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Disclaimer

The presentation has been prepared by Australian Vintage Limited (ACN 052
179 932) (“AVG”) (including its subsidiaries, affiliates and associated
companies) and provides general background information about AVG's
activities as at the date of this presentation. The information does not
purport to be complete, is given in summary and may change without notice.

This presentation is not intended to be relied upon as advice to investors or
potential investors and does not take into account the investment
objectives, financial situation or needs of any particular investor. These
should be considered, with or without professional advice, when deciding if
an investment is appropriate. The presentation does not constitute or form
part of an offer to buy or sell AVG securities.

This presentation contains forward looking statements, including statements
of current intention, statements of opinion and predictions as to possible
future events. Such statements are not statements of fact and there can be
no certainty of outcome in relation to the matters to which the statements
relate. These forward-looking statements involve known and unknown risks,
uncertainties, assumptions and other important factors that could cause the
actual outcomes to be materially different from the events or results
expressed or implied by such statements. Those risks, uncertainties,
assumptions and other important factors are not all within the control of AVG
and cannot be predicted by AVG and include changes in circumstances or
events that may cause objectives to change as well as risks, circumstances
and events specific to the industry, countries and markets in which AVG
operate. They also include general economic conditions, exchange rates,

interest rates, the regulatory environment, competitive pressures, selling
price, market demand and conditions in the financial markets which may
cause objectives to change or may cause outcomes not to be realised.

None of AVG (and their respective officers, employees or agents) (the
Relevant Persons) makes any representation, assurance or guarantee as to
the accuracy or likelihood of fulfilment of any forward-looking statement or
any outcomes expressed or implied in any forward-looking statements. The
forward-looking statements in this presentation reflect views held only at the
date of this presentation. Except as required by applicable law or the ASX
Listing Rules, the Relevant Persons disclaim any obligation or undertaking to
publicly update any forward-looking statements, whether as a result of new
information or future events. Statements about past performance are not
necessarily indicative of future performance.

Certain jurisdictions may restrict the release, publication or distribution of
this presentation. Persons in such jurisdictions should observe such
restrictions. To the extent permitted by law the Relevant Persons do not
accept liability for any use of this presentation, its contents or anything
arising in connection thereto including any liability arising from the fault or
negligence none of the Relevant Persons.
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Overview

101,580 tonnes of grapes crushed in Vintage 2022, and supply in
balance with demand

Strategic plan well on track as a consumer led branded business

Pillar Brand sales revenue expected to be a higher percentage of
sales. McGuigan Zero 75% higher in sales than prior year

Australia/New Zealand retail sales to the end of March 6% higher
than prior year, with Pillar Brand sales 8% higher

We have gained share in all key markets

Despite a tough UK market, we continue to outperform, growing
share, against a backdrop of significant global freight disruption
and a total market disrupted in H1 by labour and driver shortages

Asia sales are up 12% on the prior year driven by accessing new
markets in Taiwan, Malaysia and Singapore

North America sales are up 13% on the prior year with strong
growth in Canada

Cash Flow from operating activities on track to generate a positive
full year contribution that is within 10% of the previously advised
outlook of around $20 million

Underlying EBITS, excluding FX movements, SGARA, and one-off
non-recurring items forecast to be higher than prior year.



Australian Vintage is the 4t largest wine company in Australia, who prides itself on innovation to keep
the consumer at the heart of everything we do

Our Vision To be the first choice for every occasion
Our Purpose Make the world a smaller place through sharing good times
Our Mission We put the consumer at the heart of everything we do

Our Values

Working Innovative Nimble & Empowered
Collaboratively Responsive P

Our Behaviours Integrity Respect Courage Collaboration Resilience Trust




Australian Vintage has a history of over 140 years and has been listed since 1992

First company
in Australia to
McGuigan Simeon sign landmark Drinks range &

Owen McGuigan Miranda renamed Australian large-scale collaborations

; Dalwood Winery Wyndham Estate ; )
tends vines relaunchesas  bought by Pernod ~ Simeon Wines Yaldara Estate  estate  Vintage Ltd (ASX: hybrid launched
Wyndham Estate Ricard created acquired  acquired AVG) renewable PPA 022
1880 1969 1990 1994 1999 1999 2008 2018 ‘
1869 1967 1988 1992 1997 2002 2007 2014 2015 2020
Owen McGuigan Perc McGuigan Wyndham Estate McGuigan Wines Tempus Two McGuigan & Nepenthe Yaldara AVG has De-alcoholised
born in Cessnock (son of Owen)  grows to become launched in launched Simeon merge acquired sold the4™  winelaunched
buys Dalwood one of Australia’s conjunction with becoming largest to global
Winery, after ~ most successful listing on the ASX Australia’s 4t global acclaim
managing it for  wine exporters largest wine wine
26 years with sales over group brand in
1.25 million the UK
cases
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Our strategic plan continues to position us well for growth...
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Consumers and Brands

