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Statutory net profit after tax $77.6 million; up $178.5m on the prior year

Net sales revenue (NSR) up 8.4% on a reported currency basis and by 3.8%?3 on a constant currency basis
Of the 15 priority brands#, 11 brands delivered NSR growth versus 6 brands in the prior year

$40+ million overhead reduction achieved and 50%+ step-up in consumer marketing investment delivered

EBITS®, $225.1 million, up 21.9% on a reported currency basis and 16.2% on a constant currency basis, reflecting
premiumisation strategy to grow NSR across priority brand portfolio and reduced cost base

EPS of 21.9 cents per share up 25.9% on prior period (before material items, SGARA and $80.5m tax benefit in F14)
Strong cash conversion at 102.5%

Final dividend 8 cents per share bringing total dividend to 14 cents per share, unfranked; 1 cent per share higher than
prior period

Distributor inventory realignment program in USA complete
Depletions ahead of shipments in all regions in F15

Exciting pipeline of consumer marketing programs including brand innovation and campaigns in place for F16

Financial information in this report is based on preliminary financial statements which are in the process of being audited. Non-
IFRS measures have not been subject to audit or review. The non-IFRS measures are used internally by management to assess
the performance of the business, make decisions on the allocation of resources and assess operational performance

All figures and calculations are subject to rounding

Unless otherwise stated all percentage or dollar movements from prior periods are pre any material items and on a constant
currency basis

Priority brands include: Penfol ds, Wo | f Bl as s, B e r WyngseMatua, L i|Zgese
Chateau St Jean, Stagsd Leap, Gabbiano, Yellowglen, 19 Cr i f®
Earnings before interest, tax, SGARA and material items
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F15 re-set year: achievements

1H15 achievements

V Seamlessly transitioned Penfolds release date to October

2H15 achievements
V Delivered $40m+ reduction in overhead savings

V Identified a further $15m of overhead savings to be realised
in F16

V Significant step-up in consumer marketing

T 1Q15: Investment in depleting Penfolds sold to
retailers in F14, ahead of F15 release i Penfolds
wine cabinet initiative

V Embedded a simpler and focused brand portfolio architecture
V Priority brands delivered 13% NSR growth in F15

V Accelerated separate supply and marketing focus on Luxury
0 I Y& Masstige versus Commercial portfolios

T 2Q15: Launched best Penfolds marketing
campaign in b NanbasCanbhi st

Extraordinaryo W commenced supply chain optimisation initiatives:

rationalisation of production facilities in Australia and USA;
COGS benefits ramping up to $50 million by F20

V Commenced divestment of non-core brands and assets; Asti
winery sold in July 2015

W Steps taken to address quality of earnings base:

T Deliberately removed unsustainable and

unprofitable volume; notably in ANZ and UK
T De-stocked in all four regions in 1H15
i On track to deliver $35m overhead reduction in F15 V Commenced global SKU rationalisation

v Optimised route-to-market in North Asia including Greater
China, Korea and Singapore

V Invested in more focused route-to-market in North Asia,
notably in China

W Increased focus and investment in new markets and
channels with untapped growth potential, including Global
Travel Retail, Latin America and Eastern Europe

V Delivered 21.9% EBITS growth?, despite $19.3m reduction in
year-on-year currency gains

V Completed planning work for supply chain optimisation
initiatives

V Defended TWE against two PE firms for three months

V Focused on building confidence; from supply to sales

-A Commenced separate focus on Luxury & Masstige versus

Commercial portfolios in Australia; slower than planned W Depletions ahead of shipments in all regions in F15

v Shift to a Performance Culture

1. On areported currency basis




Priority Brand highlights in F1517 ANZ

OWN A VINTEC
WINE CABINET
FOR JUST $200

B
>

LTS

&
Penfolds Penfolds Yellowglen
Vintec Promotion Collection Spring Racing
October Release Carnival
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VALUED AT $670 4

WITH THE PURCHASE
OF $70 OF WOLF BLASS WINES'

Wolf Blass ICC World Penfolds Magill Estate Innovation Launchgs
. . ; Matua Taste & Pepperjack
Cup Cricket Promotion Opening Certified




Priority Brand highlights in F15T7 Americas

LOCAL KNOWLEDGE

BERINGER ESTATES GROWN

Beringer Local Beringer Taste Strips 19 Crimes distribution
Knowledge Campaign Innovation acceleration and line
extension
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Innovation Launches
Matua distribution Lindemans HGTV Beringer Waymaker,
acceleration Campaign St ags 0 Llevesmr, Pehfads Bin 9




Priority Brand highlights in F1571T Asia and EMEA
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Penfolds
Vintec Promotion i Asia and
EMEA

Penfolds Wolf Blass

Collection UK Sports Campaign
October Release i Asia and EMEA
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Wolf Blass Singapore

Rawsonds Retreat Asia Innovation Launches

Sports Hub Campaign Distribution Gains Nordics Lighter in Alcohol & Non
Alcohol




Tony Reeves

Chief Financial Officer



