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Presentation

Moderator: Good afternoon. Thank you for attending today's financial results briefing of Sapporo Holdings
Limited for Q3 of the fiscal year ending December 2024. We will now begin the information session.

Present today are Takayuki Sato, Group Operating Officer, General Manager of Accounting Department, and
Yosuke Nakamura, General Manager of Corporate Planning Department from Sapporo Holdings Limited.

Please have the financial statements, supplementary information, and the Powerpoint presentation material
on hand.

Mr. Sato will explain the overview of the Q3 financial results based on the PowerPoint presentation of the
financial results for 20 minutes, followed by a question-and-answer session. The entire financial results
briefing will last approximately one hour.

Now, Mr. Sato will explain the situation.

Sato: Hello, everyone. My name is Sato from Sapporo Holdings. | would like to present the overview of the Q3
2024 financial results that we announced yesterday.

Today, | will first provide a summary of the financial results and then offer a supplementary explanation
regarding the revision of the earnings forecast announced yesterday. Following that, | will go into the details
of the financial results.

Summary

SAPPORO

Business results: While there was an increase in revenue and a decrease in profit,

the annual outlook is expected to be on target with the plan

- 2023 Q3 2024 Q3 YoY Yo¥ ® Revenue increased (excluding Japanese Food & Soft Drinks and
(billions of yen) changes  changes
Result Result (amount) (%) Other segment)

® While core operating profit decreased, overall progress was in line

Revenue S 2.1% with the annual plan as the delayed progress in Overseas
3 : Alcoholic Beverages was offset by other businesses. Profit

Core operating profit 14 4 (2.9%)

(Revenue - Cost of sales - SG&A expenses) < D, increased significantly due to the sale of assets and the impact of
o . 96 177 S0 saoe the reversal of last year's impairment loss

ti it e .
POrating proti . . . 4.6% ® Revision of earnings forecast based on the progress of the annual
. i plan

Profit attributable to owners of parent 3.1 276.2%

- No revision of the profit plan on a consolidated basis
® InJapanese Alcoholic Beverages, the Black Label brand progressed smoothly (+13% year on year) and the overall beer segment surpassed the market
® In Overseas Alcoholic Beverages, results fell short of the plan due to worsening market conditions in Canada and the stagnation of the craft beer
market and delays in production transfers in the U.S. More specifically, in the U.S., losses increased due to lower sales of the Stone brand and delayed
synergies, despite the good performance of the Sapporo brand

® The Real Estate business surpassed the plan due to increased revenue of YGP, cost management, etc

® Core operating profit forecast revised upward for the Real Estate business, but downward for Overseas Alcoholic Beverages (total unchanged)
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Now, please see the next page. This is page three of the material, which provides a summary of the financial
results for Q3.

For Q3, revenue increased by JPY 7.8 billion YoY. This increase was mainly driven by higher beer sales in the
domestic alcoholic beverages segment and increased export sales, as well as higher sales in our real estate




business due to improved office occupancy rates at YGP. Additionally, overseas sales increased on a yen basis
due to the weaker yen.

Although core operating profit slightly decreased YoY, the decline in profit from the overseas alcoholic
beverages segment was offset by other businesses, keeping overall progress in line with our initial plan.

Operating profit and below showed a significant increase YoY due to factors such as asset sales and the
reversal of last year's impairment loss resulting from the decision to liquidate Anchor.

Main topics are listed at the bottom of this page. Firstly, in Japan, the mainstay brand, Black Label, maintained
strong sales, thanks to successful brand strengthening efforts. Under these circumstances, sales increased by
13% YoY, surpassing the overall growth of the beer market, as demand has further shifted from Happoshu to
beer since the alcohol tax revision in October last year.

In the overseas alcoholic beverages business, while the Sapporo brand continues to perform well, sales of the
Stone brand declined, particularly in the United States where the overall craft beer market is stagnating.
Additionally, there was a delay in the planned transfer of production in Q3, resulting in a decline in profit,
falling short of the plan. The situation remains challenging.

In the real estate business, in addition to increased revenue from Yebisu Garden Place (YGP), cost reduction
efforts have also borne fruit, leading to results that exceed both the previous year's performance and plan.

The earnings forecast will be explained on the following pages.




Earnings Forecast Revision

SAPPORO

Earnings Forecast Revision

Revenue forecast revised upward and core operating profit by segment revised based on the progress of
the annual plan
- No revision of the profit plan on a consolidated basis

2024 2024 4
(billions of yen) Initial Revised e iz Sl
Amount Result Amount
Plan Plan
Revenue 523.5 518.6 7.4
Core operating profit 19.0 15.6 3.4
Operating profit 17.6 11.8 5.8
Profit attributable to owners of parent 10.0 87 1.3
ROE 5.5% 5.0% -
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Please see page five of the material. | would like to explain the revision of our full-year earnings forecast
announced this time.

We have revised our consolidated total revenue forecast upward slightly by JPY2.5 billion from the initial plan,
bringing it to JPY526 billion. Although we have revised core operating profit by segment, the consolidated
total remains unchanged at JPY19 billion, the same as the initial plan.

Other key indicators also remain unchanged from the initial plan.




Earnings Forecast Revision

SAPPORO

Earnings Forecast Revision (Revenue)

Revenue |292.4 20.24 Revised - T 2023 Change
s nitial Revised Main revisions
(billions of yen) PI Amount Result Amount
an Plan

Revenue 52355 25 518.6 7.4
Japan Alcoholic Beverages 270.0 - 268.3 117/
Overseas Alcoholic Beverages 90.0 2.0 Revision of foreign exchange forecast, etc 88.6 34
Restaurants 20.0 - 20.0 0.0
Japan Food & Soft Drinks 92.0 - 935 (1 5)
Overseas Food & Soft Drinks 28.0 - 26.4 1.6
Real Estate 235 (0.5 Revenue of YGP increases, etc 2T 23
Other 0.0 - 0.1 0.1)
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Please see page six of the material. | would like to explain our outlook for revenue by business segment.

