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21 September 2005

Companies Announcement Office
Australian Stock Exchange Limited
20 Bridge Street

Sydney NSW 2000

Dear Sir/Madam

Attached is a copy of the presentation to be delivered today at a Foster’s Group
Strategy Briefing in Sydney. The briefing will be webcast live from 10.00am and can
be accessed from the Foster’s Group website www.fostersgroup.com.

Yours faithfully

Martin Hudson
Company Secretary
Foster’s Group Limited

FOSTER’S GROUP

77 Southbank Boulevard Southbank Victoria 3006 Australia GPO Box 753 Melbourne Victoria 3001
Tel 61 3 9633 2000 Fax 61 3 9633 2002 Foster's Group Limited ABN 49 007 620 886 www.fostersgroup.com




Strategy Briefing
21 September 2005 — Hilton Sydney

FOSTER'S

AR AT

d?f

BUSTERS

A year of transformation

Trevor O'Hoy
President and Chief Executive Officer
September 21, 2005

Today's agenda
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K E,

jSouthcorp synergies

‘Net synergies of: -

| $Amillion net -
! synergies

§ Corporate
j overheads

| Production /
procurement

Route to
market

. 100-115 .

‘We're in the right place

Domestic Global Wine
Multi-beverage

Muiti- Multi-region, Strong
beverage, b ptemium market
premium products share,
products ] ' i Globat brand
awareness
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FOSTERS ¥

LT FER

A different company’ - - 2

« A pure beverages company :
— Australia’s leading multi-beverage business;
- —world’s leading premium wing company, and

— the world’s seventh largest.and fastest growmg global
‘beer brand. R

'« Afocused business structure

L

A well defined growth formula
-+ A transforming acquisition e

.= A new operational executive team

— John Murphy - Foster’s Australia .

— Jamie Odell - Foster's Wine Estates

— Rick Scully - Foster's Brewmg lnternatlonau

Consumerled, . = R
-customer driven =~

- A consumer led company:

.+ understands its end consumers

'« innovates to meet diverse demand

"« delivers flexibly and consistenily

. = provides premium products” |

j - becomes a consumer's first choice for beverages

. A customer driven company: _
understands those who sell its products

. » innovates in collaboration ” v

~ = tailors its service offering to customer needs
provides a true value-added offering

-+ becomes a customer’s first chonce suppl:er
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 FOSTER'S

GROUP

Consumer Led,
Customer Driven

John Murphy J‘am~ie Odell

- Managing Director - , Managing Director
Foster's Australia Foster's Wine Estates

21 September 2005
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‘Australian multi-beverage
‘market

Defining consumer led,
customer driven

Consumer led...
« The consumer is at the heart of everything we do
= We have a passidh for'offerihg a sUpé’riBr'bortfolio of
brands for the enjoyment.of our consumers. I
. B2
Customer driven...

» Our customer relationships are essential in providing the
best drinking, dining, and shopping expenence to our
consumers on every occasion
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Consumers are drinking a broader
repertonre creating opportunities

37% 29%

63% 71% .82%

‘Source:'Roy Morgan ~ consumed last 4 weeks MAT July 2005

;Australlan Category
performance - -

; Beer Wine RTD's - Spirits

Off-premise retail sales § biflion per annum — July 2005




Strategy Briefing
21 September 2005 — Hiiton Sydney

Foster's beers d rive growth

Beer growth = premium / regular

+ Premium o : -
Corona Stella,

Regutar

i

$hare of
category

by type Regular

“Caitton” .- Carlton P
Draught Dry

Off-premise retail sales $ njillién per annum - July 2005

Bourbon drives RTD growth
‘Cougar strong performer

RTD growth = Bourbon

14%

Category growth Cougar bourbon

Share Of Bourbon
category ‘
by type

Off-premise retail sales $ million per annum — July 2005
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Bottle wine: majority of category -

growth by sparkling & white ™

Wine growth = sparkling & white

Bottle red
Cask red

Bottle white
3l - Over $10

oo .. .
parkiing 2400 brands . b

~ Bottle wine
100 brands = 50% of sales

Share of category by type Off-premise retail sales $ million per annum — July 2005

Foster’s is positioned for
off-premise changes.

