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Philippe Guettat

Chairman & CEO, Pernod Ricard Asia

Philippe Guettat has been Chairman and CEO of
Pernod Ricard Asia since July 2015.

Philippe joined Pernod Ricard in 1991 as Export
Area Manager at Renault Bisquit. After
occupying various marketing and sales
positions in Singapore and Hong Kong, he was
appointed as Managing Director of Casella Far
East Ltd. Hong Kong in 1997. In 1999 he was
named Vice-President of Marketing &
International at Pernod, then was appointed
Managing Director of Pernod Ricard China in
2002. In July 2009, he became CEO of The
Absolut Company. In October 2012 he became
CEO of Martell Mumm Perrier-Jouét. He was
appointed Chairman and CEO of Pernod Ricard
Asia in July 2015.

He holds a Master’s degree from HEC Paris.
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Jean-Etienne Gourgues

Managing Director, Pernod Ricard China

Jean-Etienne Gourgues has been the Managing
Director of Pernod Ricard China since July 2014.

In 2001, after having worked in different
industries, he joined Mumm & Perrier-Jouét
Champagnes as Area Brand Manager, following
which he was appointed to the position of
Marketing and Development Manager in 2004.
Jean-Etienne then became the Mumm & Perrier-
Jouét Sales Director for Europe, with expanded
worldwide responsibility in 2007. In 2008, he
joined the Martell Mumm Perrier-Jouét Executive
Committee as MMPJ Sales Director. In October
2011 he was -appointed President and Chief
Executive Officer of Pernod Ricard Japan, before
becoming Managing Director of Pernod Ricard
China in July 2014.

He holds a Master’s degree from HEC Paris.



VISION ARD STRATEGY
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4 ESSENITALS

—

@E@ OPERATIONAL EXCELLENCE

Best in class operational efficiency

A8 TALENT DEVELOPMENT

Recruit, develop and retain Asian talents

SUSTAINABILITY & RESPONSIBILITY

Lead the industry in sustainability & responsibility

@ ROUTE TO MARKET / CONSUMER
Enhance existing Route-To-Market

Enter new geographies

$$
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PORTFOLIO MANAGEMENT (@

Diversify sources of growth by brands and markets

1 PREMIUMISATION & LUXURY ‘

Seize pricing opportunities when relevant

Foster consumer trade-up

INNOVATION @

Focus on locally relevant innovation

DIGITAL ACCELERATION [
Scale up digital activations

Leverage Chinese digital eco-system

[ A MODEL WITH STRONGER DIVERSITY AND BETTER AGILITY ]
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\“c'

quea
,-45.33‘-' Declining Imperial but

R et - . .

g trend improving thanks
to Strategic Int’l Brands

PERNOD RICARD ASIA hi
ina Strong growth of Martell;

1)
+11% Chivas responding positively
vs stable LY +19% torelaunch plan and growth
o Ly of Premium Brands

vs (14)% LY Japan
/"\I Continued dynamic of
¥ Champagne and Chivas

+6% Regal Mizunara

vs +7% LY
33%

India
£aY Good performance across
portfolio, enhanced by

+14%  favorable comparison basis
vs +1% LY

Vs +2

China Rest of Asia

34% 33%

India

Taiwan Tough market combined
(9)% with general destocking

in trade
' vs stable L\H

& HKSAR / MSAR*

Thailand

—

Martell and Mumm/
Perrier-Jouét driving
+15% growth

vs stable LY

Southeast Southeast Asia (excluding
Asia  Thailand), growth driven by

+7%  strong double digit growth in
vs stable Ly Vietnam and Philippines

Successful Royal Stag
== |aunch and end of

+9% mourning period
vs (3)% LY
\ 4

—— > o

-
Note: % refer to 9M FY18 Sales (vs. FY17 in grey)
*Hong Kong Special Administrative Region / Macao Special Administrative Region 4



& DIVERSIFYING SOURCES OF GROWTH BY, BRAND AND MARKET A

N Crdaecrs de comivialitd

Martell strong growth Seagram’s Whiskies with volume momentum in India,
across all price segments and markets enhanced by favorable basis of comparison

