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SHAREHOLDERS' MEETING

BUREAU
CHAIRMAN ALEXANDRE RICARD
TELLERS PAUL-CHARLES RICARD, PRISCILLA MATERS
SECRETARY ANNE-MARIE POLIQUIN

ALSO ATTTENDING:

EVP FINANCE, IT & OPERATIONS HELENE de TISSOT

LEAD INDEPENDENT DIRECTOR PATRICIA BARBIZET
STATUTORY AUDITORS

KPMG ERIC ROPERT

DELOITTE MARC DE VILLARTAY
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PROVISIONAL QUORUM

THE DOCUMENTS REQUIRED BY THE APPLICABLE LAWS AND
REGULATIONS, WHICH ARE ON THE SHAREHOLDERS’

BUREAU HAVE BEEN SENT AND MADE AVAILABLE TO THE
SHAREHOLDERS WITHIN THE LEGAL DELAYS

£
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MANAGEMENT
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WE ARE EMERGING
RULTHAFROM THE CRISIS




OUR PERFORMANCE IS ALREADY

+3.6%

FY17

+6.0%

FY18

+6.0%

FY19

FY20

+9.7%

FY21

SALES*”

*At constant Fx
** Organicgrowth

-9.5%

+18.3%

+8.7%

+6.3%

+3.3%

FY17 FY18 FY19 FY20 FY21

PROFIT FROM
RECURRING
OPERATIONS**

A -13.7%
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ALL REGIONS RETURNED TO GROWTH

AMERICAS™
+14%:

. ASIA
B S REST OF

+4% WORLD*

+11%* Y GLOBAL
5. 14% TRAVEL
RETAIL

India

+9%* | -40%

.
¥

‘Sales growth FY21
‘Sales growth FY20 £

Pernod Ricard
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**|ncluding Travel Retail
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WITH A CONTINUED FOGCUS ON PREMIUMISATION

‘Sales growth FY21

‘Sales growth FY20 S
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WE HAVE MADE PROGRESS ON ALL OUR S&R PRIORITIES

Valuing

PEOPLE
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OUR S&R PROGRESS IN NUMBERS

Nurturing

TERROIR

Valuing

PEOPLE

e ][]
10 regenerative agriculture Complete risk mapping for 86% of 29% women in Top Gender pay gap
programmes including 2 in our own our natural ingredients Management reduced to 1.8% 0
vinyards vs. 19% in 2016

Circular

MAKING

Responsible

HOSTING

-34%0 -21% 470,000 young adults reached 42 million people reached
reduction of our reduction in water consumption @ through our Responsible Party by the "Drink More...Water" digital
carbon emissions (Scopes 1&2) @ programme () campaign © in 2021

%"é

(1) At 30 June 2021, (2) Per unit of production, since FY10 (3) At 30 September 2021 Pernod Ricard
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WE STRENGTHENED OUR
BRAND PORTFOLIO...

ACQUISITIONS/
INVESTMENTS IN THE LAST
TWO YEARS
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AND STRENGTHENED OUR PARTNERSHIPS
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New Route-to-market in the US E-commerce

I Investment in US-based Sovereign Brands
Pernoed'iward
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WE CONTINUED OUR INNOVATION STRATEGY

| 0% | BEEFEATERY AR
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CREATING CONDITIONS FOR STRONG VALUE CREATION
FOR OUR SHAREHOLDERS...

SHARE PRICE EVOLUTION AND TSR*

203.7€

88.1€

2014 2015 2016 2017 2018 2019 2020 2021

TSR SINCE 1 JULY 2014: +165%
TSR OVER 4 YEARS: +69%

TSR OVER 1 YEAR : +45%
e
ppppp 372 icard *TSR: Total Shareholder Return
Créateurs de comiialité




... BY RELYING ON OUR SOLID FOUNDATIONS

AR

countries of direct -
commercial presence -

~ countries in which our -
“brands our distributed

The commitment of our A global presence The industry’s most
18,500 employees comprehensive portfolio

Pernod Ricard
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ALL WHILE STRENGTHENING OUR AGILITY

Better, more dynamic resource allocation in relation to the various local
requirements imposed by the reality of the pandemic

A market-by-market approach to concentrate our resources and invest in growing
brands

The implementation of more agile structures, new ways of working and new tools
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AND TOMORROW



MORE THAN EVER, WE WILL CONTINUE TO

ACCELERATERVELSTRANSFORMATION

TO ACHIEVE OUR VISION OF

“CREATEURS DE CONVIVIALITE”



BY INTEGRATING
PREVIOUSLY IDENTIFIED
TRENDS ACCELERATED

BY THE PANDEMIC
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ADAPTING TO A NEW CONSUMER

