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DISCLAIMER

IMPORTANT NOTICE

By accessing or reading the presentation slides, you agree to be bound by the following limitations and to maintain confidentiality regarding the information disclosed in this presentation.

This presentation has been prepared by Davide Campari-Milano N.V., is the sole responsibility of Davide Campari-Milano N.V. and is solely for use by you at the presentation held in connection with the proposed offering and
sale of notes to be issued by Davide Campari-Milano N.V. (the Offering). The information contained in this presentation has not been independently verified, approved or endorsed by any lead managers, bookrunners or
underwriters retained by Davide Campari-Milano N.V. and no representation or warranty, express or implied, is made as to, and no reliance should be placed on, the fairness, accuracy, completeness or correctness of the
information or opinions contained herein. The information set out herein may be subject to updating, revision, verification and amendment and such information may change materially. Davide Campari-Milano N.V. is under
no obligation to update or keep current the information contained in this presentation or in the presentation to which it relates and any opinions expressed in them is subject to change without notice. None of Davide Campari-
Milano N.V. or any of its respective affiliates, advisers or representatives shall have any liability whatsoever (in negligence or otherwise) for any loss whatsoever arising from any use of this presentation or its contents, or
otherwise arising in connection with this presentation.

The information in this presentation is confidential and this presentation is being made available to selected recipients only and solely for the information of such recipients. This presentation may not be reproduced,
redistributed or passed on to any other persons, in whole or in part.

This presentation is for information purposes only and does not constitute or form part of, and should not be construed as, any offer for sale or subscription of, or solicitation of any offer to buy or subscribe for, any securities
of Davide Campari-Milano N.V. nor should it or any part of it form the basis of, or be relied on in connection with, any contract or commitment whatsoever. Any such offer, subscription or solicitation will be made by means of
a prospectus to be issued by Davide Campari-Milano N.V. in due course in connection with the Offering and any decision to purchase or subscribe for securities in connection with the Offering should be made solely on the
basis of the information contained in such prospectus and not this presentation. This presentation does not constitute a recommendation regarding the securities of Davide Campari-Milano N.V.

This presentation and the information contained herein are not an offer of securities for sale in the United States and are not for publication or distribution to persons in the United States (within the meaning of Regulation S
under the United States Securities Act of 1933, as amended (the Securities Act)).

This presentation is being communicated in the United Kingdom only to persons who have professional experience in matters relating to investments falling within Article 19(5) of the Financial Services and Markets Act 2000
(Financial Promotion) Order 2005 (the Order) and to persons to whom it may otherwise be lawful to communicate it to (all such persons being referred to as relevant persons). This presentation is only directed at relevant
persons and any investment or investment activity to which the presentation relates is only available to relevant persons or will be engaged in only with relevant persons. Solicitations resulting from this presentation will only
be responded to if the person concerned is a relevant person. Other persons should not rely or act upon this presentation or any of its contents.

This presentation is for distribution in Italy only to "qualified investors" (investitori qualificati), as defined pursuant to Article 2 of Regulation (EU) No. 1129 of 14 June 2017 (the Prospectus Regulation) and any applicable
provision of Legislative Decree No. 58 of 24 February 1998, as amended (the Financial Services Act) and Italian CONSOB regulations, or in other circumstances which are exempted from the rules on public offerings
pursuant to Article 1 of the Prospectus Regulation, Article 34-ter of CONSOB Regulation No. 11971 of 14 May 1999, as amended from time to time, and the applicable Italian laws.

This presentation may contain projections and forward-looking statements. Any such forward-looking statements involve known and unknown risks, uncertainties and other factors which may cause Davide Campari-Milano
N.V.'s actual results, performance or achievements to be materially different from any future results, performance or achievements expressed or implied by such forward-looking statements. Any such forward-looking
statements will be based on numerous assumptions regarding Davide Campari-Milano N.V.'s present and future business strategies and the environment in which Davide Campari-Milano N.V. will operate in the future.
Further, any forward-looking statements will be based upon assumptions of future events which may not prove to be accurate. Any such forward-looking statements in this presentation will speak only as at the date of this
presentation and Davide Campari-Milano N.V. assumes no obligation to update or provide any additional information in relation to such forward-looking statements.