+13%

COQ”C’;’;EZ’””G Bottled in India
an premium Whiskies
Chivas returning to growth Strong acceleration of premium growth relays +11%
& CHIVAS - JNBA
Defivering massive media exposure and contem
+ 5% through Tencent & digital social media 'lrl-F
' i +8%* w, +6% +44%
#1 #1 x| #H1
Premium Scotch "h Premium Vodka Seeding
Scotch Whisky in Whisky in China | : in Asia momentum
China T

Note: % refer to 9M FY18 Sales
* Ballantine’s Finest
Source: Ranking based on CY17 IWSR 5



INDIA BAQK TO STRONG G»B.OWTH AFTER REGULATORYHEADWINDS IN FY17  PernodRicard

Crdaecrs de comivialitd

After a particularly challenging FY17... ... Pernod Ricard India is back to strong and diversified growth

plesfeldzula il oM FY18sales  +14%

November 2016 i
vs +1% in FY17

... and expanding its value leadership

HIGHWAY BAN
April 2017
Volume Market Share * Value Market Share*
=== Pernod Ricard India
=== Key Competitor 42% 22% 43% -
39%
39%
over 45%
Goods and Services Tax —0 —o———0
38% 37% 37% 9
July 2017 g 37% ° ° . 37%
CY13 CcY14 CY15 CY16 cY17

*IWSR — Bottled in India Premium+ Western Style Spirits whiskies (>5 € AVE PRICE) 6



INDIA’S VALUE LEADERSHIPAS UNDERPII}\|NEDQ§Y AROBUST BUSINESS MODEL i

Crédadecrs de comvivialitd

Unique Premium Brands Portfolio

* Seagram’s whiskies leader in Premium+ Western Style Spirits
* Strong #2 in Bottled in Origin Whiskies, fast growing

Clear
leader in
value

Commercial and marketing

Best in class
excellence

operational efficiency

* Leadership equity and strong marketing
reach and execution

* Dynamic pricing management

* New Royal Stag packaging
(progressively rolling out)

* ~60 K outlets coverage: focus on “last 3 Par Excellence, National QC Comp

(\ Manufacturing excellence , Frost and Sullivan
feet” activation Leading engagement with community, and S&R \/) evcilience for Supplycliakt; FMCG category
programs ~ * AWARDS

* 30 plants
* Flexible set-up
* Highly recognized quality manufacturer

* « Cool teens » program to fight underage consumption.
Reached 100K students across India

* Achieve water neutrality by 2021 as part of sustainable
initiatives on environment conservation
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v' Completed company
overhaul mid-2016

v" Clarified consumer-
centric priorities

YTD Mar

v' Revamped sales
organization

v" Restored cohesion
and winning mindset

Imperial
(9)%*

LU
IMPERIA

AGED 12 YeEARS s

Imperial with friends
campaign

#3

In local whiskies

Launch of low ABV
products:
Imperial 35

launched in Dec 16,

The Smooth

launched in Dec 17

Strategic International brands

+5%

+5% +4% +27%

#1

In vodka & Scotch
Whiskies

2Pt Q0ixks ARt
TINE WELL SPENT

| Dullntine
N 1T

Note: % refer to 9M FY18 Sales
*Source: Market depletion reports
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PREMIUMIZATION ROUTE TO NEW
& LUXURY INNOVATION MARKET GEOGRAPHIES




Pernod Ricard

D INTERNATIONAL PORTFOLIO @ ¢ T

Bottled in India Bottled in Origin

9M FY18 Sales

% ONG CQNSUMI;R”TRADE -UP IN INDIA ACROSS LOCAL $&
& LUXURY

Blender’s Pride
Reserve Collection

+30%

9M FY18 Sales

Reserve
vs. Blender’s Pride Collection

Price Index >120

Royal Stag
Barrel Select

Strategic International Brands

Price Index 120
vs. Royal Stag

Barrel Select




UMM AS KEY ENGINES'FOR 2%

Pernod Ricard
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Correcting value gap with Mumm Grand Cordon

9M FY18 Sales +13%
g i )‘, ol ' "’ Price Index
Yk f,_f :‘ (Competitor = 100) . .
AW PERR‘ER‘JOUEL g v Perrier-Jouét
EdenTokyo
, - Mumm Competitor Mumm and Mumm

