


Campari: a well balanced cocktail for future growth

Increased * Sixth largest player worldwide in the premium spirits industry @
business scale e €1.5 billion revenues in FY 2013 (doubled business scale in the last 10 years)

4 th p e Sales in over 190 countries
rengthene *  90% of sales achieved in own route-to-market
global reach e Increased in-market companies from 5 to 18 in the last 10 years

e Portfolio of 50+ premium brands, covering the most attracting categories
Empowered brand e Strong focus on 6 top international franchises

portfolio e Strong upside from high potential brands
* Marketing is our engine of growth

Strong track record e Half of the revenue growth achieved via acquisitions
e 23 deals completed (21 acquisitions and 2 disposals)

in acquisitions _ _
* External growth strategy consistently executed over time

Strongly positioned ik Strongly positioned for positive progression in financial performance by leveraging
for future growth on the expansion of the international footprint of own enriched brand portfolio

Note: ) Ranking based on Impact’s top 100 Premium Spirits Brands Worldwide by Company, February 2014




Increased business scale

Increased business scale

* Doubled our business scale (both sales and operating profit) in last 10 years

* Business continued to deliver strong growth in the last 5 years
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Strengthened global reach

Strengthened global reach: improved geographic exposure

* Achieved a balanced geographic exposure via a combination of organic growth and acquisitions
* Exposure to emerging markets to 29% (mainly Latin America and Eastern Europe)

* Increased exposure to key profit pools in the spirits industry

FY 2003 sales split by key markets FY 2013 sales split by key markets
(€ 714.1 million) (€1,524.1 million)
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Strengthened global reach

A strengthened route-to-market and product supply chain

 Dramatically stepped up our route-to-market from 5 to 18 in-market companies since 2004,
accounting for 90% of Group’s revenues

* Moreover, insourced bottling activities in core US and Australia markets and overall increased
our plants from 8 in 2004 to 15 today
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BN 2004 in-market companies: Italy, Germany, USA, Brazil, Switzerland
Addings since 2004: Austria, China, Argentina, Mexico, Ukraine, Belgium, Luxembourg, Australia, Russia, Jamaica, UK, Spain, Canada 5




Empowered brand portfolio

Campari’s richer brand portfolio

Global premium brands(?) categories
by volume 2013

120 - Newly acquired in 2014

3

9L Cases (million)
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Vodka Scotch Rum Liqueurs WS Whiskey Brandy Bitters/  Tequila Cognac  Canadian
Whisky Aperitifs Whisky  Whiskey

GRUPPO

_ Note: (M ]WSR selected quality: excl. low price and value brands




A better balanced portfolio with strong focus on top
6 international franchises

‘ESPOLON

—— Q1 2014 net sales split by key brands
Qﬁﬁg (€ 288.7 million)
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LdM Rum, 6%
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Agency brands, 11%
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Note:

(1) Top 6 international franchises: Campari, Aperol, SKYY, Wild Turkey, LdM rum portfolio and Cinzano

(2) High potential brands include Tequilas (Cabo Wabo and Espolon), Scotch whisky (Glen Grant and Old Smuggler),
Liqueurs and specialties (Carolans, Frangelico, Cynar, X-Rated)

(3) Key local brands include Crodino, Campari Soda, Brazilian brands
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SEYY Is the new world
vodka, unafraid to stir
and shake things up.
Unconditionalky
devaoted to progressive
thinking, SEYY Vodka
ravolutionized the
spirits industry with its
proprietary quad ruple
distillation and
triple-fltration process.
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CAMPARI

Campari is a
contemporary and
charisrmatic classic. Its
vibrant red color and
intense aroma are the
base for some of the
maost famous cocktails
around the world,
Camparl is a warldwide
icon of passionate
Italian style and
excellence

Italy
Brazil
Garmany

Wild Turkey is an
American icon. Under
the stewardship of aur
Master Distillers Jimmy
and Eddie Russell, our
award winning
rentucky Straight
Bourbon Whiskey is
reviered across the
world. Our high rye
mash bill, charred
barrets and lorger
aging guarantee a
whiskey that's big and
bold, vet incredibly
smooth,

BEOTTLED
BUT
NEVERTAMED
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Australia
Japan

Strong focus on long-term brand equity building

Aperol is taly's favorite
light aperitif: bright
orange in color, with a

unigue bitter-swest

taste is the base for the

Discover
the pleasure of
Appleton Estate

Jamaica
Canada
LisA,

Empowered brand portfolio

| CINZANO |

Cinzano Is a qualitative
range of Vermouth and
Sparkling wines,

Since 1757, Cinzano is
synonymous of special
maments of enjoyment
to be shared with
people who really
count in your life.

