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Beer and wine yet to rebound to prgandemic levels

H1 Volume Trend 2019721 z 20 key markets
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Wine posting H1 recovery ahead of beer and spirits compared with 2019

H1 2021 Category Beer Wine Spirits RTDs Cider
. excl. National Spirits
overview:
20 key markets TeE(if« N I
National h
Spirits
Immediate Covid 20.4%
Impact
% change
H1 2019 to H1 2020
_ 7.6% 7.5% 4.7% 5.0% 27.4%
First Half Year
Recovery
% change
H1 2020 to H1 2021
Level of recovery 53.4%
% change
H1 2019 to H1 2021
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US, China and Brazil TBA consumptionpautted that in key European markets and Japan

IWSRTBA consumption index , where pre -Covid-19 behaviour = 100
Wave-on-wave comparison: Aug 20 vs Dec 20 vs July 21
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Gen Z & Boomers socializing and TBA consumption most impacted during Covid due tc

mandated and selimposed restrictions

IWSRTBA relative consumption index, weighted by population, where pre -Covid-19 behaviour = 100
Wave-on-wave comparison: Aug 20 vs Dec 20 vs July 21
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the lessengaged departed the category

Average number of times wine is consumed, combined on - and off -premise, per month among regular wine drinkers
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Online purchase growth for TBA continued in 2021, with forecast channel growth to 202

Online shopping still growing in all markets
IWSR retail usage index where pre -Covid-19 behaviour =100
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Italian,New Zealand and Portuguese wiieecontinue to grow more to 2025

Still wine forecasts
by origin

us

Italian
Australian
French

New Zealand

Chilean
What do market experts say? Argentinian
3JThe industry is in reasonable balance inS%‘nloshzz
but we know that supply chains are under huge P
stress. [Countries] that can keep their costs
under control will do better; undifferentiated German
brands without pricing power will suffer.};
Online retailer, US Portuguese

Historic and forecast volume growth by country of origin
Five-year CAGR %
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Source: IWSR

9 Wine Intelligence  US Wine Landscapes 2022
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Significant premiumisation has taken place in the market, with preranchabove price

brands recording notable growth in volumes

Stl I I Wl n e g rOWth E'wii?flfe?ild forecast volume growth by price band
by price band

Low-Price

Value

-0.7%
Standard -

. 3.7%
Premium

6.1%

. 4.4%
Super Premium
6.9%

1.9%

Ultra Premium

What do market experts say? 4.4%

JWe are engaging with our market very
differently [compared to pre -pandemic].
UAm optimistic abgut the coming year.

3.6%

Prestige

Wine producer, US

Source: IWSR
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Gen Z and younger Millennials leading the moderation charge

Consumers who say they are omoderating their alcohol I nt ake
Gender Age

All wine drinkers Male Female LDA-34 35-54 55+
Switzerland 58% 58% 57% 59% 58% 57%
Netherlands 54% 55% 53% 62% 52% 50%
Ireland 49% 49% 48% 56% 50% 43%
Australia 46% 47% 45% 56% 43% 40%
Belgium 41% 41% 40% 50% 44% 34%
UK 39% 38% 39% 56% 38% 29%
Canada 37% 36% 38% 47% 36% 29%
UusS 36% 39% 32% 49% 41% 21%
Japan 36% 36% 36% 40% 39% 33%

C | Green/ Red Statistically significantlyigher/ lower than all wine drinkers in each market at a 95% confidence level. Source: Wine Intelligence, L o B
+AYAUNI OtZ hOU2OSNI HAHAN O6YXTnNnnOX ! dZAUNIEALYSES . SEIAlLIYEZ /FYIRAFYE LNRARAKZ WHLIyYySasSy 5dziOKX {é¢Araaz | Y |yR | {
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Opportunity Index ranking varies by market, with organic wine stronger in Sweden and

