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Overview in 2018

Formulated corporate vision and settled five key materialNSsSues

Aiming at a corporate growth centered on enhancement
of financial values and social values
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Overview in 2018 (Enhancement of Financial NSl

Achieved 16 consecutive years growth in sales volumexsns

core OP margin of 10.3%

Sales Volume in 2018 Revenue and Core OP margin Trend
¥including Taiwan CALPIS

Brand Sales Volume YoY
illi 600.0
_ (million cases) e o oior) 10.2% 10 3% 10, 0%->:<

MITSUYA CIDER 39.47 4520 0 8.2%
400.0
CALPIS 42.63  +11.1%
368.8 370.8

WONDA 40.24 -3.4% 200.0
305.9
Asahi “Juroku-Cha” . +5.00¢ 1000 .
0.0
OISHII MIZU 23.96 +2.1% A —
WILKINSON 22.25 | +11.8% CALFIS
2014 2015 2016 2017 2018
6 core brands total 0
192.63 | +4.5% Sales Volume Trend
TOtal 266 1 3 +4' 10/0 120% Sales Volume S h Market Ave. 280.00
(M cases) YoY YoY
« Focused management resources on 6 core brands 115% 240.00
« Significant sales increases in MITSUYA, CALPIS, and 110% 200.00
WILKINSON
_ 105% 160.00
 Set new sales volume records in CALPIS and
WILKINSON 100% — 120.00
« Commenced to settle vending machines with freezing 95% 80.00
functions 90% 40.00
« Alliances with competitors in vending machines channel a5, 0.00
« Streamlined logistics and reduced environmental burden 02 03 04 05 06 07 08 09 10 11 12 13 14 15 16 17 18
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Overview in 2018 (Enhancement of Social Val Asdlii

Initiatives for social value enhancement
in five key material issues

Environment
SR
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. Launches of label-less PET bottle products in OISHII MIZU

Environment

New products launches in lactic acid bacteria drink category
Participation in FUN+WALK PROJECT promoted by Japan Sports Agency

Launches of products using plant-derived materials for packaging in MITSUYA

Partnership with Promotion of initiatives for presymptomatic disease with Kanagawa prefecture
Local Communities Donation of part of the profits from sales in MITSUYA and CALPIS to children nurturing initiatives
Dietary (Te[ilerz10[e]g B Family dietary education events taking advantage of our unique techniques and know-hows

Establishment of new logistics center for efficient logistics and reduction of environmental burden
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Asahi Group Philosophy | - Aol

Asahi
Asahi Group Philosophy

Our Mission

Deliver on our great taste promise
and bring more fun to life

Our Vision

Be a value creator globally and locally,
growing with high-value-added brands

Our Values

Challenge and innovation
Excellence in quality
Shared inspiration

Building value together with all our stakeholders
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Promises to Our Customers for realizing Our v Ao}

“Promises to Our Customers”
Deliver fun and joy, and smiles

. Asahi . OuUr Mission for 100 years and more
Asahi Group Philosophy ()
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We clearly defined the values
we would propose for our
customers and society in order
to realize our Vision

Our Vision
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Promises to Our Customers for realizing Our V Aol
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Asahi Soft Drinks: Future Management Strat: ASahi

Medium-Term Management Policy

“Aiming to be the leader in the soft drinks industry”

“Industry-wide top-class profitability”, “Challenges for new categories”
“Leadership for cooperation in non-competitive categories”, “Establishment of foundation for CSV management”

Management Strategy in 2019

“Enhancing brand equities and challenging with brands” is our overall activities’ guideline. We
will establish foundation for becoming the leader in the industry through initiatives including
building foundation for solid profitability and creating new values.