The consolidated total revenue is revised by JPY2.5 billion. For overseas alcoholic beverages, the revenue is
revised by JPY2.0 billion. This is mainly due to revision of the foreign exchange forecast, taking into account
the weaker yen situation this year. In the real estate business, we are projecting an increase of JPY500 million
in revenue , due to the positive impact of the YGP revenue increase.

Although some fluctuations are expected in other businesses, we are maintaining the initial plan at this time.




Earnings Forecast Revision

SAPPORO

Earnings Forecast Revision (Core operating profit)

Cozg_o.perating profit Ii?tzigl Rz\?izsid Revised Main revisions 2023 Change
illions of yen) Plan Plan Amount Result Amount
Revenue 19.0 - 15.6 34
Japan Alcoholic Beverages 15.5 - 14.2 193
Overseas Alcoholic Beverages 1.0 (1.0) Us.(0.9), Canada (0.6), Vietnam +0.5 0.3) 03
Restaurants 1.8 - 2:1 (0.3)
Japan Food & Soft Drinks 22 - 22 0.0
Overseas Food & Soft Drinks 1.3 - 0.6) 140
e 58 1.0 E:‘:Cvenue of YGP increases, cost management, 58 10
Other (8.5) - (7.8) (0.7)
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Please see page seven of the material. This page shows our outlook for core operating profit by business
segment. Like revenue, we have revised the forecasts for two segments: overseas alcoholic beverages and
real estate.

For overseas alcoholic beverages, we anticipate a JPY 1.0 billion decrease in profit compared to the initial plan.
The main reason for this is underperformance in the United States, primarily due to slowdown in the craft
beer market, which has resulted in lower sales of the Stone brand ,as well as increased integration costs
among other factors. We will provide more details on the next page.

In addition to factors in the United States, we expect sales and profits to decline in Canada due to market
downturns driven by inflation and other factors. Conversely, in Vietnam, we foresee an increase in profit due
to strong exports to neighboring countries.

Regarding the real estate business, we have revised our initial plan upward by JPY 1.0 billion, considering the
sector’s strong performance up to the third quarter.




Revision of Earnings Forecasts for Overseas Alcoholic Beverages

B For Overseas Alcoholic Beverages, earnings forecast has been revised downward, resulting in an annual core
operating profit of 0 billion yen. The main factor was the deterioration in the profitability of the U.S. business
and increased losses due to deviation from the initial plan, offsetting surpluses in other regions

m We are currently considering drastic improvement measures for the U.S. business

Main factors behind worsening of profits in the U.S. business E

(1) Long-term slowdown of the craft beer market:

v As stagnation lasted longer than initially anticipated, revenue for the Stone brand decreased significantly.

v This trend is expected to continue for several years.

(2) Cost inflation: ’

v" The high impact of soaring raw materials and labor costs was not fully absorbed by price revisions, leading to suppressed
profitability.

(3) Integrated costs higher than predicted:

v As manufacturing started in the U.S., more personnel than initially expected were required for manufacturing and logistics to
manufacture both the Sapporo brand and Stone brand, which resulted in a decline in production efficiency.

v" Manufacturing transfers were delayed a few months, which caused additional imports from Vietnam.
(= Manufacturing structure related to the transfer of production of Vietnamese-manufactured products, which caused delays,

was mostly completed in September.)

Our response going forward

v" Resource shift adapted to market environment
- Expansion of the sales coverage for the well-performing Sapporo brand, focused investments in Stone’s core brands
v" Advancement of initiatives to improve production efficiency and operations associated with manufacturing transfers
= Drastic improvement measures, including the aforementioned, are under consideration, and outlook for the next -
fiscal year and beyond will be closely examined.
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Please see page eight of the material. | would like to provide some additional explanation regarding the
revised forecast for overseas alcoholic beverages here.

We have revised our overseas alcoholic beverages business core operating profit forecast downward by JPY 1
billion from our initial plan. The main factor is the worsening profitability of our US business. Losses have
increased compared to the initial plan and have offset gains in other areas.

We have identified three main factors.

The first is the continued slowdown in the craft beer market in the United States. Partly due to this, revenue
of the Stone brand also declined compared to our initial forecast.

The second point is the impact of cost inflation. Although we have implemented selling price increases, we
have not yet been able to fully offset the impact of these cost increases, which remains a negative factor.

The third point is related to integration costs. Profitability has deteriorated this fiscal year partly due to delays
in the transfer of manufacturing operations caused by equipment issues. As of now, the manufacturing
transfers have been completed and all production lines are operational. However, productivity improvements
in manufacturing and logistics are still insufficient, and we are currently producing with more personnel than
initially expected.

Under these circumstances, we will continue to strive to expand revenue of the Sapporo brand and
concentrate on the core Stone brand to maintain and enhance revenue and improve sales efficiency.

In terms of production, we have just completed the manufacturing transfers, and we will focus on improving
the efficiency of production, logistics, and related operations in the next stage.

That's all for the earnings forecast revision.




Financial Highlights

SAPPORO

o [ P T

Revenue 3777 2.1%
Revenue (Excluding liquor tax) 291.6 300.9 9.3 3.2%
Overseas revenue 90.0 96.5 6.5 7.2%
EBITDA 293 30.4 1.0 3.5%
bl el 14.4 (2.9%)
Core operating profit margin 3.8% 3.6% - =
Other operating income (expense) 4.8) 3.7 8.5 -
Operating profit 9.6) 84.6%
Profit attributable to owners of parent (3 1) 276.2%
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Now, | would like to explain the business results. Please see page 10 of the material for the financial highlights.

Revenue for Q3 was JPY385.6 billion, a YoY increase of 2.1%, and core operating profit was JPY14 billion, a
YoY decrease of 0.4 billion. The decrease in core operating profit was due to a decline in profit in overseas
alcoholic beverages and food & soft drinks segment, as well as increased costs across the entire company.
While the Japanese alcoholic beverages and real estate segments helped to offset the decrease, it was not
enough to fully cover them, resulting in a slight decline in core operating profit for the first nine months.

