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Overview of First Half FY2021

Kazuhiro Saito, CEQO



(JPY BN)

FY2020 FY2021
Jan-Jun Jan-Jun

| Yoy [Cuerer§ ogyoy (Curener
Neutral Neutral

Revenue 552.5 BN 603.8 BN +51.3 +37.9 +9.3% +6.7%
operatinglncome  35.7BN  60.4BN  +247 +233 +60.1% +62.9%
Organicbasiss  36.0 BN B0.6BN 1246 233 +685% 624%
Net Income* 20.9 BN 32.2 BN +11.2  +10.4 +53.7% +47.8%

*1 Excluding extraordinary factors from “Other income” and “Other expenses”
*2 Profit for the year attributable to owners of the Company



Revenue Jan-Mar Apr-Jun
YoY YoY

Japan /9% 8%
APAC 6% L 18%
Europe All1% 43%
Americas % 30%
Total Ad% 18%

(reference) total revenue
FY2021 vs. FY2019 /N6% AN\4%

*currency neutral basis for overseas figures



® Strength of core brands

® Convergence of digital and physical consumer
experiences in purchasing

® Rising social demand and consumer awareness for
sustainability
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(Sources) Brand growth rate of the Company: on a shipping basis, Beverage market growth rate: internal estimation on a sales volume basis
* Cumulative total from January to June 2021 (from January to May for Vietnam)

* Japan on the basis of actual number of cases
* Oceana and France’s rates indicate the off-premise market only



CO2

- Switch to 100% renewable electricity in directly-
owned manufacturing sites and R&D facilities in
Japan, the Americas and Europe by 2022

* Introduction of internal carbon pricing

¥

Suntory Tennensui Kita Alps Shinano-no-Mori Plant
Realization of “zero CO2 emissions plant”
(started operation in May) (*1)
(*1) A plant which reduces CO2 emissions during its manufacturing
processes to effectively zero by promoting energy conservation,

introducing credits to offset fossil fuel-derived CO2 emissions, etc.
(*2) Europe comprises of France, the UK and Spain

- Goal 2030 - Promote 100% sustainable plastic bottles

2020 2022 2025 2030

Actual Plan Plan Plan

Japan | 26% | [ 50% | M) [100%
Europe | 17% 50% | |100%
pe , [ 17% | pmmy [50% | [100%

Examples of sustainable bottles (*3)
_*3 __ 1 1 g |
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(*3) Suntory Tennensui: 30% plant-based materials used in some products
lyemon, Craft Boss, GREEN DA - KA - RA, etc.: 100% recycled PET bottles
used in some products
Yasashii Mugicha, Ribena, MayTea, and Lucozade Sport. 100% recycled PET
bottles used in all products (from November 2021 for Lucozade Spord
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First Mover — Organic Growth Game Changer — Inorganic Growth
« Double down on core
brands through innovation

el M| + Innovate future categories
Strategy |\ JL )

7~

« Expand into new markets
« Accelerate M&A investment

y

Enablers
« Accelerate “Centers of Excellence” and “DX”
. Establish Asia-Pacific Region (APAC) to unlock growth

Stuctural + Vending machine business transformation in Japan

formation « On-premise business transformation in Europe




Operating

Revenue
Income

2019 26% . 29%
2020 23% . 17%
""""""""" '! FY2021 N B o 7173
2021 27% ' 1260 39% | e
e} BNJPY ____iBNJPY
Jan- Apr- Jul- Oct- Jan- Apr- Jul- Oct-
Mar Jun Sep Dec Mar Jun Sep Dec

* Currency neutral basis for overseas figures
* Quarterly progresses are against full year results for FY2019 and FY2020,
while that of FY2021 is against full year forecast.




