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Today’s Agenda

0 What Has Changed in 2020
e Brand Strategy & Expression
e Brand Experiences
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Beverage
consumption
today looks
dramatically
different than
It used to.
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While, at it’s core, people drink for the same
reasons as they always have...

Release: Social Enabler:

A purging of emotions W A shared experienee to connect over
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Who we drink with

39% of younger millennials say the
Covid-19 recession has them moving
\ back home

The moments
and context of
those
moments has
changed.

|b

High-end liquor sales jumped to
a 40-year high during pandemic AXIOS
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https://www.axios.com/coronavirus-pandemic-alcohol-liquor-9326fa28-81a0-4dc3-bdc6-8cda71e0d8c5.html
https://www.cnbc.com/2020/08/05/39-percent-of-younger-millennials-say-covid-19-has-them-moving-back-home.html
https://www.pewresearch.org/fact-tank/2020/09/04/a-majority-of-young-adults-in-the-u-s-live-with-their-parents-for-the-first-time-since-the-great-depression/
https://www.theguardian.com/business/2020/oct/31/low-and-no-alcohol-sales-soar-30-in-lockdown-as-uk-drinking-habits-change
https://spectrumlocalnews.com/nys/rochester/news/2020/12/10/nra-restaurants-closed-during-covid-19-congress-
https://www.theguardian.com/society/2020/sep/09/almost-half-of-britons-drinking-more-due-to-covid-survey-finds
https://www.theguardian.com/society/2020/sep/09/almost-half-of-britons-drinking-more-due-to-covid-survey-finds
https://www.theguardian.com/society/2020/sep/09/almost-half-of-britons-drinking-more-due-to-covid-survey-finds
https://harpers.co.uk/news/fullstory.php/aid/28134/Ecommerce_alcohol_sales_soar.html
https://www.forbes.com/sites/chrisfurnari/2020/12/01/online-alcohol-sales-surge-amid-coronavirus-pandemic/?sh=4c043a354f3a
https://www.healio.com/news/primary-care/20201001/survey-shows-increase-in-alcohol-use-during-covid19-pandemic
https://www.healthline.com/health-news/more-people-drinking-while-working-from-home-during-covid19#:~:text=Happy%20Hours%3A%20More%20People%20Drinking,from%20Home%20During%20COVID%2D19&text=A%20new%20study%20reports%20that,they%20drink%20during%20work%20hours
https://www.japantimes.co.jp/life/2020/08/15/food/coronavirus-drinking-culture/
https://pubmed.ncbi.nlm.nih.gov/32945597/
https://www.cnn.com/world/live-news/coronavirus-pandemic-09-29-20-intl/h_577bbc2c4ee3380ba277ee90ff3c83e7
https://www.forbes.com/sites/chrisfurnari/2020/12/01/online-alcohol-sales-surge-amid-coronavirus-pandemic/?sh=998c3f94f3a0
https://twitter.com/GoogleTrends/status/1323785625590403073
https://iris.paho.org/bitstream/handle/10665.2/52646/PAHONMHMHCovid-19200042_spa.pdf?sequence=5&isAllowed=y
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While some of this is short-term, there are permanent
shifts in our relationship with alcohol that will have
long-lasting implications for the category.
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Shifting Values
& Priorities

Opportunities for
Brand Strategy &
Expression

Shifting Habits
& Behaviors

Opportunities for
Brand Experience
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Shifting Values
& Priorities

Opportunities for
Brand Strategy &
Expression
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Alcohol branding has always
been at the edge of shifting
consumer and cultural values.
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The pandemic has made us more open,
humble, and self-aware.

0 Redefining our badges & new occasions

e Seeking moderation... sometimes

e At-home activism

13
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Ogilvy
COVID lockdown and social distancing have
made traditional badge brands less visible

(and relevant)

"In quarantine, the self-expression of clothing
has been somewhat lost to the monotony of
sweatpants and T-shirts. Without being able to
go out, with no one to impress and no reason to
get dressed up, people who view clothing as a
form of their personal identity have struggled
with the reality of quarantine.”

