Q3 2021 AIDE MEMOIRE

A number of eventsin 2020 and 2021 have an impact on the year-on-year comparison for Q3 and full-year
2021. These include the following items, which you may wish to consider in your modelling. Please note that
the items listed below are not exhaustive and that other factors may affect the comparisons for Q3 2021
versus the same periods last year.

FACTORS IMPACTING COMPARATIVE FIGURES

Western Europe

In the Q3 2020 announcement, we commented on the quarterly beer performance:
“Supported by good weather in August and September, beer volumes grew by 2%.”.
...and commented further on the non-beer performance:

“..non-beer volumes were negatively impacted by the loss of the German/Danish soft-drink border trade
from 1 January, resulting in a 10% organic decline for non-beer volumes.”

At the Q2 2021 conference call, we commented on the on-trade recovery:

“even though on-trade volumes were up by almost 80% in Q2, they were still only at index 60% versus 2019...
... indeed, we see a recovery that was slower, as | said earlier, slower in Q2 than we anticipated ... However,
towards the end of Q2, so in June, it was already significantly better. And we really hope that for the
remainder of the year, we become close to the 80%.”

Asia
At the Q3 2020 conference call we commented on the Q3 volume development in China:

“The market growth continued but at a slower rate than in Q2. We saw a volatile development due to
lockdowns in August in western China. So, we had a good start of, let’s say, July. We had a mediocre August
and then the lockdowns in China were lifted.”

At the Q2 2021 conference call, we commented on the start of Q3:

“In other countries of Asia, it’s more concerning especially because the vaccination rate is very low, in some
cases even below the 10%. So, what we see in Laos, for example, is the lockdown of on-trade and we see
travelrestrictions. In Cambodia there’s alcohol ban. In India, it is a bit better. The infection rates are in
decline and there we see the off-trade more or less open to 90%, 95% and 70% in on-trade. Vietnam is
severely hit by COVID. Restrictionsin many provinces and major cities really reduce the sales of beer. Nepal,
the restrictions eased. In Malaysia, it was very strict in terms of lockdowns. The brewery was suspended from
the 1st of June but reopened just over the weekend.”



Central & Eastern Europe

Inthe H1 2020, we commented:

“Our businesses in Eastern Europe saw a relatively modest impact from COVID-19 due to low on-trade
exposure.”

...and in the Q3 2020 announcement, we stated on the weatherimpact:

“The Eastern Europe region delivered strong volume growth for the quarter, supported by good weather
across the region and strong progress in Russia. “

At the Q2 2021 conference call, we commented on the pricing environment in Russia:

“The competitive environment remained tough during the half year ... We will take a price after the season.
And then, let’s see what others will do.”

OUTLOOK
At the Q2 2021 announcement, we upgraded the 2021 outlook:

“in light of the good results for H1 and the start to Q3, we upgrade the earnings guidance for 2021:
e Organic growth in operating profit within the range of 8-11% (previously 5-10%).
The earnings outlook is based on the following expectations for H2:

e In Western Europe, the on-trade channel recovery will continue, bringing positive revenue/hl development.
e In Asia, the situation is uncertainin many markets, such as Laos, Vietnam, Cambodia, India and Malaysia,
due to the low vaccination rates. The positive trajectoryin China continued in July, but the increase in
infections and local lockdowns in recent weeks bring some uncertainty for the remainder of the year.

e In Central & Eastern Europe, the competitive environment remains fierce in some Eastern European
markets. In the southern part of the region, the situation will be similar to Western Europe.”

At the Q2 2021 conference, we commented further on the H2 outlook:

“The 15.6% organic growth in operating profit at the first half and the 8% to 11% outlook for the full year
implicitly means that the growth in second half will be lower than in the first half. There are several reasons
for this. Firstly, in several markets, we will have more difficult comps than in the first half. Secondly, the
weather in Western Europe and Central & Eastern Europe was very good in Q3 last year. Thirdly, on the cost
side, COGS will be slightly higher in second half due to an increase in commodities and, at the same time, we



expect higher marketing investmentsin second half due to the reopening of the on-trade in many of our
markets.”

...and commented more specifically on COGSin Central & Eastern Europe:

“The biggest impact that we see in 2021 is in some of the Central & Eastern European markets due to the
negative transactional impact from last year’s depreciation of the currencies, for instance, the Russian ruble.
And the largest impact we have seen this year so far is on aluminium and on oil-related packaging materials.”

COGS

When asked about 2022 COGS at the Q2 2021 conference, we gave the following answer:

“On the input cost for next year, that is certainly something that we are focused on, and the headwind for
2022 will be significantly higher than what we’ve seenin 2021 on most of the inputs, including, in particular,
aluminium, barley and paper and also oil related packaging materials. In some markets, by the way, as well
on logistics.”

...and continued:

“As usual, we are following our financial policy and hedging during this year to be as hedged as possible by
the end of the year when we do our budgeting and also when we do our customer negotiations. We’re not
commenting any further at this point in time on 2022. But we will come back to this in connection with our
full-year guidance in February. It’s the same with the pricing ... We are not commenting on the individual
pricing, but we will aim at compensating, in absolute terms, the higher COGS through a higher revenue per
hectoliter.”

DISCLAIMER

This aide memoire contains forward-looking statements, including statements about the Group’s sales, revenues,
earnings, spending margins, cash flow, inventory, products, actions, plans, strategies, objectives and guidance with
respectto the Group's future operating results. Forward-looking statements include, without limitation, any statement
that may predict, forecast, indicate or imply future results, performance or achievements, and may containthe words

will be", "will continue", "will result", "could",

"believe", "anticipate", "expect", "estimate", "intend", "plan", "project",
"may", "might", or any variations of such words or other words with similar meanings. Anysuch statements are subject
to risks and uncertainties that could cause the Group's actual results to differ materially from the results discussedin
such forward-looking statements. Prospective informationis based on management’s expectations or forecasts at the
time. Such information is subject to the risk that such expectationsor forecasts, or the assumptions underlying such
expectations or forecasts, may change. The Groupassumes no obligationto update any suchforward-looking

statements to reflectactualresults, changes in assumptions or changes in other factors affecting suchforward-looking
statements.

Some importantrisk factors that could cause the Group's actualresults to differ materially from those expressedin its
forward-lookingstatements include, butare notlimited to: economicand political uncertainty (including interest rates
and exchangerates), financial and regulatory developments, demand forthe Group's products, increasing industry
consolidation, competitionfrom other breweries, the availability and pricing of raw materials and packaging materials,
costof energy, production- and distribution-related issues, informationtechnology failures, breach or unexpected



termination of contracts, price reductions resulting from market-driven price reductions, market acceptance of new
products, changes in consumer preferences, launches of rival products, stipulation of market value in the opening
balance sheet of acquired entities, litigation, environmental issues and other unforeseen factors. New risk factors can
arise, and itmay notbe possible for management to predict all such risk factors, norto assess the impact of all such risk
factors on the Group's business or the extent to whichany individual riskfactor, or combination of factors, may cause

results to differ materially from those containedin any forward-looking statement. Accordingly, forward-looking
statements should notbe relied on as a prediction of actual results.