Expanding

Big box driven e
» multi-beverag
- width of wine'

Supermarkets:dri
= food traffic :
= core basic.ran
+ ease-access/pal

2005 2010
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‘Foster’s is positioned for:. R
off-premise changes

Expanding

J muun bey’erag
- width of wine: ey
alue featu res/services
in'store’layout /- ranging /

ticns / merchandising /
ailsolutions

‘Big box formats are being -
-used for cross-category shops -

% shoppers buying multiple categories

53%

319
% 28% .
25% 24%

Big box Grocery Bottle shop Drive-thru Wine store
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;’Foste'r’s is pc)sitibhed f,o_'r‘
-on-premise changes

Expanding

Vigneron/producers

BYO
: Restaurants and ¢z
* « Fragmented, special
social venues )
+ Consumers want grea Restaurants

variety of specialflimited

Asplratxonai atu
- brands must match

On-premise {other)

2005 2010

Number of on-premise liquor licences

Foster’s is positioned for
on-premise changes

Expanding

Restaurants and café
- Fragmented pecia
social venues,
Consumers wantgrea
variety of
- venues/products
- boutique brands:
- Aspirational;

.- brands must match

10
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Multi- beverage consumers & lndustry
dynamics are driving the need ,
for enhanced dlSCIphneS R

- Customers need to establish strong position with consumers. -
Is consumer offer compelling? '
Is share of the main game right?
Are growth opportunities being missed?

‘.,

. Together with our customers we need to be good at busmess
analysis

I proﬁt analysis :

* — opportunity identification ‘ '
— 1ange review

— category management

— space management

i~ shopper behaviour

stainable brand and service solutions

Global wine market
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‘Wine category growth

Wine category volume grth in key markets F05

USA Total wine = Total
table and sparkling. Target
segment = >3US4 25,
{Source: AC Nislsen MAT 1o 2
July 2005}
CANADA Total wine =
Domestic + import. Target
segment = Australian
category. i
{Source: CVA Red Book National
June 2005} .
UK Targel segment = >£5,
{Source: AC Niglsen MAT to 6
August 2005)
AUSTRALIA Total wine =
Softpack and bottled table
and sparkling. Target
segment = Bottied >§8.
(Source: AC Nielsen MAT to
June 2005)
USA -~ Canada UK Auslralia Japan JAPAN Tota! wine = New
N o Word wine. Target

% Jotal Wine e Tarqet Seqment segment = Australian
‘ . category.
{Sourca: Govt customs data,
IWSR June 2004)

Market environment:
Americas

v Wine Moves Into Tie With Beer as U.5. Tastes Change

fy Gty (utmench .
© Juy 22 B0 — WINe 15ves 110 0 SISROOURE In R buni 26 T et SUTUE BevERYs Bveg U 5.
BIASS U8 AT FOUDY DO sATR I whd riae EUCTS CRHTIST SMORE WA A T, SR B
e ok
&‘Q\Kw%m& FS. i m Sy mw&ma ren, cmmww 3* DO Dt B 3
“prrcint i Squor, avcaisiiog s Gatup o, 15 the fw e stnce Gailup waned polling oot Hhe tanic T wiom
BRGNS c.a:m G BERE &% i eveie, Gt 3RS i § St
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‘Market environment:
Americas

US adult per capita consumption

$uUs

$6.08
$5.30

$5.00

$4.50 R /

- ~-Gallons/adult. .
Avg 750ml £q Price

= - “ $4.60
2000 2004 2¢00  Z00%  20¢2 2603

Souica: Adwms Wine Hangboak 2060 ; Z004; AC Nizlsen scanner dats ending Kity Z000-2005 e o

‘Market environment: -

=

« Luxury wine market very stron B .
v v 9 On-premise channel strong
Tastes broaden

»  Pinot Noir, Shiraz and Pinot Grigio

! : volume.
continue to enjoy strong growth . ¢

Domestic varieties rebound

+ Growth outperforming total imported
wine

Australian category ripe for upgrade

< Growth concentrated at lower
price points

' Consumer trends Trade trends

: “Premiumisation” Consolidation continues ~

.+ Premium price segments growing »  Chains expected tb'gfbw sales in
strongly with prices firming — trend . P ;
accelerating X . ;%Gr ktg; 5% vs 4% for total US wine

»  Value ’groWing more stfoﬁgly than

13
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- Market share: -
- Americas

¢ US MARKET: PREMIUM WINE

. ¢« FWE has the leading market share in the US premium wine market,
i with opportunities to leverage breadth and scale for further growth