FY17 FY18

Sales doubled
in the last 5
years

GHMumM

11



Pernod Ricard

S.UCCESSFUL LAUNQH OF MARTELL CORDON BLEU EXTRA 3%
il AS SOLID’ TRADE;M P PROPOSITTON TO CORDON'BLEU - LA

Cordon Bleu Extra concept:
* The Extra-ordinary expression of Martell Cordon Bleu
* The original Martell Cordon Bleu blend boosted in Very Old Borderies

—

MARTELL

CB CBExtra

Price Index

CB CB Extra

Price Index

CB CBExtra

Price Index

12
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OW ABV INNOVATION WITH OBJECTIVE TO RESET GROWTH IN %%

Declining market shifting to low ABV

Launch of a complete Low ABV portfolio

Local Whisky market (CAGR -6%) : ' Launch of 35 by Imperial
First Low Abv that targets “down to earth” buddies (2016)

0%
00% T 51%
49%

12 14 '16 '18

Reg ABV Low ABV

Source: Korea Wines & Spirits Importers Association (MAT Apr.)

40(y of Imperial volumes in less
O than 18 months since launch

13
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N

—
@ Local Admix Market
—

Large market opportunity Focused activations that drive trial and repeat

2011 to 2017 Volume pool of

CAGR +4% | ¢.30M 9lc

Source: IWSR 2017, PR analysis

Competitive Price Point

Competitor1 Competitor 2

Royal Stag, premium quality imported spirit

@ THB 265 close to

6.2 6.6 10.0 €66 Launched in FY18 80% of 100 Pipers volume

RSP (70cl) €

14
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&4 4 < B
[ IﬁCAL_LY ;RELEVAI)H’?NNOVA“QN THAT DRIVES:MARKET SUCCESS

Enter second largest western Win market share
style spirits category in India in Taiwan Malts category

Address popularity and growth Premiumization of Chivas 18

on Japanese craft whisky

it

SEACAAN QUALITY
OME S ‘Il')'

CHIVAS MIZUNARA
MPERM(

—_—S
THE WORLLS ARST SCOTOM s e

T B¢ SELACTIVILY FINISHED
JAPAMESE M UNARA OAK CAZES

2

WPERIY
RED

RUM

BRIE13ESHEE- EERENE LR
#i-dh- £

WRE: $12887

BLUE HARMONY NO.IE

)
CHIVAS REGAL
ks

ENJOY CHIVAS RESPONSIBLY

U7 LIRS PED 1A U R

Crafted with 1st and 2nd filled

Superior proposition to premiumize
Rum consumer

Single malt aged 13 years in
Sherry Oak

Fine blend of Scotch finished in rare

and unique Japanese Mizunara Oak cask, aged for at least 18 years

Volume +54% 9M FY18 Volume +44% 9M FY18 Launched in FY18 Price index: 200 vs. The Glenlivet’s Founders Resetve
Price index: 120 vs. Chivas 18 Price index: >110 vs. key competitor ’ )

Price index: 120 vs. Chivas 12

.' ) -

>

Taiwan Market

- 15
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\ Pernod Ricard

OMMERCIAL EXCELLENCE ~ & & . g

Prioritize distribution in 28 provinces (out of 83) Set up of 2-tier wholesaling system

ETNAM: REDESIGNED ORGANIZATION DRIVING z %
MARKET ¢ : ] W

A

-—’\f‘ -
{vinn prucRl AL oac G
= L

g R oo SN > Tailored trade
{ s Duone

Champion

Outlet Driver

1
1
1
1
1
1
- _ =r terms and '
= Thai Binh_| ) ]
s Nam Dinh | sales/services !
G N—— support :
. 1
erred e e > Data collection
Preferre
b B2B/HNWI Driver and i
artner — management |
1
1

— - -

3

Thua Thien-Hue:

Quang Ngai

W sinhoinh |
Giatai [

Delivering strong top line growth

70% coverage of household >
USD 5K +income

YTD volume growth of

+29%

]

