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But all the same, the category is stagnating in terms of its share of the spirits generated
revenue

leur (€) spiritueux H Total France

Vodkas have overtaken whisk(e)ys, we note a
general pull away from brown spirits towards
white spirits and liqueurs

O 4o

|
uAd re
ox |
O

Between July and August, the Whisk(e)y category reached its peak MS in terms of Volume and the
momentum is likely to continue into the end of the year due to the festive period

Liqueurs Aperitifs

+1,5pp ~0,0pp Volume Market Share of Whisk(e)y vs Total Spirits | Rolling 12 weeks

27.7%
Source: CGA Volume pool Novembe 0,
A 26.9%

+1.2pp vs 2022

Hendrick’s can take advantage of the strength of Gin in satisfying the refreshment need
state by promoting it as a summer drink during the peak month of January

Volumes of Spirits & Spirits subcategories | 9L cases | YTD 2024 vs YA & 2YA
& P qv o —— Spirits Gin =——Vodka Whisk{ely ——Rum

“a\"/ v 200,000

\Q 200,

When anolysing the seasonal trends of Spirits, May results to be

180,000 the bottom and January the peak...

160,000

..when we look at the % change between these periods, it
” 140,000 becomes clear that Gin is significantly more influenced by
GA Source: CGA by NIQ OPM Australia, data to

seasonality, a trend that is in growth
120,000

100,000 Volume % change between P5 and P13
2022 w2023
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Contribution to the growth/loss of Gin volumes | MAT 2024 vs YA

Manufacturer
Archie Rose

Brand

Archie Rose

The success behind

Diageo

Tanqueray

I 38.5%

Beam Suntory
Campari

The West Winds Gin
Halewood International
Never Never

Pernod Ricard
Spirits Platform

Wolf Lane

23rd Street Distillery
Poor Toms

Diageo

Pernod Ricard
Applewood Distillery
The Kyoto Distillery
Cape Byron Distillery
Brown Forman
Hayman

Pernod Ricard
Adelaide Hills Distillery
Husk Distillers

Lion

Roku

Bulldog

The West Winds Gin
Whitley Neill
Never Never
Plymouth
The Botanist
Wolf Lane
23rd Street Distillery
Poor Toms
Aviation
Monkey 47
Applewood
Ki No Bi
Brookies

Gin Mare
Haymans Gin
Malfy

78 Degrees
Ink Gin

Four Pillar.

Hendrick’s

13.2%

William Grant & Sons
Diageo

Gordon’s

17.7% B

Bacardi
Pernod Ricard

Bombay Sapphire
Beefeater

24.0% A
31.5% I

Source: CGA by NIQ OPM Spirits Australia, data w/e 21/05/2024 vs YA

Powared by NIQ.

|  ¥¥i3
M 65%
W 49%
B 4.4%
W 2.0%
W 20%
I 15%
| 0.7%
| 0.4%
0.1%

0.0%

While lower-performing competitors focus on pricing to gain value, those gaining ma
share attribute their growth primarily to an increase in RoS

Contribution to value change vs YA of competitor brands losing volumes & Hendrick’s

Beefeater
5,557,755

3,982,330

373,045

-17,305,679

Tanqueray

5,631,426

2,673,364

146,774

Diageo’s Gin performance

is Tanqueray, whilst Roku

is the driver behind Beam
Suntory’s growth

Bombay Sapphire

349
251 1

Ol 7+(+7I, %,
O{C|M?)S
FHotM 2

| Rate of sale contribution | Price contribution

Handrislle Eauir Dillare NAalf

Grey Goose still holds the majority of the Premium V8
experienced the largest losses in the panel this year, ©

-1,

Valeur

Market Share of Premium Vodka Brands| € | CAM juillet 2023 Revenue | Millions d’€ | CAM juillet 2023, 2022, 2019

Archie Rose
6,295,133

Grey Goose Belvedere Ciroc Absolut Elyx CAM P7 2019 CAM P7 2022 CAM P7 2023

CREY COOSE CirROC
VoDKA i 10.5 GREY GOOSE
BELVEDERE
VODKA

ABSOLUT ELYX Yoomn

452,943

-2,136,621

Source: CGA by NIQ OPM Spirits Australia, data w/e 21/05/2024 vs YA
by Hia

PN e Toral 22,1% 14,3% 5,6% 0,3%

BELVEDERE

PDM de Vodka VODKA
Premium 52,1% 33,9% 13,2%

PDM vs 2019 —12,0pp

PDM vs 2022 -1,4pp

+6,1pp +7,6pp -1,7pp

+0,8pp +0,7pp -0,1pp

Evo Valeur vs 2019 +35,3% +102,5% +290,1% -47,1%

Evo Valeur vs 2022 -2,8% +2,1% +5,3% -6,5%

CGA Source: Volume Pool France | juillet 2023
For.cred by ila

© 2023 Nielsen Consumer LLC, All Rights Reserved.