= FWE is investing in the Canadian market to enhance its leading
position in the Australian wine category

Source: AC Nielsen 26 weeks thru 07/04/05. Redbook data 12 morths thru 06/05

Premium is $4.25+/boltle

- Market environment: UK

- Consumer trends

-+ New World still out-performing Old _
— New Zealand wines command highest average price
— Australia No. 2 whilst retaining No. 1 volume and value position
— USA showing strong growth with an improving average price

. < ; Wine ’
e o h ardonnay 2 .
i - ¢ f?‘ Ch: favourite choice 9( tipple-
for the first time British

Experts 58y the swing 1S the

jor
ver marketing, the tack of 2 r:aés(am'.a\
boost for beer sales),and as

nd Pinot Grigio,
Official: Bee! 5
Driven by the ‘
wine has officially f)venakg
A report 10 be pubhshed this
e o spending more Of .
» ShOPPer?: :mmpber'of factors, lnc!ydnng‘\cl:
msu:":':g event this summer (traditionally
% sportil sumime!
% i?\crease in women's dr;nkmg
(lndependenl _218.05)

n wine th

14
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Market environment; UK

5

. Trade trends - e .

" Grocery multiples have a leading share and grow ahead of the market

Y¢ on yr growth Value share

+9.7%
+2.4%
-12%

-6.6%

+29%

. Convenience multiples

Grocery multiples
Multiple specialists

Independents

Forecourts

AC Nielsen to 11-06-05

Market share — Continent

FOS Volume
9L cases
900,000
800,000
700,000
600,000
500,000
400,000
300,000
200,000
100,000

0

FWE in Continental Europe |

Swe Fe Neth Nor' Den Ger Swiz Fin Bel Other

55% 84% _27%‘ 85% 19% 19% 30% . 42% 18%

Q‘__,tt'r'é‘cb:_tive

. (FWE)

FO05 share of
Australian category

15
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Market environment — Asia

Greater China
e

i S ket sSyEoster e Eslates
Source: Government customs data for calendar 2004, spil by crigin and growth rate. Management estimates for 2005 and producer ranking.

16
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~ Foster's Wine Estates

Jamie Odell
Managing Director, .
Foster‘st’VVine'Estates‘

21 Septembe‘r_2005

‘Agenda

;é«/*
FOSTERS

@

The Foster’'s Wine Estates business model
= Strategic success factors
-+ Progress & future plans

"+ Summary

17
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Wine business learnings

= A wine business can be built around
strong brands

« But brands, as in any other category,
"~ need to be nourished

« A wine business can improve returns
and generate lots of cash

'« Consumer demand should drive supply,
not the other way round

-« But supply management critical in driving
- cashfiow and margins o fund re-investme

. Supply is where the fundamental risk resides

Foster's Wine Estateg
global leadership team

‘Jamie Odell
Managing Director
oster's Wine Estates

18



Strategy Briefing
21 September 2005 — Hilton Sydney

Our consumer led,
Customer driven model

Benefits of breadth and scale . 3

- Breadth to meet diverse consumer preference- - Scale to deh\xer superior route to market and
’ uilding capability

brand-

?mm»w»w«mwmuvmﬂ/i

‘Breadth:

19
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Revenue — Geographic split

F05 BBWE revenue by . FO05 Pro-forma wine revenue by geography
geography
® North America & North America
2 EMEA 8 EMEA

Australia

Australasia Asia / New Zealand

F05 Southcorp revenue b'y
geography

- .. Post-Southcorp, Foster’s has
mronamerica g more balanced revenue

B EMEA

D Austratasia base, geographically

! 1 B Linked to Foster's Austrafia
. appointed — Working closely with 38 1-Nova & Consumer Insights § Shared expertise

; Fos(er'§ Austrglia marketing 3 tea'gns: ) 1 scalednd flex ibiﬁfy
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_Global consumer insights
-capability |

- Sales-Validated Consumer Response Model

= Purchase

intention

: Web-based Market Insights Centre

N b4

B s
A T

PO —

Global innovation network: = .2

White Lie Early Harvest
= Launched in US April 2005 ¢ Launched in Australia June 2005
« Qutstanding worldwide media * PR gathering momentum
pick-up and web visits
» Other markets and line extensions: ‘ The Little Penguin
! in plan * 900K cases in first year

* Success driven by "millennial®
generation ’