To the extent available, the industry, market and competitive position data contained in this presentation comes from official or third party sources. Third party industry publications, studies and surveys generally state that the
data contained therein have been obtained from sources believed to be reliable, but that there is no guarantee of the accuracy or completeness of such data.

Certain data in this presentation has been rounded. As a result of such rounding, the totals of data prescribed in this presentation may vary slightly from the arithmetic total of such data.

Stabilisation/FSA
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PRESENTERS

Bob Kunze-Concewitz - CEO

w Graduated from Hamilton College (USA) and obtained MBA from Manchester Business School
w Joined Campari Group as Group Marketing Director in 2005
% Appointed as Group Chief Executive Officer in 2007

Paolo Marchesini - CFO

w Graduated from Bocconi University in Milan and is a Qualified Chartered Accountant
w Joined Campari Group in 1997, covering various positions within the Finance division

w Appointed as Group Chief Financial Officer in 2000

CAMPARI GROUP



PRESENTATION OUTLINE

% Group Overview

Financial Structure

Financial Update as of 30 June 2020
Envisaged Transaction

Q&A
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Group Net Sales in 2019
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WELL BALANCED COCKTAIL FOR FUTURE GROWTH m

World Class Brand
Portfolio

w Portfolio of 50+ premium brands, across the major spirits categories, leveraging the key trends in the premium spirits industry

w Strong focus on six Global priority brands and selected high potential Regional and Local priority brands fuelling the Group’s long term and

profitable growth

Increased Global Reach

w Continuous strengthening of the Group’s route-to-market, now directly serving 21 markets (16 new markets in the last 15 years),

representing 91.6% of 2019 Group’s net sales

¥ Strong focus on premium spirits geographies: US, the largest market for premium spirits worldwide, is the Group’s top market with 26.9% of net

sales in 2019; potential growth opportunities in underexploited area (i.e. Asia)

Brand Building and

Marketing Capabilities

« Strong focus on the continuous strengthening of iconic and distinctive brands, with best-in-class marketing capabilities, innovation and brand

building initiatives

¥ Increased leverage of digital marketing, capable of driving faster and consistent growth

Strengthened Business
Infrastructure

« Built significant new capabilities throughout Campari Group

« Enhanced commercial capabilities to continuously strengthen the Group’s route-to-consumer

w State of the art infrastructure in terms of Supply Chain and support functions, successfully re-envisioned thanks to global transformational
investments to support future growth

Increased Business
Scale

« Sixth largest player worldwide in the premium spirits industry thanks to the achievement of consistent growth via a combination

of sustained organic growth and value creative acquisitions

w Agility In mastering new challenges whilst confirming its long-term objectives in terms of business growth and development commitments even in

the challenging conditions resulting from the COVID-19 emergency

Financial discipline

CAMPARI GROUP

% Financial discipline with focus on strict acquisition financial criteria, conservative leverage profile and strong cash flow generation

w Strong M&A track record with 30+ acquisition for c. Eur 3 billion in total value



A LONG HISTORY OF TRADITION AND EXPANSION
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9 Sixth largest player worldwide in the global premium spirits industry* 9
- (with Eur 1.8 billion of net sales in 2019) .

CAMPARI GROUP

*Source: Impact’s top 100 Premium Spirits Brands Worldwide by Company, March 2019 6



TRACK RECORD OF WELL BALANCED AND PROFITABLE GROWTH
Net sales (Eur min) 2000-2019 and % organic growth

@ Net sales and EBITDA @ increased 4

2,000 1,842.5

1,800 1,656.8 1,726.5 L7534 1,711.7 times since 2000
1,600
oo T W Sustained organic growth consistently
1.000 L outperforming the industry growth

800 r--i1

600 oo W Net Sales CAGR last 5 years:

400 o +5.0%

200 . J: :Li__ R

0 TTTAT T

W EBITDA Adjusted @ CAGR last 5

2000 2016 2017 2018 2019
years +7.5%
EBITDA Adjusted @ (Eur mln) 2000-2019 and % organic growth
600 W 30+ acquisitions completed since 1995
with over Eur 3bn in total value
500 479.8
W Cash generative business supporting
400 quick balance sheet deleverage
500 o W | ong lasting relationship with debt
200 LT capital markets
100 - W Total Shareholder Return CAGR of
. ~15% (with dividend reinvested)
° 2000 s o 2015 2016 2017 2018 2019 outperforming industry peers since IPO

