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MIAVETS COVID accelerated existing US market forces

Pernod Ricard

Premiumization RTDs & Convenience

Rise of E-commerce

W MINIBAR




varkers  Portfolio Acceleration and Transformation driving Pernod Ricard
DAYz022 successes in the USA

Portfolio Innovation
FY21 9';‘(‘;?“
+16%!
+13%?1:2

Pricing Capabilities
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Pernod Ricard

Our Vision

O PURPOSE

Unlock the magic of human connection

CONNWELTED
TEAM,
CONNWELTED & MISSION
V/S/om Advantage our portfolio to win across consumer

occasions by creating magical moments, artfully

— :
crafted and easy to enjoy
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‘ l > THE CONVIVIALITY

— ONE TEAM, ONE PREAM —
PLATEORM
\



mMarkets  The Conviviality Platform - Connecting Pernod Ricard Global to

2022

DAY2022 parnod Ricard North America

NEW PRODUCTS

MOMENTS OF
CONVIVIALITY

SUSTAINABLE & RESPONSIBLE
models

NURTURING

the core

business

ENABLING

beyond
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et 7 7S - .: \ . .
PRESTIGE : /‘ PRICING
ACCELERATION - DDI:I POWER
=

- PORTFOLIO
AND A&P
EFFECTIVENESS



markers  We have been building the engine
DAY2022 for future growth

-

Strategies grounded New Marketing & Commercial New operating system
in consumer demand organizations focused on of analytics, strategy
(Moment of Conviviality — MoC) common goa| and execution

- MEDIA TO SHELF -

Investing in Touchpoints
that Matter
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.o,  Driving consumer choice from media to shelf

Pernod Ricard

Context X Needs drives Choice

Occasions relevant Met & Unmet
to consumers




AVS>  Pernod Ricard USA Operating System

Pernod Ricard

People

SUPPLY
CHAIN
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Systems / Technology
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Markers  Operating System powered by three

2022

DAY2022  Key Digital Programs

Pyl a*
Availability and visibility of Recommends A&P
the right product at the investment by brand /

right place at the right time touchpoint to drive top line

growth through advanced analytics

ISTA .,
REV-UP .*

Maximized promotion and
pricing through Al



MOREETS  More from the core with D-STAR

2022

Pernod Ricard

odels
NURTURING

the core

PRESTIGE
ACCELERATION

MOMENTS OF
CONVIVIALITY

SUSTAINABLE & RESPONSIBLE
business

| ENABLING|

beyond
models

®
Sl

- PORTFOLIO

EFFECTIVENESS
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2022
Pernod Ricard

D-STAR - Availability and visibility of the right product at the right

place at the right time

Pernod Ricard

Commercial Team

Brands

Point of
Purchase

11



MARKETS : ‘el
DAY 2022 D-STAR is precision at scale
Outlet DNA Opportunities Actions

Unsold
opportunity

E Premise type ﬁ

Channel type Location

Iad

PRUSA /
Comp Sales

i, [

ospoy/ | [if
Menu —

Velocity
opportunity

TRy

O]
O]

Total
opportunity

Size / Shelf
Sets

@

>

&

7\
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INSIGHT ACTION EXECUTION

Most Valuable Next Best Action Closed Loop Execution
Opportunity

M
DAY 2022

Pernod Ricard




MIANVETS  Outlet-specific Opportunities and Actions

Pernod Ricard

Komodo Miami Broken shaker

Most Valuable Opportunity: Most Valuable Opportunity:
Agave Portfolio Small batch and ultra premium portfolio
Next Best Action: Next Best Action:
Sell Del Maguey (Availability) Sell Jefferson’s Ocean (Availability)

Avion menu feature (Velocity) Monkey 47 menu feature (Velocity)



varkers  Live in Florida & New York and soon Control States and California
DAYz022 Aiming full deployment

Deployment Value & impact
il Z Sales Value lift for D-STAR recommended
accounts vs. non-target accounts in on and off
) fully-deployed markets premise outlets:
Double Triple

+ 17 digit digit

markets under

deployment Value depletion / POD Value depletion /

lift2 menu lift3

Spotlight The Glenlivet in New York and Florida Off Premise

active D-STAR users
across commercial, marketing
and planning teams

Value depletion / POD Value depletion # of Accounts with
Vs universe Founders Reserve TGL Displays