Italian enjo yment
since 1757

Russia
Argentina
Germany

Garmany
Russia
Ity




Empowered brand portfolio
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- Global strategies

; o, - Local execution

Balanced marketing ‘
investments

Leading share of voice in key

1) Above the line M arketl n g (MET S

- Brand positioning & awareness

- Global brand activation E n g I n e - Focus on long-term brand building
- Consumer-oriented marketing

approach
- Activation and frequency ‘
- Trade and consumer education

2) Below the line

Innovation

fENETICED

-Brand extensions

-Limited editions % : »
- WILD.

-Flavoured launches [URKEYs

seicen 4




Empowered brand portfolio

Strong opportunities to expand the international footprint @

Top 3 mkts 52.1% 84.8% 84.0% 94.4% 70.3% 70.1%

Top 5 mkts 62.2% 90.7% 88.8% 96.5% 87.8% 82.6%

Top 10 mkts 78.8% 95.7% 95.8% 98.5% 97.0% 89.9%

Top 20 mkts 91.9% 98.4% 98.5% 99.5% 98.7% 96.3%

Note: () Based on 2013 FY sales value results
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Leverage on emerging S S Empowered brand portfolio
Consumption trends 2B cnee % w0
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Campari toasts US cocktail’s renaissan

How Wild Turkey is capitalizing
on the bourbon boom
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Spain cOmMnE 5000, A There must be a certain seience to deciding which foods and drinks deserve to have entire weeks of the
Source: Campan Amenca WW

L vear cordoned off in their honour. Negroni Week, a worldwide booze festival dedicated to the precise

WG Turkey rriasser dier o 3 mixture of gin, Campari and sweet vermouth, seems like an oddly sperific international holiday, especially

given all the other goad cockails out there. Still, the week is dedicated to a good canse, and Negronis

Slide Show | One Negroni for Every Month of the Ye
Social, complete with 12 recipes concocted by leading lady chefs like Nancy Silverton,
James Beard award.

pmaw wavs , and Copeete]] really are delicious, Red Sauce, La Carnita and The Whippoorwill are among the participating
Toronto hars, and theyll each be donating some partion of their Negroni-based profits to a charity of

their choice (a full list of Toronte participants can be found here). The week runs from June 2 through 8
—or, to provide some food-based temporal landmarks, between the overlappig tal ends of Burger
Week and Gluten Freedom Week, and the beginning of Ontario Craft Cider Week, which itself
wraps up just before Ontario Craft Beer Week.




Successful delivery on acquisitions

2002

sm (sales in value)

VODKA

USA

Others 95%

2013
(sales in value)

Brazil 4%
/ Germany
- 2%

others

USA
7%

Strong track record in acquisitions

Key achievements

Business size more than
doubled in volume and value
since acquisition

Continuous and consistent
innovation

16% ¢ Qutperforming the market
2004 2013
FEIS=— (sales in value) (sales in value) * Business has grown 5 times in
T value since acquisition
Germany e Largely diversified the
25% .
. geographic exposure: Italy
3 .
others aa Italy weight reduced from 94% to
6% 54% o
Austria 51/)
7% e Strong potential in seeding
markets (Spain, UK, France)
others
15%

[ 2010
WILD h (sales in value)

WTRTD 19%

American
Honey 18%

WT Bourbon “‘I‘”}

B63%

CAMPARI

2013
(sales in value)

WTRTD 26%

American
Honey 24%

WT Bourbon
50%

Franchise has grown more
than 50% since acquisition
American Honey doubled its
size

Bourbon business delivered
high-single digit growth
annually

Core markets: US (52%) and

Australia(.?:g%)_q 4




Strongly positioned for future growth

Campari is strongly positioned for future growth

e Group financial performance reflected the development of a scalable business model
(strengthened route-to-market, PSC, IT), now completed

* Increased focus on own premium brands, also thanks to pragmatic approach to brand
portfolio management

e Strengthened business fundamentals are our biggest opportunities

e Political and macroeconomic context and forex outlook expected to remain challenging in
the forthcoming months

e Strongly positioned for long term positive progression in business and financial
performance leveraging on the expansion of the international footprint of our enriched
brand portfolio
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CAMPARI
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