-NBC News, May 2020

79%

decline in clothing
sales during April 2020

but...
30%

Increase in sweatpants
purchases during April 2020

Source: NYT, August 2020 15



“Fven before the pandemic,
the whole fashion industry
had started to unravel.
What happens now that
710 one has a reason to
dress up?”

-NY'T, August 2020

“You work in whatever
makes you feel the best. The
news is stressful enough
without having to worry
about whether or not you
look good in quarantine.”

-Refinery29, March 2020



“It s really important to give people
something to dream about”

-Harper's Bazaar, March 2020
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Social signaling previously came from what you “wore”,
but now alcohol has become one of our badges

Though the 'Quarantini' fad has (thankfully) died off, consumers continue to experiment with making
cocktails from home. Whisky, particularly Scotch, and Cognac brands have promoted their use in
cocktails for some time, rallying against the old fashioned idea that they are too sacred to mix.
These efforts were ramped up during lockdowns, particularly as sales of more familiar mixing spirits
such as gin and Tequila skyrocketed.

- Just-Drinks.com
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look iInward, rather than to impress others

U.S. market growth across staple categories
Consumers are

100% .
spending less on
makeup
75%
50%

25%

, : ...and more on
M § S & X P PP E skincare &

NEIRAZIRN I SRR S v P 3

personal care

-®- Health & personal care -¢- Food - Spirits -4 Beer/Flavored malt beverages/Cider

Source: J.P. Morgan Research estimates
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Alcohol purchases are more intrinsically motivated as we
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OPPORTUNITY:

Alcohol and spirit companies should consider how their brands
can be "badges," helping consumers express themselves

G Buying for yourself

How does a spirit brand's identity help a consumer’s drink of choice
express themselves? What can we weave into brand purpose,

positioning, value proposition, visual identity that consumers can use
to demonstrate who they are and what they stand for?

a The new badge brand

How do spirits effectively replace the role of traditional
badges? What cues can we take from former badge band

categories (e.g.exclusivity, high/low, premium offers,
design)?

e Proliferation of drink choices

What is COVID lockdown’s long-term impact on the “personal or

premium” alcohol choice dichotomy? In an increasingly inundated
category, how can we stand out to a broadened set of consumers,
helping them to see themselves in our brand's POV?

SPIKED SPARKLING WATER
WITH A HINT OF BLACK CHERRY
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Ogilvy
While badge brands were used outside, yet the indoors
offers us new occasions to display the alcohol we drink

Che
Pin Vik

Party God

21
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Many of the new occasions play into a maker’s
culture and allow consumers to experiment

From To
Mindlessly grabbing a beer —) Interesting and self-crafted
or pouring a glass of wine drinks that become

conversation-starters

Whatever is at the party — Whatever you want
to try or make

A drink for every occasion —> An occasion for every drink
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Growth & Market Opportunity Map

2014-2015)

Soda

(- 1.5%)

Category growth in volume % (YoY

+Ve

Energy Drink
(7.9%) (9.8%) "

Water"

RTD Tea
(6.1%)

Energy drink
Consumer
26.8MM

CAFFEINE OR COFFEE SUBSTITUTE
SAME SODA TASTE, WITHA GUILT-FREE BOOST

uttime — SEISSEE@EREET SR
parents

GLOBAL FLAVORED DRINK litndal FLAVOR MIXERS

NEW TWIST IN FLAVOR, | WANT TO TASTEIT ;“2‘6“ : NEW TWIST IN FLAVOR, | WANT TO TASTE IT

SN : T T VNV I 5 T T P 1 IR RS AR ST IS

HERBAL INFUSED DRINKS
REFRESHING TASTE WITHOUT THE SIDE EFFECTS

“«;‘E

o :) - » 4
S Millennials size

(-2.1%)

Fruit Bev

Diet Soda
(- 5%)

<<
D

Low volume ( <10 MM) Mid size volume ( 10MM to 25MM) : High volume ( >20MM) » in Millions
: : 18 to 24 - 30.2MM