Ba Ria —
Vung Tau

16
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EAMBODIA: START OF PERNOD RICARD CAMBODGE AT

/ Crédadecrs de comvivialitd

A small but attractive market for the mid-term with stable -;%_é'
regulations for alcohol .
Pernod Ricard Cambodge

4

1 Fair and stable duty and e el
GDP Growth +6.9%* ' ’ tax system * Priorities:
e Capture and recruit emerging adult middle-class

p N
“*‘ * Lead whisky category development
Inflation +2.2%* w’%

Accessible advertising and
k promotion environment

Current Size of Market

300K cases with 2/3 whisky

Results:
v" Successful 1st year of operations with undisrupted activity
v’ Profitable from day one

*Source: National Institute of Statistics of Cambodia 2017 17



NEW
GEOGRAPHIES

ABLI:S.J-ﬁNG PRE

-

| N
ENCE IN N;»W GEOGRAPHIES: MYA‘NMAR ?

$$

Pernod Ricard
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Promising and fast-changing country

Large & Young
GDP growth +5.9%* Population
54M incl. 62% below 35 yo
New Government

(Apr16) AL %
willing to modernize "‘ .

the county »%‘

Emerging Middle Class
10M in 2020, x2 in 10Y
Rising income (+70% in 5Y)

¥
. . t Soaring foreign
Booming Tourism . t t
>5M tourists in 2016 inves mgn
+60% vs 2014 USD >6Bn FDI in 2016,
lead by MNCs

Large premiumizing local whisky market

13M 9lc WSS** market
growing 5-10% y.o.y

3 leading local players

y _d

IBTC @

Local whisky

Imported Spirits & Beer
restricted to DF
(wine allowed since 2015)

Pernod Ricard entering Myanmar to:

* Seize the existing Whisky opportunity by premiumizing local offerings

* Secure critical capabilities to build sustainable platform for long-term growth

*Source: Central Bank of Myanmar 2017
** Western Style Spirit

18



4 ¥ ANNOUNCED PARTNERSHIP. & %
4 ,} ~ ﬁR y ' ’ ? Pernod Ricard
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Pernod Ricard to acquire a controlling stake in new joint venture

HicH CLass
[ |

ASIA BEVERAGES CO,, LTD. WHISKY
B - #3brand in market I Pernod Ricard Asia

T * Existing Route To Market
* Recognized local partners:
Yoma Strategic and Win Brothers

)\I‘Ee
N

|

o -
e

Target leadership in Myanmar’s whisky industry

19
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WE HAVE A VéRY CLEAR'/AND COMPELLING VISIOBJ & AMBITION FOR'CHINA Pernod Ricard

. Crédadecrs de comvivialitd
N

&

» Mission: Créateurs de Convivialité

» Vision:

Build Pernod Ricard brands to become part of the everyday drinking repertoire of Middle and
Affluent Classes

Be recognized as a good corporate citizen creating positive influence on society

» Ambition:
Expand the Imported Spirits market to double its size by 2025 and gain share in Wines

2017 2025
S
L | [ BT . 9B B B B L B & & ®»= -J \
| N
Volume N
I ‘ Value “ ?
| Past 3 months consumer penetration s 7
Rl T T M ey P — -l /

21
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COGNAC I\Zi,ARTELL IS CONFIRMING BOTH LEADERSHIP AND SHARE:.OF MARKET Pernod Ricard

Cognac by Quality Cognac by Brand

2,569 ;
-

2016 2569 2016
2,395 ) 257 ass +16% 2,395 Others +38%
[ 503 0 2,257
2,092 2,088 —Ph- X0 +14% 2092 2,088 363 Competitor 2 0%
00 & B 350
440 90 263 |
422 399 377 —
chil  Competitor 1 +17%
757 726
eVE]  VSOP+ +14%
1,691 881 5501 500l L 707
923 ‘Martell +14%
(44%) [ (44%)
/VS +14% .
81 92 81 88 100 7~
2013 2014 2015 2016 2017 2013 2014 2015 2016 2017

Pernod Ricard China [Volume] Market Share

Data source: IWSR, K 9L cs. | 23



R

Pernod Ricard

WHISKY MARKET BACK'TO GROWTH DRIVEN BY ALMOST ALL SEGMENTS

STRONG REBOUND OF BALLANTINES AND CHIVAS IN 2017 &/ Criatectrs de comnivialit
Whisky by Quality Whisky by Brand

