TREASURY
WINE ESTATES

Australian wine I ndust
AngusicPhersahManaginpirectorANZ

Bank of America Merrill Lynch
Wine Symposium
Adelaide
3 May 2018




Australian wine i ndustry growth an
Todayods agenda

e gﬁ@ Treasury Wine Estates T A snapshot of our Company and our priorities
e /// Australian wine industry growth 7 A turning of the tide

e “ Australian wine industry & TWE 7 Alignment of and investment in competitive advantages

e fa Closing remarks

8 TWE




TWE; a snapshot of our Company and our priorities
A vertically integrated wine business, operating globally

TWE a vertically integrated wine company

@ Global business with regional segments

70+ brands

4 key sales regions

Wine production
and packaging

100+ countries

Grape growing
and sourcing

Marketing, sales
and distribution

3,400 employees

p n‘n Diversified and flexible sourcing model 1
Australia 50%
California 16%
New Zealand 62% | B2
ety - X 7+

120+ vineyards

13,000+ planted
hectares

16 wineries

France 100%
5 countries of
origin

B TWE owned [ leased vineyards
Grower contracts
m Third party produced wine

@Tw e
1.  TWE F17 Annual Report -
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TWE; a snapshot of our Company and our priorities
Our global vision and strategy

he wor |l

dos

mo s t

To move from an order-taking agricultural business to a brand-led organisation

Build a high
performing
organisation

ADrive an inclusive,
supportive and

borative culture

AGrow capability now
and for the future

AOperate an efficient
and sustainable
structure

I g,

Focus on top
priorities and deliver
against them

Win in priority
markets

Transform our
portfolio

©

AGrow share in Asia
through RTM and
portfolio expansion

AGrow Priority Brands,
one portfolio at a time

AExpand into new
COQOs through virtual
brands

AGrow in US through
premiumisation and
RTM optimisation

APremiumise our
portfolio AExpand no.1 position
in Australia through

Alnvest to drive category leadership

consumer pull

AProtect profitability in

other key markets

ADeliver bigger, better
campaigns
Instil belief in our
wines, our company
and our people

Build trust by acting
with integrity and holding
ourselves to account

Develop
long-term
relationships

AcConnect and engage
with consumers

APartner with key
customers to grow
wine category

ADrive performance for
all stakeholders

Optimise our
capital base

AOperate sustainably,
safely and responsibly

AcCreate supply chain
cost and quality
advantage

AAddress high cost
structures in mature
markets

ASimplify processes
and ways of working

Collaborate with all
stakeholders to achieve
shared goals

4 HIGHLY CONFIDENTIAL



TWE; a snapshot of our Company and our priorities
TWEGOs key strategic and financial prioriti

a @ Positioning TWE as global wine category manager across brands, regions and COOQOs!

a * Investing in supply and sales-led portfolio premiumisation

e J"‘i Building strategic wholesale and retail customer partnerships, globally

° @ Driving portfolio availability supported by outstanding brand and in-store activation

e #g Embedding efficient routes-to-market across regions and channels

6 E Opti mising TWEG6s capital base; embedding ef;
0 ﬁii‘. Selectively pursuing inorganic growth opportunities in priority markets

e g&_}w Investing in our people; growing capability now and for the future

e SZERO  Embedding Destination Zero Harm into every decision and action taken

1. Countries of origin
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TWE; a snapshot of our Company and our priorities
TWEGs Australian region is an important dr

%II TWE is the #1 producer by value

“ Australia & New Zealand segment
and #2 by volume 1 '

Y 22% of Group 1H18 EBITS?

TWE, 21% TWE, 21% Americas Europe

Private Label, 18% Private Label, 24%

Pernod Ricard, 10%
Accolade, 9%

Pernod Ricard, 9%

Accolade, 11% ANZ

Other, 42% Other, 35%

Asia
ﬁﬁﬁ TWE Australiadds portf ol mRrogressive EBITS & EBITS margin
/ ! improvement 15800
L | _ . _
M:)s(gtri}ée , 150  Asm 0 20%
| 15.1%
. 14.4% /
: 13.4% -~ - 15%
| 100 -
I - 10%
| 50 -
| I 5%
Commercial : 0 - L 0%

F14 F15 F16 F17
—@— EBITS margin (RHS) M EBITS ($Am - LHS)

1.  Aztec Sales Data | Off-premise channel only | Bottled wine only excluding fortified wine | Weighted MAT to March 2018 and Management estimates
2. Company data

F17 Volume by segment
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Australian wine industry growth
A turning of the tide

Australian wine exports to Chinal

mgLe /

F14

@, Total Australian wine export growth1

m9Le +4%

wiggie TeWEpoosr tAsustrali an wine e:3
Asia?