1. Lift measured is on specific brands during test periods
2. NY, On & Off Premise, D-STAR Target vs non-Targets, September - October 2021, Jameson Black Barrel
3. FL, On Premise, D-STAR Target vs. non-Targets, April — September 2021, Altos/Avion/Del Maguey

All within targeted accounts during test period

15




markers  Portfolio A&P effectiveness:
DAYz022 Building a cycle of excellence

matrix

Memorable & persuasive creative

Creative

Development
Research I N

Touchpoints &

. . . In flight
communication choices PRE

media
metrics

Creative
Brand Lifts

ROI & sales uplifts

Reach & frequency

Changing beliefs & actions

16
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Pernod Ricard

Data & technology enable context and content alighment to drive
AYz2z  increased ROl and sales

s b D
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360 Campaign to drive performance

POWERFUL, CULTURALLY-RELEVANT CAMPAIGN ASSETS

COVERED BY PROMINENT MEDIA OUTLETS

Product Centric assets Equity Driving Comms

MARTELI — MARTELL

SOAR
BEYOND THE
EXPECTED

SOAR BEYOND
THE EXPECTED

MARTELL

Key Placements

Marketing!

HOME - ENTERTAINMENT

Janelle Mon:ae Announced As New I~ ace OF Martell Blue Swift

Cognac Campaigns Tap Janelle
Monae, Games, Urban League

THE TRAILBLAZING ENTERTAINER WILL SERVE AS THE FACE AND VOICE DRIVING THE COGNAC'S
GROUNDBREAKING NEW CAMPAIGN.

J.Y| ESSENCE BEVNET

Martell Cognac And Janelle Monde
MediaPost | aunch “Soar Beyond the Expected”
Campaign

SOAR BEYOND
THE EXPECTED

Earned Media Delivered to Date

82%

Included Brand in
Headline

100%

Positive/Neutral
Sentiment

17 30+M

Placements Impressions

Paid Media Delivered to Date

65% Estimated Reach against
AA21+ target in key markets

Social to date: >51mm impressions
Search to date: >66k impressions

*
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BLUE SWIFT

;
NDEE @ EN 1715

UE SWII

SPIRIT DRINK
e

s
MADE OF COGNAC V.
THEN FINI HED\NBOURBONCASKS ,l
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To win the summer, you must win with Malibu!

Malibu dr/ives
54%of rum
growth in
summer

41% ofMalibu
vplur;l‘é is sold
during summer




FY23 MALIBU SUMMER Unprecedented media investment

On & off premise programs and tools reaching consumers at all touchpoints

ALIg

VER

41114
n CREYY

WOW DISPLAY

MARKETS

AY 2022
Pernod Ricard
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Pernod Ricard

More from the core Pricing

odels
NURTURING

the core

PRESTIGE
ACCELERATION

MOMENTS OF
CONVIVIALITY

SUSTAINABLE & RESPONSIBLE
business

ENABLING

beyond
models

®
ik

- PORTFOLIO

EFFECTIVENESS
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MARKETS

AY 2022
Pernod Ricard

ISTA °,
REV-UP ,*

Ambition | vista Rev'Up's ambition is
to enable PR USA to maximize NS and
promotions ROl through automating and
optimizing key pricing and promotion
decisions

O and timing

PAST EVENT SIMULATION
0 EFFICIENCY ANALYSIS ENGINE
g Enhanced baseline Simulation capabilities
o & uplift calculation to generate variations of selected
= promo event
Q.
=
>
& 4
2 (@ Price
>
OPTIMIZATION REGULAR PRICE
ENGINE OPTIMIZATION
Optimization capabilities to suggest Identification of optimal
optimal promo depth, frequency, regular price

and price structure

23



MARKETS

200, Live in 10 markets, delivering Year 1 promotion efficiency

Pernod Ricard

Live markets

ME

ND  MN Yh‘

NY MA_

SD L ct RI
wr g i3 -

NE "’DE
co KS MO ﬂ)

TN
sc
NM OK AR
MS GA
X =

FL

. . B g
. Vista operational & Vista RevUp — FY23

Launching more advanced RevUp price and promotion
simulation tools in California for execution in the next
fiscal year