Supplementary Explanation

Takayuki Sanno, CFO
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(JPY BN)
Change
Yo (e Jll %YoY (e

Change
Currency Currency
Neutral Neutral

Revenue

Japan 298.0 BN -0.7 -0.2% +6.5 +58.7%
APAC 148.7 +21.1  +155 +16.5% +11.6% +7.0 +6.5 +42.1% +37.9%
Organic +7.0 +6.5 +42.0% +37.8%
Europe 111.1 +23.4 +155 +26.7% +16.2% +8.3  +7.3 +78.8% +63.5%
Organic +8.3 +7.3 +78.4% +63.2%
Americal 46.0 +7.4 +7.5 +19.2% +19.6% +2.9 +2.9 +97.8% +98.5%

Reconcilliation -54 +0.0 +0.1

Total 603.8 +51.3  +37.9 +9.3% +6.7% 60.4 +24.7 +23.3 +69.1% +62.9%
Organic 60.6 +24.6 +23.3 +68.5% +62.4%
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(JPY BN)
%Yoy Qe %Yoy Qe
298.0 BN -0.2% — 17.6 BN  +58.7% _

® Beverage market sales volume is estimated at 100% YoY, while SBF Japan
marked at 103% YoY, in terms of the actual number of cases.

The market remained flat YoY under the intermittent declarations of a state of
emergency. We kept on expanding our market share, driven by core brands.

® Revenue recovered to offset the decline through March by boosting activities
from April. While the impact from channel mix deterioration due to decline in
the vending machine and convenience store channels continued, renewals of
lyemon and Craft Boss contributed to product mix improvement.
® Segment profit increased significantly as a result of revenue sy
growth since April and continuous cost reduction. il

(Reference) Sales volume (in syrup conversion): 100% YoY for the beverage market, 102% for the Company




(JPY BN)

Currency : Currency
Revenue m Segment Profit m

Revenue

Beverage
(Vietnam) 45.7 BN

Beverage
(Thailand) 35.0 BN

Supplement ~
(*1)

Frucor

Suntory 24.2 BN

(*1) Health Supplement results consist of Thailand and Indochina Peninsula

+16.5%

+6.0%

+11.2%

+37.8%

+11.6%

Currency
Neutral

+15.0%

+3.9%

+9.0%

+19.6%

+42.1% +37.9%

Market under impact from tightened restrictions since May.
Kept momentum led by 7EA+ and Sting. Gained market share

Pepsi brand trended steadily amid continued intermittent
restrictions. Gained market share

BRAND'S Essence of Chicken on recovery trend since March

underpinned by continuous, boosted activities

Considerable growth in V driven by boosted
activities and demand rise for energy drinks.

Gained market share




(JPY BN)
Revenue Segment Profi

111.18N  +267% +162%  18.8 BN  +78.8% +63.5%

Revenue %YoY Currency
Neutral

F Strong trend sustained in off-premise channel. On-premise on
rance 462 BN +30.4% +19.8% recovery with restriction easing. Double-digit growth in each

(*1)
Orangina, Oasis, and Schweppes

UK 31.6 BN +24.1% +12.9% Strengthened marketing activities following progress in

(*2) restriction easing. Growth in both Lucozade and Ribena

. On-premise channel recovered as well due to restriction 8
o) o) —
Spaln 169 BN +21.8% +117.4% easing. Double-digit growth in Schweppes

(*3) 1

(*1) France includes French data only from this fiscal year on /%

>;<1 f
(*2) UK and Ireland . - ._-
(*3) Spain and Portugal \' | &%




(JPY BN)
Revenue Segment Profi

46.0 BN  +192% +19.6% H.8BN  +97.8% +98.5%

® Supermarkets and convenience stores continued to perform well due to
progress in vaccination and lifting of restrictions on on- and off-premise
channels. Off-premise has been on a rapid recovery since April.

® Segment profit increased significantly driven by robust revenue growth.
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(JPY BN)

FY2020 FY2021
Apr-Jun Apr-Jun

urrency urrency
Neutral Neutral

Revenwe - 275.3BN 334.0BN 4583 +408  +203% +17.5%
operafingincome 159N 40.68N 207 +238 +1558% +1416%
Grancoess™ 1596w 407N izas s 1563w +1010%
METE ey 8.2 BN 21.5 BN +13.3 +12.8 +162.2% +146.7%

*1 Excluding extraordinary factors from “Other income” and “Other expenses”
*2 Profit for the year attributable to owners of the Company
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(JPY BN)

Q1 Change Q2 Change
(Jan-Mar) m urrency W urrency Apr -Jun) m urrency m urrency
Neutral Neutral Neutral Neutral