CAM PAR] GROU P (1) EBITDA Adjusted: before operating adjustments
(2) In 2019 EBITDA adjusted included Eur 15.0 million positive effect due to IFRS16-Leases. CAGR last 5 years organic growth in EBITDA adjusted before IFRS16-Leases effect +6.8%
(3) From IPO (05 July 2001) to 16 September 2020 7



NET SALES BY REGIONS AND KEY MARKETS IN 2019

Group Net Sales Breakdown By Region

ﬁ US Is the Group’s

largest market
USA 26.9%%
Mexico 2.3% ‘g’

_ 7,
Others 3.3% / \ Jamaica 5_9%’A
GTR 1.6%
Canada 3.1% ‘*’
0 France 2.2% B '
Argentina 1.3% o
-w

razil 2.8%
‘ 'Italy 19.9% Others 2.3%

Americas:
44.6% of total
Organic growth: +5.8%

SEMEA:
27.1% of total
Organic growth: +5.3%

FY 2019 Group Net Sales Eur 1,842.5 million

Developed vs. emerging markets®: 80% vs. 20%

Organic growth +5.9%

CAM PAR] GROU P (1) Key emerging markets include Jamaica, Russia, Brazil, Argentina, Mexico, South Africa, Peru and Nigeria



NET SALES BY BRAND IN 2019

Group Net Sales Breakdown By Brand

Aperol 18.3% m

Campari 10.0%

CAMPARI
.SKW 1o SKYY

Regional Priorities N

16.8%
Wild Turkey 7.9%#110%

Grand Marnier 7.3%

Graft Busuier

The Jamaica Rums 5.5% 5032

FY 2019 Group Net Sales Eur 1,842.5 million
Organic growth +5.9%

CAM PAR] GROU P (1) Including other brands, agency brands and sugar, bulk & co-packing

N

Global Priorities:
56.9% of total
Organic change: +7.3%

Regional Priorities:
16.8% of total
Organic change: +4.3%



STRENGHTENED BUSINESS INFRASTRUCTURE

1. Enhanced distribution capabilities

W Direct markets from 5 to 21 in 2004
- 2020, accounting for 91.6% of
Group’s net sales in FY 2019

2. Expanded production capabilities

W Facilities (plants and distilleries)
from 8 to 22 in 2004 — 2020

3. Strengthened supporting functions
capabilities

T revamped platform with common
SAP system

@ Global Business Services (GBS):
standardising and harmonising
financial administrative processes to
improve effectiveness and efficiency

CAMPARI GROUP
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[ Direct markets

® Production facilities
A Local subsidiaries
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A CONSISTENT GROWTH STRATEGY

Campari Group’s growth strategy aims to combine organic growth through strong brand building with shareholder value enhancing acquisitions.

Spirits are the Company’s core business and where it focuses its acquisition efforts. The group’s strategic thinking is driven by the desire to reach or enhance
critical mass in key geographic markets.

W Drive faster growth of Global W Seek acquisitions in
Priorities and incubate markets where
Regional Priorities with best- 50% 50% Campari Group
in-class marketing, innovation controls its
and brand building distribution

ORGANIC | EXTERNAL

W Generate steady growth in CROWTH CROWTH W Acquire local brands
key Local Priorities through with strong equity to
periodical renewals build new distribution

Platforms

W everage rigorous cost
discipline to reinvest savings W |dentify Specialty
into strategic brand building Brands with strong

equity and pricing

W Develop the Group’s power
presence in high-potential )
markets % Maintain financial

discipline

CAMPARI GROUP
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TRACK RECORD OF ACQUISITIONS SUPPORTED BY CASH GENERATIVE BUSINESS

Campari Group focuses its external growth efforts on spirits and the strategic thinking is driven by the desire to reach or enhance critical mass in key geographic markets.
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* Distribution Company
** Contract beverage Packer
** Campari owns a 49% interest