&

Markets and Customers

s

Sustainability

|

Return on Assets

Investing in pillar
brands

Pillar brand portfolio in
double digit growth

Innovation is delivering

Consumer insight
driving our branded
strategies

Significantly improved
our business in
Australia and UK

Outperforming wine
category in key
markets

Resetting for growth in

Asia

Joint business
planning delivering

Despite the pandemic
staff engagement has
improved, now @70%

Upweighting invest-
ment in leadership

Prioritising diversity
and behaviours

Significant
improvement in safety

Carbon footprint audit
review

Renewables priority

Linking CSR to local
communities

Brand planning for
“sustainable” product
range

Leveraging our world
class assets for
competitive advantage

Delivering on all
financial metrics

Financial position and
balance sheet are
strong



...New brands are designed to support our pillar brands and target new consumers and occasions...
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Drinks Business and Collaborations will enable investment certainty for our Pillar Brands as
we build a consumer led portfolio

WINE COMPANY




... wWith key balance scorecard metrics improving whilst global freight and energy challenges are being

managed (Snapshot at the Half Year 22)
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Consumers and Brands

Pillar Brand Sales

$106.2m

77% of total revenue

A +5pp

& 99% ofpy

Marketing Investment

+40%

Accelerating marketing
investment on pillar brands

* AU & NZ - IRI Market data FYTD Dec 21; UK/IRE - Nielsen FYTD Dec 21; CAN/Asia - AVL Shipments $

&

Markets and Customers

Outgrowing the market
in key geographies*

AVL vs WINE

@ +9% vs +3%

L2 +8% vs -3%

@ +17% vs +5%

Shipments rebounding
in other battlegrounds

(w) +19%valve

“; Asia ex-China
e +23% value

Staff Engagement

/

70%

54% /—l

FY19 FY22

Lost Time Injury
Frequency Rate

7

5

.

FY19 FY22
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Sustainability Return on Assets

Wine Processing Contribution after Mktg

Renewables $ 2 5 3 m
100% A +6%

(Buronga) NPAT

Impacted by demurrage,

Sustainability journey stock outs, SGARA &

advanced ___CovD closures
Carbon audit complete ROCE
Chief Sustainability . 6.5%
Officer appointed fsl
Key initiatives underway FY19 FY22




Snapshot Half Year 22: Historical financial performance supports step change in AVL business
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la
Our sustainability journey is well underway SR

Multi dimensional approach to sustainability Sustainability is at the forefront of our business

ENVIRONMENT
The natural environment of
vineyards, water sources,
energy and waste.

The people internal and
external to AVL; from
employees to community
members and

consumers.

e Chief Sustainability Officer appointed

GOVERNANCE

Measurement,

reporting and

accountability across

financial, social &

environmental
performance of the

business.

e Carbon audit complete

HARRLL IS e 100% of our Buronga winery facility energy is sourced from solar

and wind power

e Re-use of water across selected vineyards

e Key sustainability initiatives commencing




Outlook

Our vision and values and our scorecard remain critical to the ongoing growth of the company as they guide the business approach
with a strong focus on putting the consumer at the heart of everything the Company does.

Company has made a step change to a credible quality wine branded business. Compared to the average NPAT achieved during the
6 month periods from December 17 through to December 19, this result is 79% higher, even after allowing for the additional costs
and closure of cellar doors.

For the full year the Company is expecting pillar brand sales, margins and market share to be up on prior years, as a percentage of
sales revenue.

Underlying EBITS, excluding adverse FX movements from the half, one-off non-recurring costs, and SGARA expected to be in the
range of $31.1m to $35.3m. NPATS on the same basis expected to be in the range of $20.0m to $24.0m (subject to audit and
account completion in August 2022)

Without the additional demurrage, stock-outs, temporary closure of our cellar doors and the reduced SGARA, December 21 NPAT
would have been above prior period. One-off costs for demurrage, stock-outs and the temporary closure of cellar doors represented
$4.5m.

For the second half we are expecting our operating cash flow to exceed the prior corresponding period. Full year operating cash
flow is estimated to be within 10% of $20 million.

Net debt expected to be around $70m, representing gearing at 25% and net debt/ net debt + equity of 20%
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Appendix




Appendix: Results Summary - Sales and Contribution

Sales ($’000) Change Contribution ($’000)
31 Dec ‘21 31 Dec ‘20 $’000 % 31 Dec ‘21 31 Dec ‘20
Sales Contribution (before marketing)

Australia / New Zealand 64,811 66,209 (1,398) (2%) Australia / New Zealand 17,073 13,657 3,416 25%

UK, Europe & Americas 69,587 78,913 (9,3206) (12%) UK, Europe & Americas 14,002 14,545 (543) (4%)

Asia 3,617 3,280 337 10% Asia 421 178 243 137%

TOTAL 138,015 148,402 (10,387) (7%) TOTAL 31,495 28,380 3,115 11%
Marketing expense (6,147) (4,477) (1,670) 37%
Contribution (after 25348 23,903 1,445 6%
marketing)
Additional logistic costs (3,694) - (3,694) n/a
Temporary closure of cellar (804) i (804) n/a
doors
Corporate / other (4,098) (3,578) (520) 15%
EBITS 16,753 20,325 (3,572) (18%)
SGARA (1,375) 98 (1,473) (1,510%)
EBIT 15,378 20,423 (5,045) (25%)
Net interest expense (inc.
1,307 1,4 7%

AASB 16) (1,307) (1,400) 93 (7%)
Tax (4,065) (5,729) 1,664 (29%)
NPAT 10,006 13,294 (3,288) (25%)
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