25 to 34 - 42.0MM

FLAVORED SPARKLING DRINK
AN UPLIFTING EXPERIENCE WITH SPARKLES

ssspes O o o g Oy L o o L - & & T L oo o L T — - e - L | TR sssssss P —————————

REFRESH DIET COKE

ILOVE MY DIET COKE AND IOWN IT

| A

*Water includes sparkling water and flavored water

23



MARKET OPPORTUNITY MAP

<15 Mil Population 13 to 34

24
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OPPORTUNITY:
Evolve our brand and how it shows up to have

a meaningful role across the new occasions

a New occasions, new opportunities
How can alcohol brands embrace new virtual and off-premise drinking From
occasions? How can we size occasions to understand their business
value”? Can we integrate market opportunity with consumer
psychographics and behaviors? How can we become the go-to brand

during new "moments?

a Changes in brand visibility
How should brand identity shift as alcohol and spirits are

consumed in less-visible off-premise environments? What
tweaks might we consider to our look and feel so that our
brands can stand out at home?

e Maker’s culture
How can companies embrace DIY culture and turn their drinks into TO

talking points”? How can we maintain the integrity of our products but
dial up origins stories and the making process to invite in and include

consumers”?

25
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Non-Alcoholic Brands

Non-Alcoholic Wines

CARL JUN

[e Petit Chavin
THOMSON
Rosé

......

&SCOTT 3 “EALC

(('J,,
: 1

- ORGANIC SPARKLING
CHARDONNAY
ALCOHOL FREE

Non-Alcoholic
Beers & Spirits

- NON-ALCOHOLIC GOLOEN
MINE LESS Than 1

| GROVE 42
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& Premium Drinks
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water
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A growing segment of consumers are turning
to non-alcoholic beverages during COVID,

opening the door for the sober-curious

"Impossibly Crafted "Over the Influence”
Non-Alcoholic Spirits”

52%

of respondents have increased
consumption of alcohol-free
beer and mocktails since the

start of COVID-19

Source: Heineken USA Consumer Survey, Oct. 2020

50%

of alcohol consumers aged 22-44
agree that they'd like to see more
non-alcoholic options.

Source: Mintel Beer Report - US, November 2020

28
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Driven by consumer mindfulness and self-care, the sober-
curious seek innovative brands that understand their needs

s
RITUAL

ZERO PROOF

ANOTHER
HARD SELTZER?

YEAH, BUT WE'VE GOT
ANTIOXIDANT
VITAMIN C

GET VIZZY

Why are mindful drinkers avoiding alcohol?

Weight Physical Mental Financial
control health health reasons

25 % 29%

‘ . 5% lil'

Baby Boomers
(born 1946-64)

Generation X
(born 1965-80)

Millennials
(born 1981-96)

187 167 15% 12

Source: Totaljobs 2019 Survey of 2,400 UK workers

29
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The rise of non-alcoholic beverages enables the
sober-curious to join in on inclusive drinking occasions

Happy hour

30
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OPPORTUNITY:
Brands can gain credibility with the sober-curious
segment by demonstrating alignment with their needs

Wellness needs

How can brands best serve consumers as the sober-curious
segment grows, driven by wellness needs?

Brand differentiation

As the number of non-alcoholic competitors grow,
how do new brands differentiate themselves?

Balanced portfolios

How can legacy companies and brands create successful
non-alcoholic line extensions that leverage favorable
existing attributes and avoid brand dilution??

Inclusive Occasions

How do brands own the territory of uniting sober-curious
and alcohol-drinking individuals®?

‘As more and more folks are realizing
the importance of leading a balanced
life, lighter, ‘better-for-you’ beer

options are increasing in popularity.”

- Sam Calagione, Founder of Dogfish Head Brewery

o

31
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If alcohol brands were already
supporting causes pre-COVID, what

does their support and activism look
like in a post COVID world?
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Consumers' increasing activism has accelerated
the trend of alcohol brands developing purpose

and aligning with social causes

STAY IN
YOUR ROBE

[ SMIRNOFF

SELTIER

o &-_\ 4
{ w il .
\ q g
B

' FOR AMERICA

14

Alcohol and spirits brands were some
of the first to react to COVID, but
what have they done since then?

