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Forward-Looking Statements S

This presentation may contain certain forwardlooking statements concerning our future performance and
should be considered as good faith estimates made by the Company. These forwdwdking statements reflect
management expectations and are based upon currently available data. Actual results are subject to future
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People Business Communities

Protect our People Sustain our Business Support our Communities




Adapting to new normalgd

Post Crisis
Recovery &
Crisis Adaptation
A Leverage learnings to adapt to new normal
Management
A Reassess brand & SKU strategy
A Scenario planning A Reconfigureprocurement & supply chain
initial A Revised demand & production planning A Zero basedOPEX & Capex spend
A Alternative order taking for Sales Team . : :
Measures A Capitalize on low commodity prices
A Ensure health & safety A Coverage plan for raw materials A Leverage healthyBalance Sheet
_ _ A Increased visibility in market place : : : -
A Remote working &hygiene rules A Reviewcapital allocationto maximize
A Suspension of all discretionary OPEX & recovery

CAPEX
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Anadolu Efes At a Glance

4 )
700 mn consumers :m:
2 1Brewerie§ & 26 Bottling Plants
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48 4 mhl brewing capaC|ty

1 . 50n u/c bottling capacity
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*The Barth Report 2018/2019 **FY2019
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7th largest CocaCola bottler
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23 3 billion TL sales revenue [ D

4 ] l* billion TL EBITDA

\2 . 3* billion TL Free Cash Flow
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Ownership Structure
ANADOLU
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BEER OPERATIONS
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—International Beer Operations (EBI) 27-7%
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Investment Theme

Diversified business model including beer and soft drinks
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Strategic Partnershipx EOE 71 Ol A
ABInBev& TCCC
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Strong brand portfolio ET A1 OAET ¢ Ol i A 1T &
brands and strong regional brands

Abundant potential in demographics

Proven track recordof expansion & growthin emerging markets

Strategy, Execution and Peopléo accelerate quality growth

Expertise & KnowHow in driving cost efficiencies

Solid, consistentfinancial performance and strong track record ~




International beer and soft drinks operations contributed positively
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VOLUMES A Strong volume growth achieved in International Beer & Soft Drinks \ ‘\y L I \' >
+3.7% A Turkey beer under pressure starting from mitflarch . T \\ b
\‘"‘\“\\R\ . - O > \ \
= s i
Y e s - D 2
REVENUE A Higher prices per hl . A \ o W ’
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EBITDA (Margin)
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A Margin decline mainly driven by the negative EBITDA in Beer Group due;’tb (e

—234% A Soft drink margins improved -° .
(-337bps)
A Better performancevs previous year
Net Income A FX gains recorded as a result of repatriation of cash from EBI
TL:84mn A Lower net financial expenses
A Negative FCF due to seasonalibut in line with or better than plan v CI:
Free Cash Flow A Turkey Beer benefitted from better working capital management & lowerapex . hNES)
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Anadolu Efes1Q 202@F-inancial Highlights

” Turkey Beer International Beer Soft Drinks
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Beer Group Strategic Priorities

PEOPLE BRANDS bl e EXPANSION &
_ DISCIPLINE &
Nurturing our Providing Building Achieve Building Expanding our
talents by choice, great competitive profitable relationships business
establishing taste, quality advantage growth and and credibility through
required tools & || and innovation through lean maximize free with enhancing
systems and and efficient cash flow to stakeholders brand portfolio,
providing great process and generate above utilizing new
place to work organization average return channels and
on our geographical
investments expansion
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BeerOperationsAt aGlance

d Since1969
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Turkey:

V Leading brewer
V Per capita consumption of 11 liters

U Russia;:

V 71 Ol Klar@estWeer market
V Per capita consumption of 53 litefs

V #1 player

Ukraine:

VV Beer market size of 18.1 nihl

V Per capita consumption of 41 litets
V #1 player

1 GlobalData , 2019

Beer market size of 5.9 mhl

\Y
V Per capita consumption of 32 litefs
\Y

#1 player

i

Moldova:

V Beer market size of 1.1 nihl

V  Per capita consumption of 30 liters

V #1 player

"'!IE Georgia:

V Beer market size of 1.2 mhl

V Per capita consumption of 31 litets
V #1 player
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Catalysts & Challenges

Low per capita consumption

/\.ﬂ Developing economies

e Young populations
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10Q 2020 Bgrvolume growth driven by international and compensaung
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International Operations

V  Volume growth of 7.7%

V Year started strong & parallel to expectations \ S
V' Robust volume performance attributable to all international >

V Marchvolumesunder pressuredueto on-trade ban beer operations except Kazakhstan B _ = %
V Market leadership maintained with further gains especially |n P

V Stablemarket sharesinceJuly2019 : : W@
Russia & Ukraine >

V Moldova & Georgiabetter than expectations




Russian Beer Operations
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V Per capita consumption of 53 liters
V 29.8 brewing capacity with CUR ~70%

v PECINEEPATT R is the marketleaderwith

V Clear market leader in Super Premium & Premium segments with upside
potential in the rest

V Qoss brewing should enalshg wider distribution of more SKUs

V Premiumizationdriving value growth
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* GlobalData , 2019




Turkey Beer Operations

V Low per capita consumption of 11 litersoffering a growth potential
V Growing population with14% annual growth rate in 2@1
**in the market

V 3 Breweries with7.0 mhl capacity

V 2 Malteries & 1 Hops Processing Facility enabling vertical integration for key raw
materials

O
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V Rich portfolio of local, imported & licensed brands covering all segments
V #1 in consumer spending in Food & Beverage category

V 99% penetration iralcohol selling stores iMurkey**

* GlobalData**Volume shareFY2019Nielsen *Nielsen




SOFT DRINK OPERATIONS