Profit attributable to owners of parent increased significantly on a YoY basis, partly due to the reversal of the
loss recorded last year.




Financial Highlights

SAPPORO

YoY YoY YoY YoY
(billions of yen) 2223 | A changes changes (billions of yen) 2023033 elz03 changes changes
esult Result Result Result
(amount) (%) (amount) (%)
Core Operating Profit
Revenue by Segment 3777 2.1% by Saymant 14.4 (2.9%)
Alcoholic Beverages 274.3 281.7 7.4 2.7% Alcoholic Beverages 12.8 129 0.2 1.2%
Japanese 192.5 194 9 2.4 1.3% Japanese 10.2 11.0 0.8 7.9%
Overseas 66.9 7151 42 6.3% Overseas 0.8 0.3 (0.6) (68.7%)
Restaurants 14.9 157 0.8 5.1% Restaurants 187 1.6 (0.1) (4.6%)
Food & Soft Drinks 874 86.2 (1.2) (1.4%) Food & Soft Drinks 3.0 2.1 (0.9) (29.3%)
Japanese 67.6 65.9 (1.7) (2.5%) Japanese 1.9 1.4 (0.5) (26.5%)
Overseas 19.8 20.2 0.5 2.3% Overseas e 0.8 (0.4) (32.4%)
Real Estate 16.0 17.6 1157/ 10.5% Real Estate 4.2 51 09 21.8%
Other « General
Other 0.1 0.1 (0.0) (38.5%) corporate and (5.6) (6.2) (0.6) =
intercompany eliminations
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Move on to page 11 of the material. Here are the financial highlights by business segment.
First, look at the table on the left, Revenue. Except for Japanese food & soft drinks, revenue basically increased.

The revenue increase was particularly large in the alcoholic beverages business. Revenue rose by JPY2.4 billion
in Japan due to a combination of efforts to strengthen domestic beer business and a trend toward a return to
beer.

As for overseas alcoholic beverages, while sales of the Sapporo brand were strong, revenue declined due to
the impact of market downturn in Canada. In the United States, revenue of the Stone brand declined, resulting
in a decline on a local currency basis. However, for the current fiscal year, the impact of the weaker yen is
significant, resulting in an increase in revenue on a yen basis.

The restaurants business struggled in Q3 due to bad weather and other factors, but overall performance for
the first nine months was strong, leading to a YoY increase in revenue.

With regard to food & soft drinks business, we are taking steps to improve profitability in Japan by further
narrowing down SKUs and implementing other measures. However, the price revision implemented in May
negatively impacted sales volumes, resulting in an overall decline in revenue.

Overseas soft drinks revenue also increased on a Japanese yen basis due to the impact of the weaker yen.
However, partly due to the impact of the suspension of export transactions with certain customers last year,
revenue decreased on a local currency basis.

In the real estate business, leasing has been successful, and YGP office space has basically recovered to 100%
in all areas except for those under construction. As aresult, the increase in revenue offset the shortfall caused
by the sale of properties at the end of last year.

The next table on the right shows the breakdown of core operating profit. While profit growth in the Japanese
alcoholic beverages and real estate businesses offset declines in other businesses and the general corporate
segment, total consolidated profit still declined. | will provide more details on the following pages.




Financial Highlights

SAPPORO

While Japanese Food & Soft Drinks sales decreased due to structural reforms and a volume decline following some
product price revisions, total sales increased driven by Alcoholic Beverages and Real Estate businesses.
- Foreign exchange effects overseas also a factor in revenue growth

Real

© Reasons for changes in sales revenue Alcoholic Beverages Food & Soft Drinks Estate
(billions of yen) +704 (102)) - +ﬂo7 =
(TrSeassnboer) Japanese Overseas Japanese
= Increase | "qoies volume 2.4 42 1 ———
P +2. o (%)) [[ochange J 2024
- rate

Q3

= Decrease 17
i 0.8 -
5.6 23 0.0

2023

- "
0.4

include happoushu(2))
sales volume by (26%)
377 7 alcohol tax
% 34
revision(3.4) o5 s
" & &
D & 2 & 5 N
& @ 2 ) 2 C)
S ‘oQ\ A?} S \“C'* & \(& & 6& @
84 @ ¥ s’ &P 7 & S Sl & 3" &
N K L S > .. & K & N 0 > o & & &
& N, & o & PSS ) o S P xS 0 N &
& PN Q° A X Q & & & X2 PN X @ o %3 [$)
< N e ¢ & & AN ? 4 =
Fo® S N & e & ¢
S 2 8 <O ¥ S o <
& & 8 < 9 5 12/33
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Please see page 12 of the material. First, this is a waterfall chart to explain the overview of sales revenue.

First, in the alcoholic beverages business, sales revenue increased by JPY7.4 billion. In Japan, beer sales
increased by JPY7.4 billion, which represents a 9% increase in volume. On the other hand, sales revenue of
Happoshu decreased by JPY7.2 billion, which is a 26% decrease in volume. Exports were also very strong, with
an increase of JPY1.8 billion.

As for overseas alcoholic beverages, revenue in foreign currencies decreased by JPY1.4 billion. While sales
revenue of Sapporo brand products increased by 22%, sales revenue of overseas brands such as Sleeman
decreased by 7%. However, the impact of foreign exchange rates contributed to an increase in revenue by
JPY5.6 billion.

Restaurants revenues increased by JPY0.8 billion. On an existing restaurant basis, results for July, August, and
September all exceeded those of the previous year.

Next, in the food & soft drinks business, revenue declined by JPY1.2 billion. In Japan, price revisions at
subsidiaries contributed to an increase in revenue, but POKKA SAPPORO on a standalone basis saw a JPY4
billion decrease in revenue due to a reduction in the number of SKUs and a decrease in volume after the price
revisions.