34
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Some spirits brands have prioritized social awareness
and connecting with consumers during COVID

ABSOLUT.

#DenimDay to raise awareness of victim blaming Partnership to raise money for MLS
communities impacted by COVID

Cocktail making classes on |G Live
Cocktail recipes for World Cocktail Day

DIY face mask using Absolut Bandana and Mother’s Day

35
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Others had purpose-driven efforts to support
bartender and small business communities

CAN GIN.

| Makerstaees
! £)Mark - Mark

Dammit, that's so (beep) gross.
Facebook Live events to support the Diageo, parent company to Aviation Gin,
Restaurant Workers Relief Program Ciroc, and Haig Club, donated $1 million to

Showcased new bottle and highlighted support bartenders impacted by COVID.

sustainability efforts for World Earth Day

36
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Some have also taken a more light-hearted

approach to pandemic life

Excitement for summer and light-hearted
content

#ABitOfSunshine fan engagement

-

T
SELTZER
LIMITED » EDITION
RED, WHITE
& BERRY.. |

Hang Out From Home campaign to
oromote new seltzer

Partnership with The Bachelor and
Jimmy Kimmel Live

37
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OPPORTUNITY:

lllustrate commitment to causes and ideas that align
credibly with brand purpose and personality

G Brand social activism

In a climate that is more socially active than ever, is it enough
for alcohol brands to just champion a cause? How can
brands partner with organizations with which they share
common values and aligned missions?

New sense of responsibility

Does “responsible drinking” have a new meaningin a
pandemic-stricken world, i.e. “stop the spread™ How
can we be brand catalysts, shifting consumers'
understanding of "responsibility” beyond drinking and
across their daily lives?

e Bartenders and small businesses

How can alcohol and spirits brands creatively and effectively
support bartenders and bars/clubs impacted by COVID?
How can we show up and be there for those who have
always supported our products and companies??

-
i
h

IT'SINALL
e | _
u T ‘ -t‘s’\ A »__-:f;:}f;
N | 32 OURHANDS
== £ )
n: \;".,
‘ztz 1 el TO MAKE
v [ " ADIFFERENCE
S::..‘a:.::‘f SALOL(237 ml)
S Sscamed )
WE ARE
THEINEKEN "HEINEKEN

goomerJo> © "HEINEKEN

EEEEEEEEE

@ + THEINEKEN

GOOD: HEINEKEN AND
UNILEVER TOGETHER IN THE Hormited (o 130 poRe ot aTIE ities
FIGHT AGAINST COVID-19 oy S GAS in the northeastern region

—

HIG!
*ALCOOL

m |

( A UNION THAT DOES
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Key values shifts & brand identity/expression opportunities

“Traditional” badge brands are less Create new badge brands that

relevant to our introspective values reflect emerging values

As drinking occasions shift, so do the Be meaningful & visible across new drinking
most relevant brand attributes occasions and market opportunities

People are seeking moderation,

) : Vo Align “low & no” with drivers
especially when it comes to drinking

of moderation seeking

Brands’ social impact is more Bake social good into
important to people than ever before your brand & business
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Shifting Values
& Priorities

Opportunities for
Brand Strategy &
Expression

Shifting Habits
& Behaviors

Opportunities for
Brand Experience

40
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Alcohol is a category built upon transforming drinkin
occasions into exceptional brand experiences.
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The pandemic has created new drinking occasions
and made niche occasions ubiquitous.

0 Virtual socializing
a On-premise to-go

e Moments of self-care

42
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The pandemic has made virtual
socializing ubiquitous

Socializing online has long been a staple for gamers, Gen Z, and other “niche” groups.

The World Needs Nutt, MarcylLee

233%

Increase in sales revenue for
grocery delivery services
between August 2019 and
March 2020.