1,628 i% 1,628 i%

111 @

1,358 1,369  Malt +26% 402 1,358 1,369
109 1,254

_ G

1,254

1,172

Ultra Premium & Prestige 32— 1,172
. . & 90 M 369 JELH Others +11%
157 Chivas 18, Chivas 25 391 ;
Royal Salute -12% 242 24~ - 392 - _ Competitor 3 a9,
“by  Super-Premium Blended 259 315 73 Py | 94 | Competitor 2 +30%
i 22%
632 [56%) M ! 231 199 o Bl Competitor 1 +45%
(54%) Ballantine’s 12 - 198

172

163 189 Ballantine’s +16%

Premium Blended »
304 332 Ballantine’s Finest (33%) Chivas Regal +5%

2013 2014 2015 2016 2017 2013 2014 2015 2016 2017

Pernod Ricard China [Volume] Market Share

Data source: IWSR with Pernod Ricard segments, K 9L cs. 24
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SPIRITS C.NV|V|AL|TY y ' 3 &5, Crdadectrs de comivialidd

WHITE IMPRESSIVE GROWTH INDICATING ACCELERATED PENETRATION IN NEW MOMENTS OF

Total White Spirit by Product Focus on Vodka

@ vs. | @ vS.

1125 2016 442 2016
Liqueurs  +57% 354 354 353 351
76  Tequila  +26% Pl Others +28%
Gin +34% .
242 242 241 235
‘ Rum +13%

141
(32%)

26%
442 \Vodka + 112 116

(32%) I (33%)

354 354 353 351 Absolut +22%

2013 2014 2015 2016 2017 2013 2014 2015 2016 2017
Pernod Ricard China [VVolume] Market Share Absolut Market Share

premiums segment
Standard segment |

Data source: IWSR with Pernod Ricard segments, K 9L cs. | 25



MARKET IMPORTED WINE & IMPﬂRTED SPIRITS PREMIUM BAIJIU & PREMIUM BEER ARE 3%

Pernod Ricard

LANDSCAPE E N .l OYI N G F A ST E ST GROWT H ? / . & R Crdaecrs de comivialitd

Baijiu Beer Wine Imported Spirits
@ CAGR dl:%
CAGR CAGR CAGR
5.1
5,641
1,236 , 5,300 4.8
L174 % MW rremium 240% 75
E m——— 4,970 0.8 42 1.1  White Spirit
761 ﬁspmmported = : :
Premium+ (39%) Imported 0.9
{7/ Premium- o Wl Whisky
1.3
1,113 L1149 L7 oo
(95%) (96%)  (95%) 4,611 128 b
B2%) O 353 e % 95
(77%) ! Standard/ Value (72%) Local
(71%) (61%) Cognac
2013 2015 2017 2013 2015 2017 2013 2015 2017 2013 2015 2017

Data source: IWSR with Euromonitor segments, M 9L cs. 26



CONSUMER ABROADER REPERTOIRE WITH GROWING DIfMAND FOR EXPLORATION AND 3%

Pernod Ricard

LANDSCAPE VARlETY Wiy ‘ . & Crdatecrs de comivialitd

% of 18-60 years old having consumed alcohol
in past 3 Months

' t 2010 2012 m2014 m2016
39 41 t t
21 22

1t 35 35

Imported
Spirits
% of 18-60 years old having consumed imported
I spirits in past 3 Months
61 64 t ® 2015 m 2017

38 42

Cognac  Whisky Wl.1i_te Vodka Rum Liquor  Cocktail
Spirits

Data Source: Internal Pernod Ricard China '1 Significantly higher / lower vs. previous period (0,95) 27
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S ..ﬁITH I‘MP@RTEDNSPJRﬁ'S BEING DRUNK MORE FREQUENTLY BY CONSUMERS... Pernod Ricard

LANDSCAPE

Crédadecrs de comvivialitd

#/’

Consumption Frequency
(among Past 3 Months category drinker)

Imported
Spirits =)

Beer| : D Wines

Baljlu.

decreasing - Monthly drinkers

m Occasional drinkers

22 l
l ! increasing S m Weekly drinkers

Data Source: Internal PR China l, Significantly higher / lower vs. previous period (0,95) 28



CONSUMER éND STRONG REBOUMD OF PER CAPITA DRTNKING VOLUME ON'COGNAC

o2
Pernod Ricard

Crédadecrs de comvivialitd

LANDSCAPE AND WHISKY xf

Imported
Spirits =5

Cognac .