The Glenlivet 12 Results

Share of Promotions Result

o= > +40%

Low ROI; Optimized Depth & Trade Spend
Discontinued Frequency Efficiency

* FY22: Deployed Vista insights resulted in a 40%
improvement in trade spend efficiency

* Insights and learnings foundation for continuous
improvement in future




markers  EXpand Beyond
AYz2:  Experiences — Absolut Coachella

Pernod Ricard

MOMENTS OF
CONVIVIALITY

business

odels o /
NURTURING NS ENABLING
the core )\ N\ = . beyond
A S - 3 models

y ::. # o, . R
PRESTIGE /‘ PRICING
ACCELERATION - EIDI:I POWER
N

- PORTFOLIO

EFFECTIVENESS




ABSOLUT.LAND

Coachella x Metaverse




markers  Disruptive 360 activated-brand sponsorships
DAYz02z t0 amplify earned media and positive ROI

From: the official vodka > To: the metaverse vodka
of coachella of the metaverse

.@absolutvodka is bringing its #Coachella (] space to |
the metaverse in a mix of virtual and real-life
experiential marketing.

a . I ﬂ 1 The liquor brand will recreate its festival experience in
Decentraland, allowing players and festival attendees

THE OFFICIAL VODKA OF to interact. ow.ly/1CvA50IGA8e

M COACHELLA

A

COACKELLA YALLEY NUSIC AND ARTS FESTIVAL

: A ID SUMMER MUSIC
. DWBRANDS ARE
o FEANDVIRTUAL

INPORTED

virtual memorabilia and
ng in popularity

SEESENJOY RESPONSIBLY

ACTIVATION ONSITE & INSTORE EARNED MEDIA ACTIVATION

ing local Californian consumers onsite at the festival Reaching well beyond the festival walls and even globally
and instore with retail activation through a Metaverse activation

Reach estimated: 400-500k Gen Z consumers 1.5 bn earned media impressions

27




ABSOLUT.LAND

MARKET

2022
Pernod Ricard

"ABSOLUTBLENDSTHE  "JOIN THE OFFICIAL VODKA OF

REAL COACHELLAWITH COACHELLA IN ABSOLUT.LAND AT

METAVERSE" THE FESTIVAL IRL AND IN THE
METAVERSE"”

“HOW ABSOLUT
BROUGHT COACHELLA
TO THE METAVERSE"




markers  EXpand Beyond

2022

D .
Pernod Ricard I 1] novatlon H u b USA

odels
NURTURING

the core

PRESTIGE
ACCELERATION

MOMENTS OF
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MBOAY.s,  Creativity and rigor to drive localized pipeline

Pernod Ricard

“Always On” RIGOROUS TEST STANDARDS
Ideation

2,700+ Concepfs

Ensure in-market viability

CROSS-FUNCTIONAL INNOVATION

80+ Active TEAM

Worksteams

Best in class liquid, packaging
and marketing

Informed By

CLEAR RACI

Move with speed



markers  Focused on meeting growing demand
DAY2022  for Convenience and Other Consumer needs

Impress Flavors Craft and Prestige Convenience

&




markers  Building Innovation Across
DAY2022  the Convenience Continuum

Ready to drink Ready to serve

Grab and go. Individual serve. Pour and share. Multi-serve.

Consumer LED New game-changing
propositions ready-to-serve

Growing occasions Olmeca Altos Margarita
for Pernod Ricard key . .
Bar quality margaritas from
brands N .
an award-winning tequila brand

1. Nielsen XAOC+Liquor Plus data ending APR 18, 2022; NABCA OFF-prem (excl. IA, MS, WV, WY, ME, MT)
through March 2022. 46% Reorder rate for the first 3M vs 36% for Cold Brew.

Ready to mix

Flavors from simple cocktails to “mix” strategy

LEMON
+ LIME SODA

Jameson Orange
the #1 innovation in Nabcal
and
#1 non-RTD innovation in Nielsen

32
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The Conviviality Platform allowing to stretching growth

odels
NURTURING

the core

PRESTIGE
ACCELERATION

MOMENTS OF
CONVIVIALITY

business

ENABLING

beyond
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