© 2025 Nielsen Consumer LLC. All Rights Reserved.



Ensuring strong distribution is maintained and launching a signature Spritz serve in Bar de
Nuit should help drive MS growth through strategic targeting of the space occupied by Spritz

drinkers and the younger demographic alike
|

AF_'EFL?L Volume of Aperol by channel (L) | MAT 2023
[ 2
=1

CHANNEL STRATEGY

Y

Restaurant /
Bar Restaurant
MS vs Aperitifs 16.7% 29.6% 28.6% 27.0% 26.0%
MS vs Aperol in Total France 5.3% 5.4% 78.4% 05% 8.8% 1.5%
MS chg vs YA (vs Aperitifs) -1.9pp 0.0pp +1.1pp +1.8pp +1.9pp +1.9pp
MS chg vs 2YA (vs Aperitifs) 0.0pp +0.7pp +1.8pp -3.0pp +5.6pp +1.4pp
% chg vs YA -37.9% +30.0% +12.7% +21.1% +12.6% +2.4%

II!@II]. Volume of Martini by channel (L) | MAT 2023

Restaurant /
Bar Restaurant
MS vs Aperitifs : I 1 i 17.8%
MS vs Martini in Total France . b K . 14%
MS chg vs YA (vs Aperitifs) X |J . 0 | { -2.8pp

Barde Jour Bar de Nuit Discothéque

Barde Jour Bar de Nuit Discothéque Loisirs

MS chg vs 2YA (vs Aperitifs) -4.1pp

% chgvs YA -4.8% 3.8% u -18.3%

After food-led venues, Hotels are the
second biggest channel for Martini,
since aver 1 in 3 Martini Spritz Drinkers
already visit the venue, expanding in
this channel should therefore be
facilitated

Currently Aperol surpasses its proportion of Volumes in Bar de Nuit, whilst Martini puts a higher proportion of its Volumes towards

Martini has an increased distribution in Bar de Jour: increasing the amount of food-led channels and despite that, it has lost significant

Volumes distributed in this channel through good operatar partnerships should MS, meaning that the issue with the loss stands in the RoS

be a priority. and aperators prioritising other brands rather than the
distribution in venues.

Source: CGA by NIQ France Volume Pool December 2023
CGA Source: CGA by NIQ OPUS France H2 2023, sample size: 59
nia

© 2023 Nielsen Consumer LLC. All Rights Reserved.

The reason behind this is likely due to its non-competitive pricing and not being able to rely
on the “local product” factor

At the moment, the more competitive the channel, the least competitive Hendrick’s becomes

Volume MS vs Total Gin in each channel & price per 30 mi | Competitor set | MAT 2024 vs YA
Volumes | MAT 2024 vs YA
Café Bar Restaurant

ﬁ o
== AN GIN MS vs Total Spirits Hendrick’s MS vs Gin
lzilf:{ = in channel in channel

Tanqueray, Bombay Sapphire, $12.63 Beefeater, Beefeater, Beefeater, Larios,

. HH
8.9% 6.8% 8.8% 11.6% 9.0% 17.7% Café Bar T 14.4%

Beefeater, Beefeater,
8.7% 6.7%

Tanqueray, Tanqueray,

GRS 8.1% 8.2%

Bombay Sapphire, Tangqueray,
7.9% 6.1%

Bombay Hendrick’s,

a3E Sapphire,7.4% 6.4%

Four Pillars, Hendrick's,
4.5% 5.0%

Hendrick's, Bombay Sapphire,

2L 5.6% 6.0%

Hendrick's, Four Pillars,
4.4% 4.1%

Four Pillars, Malfy,

s 4.2% 4.4%

Archie Rose, Four Pillars,
2.7% $13.96 NIy

Malfy,
2.3%

$12.95 Archie Rose,

The only brands with a higher price are Archie Rose and Four Pillars, which
however can rely on the “local praduct” factor

Source: CGA by NIQ OPM Spirits Australia, data w/e 21/05/2024 vs YA

Hendrick's,
7.9%

Tanqueray,
7.2%

Bombay Sapphire,
6.1%

Four Pillars,
3.7%

Archie Rose,
16%

Tanqueray,
10.1%

Beefeater,
9.5%

Bombay Sapphire,
8.0%

Hendrick's,
7.9%

Four Pillars,
2.7%

1.2%

® 2023 Nielsen Consumer LLC. All Rights Reserved.