CAMPARI GROUP
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WELL POSITIONED TO LEVERAGE FAVORABLE INDUSTRY TRENDS

Key Industry Trends

Campari Portfolio

@ Continued premiumization across developed and emerging markets

Classic cocktail revival & mixology

W Brown spirits remain in vogue, offering ageing differentiation innovation opportunities

E Alcohol-free and low-alcohol propositions gaining popularity

it Il e e e et e e e et E e il T kel
i

' E-commerce development

W Enhanced role played by social and digital media in brand building strategies post-Covid

CAMPARI GROUP * 49% interest
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MR k., Gome

b 2
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*
TANNICO
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COMMITTED CORE SHAREHOLDER BASE AND ENHANCED VOTING SYSTEM

Shareholding structure and major shareholders as of 15 September 2020

Or;'}g?g . % of ordinary shares Special Voting Shares A® Ordinary Shares + SVS A % of ordinary shares + SVS A
Lagfin 624,660,274 53.8% 592,416,000 1,217,076,274 66.6%
Cedar Rock ® 77,814,995 6.7% 71,550,038 149,365,033 8.2%
Free Float 423,396,367 36.4% 1,752,304 425,148,671 23.3%
Treasury shares 35,728,364 3.1% . 35,728,364 2.0%
Total 1,161,600,000 100.0% 665,718,342 1,827,318,342 100.0%

(1) Ordinary shares are listed, freely transferable and each of them confers the right to cast 1 vote
(2) Special Voting Shares do not confer economic right, are not listed and are not transferable. Each of Special Voting Shares A (SVS A) confers the right to cast one vote
(3) Investor disclosure of Substantial Holding to AFM as of 3 August 2020

T Effective 4 July 2020 the parent company’s official seat was transferred to The Netherlands with simultaneous transformation into Naamloze
Vennootschap (N.V.) governed by Dutch law

¥ In connection with the above transaction, the Company adopted an enhanced voting mechanism based on the assignment to loyal
shareholders, holding ordinary shares for two, five and ten consecutive years, of special voting shares A, B and C, to which one, four and nine voting
rights respectively are attached, in addition to the one granted by ordinary shares. Moreover, holders of special voting shares C are granted the
right to exchange one special voting share C, together with the corresponding qualifying ordinary share C, for one special ordinary share
giving right to 20 votes in 2028 or 2030

T The objective of such flexible equity capital structure is to allow the Company to maintain and further strengthen a stable base of committed
long-term shareholders while combining this essential goal with the one of further fostering the Group’s growth via acquisitions

CAMPARI GROUP
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PRESENTATION OUTLINE

Group Overview

% Financial Structure
Financial Update as of 30 June 2020
Envisaged Transaction

Q&A

CAMPARI GROUP



A COCKTAIL OF FINANCIAL STRENGHTS

Y Strong and covenant free financial position
& Long lasting relationship with capital markets
@ Cash rich and cash generative business model

@ Track record of M&A with conservative debt structure

CAMPARI GROUP

16



I STRONG AND COVENANT FREE FINANCIAL POSITION

Net Financial Debt as of 30 June 2020 Gross Debt - Eurobonds & Term Loan

O/S Amount
- A 30 June 2020 vs. T Coupon o
Term L ype p
Eur million 30 June 2020 31 December 2019 31 December 2019 erfznl%oan (Eur million)
Unrated
Short-term cash/(debt) (A) (75.0) 715 (146.5) Eurobong  uropond 2.15% 580.9
- Cash and cash equivalents 787.1 704.4 82.7 79% Eurobond 1.768% 50.0
- Short-term debt
orierm ce (862.2) (633.0) (229.2) Eurobond 2.165% 150.0
Medium to long-term cash/(debt) (B) (825.7) (666.1) (159.6) Eurobond 1.655% 150.0
Net cash/(debt) before liabil. for put options and
earn-out’s (900.7) (594.6) (306.1) Term Loan 1.2ei°r/iob;?m 250.0
Liabilities for put option and earn-out payments (160.8) (182.8) 21.9
Net cash/(debt) (1,061.5) (777.4) (284.1) Total 1,180.9
Debt Maturity Profile as of 30 June 2020 (Eur min) Key Debt Highlights
800
200 S - Covenant free debt, which is all pari passu
v —_—
600 - Net debt of Eur 1,061.5 million as of 30 June 2020
500 v
- Gross debt (Eurobonds & term loan) of Eur 1,180.9
400 million, of which long-term Eur 600 million @
300
200 e o Overall gross debt average coupon at 2.14%, of
which long-term gross debt average coupon at
100 1.55%
0 [
2020 2021 2022 2023 2024+ o Fixed interest rate debt accounts for c. 58% of
mEurobonds  Term Loan  Liabilities for Put Options and Earn Outs ~ Bank Loans m Other the overall long-term gross debt