Revenue of overseas food & soft drink business increased due to the impact of the weaker yen. On a local
currency basis, revenue in Malaysia grew significantly, but the overall revenue decreased YoY due to a
substantial decline in exports.

In the real estate business, revenue increased by JPY1.7 billion, driven by an improvement in the occupancy
rate of YGP offices.
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Financial Highlights

SAPPORO

While core operating profit in the Food & Soft Drinks business and Overseas Alcoholic Beverages decreased, it was
offset by gains in the Japanese Alcoholic Beverages and Real Estate businesses.
- Overall progress was in line with the annual plan as delays in Overseas Alcoholic Beverages were offset by other businesses.

Real Details of the factors behind the changes

© Reasons for changes in core operating profit Alcoholic Beverages Food & Soft Drinks Estate are shown on the business strategy page
from p. 15 onward
(billions of yen) +®02 ([([Do@)) 23 +(ID @ »
Japanese Japanese ®
= Increase +® 8 (@ 5))

= Decrease

038
2023 @ 2024
Q3 Q3
06 | o1 06 0.1 22

Sales promotion|
investment(1.5)

— =
[ Export(0.1) ‘ IT infrastructure|
L J

14 4 Decrease in investment, etc.) 14 0
% | volume(1.4) > .
o S
X3 & Qe
x & \\’DQ% o & & &\&\Q 3
; 3 S
A P & & RO & & & d >
D & o N S & N & 2 SO &
& e S 5 & > & S e ? © R @ &
& L RO 2 K <2 Ny < o s ) 2 S &
&2 L 4 @ 2 2 > > @ > & SO
NG QL > oY W NN .42 & & & S
WO @ YO & S D N2 & S & &
og < Nt 4 & o® i
&
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Please look at page 13 of the material. | would like to explain the overview of core operating profit.

First, the alcoholic beverages business increased profit by JPY0.2 billion. Japanese alcoholic beverages
increased by JPY0.8 billion, with an increase of JPY1.9 billion coming from higher marginal profits and other
factors, and a decrease of JPY1.5 billion due to increased investment in sales promotion. Other negative
factors included human capital investments.

The overseas alcoholic beverages segment saw a decrease of JPY0.6 billion. In Canada, volume and mix
deteriorated due to the market downturn, resulting in a decrease of JPY1 billion. In the United States, while
the Sapporo brand saw expanded sales, delays in manufacturing transfer and a decline in sales of the Stone
brand led to a decrease in profit. However, the liquidation of Anchor last year resulted in improvement,
leading to an overall profit increase of JPY 0.1 million for the US business.

In addition, Vietnam, including exports, posted an increase in profit of JPY0.3 billion.

In the restaurants business, although there was a increase in revenue, profit declined by JPY0.1 billion due to
cost increases and other factors.

Overall food & soft drinks business saw a decline of JPY0.9 billion in profit. The Japanese domestic business
experienced a decrease in profit of JPY 0.5 billion. Although there were effects from the reduction of fixed
costs due to structural reforms, the increase in the cost of goods sold and logistics costs continued through
the third quarter, resulting in an overall decrease in profit.

Overseas business decreased profit by JPY0.4 billion. In Malaysia, sales grew significantly, but in Singapore,
sales declined due to inflation and other factors. In addition, the lack of profit from exports was also a negative
factor.

The real estate business increased profit by JPY0.9 billion. This was driven by the operation of YGP's office
space, along with the positive impact of cost reduction efforts.
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That concludes the summary of the financial results. Next, | would like to explain the progress of our medium-
term management plan's action plan and provide an overview of our business operations.

Business Strategies : Action Plan

SAPPORO
Plan to steadily disclose On slides after page 15, we have included further explanations for action plan numbers (1-1) through (10)
T T T P PO Y PR Y P P Y YT E T P TY L 17Y
details of action plan
» 203 > 20 ) 2025 to 2026
Japan alcoholic Increase beer sales(1-1) * Alcohol tax revigions : % Alcohol tax revisions
beverages = A
Increase RTD sales(1-2) s N
H .
:
e i e OIS o e T o
Overseas Generate synergies through function integration(3-1) b
alcoholic H T :
beverages SOE SRS :
e Optimize global production and logistics(3-3) 1
________________________________________ P e e e e
Restaurants Completed 5
.
gthen existing stores (Imp =value) and shift focus to new formats(4-2) s
________________________________________ e 0 o o Tl e o e
Japan Food & . .
Fundamental structural reforms(5)
Soft Drinks 2] : :
________________________________________ e g7 1 A 1
H H
Overseas Soft Increase sales in countries with room for growth(6) = H
Drinks ¥ H
_________________________________________ - —— g i

Changed to no longer included in KPls as the change in strategy
had a negligible impact on business performance.

I Real Estate

value of core prop on YGP(8) E :
_________________________________________ | P e e Y e T o e o T
- - .
Entire Group F reshuffle p (9) . Fundamentally reshuffle by 2024 andeview the business portfolio annually thereafter
H 5
Generate Group synergies around brand and < with and 10) .
H 5

SssssssssssssssssEsEsssEsennEnnnEnnnnnununne’
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Page 14 of the material shows a list of action plans that were announced in February of last year. Items marked
as Completed are those that have already been completed. Thus, the action plans set forth in our medium-
term management plan will be updated and revised as appropriate, and strategies will be implemented to
achieve the goals.
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Business Strategies : Alcoholic Beverages

SAPPORO
Japanese © Reasons for changes in core operating profit(billions of yen)
)
Revenue : 194.9billions of yen (YoY+2.4billions of yen, +1.3%) 2.9 0.4 o
Core operating profit : 11.0billions of yen (YoY+0.8billions of yen, +7.9%) (L.5) 0.4)
(1.0) A wine, spirits ’
Beer-type beverages beverages’ R wid Sales promotion .
increase in volume marginal profit RID; fion:alcorolc investment Fliedicostsetc.

beverages, etc
improvement

Volume of beer-type beverages declined due to the impact of last year's alcohol tax revisions, but beer, especially canned Black Label, continued to do well.
Increase in profit due to improvement in profit margin ratio despite increased investment in beer promotions.