Whisky i

White /3
Spirits

Data Source: Internal Pernod Ricard China

! Average number of glasses consumed amongst past month drinkers

2011 2013
2.0 1.9
1.8 1.5 |
2.3 2.3

l, Significantly higher / lower vs. previous period (0,95)

2015

1.7

1.5

2.0

!

2017

2.2

1.9

2.1

29
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PERNOD RICARD CH XANSFORNMED ITSELF TO ADAPT TO THE FAST-PACED _ %
CHANGING E 20 A B
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CONSUMER MAC POPULATION WILL CONTINUE TO GROW ‘DRIVEN BY DEVELOPMENT 3%

Pernod Ricard

CHANGES QF AFFLUENT+ : v‘:__‘x*:"'.ﬁ . & A Crédcdecrs de comvivialitd

2015 2018 2021 2024

MAC CAGR MAC CAGR MAC CAGR ;
Total MAC** 336 M +9.1% 437 M +6.3% 525 M +5.2% 611 M
Individual (Million)
—

Affluent : >25kRMB +22% +17% +12%
Upper middle: 13-25kRMB +12% +9% +7%
Middle Class: 8.8-13kRMB 193 +5% 225 +3% 242 +2%
Emerging Middle: 5.5-8.8kRMB = 207 190 172
Aspirant: 3-5.5kRMB 139 114 92 71

Poor: <3kRMB = ot H H

*Note: These are stated disposable income after tax in 2016 value
**MAC = MHHI > 8,800 RMB, i.e. Affluent + Upper Middle + Middle Class

31

Data Source: Internal Pernod Ricard China



ISING SOPHISTICATION & INDIVI
CCASIONS, V

EMPD ERED BY DIG

HEALTH &
WELLBEING

InCreasing awareness
and desire for health
which leads to more
cautiousness when
choosing food, drink and
lifestyle.

ALTERNATIVE
WAYS OF
HAVING FUN

Consumers now are
exploring new ways of
gathering beyond just

traditional venue or

activities, esp. among the
young people. Party out of
channel/home is trending.

Source: Pernod Ricard China consumer intelligence

GROWING

SOPHISTICATION LIFE

With.eontinuous rising
affluence, there is growing
demand for knowledge
and discernment as social
currency and badge of
social status.

FEMINISM 2.0

New gender roles and
social norms with arising
affluence and
independence of Chinese
female power. Greater
engagement in alcohol
category among females.

D ALITY IfEADING T@ NEW DRINKING 3%

A

Pernod Ricard
Crdedecirs de Aomivialitd

L ENVIRONMENT &

RISE OF
YOUNG
GENERATION

Ihe young generation is
pecoming the major
driver of business growth
and adopting new media
and consumption
behavior withrnew.
demands.

CONNECTED

Underthe boom of smart
phone and mobile
internet, nowadays
consumers are using

digital in every single
aspect of therr life.

COCKTAIL
CULTURE

With increasing need for
diversification and
personalization, cocktail
is gaining traction driving
accelerated penetration
of white spirits.

WHEN GLOBAL
MEETS LOCAL

Chinese consumers are
looking for tailor-made
product for China market
and many brands are
expanding with
localization.
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TRANSFORM %

PERNOD RICARD &ZC%USINESS(GNI»TS AND 2 ROUTES TOYMARKET WERE CREATED IN JULY 2016 Pernod Ricard
CHINA \ 4 X/ rd -~ Criateurs de comivialits

p

PRESTIGE BU PREMIUM BU
@ MUST STOCK MUST STOCK
@ PRIORITY PRIORITY "
&
@ DISTRIBUTED DISTRIBUTED .