Source: Statista, Dec 2020

32%

Of global consumers played or
watched video games during the
height of the pandemic.

Source: Nielsen, Jun 2020

475MM

Daily active users of Zoom,
Google Meet, & Microsoft
Teams in 2020

Source: Business of Apps/The Verge/Windows Central, Jul 2020
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People are discovering & appreciating the unique benefits
of virtual socializing, and it’s here to stay.

&

Geography-Agnostic Low-Effort Intimate

Chicago @ribune
Only a Zoom call away: COVID-19

brings long-distance friends closer

MORNING RUNDOWN

' PHARMACIES OF THE FUTURE
USING DRONES TO DELIVER PRESCRIPTIONS TO PATIENTS

bl
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Virtual spaces have their own unique

dynamics that impact the social experience.

The Great Equalizer

In a grid, everybody’s voice and virtual real estate is equal.

Only Room for One

Side conversations & activities are discouraged or impossible.

What You See is What You Get

Non-verbal cues & body language are suppressed or invisible.

No Idling Allowed

Conversation lulls are more uneasy when it’s the sole focal point.

Invisible Distractions

It's easy to lose track or get distracted from what’s happening.

Virtual social occasions work best when
small groups of well-acquainted people
actively engage in a singular experience.

46
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In other words,
virtual social occasions

crave focus.

Wi [5 The (mpester?
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OPPORTUNITY:

Alcohol brand experiences can give
virtual social occasions a point of focus

G Drink Together

How can we make concurrently engaging in the product
experience, a point of focus for social occasions? Can we
design, package & distribute the product experience in a way
that allows participants to remotely drink together?

a Watch Together

What kinds of content are designed to be watched
together? Can we create or partner with content that’s
designed to be experienced with others?

Play Together
e Can we design interactive virtual experiences for
groups of people to play together? How do we
replicate some of the activities that people do together
IRL, or create entirely new ones”?

A .~ " 'MATCH OF AGES’ SPANNING 70
S0 N YEARS FOR FANS THIRSTING
FORA GOOD GAME

The worst theme for a pinball machine

0
.2‘\% S O evanll; [

AIPART *' Losbe n
TOGETHER ..

48
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The line between on & off premise is blurring with
relaxing regulations & reimagined experiences.

=

“Theyre luring shivering patrons
not just with shelters and heat
lamps, but with blankets, seat
warmers and hats; with curling
rinks and fondue pots; with
steaming pots of mulled wine and
do-it-yourself toddies; and with
playful dares to prove you can
endure, and even enjoy, the chill.”

- The New York Times, “One Martini, Ice Cold,
With Blanket and a Scarf”, Jan 2021
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People crave the magic of on-premise,

catalyzing explosive growth for new
categories.

90.4%

YQOY growth of RTD cocktails for
the year ending in June 2020

VS

21.5%

YOY growth of RTD cocktails for
the year ending in Feb 2020

“There’s something about drinking a cocktail that makes
one feel civilized and I think that's a particularly

reassuring feeling during the time of a global pandemic.”
- Nathan Arnone, Brand Manager, Southern Tier Distilling

Source: Nielsen, Jun 2020




Odilvy

Deconstructing the on-premise experience can
unlock and inspire new opportunities.

Craft

Art, passion, attention to detail, commitment

Convenience

Low effort, do-it-for-me

Spectacle

Immersion, drama, escapism

Conviviality

/7

| | - ; BaaP 999998 6, b FAD FOR THE

Meeting new friends, bonding with old ones : e W f ‘! U”‘NTAINS
: v\“' 7 | - £, 1 | = v-"' =7 '7 = & .‘ 7::?1;_‘\’-&‘;.;*“’, . |y ‘_.‘_ f TQ N I G HT

; APR 9TH, 6PM/CDT
‘»'* #% ON EiLvE
" ’7}4 VA

Ritual

Honoring the traditions of why & how we drink

52
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OPPORTUNITY:
Alcohol brands can infuse off-premise

experiences with on-premise magic.