Korea

Global alternative wine opportunity index 2022: Core market comparison

20220bbal

oppotny Ausah SouhK oea Sweden UK us

ndex
(n=17,832) (n=1,000) (n=1,501) (n=1,000) (n=1,000) (n=2,000) Organic \_Nine

1 Natural wine 52.9 50.7 46.6 42.8 44.7 41.6 53.9 has :r?cl)argvely
2 Organic wine 49.4 41.1 47.5 51.6 65.8 44.2 48.5 opportunity in
3 Sustainably produced wine 45.4 42.7 43.0 40.1 46.4 44.9 42.9 Sweden and
4  Environmentally friendly wine 43.3 39.4 37.0 47.2 4.5 42.2 42.9 South Korea
5 Fairtrade wine 39.7 35.2 36.4 36.3 48.7 52.7 38.6
6 Preservative free wine 38.9 39.0 35.8 30.8 34.5 28.7 38.0
7  Wine from a carbon-neutral winery 37.0 36.3 35.1 32.5 42,3 33.4 38.4
8  Sulphite free wine 35.0 34.6 37.2 30.3 31.3 32.1 37.5 The US offers
9  Pet Nat (Petillant Naturel) Zeyil 30.5 30.1 23.6 26.2 21.9 05 relatively
10 Biodynamic wine 318 33.8 27.8 31.0 30.9 26.4 33.7 oppr(r)]r(:lrjenity
11 Orange / skin contact wine 31.6 27.2 28.2 28.9 27.1 30.9 33.6 for sulphite
12 Vegetarian wine 27.7 28.9 24.5 22.2 21.3 25.1 30.3 free and
13 Vegan wine 27.4 27.5 25.1 26.4 26.3 27.8 26.6 orange wine

Base = All global wine drinkers from Australia, Argentina, Brazil, Canada, China, Germany, Hong Kong, Ireland, Japan, New Zea land, Portugal,
South Korea, Singapore, Sweden, UK, US (n=17,837), weighted by adult regular/ imported wine drinking population
Green / red: +2 or -2 index score compared to global average
Source: Wine Intelligence, Vinitrac®, Oct HBIA7), Glgbal regular wine drinkers
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Interest in cannabnfused wine remains subdued in US and Canada

Agreement with the following cannabiselated statements

Canada USA
2021 v20 2021 v&0
(n=1,834) (n=2,000)

| am using cannabis products 31% c 31%
| think cannabis products are a good alternative to alcoholic beverages 30% c 34%

Cannabisinfused wine product health metrics

Canada USA
2021 v&0 2021 v&0

Base = All regular wine drinkers (n=1,834) (n=2,000)

Awareness 11% 13%

Purchase 2% 4%

Base = Those who have heard of cannabis infused wine

Conversion 21% 33% ¢

Consideration 57% 62%

Affinity 52% 57%

Base = Al US regular wine drinkers (n=2,000),

¢ [/ e : Statistically significantly higher / lowert han Oct ®©20 wave at a 95
Source: Wine Intelligence, Vinitrac®, Oct ®©Y20, Oct Y21, (n=2,000)
Source: Wine Intelligence, Vinitrac®, Oct Y2 0wl OF Eshadi@ntegulat wine drinkers
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Shift towards local wines grow yean-year

Country of origin change in purchase July 2020 vs July 2021 compared with pre -pandemic behaviour
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Accelerated shift towards localism

General attitudes towards sustainability:

% who agree with each of the following statements

| try to buy food that is grown or produced locally

65%
64% @

Base = All UK, US, Canada and US regular wine drinkers (n=1,000 / 2000)
Source : Wine Untelligence,
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The majority othe US trade expect an impact

@ Q: Which is the forecasted impact of surging inflation in the US?

Stop of ongoing premiumization after the loss of purchasing po
Decrease in volume sales onI
No impact / a very light impact on wine consumptio

I am willing to absorbe part of costs to lower the effects on th%

%
shelves

21



Premium ltalian wine faces highest risk of being shortened

Qa2 KAUS GlofS Of20Ké¢ NBaldldz2Nyydga NBE GKS LINRAR YL NE LIzNDOK
these restaurants sold their cellar inventory during the COVID shutdown to obtain a cash flow

Do you think these restaurants will restock their cellars to the same extent as before?

Yes

13% @vv G2 KAOK 1AYR 2F LOFEALY @GAY

SYAL)
38% ONoOO
29%

No
Premium Emerging Classic Sparkling (Prosecco) None of these
(Brunello, Chianti (Sicily Grillo, (Chianti, Pinot Grigio
Classico, Barolo, Morellino, etc)
Amarone) Vermentino)
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