Leverage Prestige to drive contributive margin growth é
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Actively manage our Portfolio = ¥ | BODEBOCA
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Constant

Effici
IR Evolution of

Operational
Excellence

Brand
Building

... Supported

by the ongoing
execution of clear v
Transversal TROL " Macstia @ LT ey

Route-to-
Market

Perazd Ticard

Initiatives El mﬁ Yooor

ANNING

+ Brand Equity Monitoring and + Customized Channel Strategy + Revenue Growth Management
Social Listening by Geography Pricing, Trade Terms, Promotional

+ Portfolio Management by + Specific Route-To-Market and Effectiveness

Touchpoint and Geographic Focus, Ways of Working, in particular + Cost of Goods and Supply Chain
guiding resource allocation and Prestige Optimization

arbitration S&OP (process & tool), Procurement,

+ E-Commerce Opportunity . .
+ A&P Effectiveness and Efficiency through E-retail and Market Place Value Engineering
+ Organization Improvements
Synergies across Management
Entities, Mutualization, Back-Office
Digitalization, IT hubs, Global

Consumer Insights organization

Pernod Ricard EMEA & LATAM

Europe, Middle East, Africa & Latin Ameri



4 commitments
and an ambition
for 2030 with

specific
Transversal
Regional
Priorities

o
Pernod Ricard EMEA & LATAM
Europe, Midd] Africa & Latin America

Health & Safety

Responsible Procurement

Biodiversity
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Valuing

PEOPLE

Circular
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Circular Design
& Packaging
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Strategic International Brands
E1 P i
» i -

Strong Sales
growth of +5%
driven by
Strategic

+10% M +3%

International ) #2 wa) #1 #2 2 1 £ 4

Bra ndS a n d Ve ry ) zgsti'rhpxzs’:;n ;:-_,, C;edrlr:;um S : 2 Zzzu';/hisky = ":2 i’_”;:l::(:h Whisky " I;rl:,e;mium+

dynamic

SpeC|aIty Brands Specialty Strategic Local Strategic
Brands Brands Wines

Note: Figures reflect FY19 Sales Organic Growth vs. last year
Source: IWSR Pernod Ricard Market View, ending 2018 / International Players on International Western Style Spirits, in volume

Pernod Ricard EMEA & LATAM
Europe, Middle East, Africa & Latin America

st, Afric



Beefeater Pink
In FY19 and vs. FY18

Strong
contribution of
Innovation
driving over one
third of Sales

EFEATER

Beefeater Blood Orange

In 5 months in UK only
From Feb to June 2019

Flavoured Gins

Beefeater Blood Orange
UK Launch in Feb 19

growth...

& CHIVAS XV

BLENDED SCOTCH WHISX

{1 2Reals e
U (LELSHES

THE

S ‘{\(.’l 7

Incremental Growth

Shaking up the
Category Conventions

n v Jameson Caskmates Martell Blue Swift Chivas XV
Stout & IPA Editions Finished in Bourbon casks Finished in Cognac casks
Sales +45% sales X3.3 Launched in

all Management Entities

Pernod Ricard EMEA & LATAM ) )
Burope, Middle East, Africa & Latin America Note: Figures reflect FY19 Sales Organic Growth vs. last year




WL Ve NPT

Absolut Elyx - Ammo Beach Club, Floriandpolis

... and continued | A - P A
strong growth of 5 & ¢ —)
Prestige

Brazil
+45%
al

ARARAT
CHARLES AZNAVOUR
SIGNATURE BLEND

Total Portfolio
Sales Growth
vs. LY

) pEACH™ / 1

‘m 3 < 3
) A8 3

Martell Blue Swift - Launch Perrier-Jouét - Nikki Beach St Barth
HE = 2 N . AR, > A S

A

ot
Pernod Ricard EMEA & LATAM . . . .
Europe, Middle East, Africa & Latin America Note: Figures reflect FY19 Sales Organic Growth vs. last year of the Prestige Brands portfolio




Strong start of the year
demonstrating Business Acceleration

Sales Organic Growth in Q]. FYZO



JAMESON:- &5 cHIVAS

Whisky brands
are leading the
growth thanks to
a strong
performance in

ONCE UNITED
4 NEVER DIVIDED

. Ballantine’s “Stay True” campaign Jameson’s Dublin-based Experience Chivas “Success is a Blend” campaign Absolut Rainbow, “Create an Open
E m e rgl n g is building on its success in Poland World Tour, LX Factory in Lisbon Partnership w/ Manchester United World” campaign - Milan, Italy

(Portugal) - Sept 2019
Markets

e em VOB g

Double-Digit growth in

@ Mexico, Brazil and Africa %
A <

' ' Strong growth in
Double-Digit growth in Double-Digit growth in v ' Westgri Europe
Africa, Brazil, Central Africa, Eastern Europe,

Q1 Sales growth vs. LY and Eastern Europe UK and Germany

(Ballantine’s, Jameson,
Chivas)

Strong growth in Central
and Eastern Europe

Pernod Ricard EMEA & LATAM

Europe, Middle East, Africa & Latin America

Note: Figures reflect Q1 FY20 Sales Organic Growth vs. last year 12



Pernod Ricard is
expanding and
leveraging its
diversified Gin
Portfolio to seize

the Category
Boom

Double

Q1 Sales growth vs. LY
Total Gin Portfolio*

Pernod Ricard EMEA & LATAM
Europe, Middle Ea a & Latin America

st, Afric

B ]

Beefeater’s New Campaign
‘¢ The Spirit of London

|‘
b ﬁ
Tug, I

Malfy Gin Acquisition
Italy

=05k
i w.‘i‘
£3 '

@ O ©

Brazil UK Germany Mexico
x2.3 +23% +34% +61%

* Q1 sales growth excluding Malfy and Inverroche sales
Note: Figures reflect Q1 FY20 Sales Organic Growth vs. last year

Pernod Ricard’s latest Gin Acquisition
South Africa

9

+23%

¢
o

INVerrocHe

DISTILLERY

Spain
Stable

Poland

+59%

o

South Africa

+46%

13



e sl T gy P
Lillet Activations
Launch in Spain

ol
= B8 ..