CAM PAR] GROU P (1) Eur 580.9 million Eurobond expiring in September 2020 classified as short-term debt 1 7

Other is mainly related to leasing



LONG LASTING RELATIONSHIP WITH DEBT CAPITAL MARKETS

Overall debt (USPP & Eurobond) raised in the debt capital market: approximately Eur 2.4 billion
In April 2020, Campari entered into a term debt facility agreement with a pool of banks for an amount up to Eur 750 million

SKYY WILD
VODKA TURKEY

BOURBON

Gryi i

IPOin Equity &= USPP £= USPP EUROBOND EUROBOND
Capital Markets TUsd 170 min “Usd 250 miIn Eur 600 min Eur 150 min
6.3% average coupon 7.6% average coupon 2.75% coupon 1.655% coupon
= ] 6 EUROBOND ! Y Term Loan
— USPP 7 Eur 350 min ' @ EUROBOND Eur 250 min
Usd 300 min 5.375% coupon (@) EUROBOND Eur50min 1250 + 3m Euribor
.5% average coupon '
4.5% g p Eur 400 min 1.768% coupon
4.5% coupon
EUROBOND
Eur 150 min

2.165% coupon
CAMPARI GROUP
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3.0
2.2 2.2
2.0
1.6
1,199.5
981.5

825.8 846.3 7774
2015 2016 2017 2018 2019

Net debt —=e@=Net Debt/EBITDA

Improving Coverage of Net Financial Charges

14.6

2015 2016 2017 2018 2019

Net financial charges =8—EBITDA Adj /net financial charges

the sale of fixed assets
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Net Debt/EBITDA (x)

Net financial charges (Eur m)

Strong and Constant Cash Conversion

0.70
Average 2015-2019 Free Cash Flow* /EBITDA Adj 55%

0.65
60%
0.60

0
0.55 54%

0.50

0.45

Free Cash Flow/EBITDA Adj. (%)

0.40
2015 2016 2017 2018 2019

Key Highlights

Y Progressive deleverage in Net Debt/EBITDA adj. ratio after peak in
2016 in connection with Grand Marnier acquisition. Increase to 2.4x as
of 30 June 2020 affected by operating performance in H1 due to COVID

- Net debt position benefits from significant cash & cash equivalent
position at Eur 704.4 million as of 31 December 2019 (Eur 787.1 million
as of 30 June 2020)

- Cash conversion rate (Free Cash Flow/EBITDA adj) on average at
55% in last five years, in line with industry average

- Significant improvement in coverage of net financial charges driven
by EBITDA adj. expansion and reduction in Net Debt

* Free cash flow is cash flow that measures the Group’s self-financing capacity calculated on the basis of cash flow from operations, net of interests, direct taxes paid, and cash flow used in investments, excluding income from 1 9