‘ © Increase beer sales (1-1)

v Progress ahead of the market, mainly for Canned ", canned v Status of YEBISU BREWERY TOKYO
Black Label Black Label Yebisu I
Yo¥ 19 w ") - YEBISU BREWERY TOKYO (YBT), which opened in Ebisu in
(2%) YoY YoY+19% \ YoY+4% | April this year as a base for experiencing the new Yebisu brand,
+9% YoY has welcomed more than 170,000 visitors (as of October)
« The “CREATIVE BREW (CB)” series of Yebisu brand beverages
+]1§% with unique and distinctive flavors will launch its fifth product,
: — “Ibushi,” on September 10th for a limited time, based on the
- product offered exclusively at YBT.
' B dounch Kogareko” * Continuous expansion of opportunities to purchase Yebisu by
Q32023 Q32024 Q32023 Q32024 Q32023 Q32024 }: 8From sep 10th r[“’;"“_z‘g"hf;* increasing points of contact with customers and local
Y it tine sales communities for the Yebisu brand as a whole, such as through
Beer'rt?‘p:': beverages Beer Canned beer sales (planned) real experiences at YBT and the launch of the CB series
estimated by SH : (5%) \ES:WE?J ;?2‘31;7-/% ;esm:toet:‘:yeg:?d‘ +11%
v % ‘
S:aerse oflbeer TT% eo% s:,»% b Contim_]cd increase in highly profitable © Increase RTD sales (1-2)
(estimated by SH) . m;‘m 'm“m omviagt beer mix v Total for RTD (cans) V82022+]1]].% (Sales amount basis) Reference information) Yov-1 %
}:“ ggg‘s‘ Z:::: Zgg:z: ::;z: ig“ ) Although the previous year's result was exceeded, results still behind the plan
v selling price excluding Improvement of the product mix « Aim for recovery mainly thorugh the Koime brand 35
a|coh0|ntax \/5222':-'9'1[6% /Improvement due to price revisions = “Koime Grapefruit Sour” to go on sale year-round from September 25th due
to popular demand
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Now please see page 15. This slide outlines the business performance by segment. First, let's look at the
Japanese alcoholic beverages segment.

Regarding efforts to increase beer sales, sales volume of beer-type beverages decreased by 2% , while the
total demand is estimated to have declined by approximately 5%. For beer, sales volume grew by 9%, whereas
the total demand increased by 7%. In the case of canned beer, sales volume increased by 15%, while the total
demand increased by 11%, indicating that performance exceeded the overall market demand. The share of
beer sales stood at 77%, showing an increase in the proportion of highly profitable beer in product mix.

The selling price of beer-type beverages, excluding alcohol tax, increased by 16% compared to 2022. We are
working to improve this through mix improvements and price revisions. Since its opening on April 3, YEBISU
BREWERY TOKYO has welcomed over 170,000 visitors. We aim to expand our points of contact with customers
and the local community through the Yebisu brand and further increase purchasing opportunities.

In terms of strengthening RTD sales, sales volume increased by 1%. However, compared to 2022, the baseline
year of our medium-term management plan, sales increased by 19%. The Koime brand, in particular,
performed well, and we are working to further expand sales of Koime Grapefruit Sour.
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Business Strategies : Alcoholic Beverages

SAPPORO
Overseas © Reasons for changes in core operating profit(billions of yen)
Decrease inquantity and  Resolution to
Revenue : 71.1billions of yen (YoY-+4.2billions of yen, +6.3%) g
. ) e 0.3
Core operating profit : 0.3billions of yen (YoY(0.6)billions of yen, (68.7%)) (1.0) 0.1
Canada The U.S. Vietnam
Strong sales of Sapporo brand continue mainly in the U.S. and APAC,
but soft market condition in Canada and U.S. markets resulted in a profit decline.
| © Market overview and status of our company H © Status of synergies with Stone (3-1~3)
Market overview Status of our company Status of manufacturing & logistics synergies
The beer market has been soft since last summer due to While overseas brands struggled, the Sapporo brand +As of Q2, there is a slight delay in the
* inflation. A shift to low-cost products is also being seen. continued to grow. produc‘rl(?tﬂhtran;ferfsche%gI_e, and th(;ere Gt
Issues wi roduction etriciency an
v Overseas brand sales volume A7% YoY operations. P Y
= The craft beer market has been soft due to inflation. v Sapporo sales volume +229% YoY

« Start of all SKU lines and production launch
« Continue efforts to improve production
efficiency and operational issues

*Regarding U.S. business, see p.8

; o
Beer market on track to recover in line with economic North America  +7%
recovery Other areas +46%
Future tax increases is a risk

-

*Based on sales volume

Restaurants

© Strengthen existing stores (improve customer experience
value) and shift focus to new formats(4-2)

Revenue : 15.7billions of yen (YoY-+0.8hillions of yen, +5.1%)

) . . - @ The number of stores remains flat, but the number of (YoY) [ Jan-Sep.
Core operating profit : 1.6billions of yen (YoY(0.1)billions of yen , (4.6%)) eyt e Ay ey e e gam sy e — 108%
stores are increasing and this trend continues — 103;,
Revenue increased and core operating profit decreased year on year due to an Sales results for existing SLN s(mres m;
YoY) i

increase in SG&A expenses, but steady progress was made against the plan.
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Please see page 16 of the material. We will now explain the overseas alcoholic beverages and restaurant
businesses.

First, in the Canadian beer market, conditions remained soft due to inflation. We are also seeing a decline in
sales volume and a shift to lower-priced products. Sleeman has also been affected by this situation, and profits
have decreased due to a decline in volume and a worsening of the product mix.