1 outlet is only visited by 1 Sales Representative of Pernod Ricard China

33
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ARKET WERE CREATED IN JULY 2016 Pernod Ricard
& ‘ ; -y 4 Crdalecrs de comvialitd

\ 4

PRESTIGE NIGHT E-Commerce & New
Night Club, KTV Retail
%

@ MEAL OCCASION Modern Off-Trade

Traditional Off-Trade, New On-Trade

Restaurant 30 priority cities

8
S 3 7
° ® 3
/ 6 3

@ ROUTE TO MARKET: 2 levels of wholesaler ROUTE TO MARKET: Maximum 1 level of wholesaler

34
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DIGITAL T4 o .
T i .. ACRO§’S VAR[Q : GEOGRAPHI? AND STRONG DIGITAL ACCE,LERATION Pernod Ricard

\ & : A S Crédalecrs de comivia/itd

I o BEB 4G £5410:38 7 86% | \7 ) THEY - — Vi V“”‘"'v 5 i o i
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Connected bottle and 2.8 billion views (for 12 episodes) Partnerships with key Chinese
consumer interaction video and 6.9 billion online buzz tech & digital partners
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Pernod Ricard

: CHANNELS AND CONSUMER TOUCHPOINTS. .coszecrs de comiiaits

@ PREMIUM MEAL PARTY TO
OCCASION IMPRESS
@ DISCERNING INSPIRERS SOCIAL STATUS SEEKERS
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Meal activation Weddings & Banquets Gifting Parties Festivals Home Parties
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— RECRUITMENT — — PREMIUMIZATION —

p

PEOPLE/TARGET

Younger consumers Baijiu consumers

- Distinction - Cordon Bleu
PRODUCTS/ - Noblige - Cordon Blue Extra
PORTFOLIO - Cordon Bleu -

- Smaller formats - Large formats
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PROMOTION

Digital Sponsorships, social viral & trial
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TRANSFORMATION < ACROSS VARIOUS GEOGRAPHIES AND STRONG DIGITAL ACCELERATION Pernod Ricard

Crdalecirs de comivia/itd

Geographical expansion ' Digital transformation
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Youku Premium Meal Hub Ten Cent Party Channel & live stream
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Pernod Ricard
Crdateeirs de comvivialitd

Business

Party To Impress .
y P Entertainment

Indulge Time

Retain and Up-trade Consumer

Grow in new Moments of Conviviality

Fun Night Out Trendy Experience

Buddies/Besties

Together

ol

CANAS REG

—

Accelerate Recruitment on MACs
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EELIVERING DOUBLE DJGIT PERFORMANCE ;&CROSS THE WHOLE 3%
Pf)RTFOLIO THIS FINANCIAL YEAR ,

Martell
+19%

*  Whole range achieving double-digit growth
after strong CNY sell-out with both off-trade
and on-trade in positive trend

* Price increase implemented in Q3

* Lower pace expected in Q4 to ensure
sustainable growth in coming years

CNY = Chinese New Year 16t February 2018

9M FY18 Sales Growth +19%
vs +2% FY17

Eﬂfm Chivas Regal
 GINES 207 +19%

Rebound with first-year activation of new
platform with NBA partnership and range
extension with Chivas Regal 12yo Extra

Pernod Ricard

Crdcdecirs de comivialitd

International
Premium brands

JACOBS CREEKJAMESON +21%

) E
Mﬂ] IRISH WHISKEY

International premium brands benefit from
15t full year of new sales and marketing
organization to reach double-digit growth
with solid e-commerce performance
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SONCIUSION PﬁRNOD RICARD ASIA ISUNIQUELY POSITIONED TO FULLY CAPTURE %

P d Ricard
_PRESENT AND FUTURE GROWTH OPPORTUNITIES ACROSS THE REGION e

Crdcdecirs de comivialitd

v Acceleration and diversification of growth in FY18

* Strong regional performance fuelled by China and India
 Diversifying sources of growth by brand, channel and market

v" Powerful business model to recruit consumers and transform future opportunities

* Clear value leadership in China and India, with continuous premiumization and business model transformation

* Ever-increasing exposure to middle-class consumers - notably in South East Asia - through digital acceleration, strengthened
Route to Markets and expanding geographical footprint

e Superiorly skilled teams with unique commitment and strong winning mindset
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