MORE ENGAGED MORE CONNECTED

A
7

61% 65%

of global consumers have changed say that the way a brand estimated increase in consumer
their shopping habits, making more responds to the pandemic spending on social networks

environmentally friendly, will have a significant impact by 2025 ®
sustainable or ethical purchases (" on their likelihood of buying

that brand in the future @

M Accenture 2020 e

@ <
Edelman 2020 Pgrno%%ward

@) Statista Craataurs de comividits




ANTICIPATING THE EXPANSION OF THE MIDDLE AND
AFFLUENT CLASSES

-l -

The emergence of the middle and affluent classes:

People considered part of the
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ADOPTING NEW WAYS OF WORKING

%"é
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INTEGRATING THE DIGITAL REVOLUTION

"‘:‘Jﬂﬁ‘ﬂ

3.000 17,500 +63%

e-commerce growth

/ 3

Active monthly MS Active monthly i EY91
Teams users at MS Teams users at n
Pernod Ricard Pernod Ricard
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UNDERSTANDING NEW GLOBAL CHALLENGES

Rising political tensions, currency volatility, environmental issues
and uneven post-Govid growth recovery




WE HAVE THEREFORE IDENTIFIED
o KEY PRIORITIES
TO BUILD THE

PERNOD RICARD OF TOMORROW
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1. ACCGELERATING OUR S&R ROADMAP

JUCN

Responsible

HOSTING

First company to support the A new roadmap and internal Target of net zero carbon Increased ambition to raise
IUCN* in their global initiative campaign to develop a emissions in our direct consumer awareness through
for sustainable agriculture diverse and inclusive operations by 2030 at the latest our brand campaigns and
working environment and across our entire value Brand Homes (targeting 10m

chain by 2050 visitors by 2030)

*International Union for Conservation of Nature
Pernod Ricard
Créatecwrs de comivialité



2. INVESTING TO DEVELOP QUR TALENTS

.9,
. .o
‘.- ‘e .

° ’ ' COHV].VlC[h.ty 0.. Welcome to the

% at work Coursera x Pernod Ricard
2 Online Courses Porifolio

ol
Pernod Ricard
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ale,
Pernod Ricard

Leadership university
Model
A unique Leadership Model A culture of Pernod Ricard University to

collaboration and support talent development
performance
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3. CREATING CONDITIONS FOR DYNAMIC RESOURGE
ALLOCATION

Dynamic resource management across the entire value
chain

Control our structure costs while maintaining our
industrial investments and strategic stocks

Develop increasingly effective financial information
and modelling systems to better anticipate and
prioritise
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4. A MORE AGILE AND EFFICIENT ORGANISATION

Manage our resources according to each
growth opportunity

Innovate to continue to dynamically manage
our portfolio

Pool our skills through the creation of Centres
of Excellence, from IT to HR to innovation and
consumer research

rrrrrrrrrrrr
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5. BECOMING A CONVIVIALITY PLATFORM
TO ACCELERATE OUR TRANSFORMATION

Create direct and transparent exchanges between our consumers,
our customers, our partners, our brands and our employees

Harness the power of data, Artificial Intelligence
and new technologies to offer each consumer:
- the right product, the right service,
the expected experience
- at the right time
- in the right place, and
- at the right price

Activate more brands and services in each market

rrrrrrrrrrrr



MEDIUM-TERM AMBITION OF OUR STRATEGIC
ROADMAP TRANSFORM & AGCELERATE

A +4 to +7% topline growth, leveraging key competitive advantages and consistent investment behind
key priorities

A Focus on pricing and building new operational excellence initiatives

A Significant A&P investment, maintained at c.16% of Sales, with strong arbitration to support
must-win brands and markets while stimulating innovation

A Discipline on Structure costs, investing in priorities while maintaining agile organisation,
with growth below topline growth rates

A Operating leverage of c.50-60 bps pa, provided topline within +4 to +7% bracket

rrrrrrrrrrrr
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REMINDER OF OUR FINANGIAL POLICY PRIORITIES

1. Investment in future organic growth, in particular through strategic inventories
and capex

2. Continued active portfolio management, including value-creating M&A
3. Dividend distribution at ¢c.50% of Net Profit from Recurring Operations

4. Share buy-back programme (resumed in FY22)

rrrrrrrrrrrr



BEEN MORE RELEVANT
s 4 Al ld |22 4]
s o bl laalddlllLANS S
1 BEEN MORE READY TO FACE THE FUTURE

l BEEN MORE CONFIDENT ABOUT a i
| ;AACHIEVING OUR VISION OF “CREATEURSD:E CONVIVIALITE” | .
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FINANCIAL
STATEMENTS




Heélene
de TISSOT

DIRECTOR FINANCE, IT & OPERATIONS
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EXECUTIVE SUMMARY

VERY STRONG REBOUND

EXCELLENT FINANCIAL PERFORMANCE

A Very strong diversified FY21 growth notably with USA and China reaching record sales above $2bn and €1bn
A Significant Premiumisation thanks to growth of Strategic International Brands and Specialty Brands