In the United States, the craft beer market is soft due to inflation, while the import category is doing well.
Despite the challenging conditions, the Stone brand has been losing volume, while the Sapporo brand
continues to perform well. However, in Q3, there was a delay in the manufacturing transfers, and were unable
to sufficiently supply Sapporo brand products.

In Vietnam, exports have expanded, and the business is doing well, despite the economic slowdown and the
impact of alcohol restrictions in the country.

The Sapporo brand as a whole achieved a significant YoY growth of 22% on a volume basis. North America
saw an increase of 7%. In other countries and regions, we achieved a 46% increase, partly due to our efforts
with Carlsberg.

Regarding synergies with Stone, there was a delay in the manufacturing transfers, but all production lines
started operating in September. At this stage, production efficiency and other issues remain, but we intend
to continue our improvement efforts.

In the restaurant business, we will continue to make a steady and stable contribution to profits while working
to enhance the customer experience value of both the Sapporo and Yebisu brands.
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Business Strategies : Food & Soft Drinks

Japanese © Reasons for changes in core operating profit(billions of yen)

Improvement of variable

SAPPORO

Revenue : 65.9billions of yen (YoY(1.7)billions of yen, (2.5%)) selling cost per unit+0.4
. ; 2 0.5 0.2
Core operating profit : (1.4)billions of yen (YoY(0.5) billions of yen, (26.5%)) (1.4) 02
decrease’ in Marginal profit Sales promotion fixed cost
volume improvement investment etc

Despite efforts to limit sales promotion investments and fixed costs through cost management, core operating profit decreased significantly due to
revenue decline caused by structural reforms and a decrease in sales volumes following price revisions for some products.

‘ © Fundamental structural reforms (5) (V52022 billions of yen), ;16 18 © Lemon initiative ‘

v Status of structural reforms L g

Improvement of variable selling cost per unit @ g7 . Long-selling brand with a 50+ year history was renewed and
*Continuation of initiat 02 g relaunched in September as functional food with a claim to
YoY +0.4bil|i0ns of yen to\:j;:ingi e ieives ! “lower high blood pressure (systolic blood pressure)”

Overseas © Reasons for changes in core operating profit(billions of yen)

Revenue : 20.2billions of yen (YoY+0.5billions of yen, +2.3%) 0.2
Core operating profit : 0.8billions of yen (YoY(0.4)billions of yen, (32.4%)) (0.3) (0.3)
decrease in Marginal profit fixed cost
volume improvement etc

Strong performance in Malaysia, a focused area, but profits fell due to decrease of exports
(Impact of Middle East Exports, progressive resumption of exports to the Middle East from Q3)

© Singapore © Malaysia © Export

+ Revenue fell due to the impact of the suspension of sales to some

+ Sales through CVS and EC channels have been performing + Increase of sales through strengthening of sales structure hich It
well but slightly fell due to the impact of inflation 5 g::;:sesr.::;:u.:;:::zl exports to the Middle East from Q3
v Singapore sales amount (4%) YoY v Malaysia sales amount +23% Yov v Export sales amount (31%) YoY
(sales amount of local currency basis) (sales amount of local currency basis) (sales amount of local currency basis)
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We move on to page 17 of the material, which outlines the performance of food & soft drinks business.

First, regarding the Japanese business in the upper part of the slide, cost management has been successful,
but the impact of the sales volume decrease was substantial, resulting in a decrease in profit. As for the
progress of structural reforms, cost reductions improved by JPY 1.6 billion compared to 2022.

For lemon initiative, we will continue to actively create and develop new markets as the number one lemon
company, with an awareness of health, such as the relaunch of Pokka Lemon 100 as functional food.

Next, let's discuss the overseas food & soft drinks business in the lower part of the slide.

In Singapore, the CVS and EC channels are performing well, but inflation and other factors had a negative
impact, resulting in a 4% decrease on a local currency basis.

In Malaysia, where we are focusing our efforts, we increased sales by 23%YoY through strengthening of the
sales structure.

Regarding exports, revenue decreased by 31% due to the impact of the suspension of sales to certain
customer that occurred last year. However, we are pleased to report that we have been gradually resuming
exports to the Middle East since the middle of Q3.
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Business Strategies : Real Estate

o

Revenue : 17.6billions of yen (YoY+1.7billions of yen, +10.5%)
Core operating profit : 5.1billions of yen (YoY+0.9billions of yen . +21.8%)
EBITDA : 9.7billions of yen (YoY+1.4billions of yen. +16.9%)

iated with the op

Despite there were impacts from one-time costs

SAPPORO

for ch: in core profit(billions of yen)
Improvement of
occupancy rate, etc.
0.2)
YGP Sapporo Others

ing of the Sapporo hotel, profits increased due to the improved occupancy rate at YGP.

© Initiatives to enhance property value (Ebisu area)

YGP office space occupancy rate

» While the occupancy rate was down due to HVAC work,* it improved from last
year and is on track to surpass the target in the second half of the fiscal year.

Occupancy, excluding HVAC work areas,
is currently at near full capacity level

(%) *HVAC work scheduled to take place over about 10 years starting in 2022

Commemorative initiatives for YGP's 30th anniversary

+ In the “Beer Created by Everyone Project to Brew Beer Together,” project members working

at YGP took the lead in developing a beer to commemorate YGP's 30th anniversary through
participatory workshops. Designs were voted on by the people of Ebisu and brewing took
place at YEBISU BREWERY TOKYO, making this a project unique to YGP.

- -

« In addition, various other measures have been implemented throughout the year to

commemorate the 30th anniversary of the opening on October 8th. These measures not only
contribute to the sales effect by increasing the number of visitors, but also improving the
appeal of the office

« The series of measures was praised for embodying the brand concept “Work, Play, Inspire”

and received the “10th Retail Promotion Award" (Company: business-sha, Inc.)
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We move on to page 18 of the material., which outlines the performance of real estate business.