Continued
outstanding

12 "

N )‘,

performance for | Ll -
Lillet expanding
beyond its

P CABANA T

current L e T
Stronghold el N

Q1 Sales growth vs. LY
Lillet

+47% +34% +53%

O
O

Pernod Ricard EMEA & LATAM
Europe, Middle East, Africa & Latin America

Note: Figures reflect Q1 FY20 Sales Organic Growth vs. last year



Sales
improvement
driven by Sales

bouncing back in
Germany

Q1 Sales growth vs. LY

Pernod Ricard EMEA & LATAM

Europe, Middle East, Africa & Latin America

Market
Performance

Brand
Highlights

Operational
Excellence

+1%

Stable
Market Share

Market Share Gain on Gin

New Brand Campaigns

s

+6%

Seagram’s
Spain

Stable w/ acceleration
in last 3 Months

Strong Q1 Activations in Festivals

Absolut — Lollapalooza, Berlin

+29%

Absolut
Germany

<
Continued
Share Gains

Successful Innovation

+62%

Beefeater

|,‘" - -

| (4 - al
Beefeater Blackberry UK
UK Launch in Sept 19

+13% Ceder’s

Jameson Non-Alcoholic
UK Gin

Beefeater Std
Spain
,,,,, CENTAUR
Marketing Effectiveness
Tool Implementation
= YL
FY20 2
a9
Fy19 ()

Note: Figures reflect Q1 FY20 Sales Organic Growth vs. last year

VISTA CONJOINT

Pricing / Promotions
Tool Implementation

Conjoint @ @ %
a1 H2
Vista ‘ D 9 @

IT Organization
Mutualization - 15t Wave

OV

GO LIVE

15



Double-Digit
Growth thanks to
Dynamic
Strategic

International
Brands and Solid
Growth of Local
Brands

Q1 Sales growth vs. LY

Pernod Ricard EMEA & LATAM

Europe, Middle East, Africa & Latin Ameri

Very Dynamic
Growth...

... Driven by
Whiskies

Local Brands
Contributing
to Growth

& CHIVAS

CUAA B
BAEHAE

ErO TEN/O CH/IMXAET
TAK XE, KAK OTOHb

Ararat
contributing to

75%
of Armenia

New Ararat Apricot for summer
6 YO ARARAT brandy and delicate apricot taste

Note: Figures reflect Q1 FY20 Sales Organic Growth vs. last year

Wyborowa
contributing to
15%
of Poland

Q1 Sales
Growth

[l
(4
mm&‘l

{00k

i f,.,; |

New Wyborowa launching campaign “Unboxing”
New Bottle Design, Celebrity Endorsement:
Maciej Zakoscielny (famous Polish actor)

16



@ +28%
Expand our Whisky Portfolio

From Chivas
to a full Whisky Portfolio & CHIVAS

+23%

%”M?[J
+33%

\J
&)

Pernod Ricard Sub-Saharan Africa

= Pushthe | M.A.P
So I I d Ql . West Africa  Angola
Growth driven by x23  +24%
the Expansion of 6% +93% it 13

South Central Nigeria

our Whisky -
Portfolio +25%
JAMESOQp-

5

New Campaign
South Africa

+9%

+49%

Sub-Saharan Africa
Organization

. . (Johannesburg) S o THE
O rga nization Turkey started the portfolio activation GLENLIVET.
Q1 Sales growth vs. LY “Month of Malts” including The Glenlivet, Aberlour, 8
Mutualization Scapa and Chivas Ultis o
+58%

South Africa
Organization
(Cape Town)

17

Pernod Ricard EMEA & LATAM
A e Y s Note: Figures reflect Q1 FY20 Sales Organic Growth vs. last year



Sales

+0.5pt

LJ \“‘é\%;
DEChne - Share Gain*
Driven by phasing =" Imported Premium+ Spirits
Performance Chivas — Chivas XV Launch, Mexico

Pursuing

and Brand

Transformation Highlights
in LATAM

competitive

markets

el

‘ “3’“‘%: ’ @

Pursuing Transformation Brand Factory

Transform our ways or working aiming at Boost Growth Relays thanks to a
Organization more agility and efficiency New Incubation Model

Transformation

= +53%
Q1 Sales growth vs. LY -

New Route-To-Market

Fit for purpose organization in line
with business size and ambition

Deleveraging of Assets
Adapt organization and Industrial
footprint to declining volume

Pernod Ricard'?MEA & LATAM *Value Share Gain for Pernod Ricard total portfolio on the specified category over the last 3 month period vs. Last Year
Europe, Middle East, Africa & Latin America

Note: Figures reflect Q1 FY20 Sales Organic Growth vs. last year 18




Conclusion

Solid FY19

Performance
confirmed by

Accelerationin Q1

Clear
Strategic
Roadmap

Business acceleration in Q1 driven by Western Europe, with in
particular the rebound of Germany

Continued strong growth in Russia and Emerging Markets
Margin Improvement (strong price/mix and tight resources
management)

Innovation, Prestige, Gin / Tequila fast track

Active Portfolio Management

Operational Excellence

Active talent management while injecting more diversity

Pernod Ricard EMEA & LATAM well positioned to keep delivering

Good Top Line Growth and Margin Improvement

19