Conveniently Curated

LOCKDOMNSURVIVAL KIT

Can we create a curated product experience that conveniently
brings the brand’s discernment & taste to consumers? How do
we go beyond product offerings to deliver the magic of “being

there™?

Reimagining Rituals

How do we infuse existing rituals around drinking on-premise
into new channels and occasions to give it a sense of familiarity
and authenticity? Can we create new rituals tailored for new

channels or occasions”?

Sparking Social Connections

Dos Equis Made
'Seis-Foot Coolers'

for Social Distancing.

In a world where meeting new people is becoming more
messy and complicated, can we create experiences designed
to help people to connect and bond over a drink? How do we
spark those connections or place people in the situations

where they could happen safely?

93
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Faced with excessive levels of stress &
anxiety, people are seeking self-care

Populations disproportionately affected by anxiety & depression:

Y
A(;l:Tti Unemployed Mothers
= @

: : Essential
Black Hispanic Workers

41%

Of adults said they experienced
symptoms of anxiety disorders
or depression in 2021

which is a...

373%

Increase over adults who
experienced them in 2019

Source: Kaiser Family Foundation, Jan 2021
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Drinking alone is de-stigmatized, but people are
concerned about the social impact of overconsumption

F11F We're All Drinking Alone Now

— Imbibing solo used to he cause for alavm—mnot so much in guarantine.

COVID-19 drinking spawns new momimy juice’
Az THINK B memes. But the truth isn't cute — or funny.

Opinion, Analysis, Essays
As a country, we look to mothers for glass half full takes that fill us with hope and determination.

But right now, my glass is full of whiskey and sprite.

Neﬁheork Could All Those ‘Quarantinis’ Lead to
ajiu%g Drinking Problems?

Ancient advice for drinking at home
‘ USA during coronavirus self-quarantine

TO DAY How do we find drinking partners while staying at home? What are the happy
hour rules? Here is advice from a German wine enthusiast 500 years ago.
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When it comes to responsible
self-care, alcohol beverage
brands should play a

supporting role.
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Unpacking key motivations of self-care activities can
unlock new opportunities for brand experiences.
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SOCIAL DISTANCING, ALASKA STYLE
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OPPORTUNITY:
Create experiences where alcohol

accompanies positive moments of self-care

Enable Escapism

c In a world where people are desperate for novelty, can we tap
into brand’s provenance to create experiences that whisk people
away to somewhere else?

Own the Outdoors
Many people have rekindled a relationship with the outdoors. i

VOLUNTEER

Can we create a brand or product experience that’s built to be
enjoyed in nature?

Coors Launches New Hard Seltzer to Help Restore One
Billion Gallons of Clean River Water

BOMBAY 3 SAPPHIRE,
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CREATLE &)

FROM

a Cultivate the Craft
Creative opportunities often pair well with a drink. Can we
connect brands and products to specific crafting activities or

I ?
OCCaSIONS: YO ME

Catalyze Creativity

a Creativity & self expression has long been a part of modern
alcohol brands. Can we tap into this to inspire or incentivize self-
expression & creativity?

Bud Light teams with fashion
stylist Darryl Brown's Midwest
Kids brand for capsule collection
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Key behavioral shifts & brand
experience opportunities

‘ Socializing through virtual
platforms has become ubiquitous

On-premise experiences proliferating
into all kinds of spaces & occasions

People are incorporating alcoholic
beverages into self-care moments

Create focus for virtual
social moments

Infuse off-premise with
on-premise magic

Accompany positive
self-care moments

60



Odilvy

OP

Brands can gain credibility with the sober-curious

PORTUNITY:

segment by demonstrating alignment with their needs

Opportunities for

Brand Identity & Expression

Create new badge brands
that reflect emerging values

Q Be meaningful & visible in
new drinking occasions

e Align “low & no” with drivers
of moderation seeking

Bake social good into your
brand & business

Opportunities for
Brand Experience

o Create focus for virtual
social moments

e Infuse off-premise with
on-premise magic

e Accompany positive self-
care moments
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Thank you.
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