First of all, YGP's occupancy rate remains low due to the ongoing HVAC work. However, the occupancy rate
excluding the work area, has improved to almost 100% at this point, thanks to effective leasing of the vacant
space. Cost reduction efforts have also contributed to the increase in profit.

This year marks the 30th anniversary of the opening of YGP, and through events held throughout the year, we
are strengthening not only the Yebisu Garden Place facility, but also the Yebisu brand.
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Action Plan KPI

= e SAPPORO
%2 Local currency basis (Singapore dollar) L] Treerssaeasaeay )] plan Target
2022 Q3 2023Q3 : 2024 Q3 2022 2023 i 2024 plan :
Japan alcoholic Reinforcement of Beer / Improving Profitability of Beer-type Bev. : :
beverages Increase beer sales: share of beer sales (1-1) 66% 69% 68% 73% 79% 79%
+11% +9% i +11% i +11%

Improve profit margin: selling price excluding alcohol tax (1-1) = (VS2022) (VS2022) & (VS2022) * (VS2022)

RTD Business Growth and Production Streamlining, Etc. :
B +18% & : B +19% & +31% +74%
RTD growth: RTD(cans) sales amount (1-2) (vs2022) : (VS2022) : (vs2022) : (VS2022) : (vs2022)
Increase production efficiency: ratio of in-house production (2) N ~ : 73% 63% : 88% 88%
Overseas Stone Acquisition Synergy / SPB Growth : :
alcoholic : : : -
4.99 531 t 647 6.61 716 % 8.09 : 10.0
beverages S8pporo brand volume (3-1~3) million cases million cases . million cases million cases million cases : million cases : million cases
Cost synergy ( ) i (Yov+22%) 3 P (YoY+13%) @ $23M
3-1~3) X1 = 2 . = : = :
- : s B : MM (V$2022)
Japan Cost Structure Reforms & 1.6billion § & 20billion i 2.0billion
food & soft drinks & - L.0billion 25’03 bion - 1.3billion 3 (YoY 07 billion) § (v$2022)
Overseas Expanding Sales and Increasing Logistics Efficiency +0.7% (3%) +2.8% +7.6% : +30%
soft drinks Overseas sales amount (6) 32 exciude OEM sales . (v$2022) § (VS2022) } . (vS2022) § (VS2022) } (vs2022)
Real Estate IncreeseveluciobYGP . . +0.5% +2.8% i +2.5%
Rate of increase in average rental price (8) (VS2022) : (VS2022) : (VS2022)
Entire Group Fund tally reshuffle busii portfolio (9) . ) 1.1billion ) .
(vs2022) :

Finally, please see page 19 of the material. This is the list of Action Plan KPIs.

First of all, in Japanese alcoholic beverage segment, reinforcement of beer and improving profitability of beer-
type beverages, we are making steady progress. Our full year forecast for 2024 shows that we are on track to
meet our medium-term plan target for 2026. As for RTD business growth, although it remained at the same
level YoY in Q3, we intend to take steps for further growth in the future.

We are also making steady progress in growing the Sapporo brand in overseas alcoholic beverages. Meanwhile,
we will continue to promote cost synergies by carefully constructing a strategy to achieve full-fledged results
from the next year.

In the food & soft drinks business, we are targeting a level of domestic cost structure reforms that will reach
our 2026 target by the end of this year.

We are also working to expand sales of overseas soft drinks, although there has been a delay in progress due
to a decrease in exports. We aim to offset this and achieve sales expansion going forward.

The following pages are for reference only, and we hope you will find them useful.

That is all for my explanation. Thank you very much.
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Main Questions & Answers

[Japan Alcoholic Beverages]

Q1. Regarding the next fiscal year, which areas are expected to play a leading role in driving overall
growth?

Al. The main focus will be to steadily expand the domestic alcoholic beverages segment and make a solid
recovery in lagging areas in overseas markets.

Q2. Competitors have announced price increases for beer-type beverages. Could you share your market
outlook for beer along with your future strategy?

A2. As for price increases, we are still in the process of formulating plans for the next fiscal year, and no
decisions have been made at this time. We intend to develop our pricing strategy while carefully considering
costs at any given time. Looking ahead to the next fiscal year, logistics and raw material costs are on an
upward trend, so we believe it will be crucial to effectively recover these costs. There are some
uncertainties regarding the beer market due to price increases by other companies, but with the liquor tax
being revised the year after next, we believe that beer will be the more popular within beer-type beverages.
We see this as a tailwind for us, given our long-standing focus on strengthening our beer business.
Domestically, we plan to concentrate on beer. Additionally, while RTD sales were on par with the previous
year as of Q3, we aim to implement strategies in Q4 to achieve slightly better results.

Q3. You mentioned that logistics and raw material costs are expected to increase. What is the outlook for
costs in the next fiscal year? Additionally, how much are unit costs expected to rise this year?

A3. While exchange rates may have an impact, we believe costs will continue to trend upward even without
that factor. For the next fiscal year, we are working with the assumption that unit costs will rise by a low
single-digit percentage compared to this year. As of the Q3, overall costs have increased by 3.5 billion yen.

[Overseas Alcoholic Beverages]

Q4. What are your thoughts on the craft beer markets in Canada and the U.S. beyond next year?
Additionally, what strategies are you considering for the top line in both the Canadian and U.S. markets?