E TRACK RECORD OF M&A WITH CONSERVATIVE DEBT CAPITAL STRUCTURE

CHAMPAGNE

. . . . Champagne
Net debt / EBITDA ratio* historically ranging between 1.1x to 3.3x ALLIER " lier (80%)
since 2002 (2.4x as of 30 June 2020) The Jamaica Rums . eg}wﬁ;» . June 2020
ey . e ey _ bml-'m' arnier ran arnier Eur 48.3 min
Proven ability to integrate acquisitions and de-leverage September 2012 June 2016
Usd 415 min Eur 650 min — - Tannico S.p.A.
3, GLenGrant mm% Bisgutt D”gggghe (49%)
Tmm—— Glen Grant TURKEY ; anuery June 2020
SI ;IK I,«.. SKYY Spirits (50%) March 2006 o Wh'ﬁ'iy%ésy Eur 52.5 Min Eur 23.7 min
o January 2002 Eur 130 min Usd 581 min D,j} wit.
Usd 207.5 min + net w0
debt of Usd 30 min
35 - 3.3X
3.0 -
2.4x
< 25 7
[a]
=
m20 -
g
o ls -
(3]
P
1.0 -
1.1x
0.5 A
2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020
Cabo Wabo . T\?CRE
Aperol FOR FK' T
Decenﬁ)ber 2003 ‘ Jjggzgggl)r? ] Forty Creek Bulldog Trois Rivieres & Wil
CA_BO Cad 198.2 min Eur 54 min October 2019
hl(wu'tag“ Frangelico ) BULLDOG Eur 60.0 min
= September 2010 Fratelli Averna Montelobos &
Eur 120 min S.p.A. Ancho Reyes (51%)
Frangelico AVERNA __Evr 1037min November 2019

CAMPARI GROUP

LIQUEUR

* Pro-forma ratio mainly to take into account the full year effect of acquisitions and disposals that occurred during the period.
From 31/12/2019 on it's calculated as net debt/EBITDA Adjusted.

Usd 35.7 min




PRESENTATION OUTLINE

Group Overview
“Q\HON ES]}”[

JAMAICA RuUm

Financial Structure

| DISTILLED AND AGED IN THE HEART OF JAMAICA
{

CRAFTED WITH JOY

¥ Financial Update as of 30 June 2020
Envisaged Transaction

Q&A

CAMPARI GROUP



2020 HALF YEAR RESULTS - KEY HIGHLIGHTS

Net Sales H1 2020 Change vs. H1 2019
The full effect of the COVID-19 pandemic and the subsequent restrictive measures Key figures € million % on sales @ Reported
across key markets were registered during the Q2 period after the initial effects in Q1
leading to an overall change of -11.3% in net sales, impacted also by a tough Net sales 768.7 100.0% -9.4% -11.3%
comparison base. Measures to combat the virus have had a great impact on the on- of which: Global priorities -9.9%

premise skewed markets pgrtly mitigated by resilient growth in the off-premise Regional priorities 11.5%

skewed markets although shipments were below sell-out trends:

* By geography: strong declines in SEMEA (due to Italy, GTR and Spain) and Latin IS IO 452.9 58.9% -13.9% -16.3%
America were partly offset by positive trends in core off-premise markets (particularly
Germany, the UK, Russia, Canada and Australia). The US declined largely due to
destocking effects at wholesaler level in key brands as well as the tough

comparison base

EBIT adjusted @ 130.4 17.0% -27.7% -30.8%

EBITDA adjusted @ 169.7 22.1% -21.1% -24.7%

* By brand: overall strong brand momentum was affected by market-specific
channel skew and destocking. Global Priorities declined by -9.9% with the Group net profit adjusted @ 77.6 -33.5%
aperitifs (Aperol and Campari) down low double-digit, largely due to the on-premise
focused Italian market which felt the full impact of the restrictive measures during the

Q2 period, while Wild Turkey, Grand Marnier and SKYY also declined, largely due Net Debt at period end 1061.5

to destocking in the key US market, offsetting resilient growth in the Jamaican rums.

Regional priorities were down -11.5% with declines across the brand cluster apart (1)  Before operating adjustments of Eur (27.4) million in H1 2020 and Eur (8.6) million in H1 2019
from grOWth in ESpOlén and Forty Creek. LOC&I Priorities were dOWﬂ -13.1% (2) Before total adjustments of Eur (4.7) million in H1 2020 (vs. Eur 6.1 million adjustments in H1 2019)

overall due to double-digit declines in the single-serve aperitifs in Italy, offsetting
resilience across the rest of the portfolio

¢ Net financial debt at Eur 1,061.5 million as of 30 June 2020 vs. Eur 777.4 million as of 31
December 2019, up Eur 284.2 million, mainly due to the acquisitions of RFD and
Champagne Lallier, the investment in Tannico, as well as the dividend payment and the
share buyback, for an overall amount of Eur 281.2 million ©®