Japan 1342 126 86 163.8 +119  +78%
APAC 3.5  +60 +43 +89% +62% 152  +151 +112 +251% +17.5%
Europe 41.7 -2.3 53 -53% -11.3% 69.4 1258  +20.8 +59.1% +42.8%
Americas 20.4 +1.4 +1.7  +7.4%  +9.0% 25.6 +6.0 +5.9 +30.7% +29.7%
Total 269.8 75 <119 -27%  -4.2% 334.0 +588  +49.8 +21.3% +17.5%
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(JPY BN)

Change
(Jan-Mar) m urrency W urrency (Apr-Jun) m urrency W urrency
Neutral Neutral Neutral Neutral

Japan 4.0 - -44.0% 13.6 +239.9%
APAC 12.7 +3.5 +3.4  +385% +36.0% 10.9 +3.5 +3.1  +46.6%  +40.2%
Organic +3.5 +3.4  +38.4% +35.9% +3.5 +3.1  +46.6%  +40.1%
Europe 4.0 -0.8 -1.1 -16.2%  -21.6% 14.8 +9.1 +8.4 +157.9% +131.7%
Organic -0.9 -1.3 -18.8%  -24.1% +9.2 +85 +163.4% +136.5%
Americas 2.0 +0.5 +0.6  +36.3%  +38.4% 3.8 +2.3 +2.3  +162.1% +159.8%

Reconciliation -2.9 -2.5

Total 19.8 +0.0 -0.5 -0.2% -2.3% 40.6 +24.7  +23.8 +155.8% +141.6%
Organic 19.9 -0.2 -0.5 -1.0% -2.7% 40.7 +24.8  +23.8 +156.3% +141.0%
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11.1

-0.7 +3.3
FY2020
Jan-Jun

Gross Profit

+2.6

(JPY BN)
17.6

+0.5 +3.4

Sales FY2021
promotion & Others
advertising Jan-Jun

- Sales volume change

—— - Activities and product mix

- FX and raw material market price

+3.8
-0.0
-1.2
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| Japan |

| Europe |

Q2YTD Q2YTD
FY2020 FY2021
(Million cases) Actual YoY Actual YoY
Suntory Tennensui 52.7 -1% 55.4 5%
BOSS 49.5 -8% 50.0 1%
lyemon 25.1 1% 28.0 11%
GREEN DA - KA - RA 18.3 4% 18.5 1%
Suntory Oolong Tea 9.5 -18% 8.3 -13%
PEPS/ 7.9 -20% 9.1 16%
FOSHU drinks and
] ] i 10.6 -6% 10.1 -4%
Foods with Function Claims
Total 198.8 -8% 203.5 2%

* 80z equivalent for syrup products. On the basis of shipment volume

* The portions of the sales volume the were supplied from other soft drink manufacturers

such as Japan Beverage Holdings Inc. are not included in the above figures.

(Reference) YoY changes in sales volume on the basis of actual number of cases
Q2 YTD FY2020: -6%, Q2 YTD FY2021: +3%

Q2YTD Q2YTD
FY2020 FY2021
(Million liters) Actual YoY Actual YoY
Oasis
(France) 124 -11% 145 17%
Shweppes
(Franf :) 76|  -3% 9| 18%
Orangina
(France) 74 -12% 88 19%
Lucozade
181 -10% 192 6%
(UK, Ireland)
Ribena
36 -17% 45 23%
(UK, Ireland)
Sh
A an  -27% 51/  16%
(Spain, Portugal)
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(JPY, average of period)

FY2020 FY2021 FY2021
Jan-Jun Jan-Jun Forecast

U.S. dollar 108.2 107.9 106.0
Euro 119.3 129.9 127.0
Sterling 136.4 149.9 142.0
Singapore dollar 17.4 80.9 78.0
Thai baht 3.4 3.5 3.4
Vietham dong 0.0046 0.0047 0.0046
New Zealand dollar 67.8 17.3 71.0

Australian dollar 711.2 83.2 78.0




This document contains forward-looking statements related to business and
financial performance of the Company or the Group.

These forward-looking statements are projections made based on the currently
available information and are subject to risks and uncertainties including, but
not limited to, economic trends, competition in the industry in which the
Company and the Group operate, market needs, exchange rates, as well as tax
and other systems.

Therefore, actual business results and other outcomes published in the future
may vary due to these factors. The Company accepts no liability for any loss or
damage arising from the use of the information contained in this document.
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