A4. Starting with the Canadian market, the situation has been challenging with a significant downturn since
around last summer. However, in the short term, Ontario presents a major opportunity as retail restrictions
have been eased. Previously, sales were limited to beer stores and liquor shops, but the expansion of sales
channels due to deregulation is a positive development. Additionally, costs associated with fixed fees in the
past are no longer applicable as sales channels expand. While competition is expected to intensify, we see
this as an opportunity to drive sales growth. In the medium term, we aim to not only strengthen our beer
offerings but also to focus on branding for RTD beverages and other products, creating a competitive edge
in the market.
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Regarding the U.S., Sapporo Premium Beer (SPB) has been performing exceptionally well. Although
production and shipments were disrupted in August and September of Q3, we have set up a recovery plan
for Q4. In terms of sales synergies with Stone Brewing , we have gained solid access to retail chains that
were previously out of reach. Collaborations with distributors have also expanded our reach, and we aim to
strengthen these efforts further. We believe there is still room for SPB to gain traction if we can ensure
strong distribution and we will focus on key areas as we proceed. On the product side, SPB’s redesigned
label has been well received, and we intend to continue investing in such initiatives. Regarding Stone
Brewing, while the craft beer market has softened, leading to some shelf losses, we are clearly distinguishing
between core and non-core brands. By lightening resources allocated to non-core brands and tolerating
some declines there, we aim to firmly maintain the core brands that are central to the business. We believe
SPB still has growth potential in the U.S. At the end of Q3, sales volume in North America had grown by 7%
YoY, and we aim to achieve an even higher growth rate moving forward.

Q5. Regarding the impact of regulatory easing in Ontario, what percentage of sales does Ontario
represent?

A5. Ontario accounts for approximately 40% of our sales, so we anticipate a significant impact.

Q6. While the transfer of production to Stone Brewing has been completed despite delays, it was initially
expected to generate cost synergies of around $11 million at the beginning of the year. How much has
this fallen short? The materials on page 8 of the briefing mention “drastic improvement measures to
improve production efficiency and operations associated with manufacturing transfers are under
consideration.” Could you elaborate on this?

A6. The delay in realizing synergies has resulted in the amount being reduced to about half of the initial
estimate. Although the production transfer has been completed, personnel are currently being allocated to
production systems and logistics operations. As operational efficiency is less than initially expected, we are
first focusing on efforts to improve operations by reducing personnel.

Q7. Regarding cost synergies from the acquisition of Stone Brewing, it was anticipated that the
production transfer would lead to significant reductions in logistics costs. However, it seems that there
has been little improvement in logistics. Should we understand that cost synergies will not materialize
without fundamental structural reforms?

A7. Freight costs for shipments from Canada to Vietnam have been clearly reduced. The current challenge

lies in operational costs, such as warehouse operations within the U.S., where efficiency is an issue. In terms
of freight costs, the synergies are being realized. The difficulty in seeing profitability improvements reflected
in the numbers is due to the slow growth in the top line, and we ask for your understanding of this situation.

Q8. Is it correct to understand that the gap between the plan and the actual results following the
acquisition of Stone Brewing is due to the slower-than-expected growth of the Stone brand's top line, a
lack of progress in efficiency improvements, and delays in the production transfer?
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A8. That is correct. Additionally, we ask for your understanding that the discrepancy is also due to an
increase in personnel for production and logistics operations compared to the initial plan.

Q9. | believe the downward revision this time boils down to issues with the post-merger integration (PMI)
for Stone Brewing not going smoothly. Moving forward, as you explore overseas M&A opportunities, |
think it will be necessary to review your management structure to ensure smoother PMI processes. What
are your thoughts on this?

A9. We believe that PMI should not be left solely to the local entity but should be tackled collaboratively by
Sapporo Holdings and Sapporo Breweries as a unified effort. This spring, we restructured Sapporo Holdings
to establish an International Strategy Department to oversee PMI efforts. Additionally, in July, a new
executive officer took charge of this role. Strengthening governance for our overseas operations and
enhancing PMI immediately after new M&A initiatives will remain a top priority. We aim to bolster both
human and organizational resources as we move forward. While our company has traditionally relied
heavily on internal resources, we plan to leverage external expertise and knowledge effectively. Although
discussions are still ongoing internally and we cannot share specific details at this point, we will provide
updates as progress is made.

[Real Estate]

Q10. Regarding real estate, YGP's occupancy rate has risen to 88%, which | understand is about a 1%
increase compared to the end of last year. Could you explain the factors behind the increased occupancy
rate in the office building?

A10. As you mentioned, YGP's office occupancy rate, excluding construction areas, is close to 100%.
Previously, there were small vacant spaces before construction that were difficult to fill. However, we are
now carefully engaging in leasing activities and actively filling pre-construction spaces, which has
contributed to the improved occupancy rate. We hope this explanation clarifies the situation.

Q11. Core operating profit forecasts have been raised by approximately 1 billion yen. Could you provide a
breakdown of this increase? Additionally, regarding real estate, could you share updates on recruitment
efforts for value enhancement, particularly the future schedule and whether the results will be disclosed?

A11l. Efforts to reduce costs, such as reviewing outsourced operations, have yielded results across various
areas. The increase is roughly evenly split, with about 500 million yen each attributed to these initiatives. As
for the status of recruiting external partners, the process began following the release on September 19
during Q3, and it is currently ongoing. While we are awaiting specific proposals, we must refrain from
providing details at this time. Regarding the schedule, we ask for your understanding that we cannot
disclose specific timelines. Internally, we have set a rough guideline, but since this is a large-scale project,
there are areas where we are proceeding with some uncertainty. Therefore, we will refrain from specifying a
clear timeline publicly.

Q12. While the deadline for recruitment is undisclosed, will there be any updates by the time of the full-
year financial results announcement?
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A12. We expect the process to still be ongoing at the time of the full-year announcement, but we will share
any updates if there are any to report.

Q13. Regarding real estate, with YGP reaching 100% occupancy (excluding construction areas), do you
plan to actively increase rent? Additionally, you mentioned that cost reductions, such as outsourcing
expenses, have yielded about 500 million yen in savings. What are your future plans for cost-related
initiatives?

A13. Rent levels are trending slightly upward as market conditions improve. While we do not plan to
implement sharp increases, we will carefully monitor the market and proceed accordingly. As for cost
initiatives, this year’s efforts have produced significant results. While such large-scale savings may not occur
every time, we intend to continue exploring various measures, including cost reviews, to achieve further
improvements.
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