The stronger
Gin category is
in channel...

Source: CGA by NIQ OPM Spirits Australia, data w/e 21/05/2024 vs YA
"

Bar

11.7%

Pub

11.2%

Restaurant

=
ahd

11.0%

Hotel

9.8%

Club

4.6%

The lower
Hendrick’s MS
is in the
channel

© 2023 Nielsen Consumer LLC. All Rights Reserved.

© 2025 Nielsen Consumer LLC. All Rights Reserved.




capitaliser sur les régions ol Grey Goose perd le plus de revenus —c’est donc une

Belvedere a connu des augmentations de prix beaucoup plus faibles, ce qui lui a permis de B
substitution quasi-directe dans le panel O I OH

PDM de Belvedere vs Vodka Premium dans chaque région | CAM juillet 2023 | vs 2019 & 2022

BEI\.-,VOE]EER‘E Centre Région

Total France Centre Méditerranée Nord Nord Est Ouest Sud Est Sud Ouest
Ouest Parisienne I I o I

Total Vodka dans région = 20,4%
PDM de Total Vodka 11,1%
PDM de Vodka Premium ,9% 52,7%

PDMvs 2019 1, , +5,3pp +0,8pp +13,4pp +15,4pp I *
PDM vs 2022 0,9pp +8,6pp 8,9pp +8,4pp +6,2pp +3,7pp - O

Evo de PPLvs 2022 ,15€ 0, -0,20€ +0,17€ +0,52€ +1,59€ +1,63€ -0,12€
I

136,707 Chiffres d’affaires de Belvedere | € | CAM juillet 2023 + gains/pertes vs 2022

6,664,320
—31;)3,61;); 3%,2;%% +173.055 -85,215 +125,387 -37,892 +172,040 +17,375
: | 961,372 [ [coRr Mg QSN EM 1 108,785 928 756 RIS
Total France Centre Centre Quest Méditerranée Nord Nord Est Ouest Région Sud Est Sud Ouest

Parisienne
Evo Valeur vs 2022 +2,1% -32,6% -13,2% 2,7% +18,0% -15,0% 32,1% -3,4% +18,5%

- ( Source: Volume Pool France | juillet 2023
Povecrea by i © 2023 Nielsen Consumer LLC, Al Rights Reserved,

La perte de PDM de Grey Goose peut principalement étre attribuée a un faible RoS en
particulier dans la Région Parisienne

Gin share of throat and consumer penetratign by market

The Gin category
is improving its
share in both

Contribution aux chiffres d'affaires de Grey Goose par région| CAM juillet 2023 vs 2022
Queensland

Total France +846,768 -1,688,862 +534,945 -307,148

Centre 0 -117,098 +25,407 -91,691 N SW a n d VI c

Western Australia )
Centre Ouest +62,322 -74,665 +23,799 +11,455 Australia

Méditerranée +254,004 -206,252 +112,331 +160,084 13.0% New South Wales

9,
Nord +41,409 -119,353 -8,003 -85,947 12.0%
+0.4pp

Nord Est 0 +35,715 +53,076 +88,792

Ouest +103,679 -253,950 +62,678 -87,592

11.9% 22%

P .. ; R . Volume MS of Gin vs Total Spirits |
+385,3 -482,265 +106,995 +10,085 A
Région Parisienne 55 5 R T 3 +0.1pp +1pp

Sud Est 0 -285,818 +102,357 -183,460 Proportion of consumers drinking Gin | ‘

Indexed vs YA

Sud Ouest 0 -185,176 +56,303 -128,873

Clarification language: RoS = Rate of Sale = Taux de vente/Rotation C GA Source: CGA by NIQ OPUS Australia March 2023, March 2024, sample size: 68 — 1275, OPM Spirits Australia, data w/e 21/05/2024 vs YA
CGA . *data not available due to sample size limitations
M Source: Volume Pool France | juillet 2023 Bavcredby hid

© 2073 Nielsen Consumer LLC. All Rights Reserved.

© 2023 Nielsen Consumer LLC. All Rights Reserved.

© 2025 Nielsen Consumer LLC. All Rights Reserved.
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