m 9Le

1
1
1
1
1
1
1
1
1
1
1
:
1
: (+47%) I
1
1
1
1
1
1
1
1
1
1
I
' Fl14 F15 F16 F17
2. Company data

F14 F15 F16 F17

1. Wine Australia
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Australian wine industry and TWE i competitive advantages
1.Access t o some of t he worl dés ol dest and

~ | <

& ‘&,
i

| &uStraRa hastrdmained relevely phyll6xera free

A

Australiadés c¢cl onal mat er i

j Australia boasts some of the oldest geology and most
e complex soils in the world

m Today6s Anaineindusiry datesrback to the
explorers of the past

European planting material introduced to Australia
in 1820s

SOUTH AUSTRALIA
NEW SOUTH WALES

XA Australiadés climate, soils
G —~/ unique on a global scale

TWE I s custodian of

Magill Estate was officially 1859; 10 acres of Shiraz planted in Planted in 1885, Penfolds Block 42
established in 1844 Barossa Valley, owned by William Salter one of Australiads heri:

Saltram



Australian wine industry and TWE i competitive advantages
2. Diversity of growing regions akin to Europe in one country

Regional and varietal diversity of major European wine industry IN AUSTRALIA

65 wine regions in Australia; each boast distinct
characteristics that are expressed in wines

I
|

—=a | B
= "ﬁifﬁ
ﬂ i

Major European wine producing nations Australiabés diverse winemaking pr

*TWEGS viticul tur al assets

& rwe




Australian wine industry and TWE i competitive advantages
2. Diversity of growing regions akin to Europe in one country

Diversity of regions de-risks portfolio through multi-region sourcing

Sourcing model for Penfolds Luxury SKU in 2016 Multi-appellation sourcing for
e e
Vintage Valley Coast VEUEY Creek Vale

[ 2006 [F 7T EET G0 12 20t e E Burgundy Rhone Champagne
% % _ 1% 24% 1% Bordeaux Provence
20080 |- 7 7 0% 20% 14% 10% 7%

2% 4% 0% 13% 1% 14% 6%

(2010 [ Y 1% 30% 6% 6%

23% 2% 0% 3% % |6 | 9%

20% | 30% @ 0% 5% 10% 20% 15%

28% | 20% @ 0% 6% 0% 27% 10%

a2 3% 8% 0% 14% 10%

17% 0% 15% 1% 18% 8%

[ 2006 | <P 1% 20% 0% 20% 8%

De-risking portfolio through De-risking portfolio through
MULTI-COUNTRY BROADENING OF

SOURCING APPELLATIONS




Australian wine industry and TWE i competitive advantages
3. Leaders in viticultural science and technology

Australia winemakers at the forefront of viticultural science and technology

|:|y|ng Winemakers?! Australian Wine Industry
The Europeans are unlikely to admit it, but known for: investment
visiting Australian winemakers played a and

strong hand in improving the viticulture and - Attention to detail

winemaking across their region in the 1980s collaboration

astheso-cal | ed Aflying winei k%trFCté’Vg‘eWath}eri‘ev ed
in Europe en masse. The Australian Wine
] o Experts across array of Research Institute
- ifhe winemakers global roamingo ,@ fermentation techniques
Dave Brookes .
~A-  Meticulous analysis of Wine .
@ grape sugar, acidity and pH Australia
TWEG6s investment in viticultural assets and technol

°° Viticultural I . . ield and lit Investment in precision viticulture to maximise
° m iticultural excellence is improving yield and quality e yield and quality

2009 2016 e

1% 12% °$@_ VE is investing in organic and inorganic options
to increase production

B % 56%

24% 320 o ﬁ'ﬁ'\ Investment in fruit grade conversion to extract

“ 58% Ul ) * ' maximum value from every grape

** Higher quality harvests underpin premiumisation but e F\ TWE is investing in Sustainable Supply and
also higher COGS per case @ Sourcing

-
|
1. Flying winemakers was a term first used by, and thereafter registered by, Tony Laithwaite of the Sunday Times Wine Club in 1980s. Laithwaite employed Australian winemakers @TW E
during the 1987 vintage to work at French co-operative wineries and produce wines for the club = )
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TWEOs Australianpgoutepl|l v regi
ading posi

| nvesting to strengthen TWEOGs | e

TWEGs gl obal supply mission statement:

Embed optimised supply chain for the Commercial, Masstige and Luxury categories with
industry leading standards in quality, service and safety

TWEG6s Australian supply strategic I mperatives

o Embed Destination Zero Harm
Increase access to Luxury and Masstige fruit to meet demand

Continuously optimise production infrastructure to drive efficiencies

Deliver EBITS margin and ROCE accretion to support Group target

-
@TWE