Targets in 2019

(Unit: millions of cases)

Sales MITSUYA 41.10 +4.1%

Volume 269.20 266.13 3.07 | CALPIS 44.30 +3.9%

(millions of +1.2%

cases) WONDA 40.40 +0.4%

Revenue 379.6  370.8 gg o o 2440  +1.3%

(JPY billion) +2.4% | OISHII MIZU 23.00 -4.0%
WILKINSON 24.50 +10.1%

(CJSer,”f%ﬁ) 399 37.3 +7_22'OZ 6 core brands 197.70 +2.6%

(margin) (10.5%) (10.0%) (+0.5%) 269.20
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Initiatives for External Environmental Change NS

Further promoting our business growth throughiselving
issues by leveraging our unique strengths for OppoeLtiNIEES
and risks generated by external environmentallchanges

Opportunities and RiSKS

e Diversification of consumption patterns stemming from maturity of beverage
market and increasing health awareness

e Changes to consumption and competition trends driven by e-commerce and
other examples of sales channel diversification

e Trend toward lower prices stemming from expansion of retailers’ private label
products

e Ongoing increases in distribution, personnel, raw material, and other costs

e Increasing attention to waste plastic and other environment-related social issues

Our Strengths

e Multiple long-selling brands centered on growing categories

e Industry-leading profitability achieved through optimal production and logistics
systems

e Synergy-creation capabilities leveraging business integrations and alliances

e Corporate culture of addressing health, environmental, and other social issues
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Activation of 100-years Brands

ASaf

smiles to the customers in the next 100}years
75> R&EFE1004F
RILESR. rioiscmn
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Since 1904

Further enhancing our 100-years brands” IntrinSicGEqUIGES
as a company which promises to deliver fun andsjoyacis

Copyright © ASAHI GROUP HOLDINGS. All rights reserved.

12



Activation of 100-years Brands (CALPIS) ASali

Developing activities related to 100th anniversary, interlockingprodictsy
advertisement, sales promotion, and sales places:

Evaluating values for “Linking feelings to the future” and “DeliciousSianciSeal iy

towards the next 100th anniversary.

Supporting various anniversary events

¥ i hildren” St Ob P |
“Link feelings to the future” EF S E Y

Star Festlval in 2019

h .‘vr;:
W ~ Promotion
Link feelings which CALPIS has

nurtured in 100 year to the future

“Fermentation Blend” Project

Platform for expanding Japanese fermentation culture and
the appeal of fermentation

Product : Dietary

“Delicious and Healthy”

lz,/'o S h

{
\ BLEND
NG
Evaluate deliciousness and health
value of CALPIS, in addition to convey
\_ the appeals of fermentation

Copyright © ASAHI GROUP HOLDINGS. All rights reserved.




Activation of 100-years Brands (MITSI  A8ali

Making proposals including new categories and high=addecaaaine
products centered on MITSUYA CIDER for creating'new demeanes

Expansion of vending machines

Products matched with consumer tastes and needs with freezing functions

Enhancing brand

4 - Aiming at securing a
Sta N d ad rd . equity of MITSUYA better position in the
& CIDER freezing category

( : MITSUYA
S D ="

n - ﬂ Establishing the unique value
Core category with huge |
markets ~y

% 7

_ Developing new - |

Trend for Light y category Partnership with local areas
Taste u”‘v MITS_UYA Lemonade Providing education classes on environment
Trend for light taste and non- J Nfor\gv‘?;'”%%rnk‘fe‘g pillar in the in each local production area of fruit juice
sugar - g 9 o) g o
Trend for Proposing high-

added value

Ge"”'ne TaSt.e Ty ; Tokusan MITSUYA series
Trend for rich and genuine a3 B . | local fruits i
taste (ST M Using selected local fruits in

Japan
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Activation of 100-years Brands (WILKINSO} o Asan

Pursuing strong and high quality stimulation
Leading the carbonated water category as a"NOSIRDEGRG

Improvement of perceived quality
aiming at the best carbonated water

Enhancing genuine value of carbonated water

“Strengthen gas pressure”
Stimulating sense of hearing when opened

“Strengthen sense of
carbonation”

Product strategy in 2019

Enhancing brand strength

TANSAN

P —wa'| Most focused item
']-( leading the brand
sales

ll TANSAN

AAAAAA

B Lcading the brand sales
| growth

1 1
am<n

Further expanding carbonated
water market
Acquiring new customers

| HAPERML T bd =
Al Lol o TANSAN TEA [ | TANSAN EXTRA
ST Focused on millennial Foods with function claims
— generations 3
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Challenges for Creating New Category Centerec 4 li
on Health D .