A Significant operating leverage: +213 bps

A Outstanding cash performance, with a recurring free cash flow at historical high
A Proposed dividend back to the historical high of FY19

A

Share buyback programme resuming in FY22
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KEY FIGURES

€ millions FY21 /\~ REPORTED /\ ORGANIC
SALES 8,824 +4.5% +9.7%
Profit from Recurring Operations (PRO) 2,423 +7.2% +18.3%
PRO/Sales 27.5% +70 bps +213 bps

NET PROFIT FROM RECURRING

OPERATIONS'

Net Profit! 1,305 +297%

Free Cash Flow 1,628 +96%

1 Group share




SALES GROWTH BY REGION

GROWTH ACROSS ALL REGIONS

AMERICAS

ASIA ROW

EUROPE

WORLD

+14%

21

A

1 At constant FX

EXCELLENT BROAD-BASED
GROWTH WITH USA, CANADA
AND SOUTH AMERICA
OFFSETTING DECLINES IN
TRAVEL RETAIL

+11%

+4%

+10%

A VERY STRONG GROWTH MAINLY A
DRIVEN BY CHINA, KOREA AND

TURKEY, AND TO LESSER
EXTENT INDIA

%";‘

Pernod Ricard
Créateurs de comivialité

DYNAMIC REBOUND WITH UK,
GERMANY AND EASTERN EUROPE
OFFSETTING DECLINES IN SPAIN,
IRELAND AND TRAVEL RETAIL

A VERY STRONG AND BROAD-
BASED GROWTH WITH SALES
ABOVE FY19 LEVELS!




SALES GROWTH BY CATEGORY

STRONG PREMIUMISATION AND INNOVATION

STRATEGIC STRATEGIC SPECIALTY STRATEGIC
INTERNATIONAL LOCAL BRANDS WINES
BRANDS BRANDS
+28%
+11%
+7%
. — Siable

21

A VERY STRONG REBOUND,
PRIMARILY DRIVEN BY MARTELL
IN CHINA AND JAMESON IN USA

INNOVATION: +22%

A DRIVEN BY RECOVERY OF

SEAGRAM’S INDIAN WHISKIES,

KALHUA, PASSPORT AND
RAMAZZOTTI

A CONTINUED VERY STRONG
GROWTH OF LILLET, ABERLOUR,
MALFY, AMERICAN WHISKEYS,

AVION AND REDBREAST

£
Pernod Ricard
Créateurs de comivialité

A STABLE, WITH CAMPO VIEJO
GROWTH OFFSET BY DECLINE
OF JACOB’S CREEK AND
KENWOOD

PRICE/MIX ON STRATEGIC BRANDS: +4%
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SUMMARY INCOME STATEMENT

€ millions FY20 FY21 /\-REPORTED—/\ ORGANIC

SALES 8,448 8,824 +4.5% +9.7%
Gross margin after logistics costs (GM) 5,086 5,293 +4% +11%
GM / Sales 60.20 60.0% +64 bps
Advertising &Promotional expenditure (A&P) (1,327 (1,393) +5% +9%
A&P / Sales 15.7%0 15.8% +12 bps
Structure? (1,499 (1,477) -1% +1%
Structure /Sales 17.%  16.™ +136 bps

PROFIT FROM RECURRING

(0] 0]
OPERATIONS (PRO) 2,260 2,423 +7.2% +18.3%

PRO / Sales 26.8% 27.5% +213 bps

1. Including customs duties R
2. Including OIE and Royalties s
Pernod Ricard
Créatewrs de comivialité
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SUMMARY INCOME STATEMENT

A Gross margin +64 bps: stable pricing and better fixed cost absorption
A Ratio A&P / Sales at c. 16% with reinvestment in markets and categories returning to growth

A Structure costs: reflecting strict discipline

£
Pernod Ricard
Créateurs de comivialité
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GROUP SHARE OF NET PROFIT

€ millions FY20 FY21 /\REPORTED
PROFIT FROM RECURRING OPERATIONS (PRO) 2,260 2,423 +7.2%
Non-recurring operating income and expenses (1,283) (62)
OPERATING PROFIT 978 2,361 +142%
Financial income (expense) (366) (371)
Corporate income tax (258) (667)
Non-controlling interests and other (2b) (18)
GROUP SHARE OF NET PROFIT 329 1,305 +297%

Net Result +297%, due mainly to non-recurring items in FY20 (in particular a €1bn impairment charge)

V.
%
Pernod Ricar
Créateurs de comivialité
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NET DEBT

—— € millions

, (972)

7,452

30 June 2020 FCF M&A AND DIVIDENDS OTHERS FX 30 June 2021
OTHERS (MAINLY LEASE
LIABILITIES)