Organic decline of -30.8%, against a tough comparison base, largely due to COVID-19
impact, hitting in particular the high-margin and on-premise skewed aperitif business. Cost
containment initiatives in Q2 across both A&P and SG&A helped to contain margin dilution
still heavily impacted by topline decline and lower absorption of fixed costs

* Net debt to EBITDA adjusted ratio ¥ at 2.4 times as of 30 June 2020 (vs.1.6x as of 31
December 2019)

(3) Excluding redomiciliation transaction and related shares acquired

CAM PAR] GROU P (4) Calculated as net debt at period end divided by EBITDA adjusted for the last twelve months
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STRONG BRAND MOMENTUM IN THE US AND ACROSS CORE APERITIF PORTFOLIO

Campari Group’s outperformance in US by key brand — Mar-Jul 2020

Campari Group’s outperformance vs. US Spirits Market — Mar-Jul 2020 ()

100% 25.0% 240%

80% 20.0% 200%
g [

g 2 160%
£ 60% 15.0% s
o ]

g @ 120%
2 40% 10.0% 3

= > 80%

X S °

20% 5.0%
40% —_—
\/\
0% 0.0% 0%
8-Mar 22-Mar 5-Apr 19-Apr 3-May 17-May  31-May 14-Jun 28-Jun 8-Mar 22-Mar 5-Apr 19-Apr 3-May 17-May 31-May 14-Jun 28-Jun
Outperformance vs. spirits market A = = - Spirits market Campari Group = Aperol e———Campari =—=Grand Marnier SKYY =—Wild Turkey =——Espolon
Aperol’s outperformance vs. category during lockdown @ © Campari’s outperformance vs. category during lockdown @ ()
0, |

120% 80%
70%

>

100%

60%

80% 50% 3

60% 40%
30%

40% g
20% a

- . l . o . -

() = - S

o =
'4'}"
mo | LV i .
% Vol change % Vol change in category m% Vol change  m% Vol change in category
(1) US Nielsen data x AOC + Total Liquor represents ¢.34% of total US off-trade volume. Dates refer to the beginning of week.

CAM PAR] GROU P (2)  Lockdown beginning dates: Italy w/e 01/03/2020, Austria w/e 22/03/2020, Germany w/e 22/03/2020 and UK w/e14/03/2020 2 3

(3) Off-trade volume data until week of 27/06/2020.
Source: Italy: IRI (excl. Discount). Category refers to Aperitif and vermouth.
Austria: Nielsen (Food + Drug), Germany: Nielsen (Total food + Drug + C&C), UK: Nielsen (Total food + drug + liquor). Category refers to spirits other (aperitif, cordials etc)
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EUROBOND 2020 - ENVISAGED TRANSACTION

Issuer

Issuer/lssue Rating
Format/Type of Offering
Currencyl/Issue Size
Tenor

Interest payments

Early repayment options
Covenants

Use of proceeds
Documentation

Listing of the Notes
Governing law
Denominations

Joint Bookrunners

CAMPARI GROUP

Davide Campari-Milano N.V.

Not rated

Senior, Unsecured Notes/Reg-S, Bearer

Eur 500min expected

7 years

Fixed rate, Annual

Change of Control Put @100, 3m Par Call, Clean-Up Call (80%), Make-Whole Call
Investment Grade Standard Reg S covenant package (Negative Pledge, Cross Default)
General Corporate Purposes

Stand Alone Prospectus

Regulated Market of Luxembourg Stock Exchange

English Law

Eur 100,000 + Eur 1,000

BNP Paribas, Crédit Agricole CIB, IMI — Intesa Sanpaolo, UBS Investment Bank, UniCredit
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CAMPARI
GROUP

Campari Group has a portfolio of
OVER 50 PREMIUM AND SUPER PREMIUM BRANDS

GIN COGNAC WHISKY VODKA APERITIF LIQUEUR & OTHER SPARKLING WINE RUYM TEQUILA & MEZCAL

BICKENS

TOASTING LIFE TOGETHER




CAMPARI
GROUP

www.camparigroup.com/en

CONTACTS
= iy in
CAMPARIOFFICIAL @GRUPPOCAMPARI CAMPARIGROUP

investor.relations@campari.com

TOASTING LIFE TOGETHER