Taking on challenges for creating new categorieSiunNesSpuRSE
to social issues related on health as new drivVerSHORGEOWINY

\

e

H1l in 2019 H2 in 2019
revitalizing existing categories Creating new categories
[
PUEEHE .1-

-- A muez ?

Providing solutions for social
issues related on health
through soft drinks
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Contributions to Local Communities Centered ¢ , 4 Q dhi

Aiming at solving health issues in local commuRItiIESHY.
collaborating activities in each local community WIthiG JJJ‘ ea
related products

Major activities for solving health issues in
local communities
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Reconstruction of Optimal Production and Logi

System

ASaf

Enhancing production capacity in
Gunma factory

Enhancing production capacity by 1.3 times
in comparison with a conventional one

@ Building aseptic lines

« Building one more line from 3 lines

* Producing lactic acid drinks including CALPIS WATER

» Scheduled to start operation on May 2020

@ Renewing lactic acid fermentation facilities for
CALPIS

« Space-saving, labor-saving, and automatic

operations in 24 hours
* Scheduled to start operation on June 2019

-

Aiming at reconstructing optimal production and |ogiStiCSISYSteini
response to increasing demands of PET bottle procductsians
shortage of truck drivers

Response to logistics issues

Reducing long-distance transportation by

promoting local production for local consumption
« Improving the ratio of supply and demand in each

logistics block
Promoting modal shift

» Responding to the environmental changes including

shortage of drivers and trucks

» Reducing environmental burden by lowering CO2

emissions
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Factory Tour in Gunma Factory

[AIWVER] HHBUWLWDI1—TT L
—CALPIS “MIRAI” MUSEUM —
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Initiatives for Environmental Issues o Asami

Formulated “Containers and Packaging 2030™ aimi
society in addition to reducing environmental bur
realizing sustainable societ
Initiatives for reducing plastic

Containers and Packaging 2030 container and packaging
Formulated “Containers and Packaging @EL?cfr't“ Participated in “Plastic Smart” campaign
2030" for realizing sustainable container promoted by Ministry of the Environment

and packaging use

[Recycled PET and eco-friendly materials]
Aiming at using recycled PET, plant-derived
eco-friendly materials, and similar substances
for 60% (by weight) of its plastic containers
and packaging (PET bottles, labels, caps,
plastic bottles) by 2030

[Reduction] 44  Expanding label-less bottles
Aiming at reducing the_ welgh_t of pIa_stlc_ .
containers and packaging by increasing its 5 -y

use of label-less bottles and other means @

[Development of new environmental friendly
containers] E
Engaging in R&D of containers made of new
eco-friendly materials and substances other :
than plastic = L
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Collaboration with competitors in competitive 4 “a
and non-competitive region / S

Collaboration in repair of

Sales exchanges in vending
machines with Itoen

Sales exchanges in vending
machines with Dydo

vending machines and
transportation with Kirin

i 5 -~ 3
[SWEYA45—430mIPET] . . N QO RRERE 1LY £ PETSM] &
DyDO (5255 —5-sumeer) w8 Z2KIRIN 7oemm. +uewys - RFEEOSEET R ER A
FAFE—FU> D () OSBETRABRENE IFRPAFCHT SHHEZRIA R RV ERED [~ 35 S3PETS00m] &

2018538 FA & DR FOXEE NP ERU B BERSTHRISIZEIEOM DR LRI A TERRS

Sales exchanges in vending
machines with Dydo

Collaboration expansion in
repair of vending machines

22 KIRIN

THEREL, FUSEN Ly IEREDFCHITDIREEILK
B EARTHASIERE RS DER D # T 77 DILK
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ASai

Information in this material is not intended to solicit sale or purchase of shares in Asahi Group Holdings.

The views, estimates and other information expressed in this document are based on the company's judgment at
the time of publication, and no guarantees are provided regarding the accuracy of such information. This
information is subject to change without notice.

The company and its officers and representatives accept no responsibility or liability for any damage or
inconvenience that may be caused by or in conjunction with any part of these materials.