21
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iGI\obal‘ supply chain

'Scale and flexibility to

£l

Lo

best target the most attractive category opportunities
reduce portfolio sourcing risk
leverage procurement savings and virtual sourcing opportunities

optimise asset utilisation

Winning in wine:
‘Five key success factors

cus on the most attractive end-market profit pools
Geographies

Price points

* Varietals

Build strong route-to-market capabilities in these markets
« Distribution strength
- Retail category management capabilities/scale

Hv'e|op A portfolio of easy to understand and relevant brands
imple, clear and relevant brand propositions
"Must-stock” portfolio that covers a consumer’s drinking repertoire

Tap into multiple, high-growth source geographies

« Australia

+ California - . '

+ Others: Italy (pinot grigio), New Zealand {sauvignon blanc), South Africa, Chile
ecute with excellence

Trade spend effectiveness

Sales force effectiveness

Wine quality

Supply chain flexibility and efficiency

22
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s on the most attractive end- market profit pools
eographies T
‘Price points SN } .
“Varietals

1 EXAMPLES
+ Wolf Blass growth in UK- only Top 10 Australian wine brand retalllng > f6 v
« Pinot Grigio NPD in US '
P Sparklmg NPD globally

‘New product development
global sparkling.

Beringer Sparkling White Zinfandel ~ ° Yellowglen

* Performing well in US, UK, Japan * Clear leader in Australian sparkling category.
growing strongly

¢ Pink launched in 2003

. Bella and Perle launched in 2005

Wolf Blass

¢ New packaging for Geld Label

~ and Red Label Sparkling

+ Being supported by Sparkiing»
specific advertising

-Sass Bubbly

* Launched February 2005

* A drink with the
sophistication of Sparkling
and the taste, variety and
alcohol content of an RTD
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i‘.:!ﬁll?

Foster’s Wine Estates

Scott Weiss

Managing Director,
Foster's Wine Estates Americas

21 September 2005

‘New product development: @%@,
‘opportunity for Beringer in US ===
. Beringer Lindemans Rosemount: Wolf Blass Penfolds,
X Beringer luxury Super Premium -+ Supers
$25+ fﬁrg:éfugesem. (P(aei?\um (Grange,
Nigfm‘nga]é) . Black & Grey Labei) 'RWT St Henri, etc)
Beringer Luxury Rosemount . Si
{Knights Valley, Gold Label upers
Napa, L. Oak) Luxury (Bins Range)
Q’P; opponun:ty/ President’s Thomas Hyland
for Beringer X Selection K..Hilt
Beringer tindemans Rosemount " Rawsons
Founders Estate Reserves Diamonds Yeilow Labet Retreat
Beringer Stone P " Rosemount
Cellars . Lindemans Bins Blends
Beringer . L
. California ggaz’:;:"s
¢ Beringer Blush "L
Rétail pnce poin‘t (per 750ml)
Hd strong route-to-market capablhtles in these markets
Distribution strength i Gl
Retail category management capabnht;es/scale FOSTERN

24
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‘Route-to-market model
Amerlcas — USA

. One Foster's
— Consolidated sales leadership
— Common sales systems

« Two selling divisions

— Maintain existing distributor networks
to enable growth

- Increased personnel in the field

"+ One Foster's

— Consolidated marketing, innovation,
sales services and consumer insights

.+ Increasing investment in brands

Route-to-market model:

“Americas — Canada

« One Foster’s via direct route-
to-market

— Leverage market knowledge -
and capability from Ontario
westward

— Leverage partner strength and
capabilities from Quebec
eastward

.+ One Foster’'s approach io all

other functions to maximize
impact and capture synergies

25
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FWEA portfoho plannlng
overview *

FOMTERS %
)

po ,oho and the

! pons‘",for Phase 2

Phase 2

structure and priorities

riorities .

Category management:
Americas (supermarket chain)

26
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- Creating new opportunities o"ﬁ’premisé:
' US Restaurant Challenge Program

Foster’»s'Winﬁe; Estates

| Jamie Odell -
Managing Director, ‘Foster’sWihe Estates
21 September 2005 .

27
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}jsosrsas

QBQUQ

Build strong route-to- market capabilities inthese markets
- Distribution strength !
Retail category management capabilities/scale .

Route-to-market model: T
" Europe, Middle East & Managing Director
- Africa ; ;

' Single sales face to customers now-in place

-+ Rapidly leverage combined scale and trading relationships through
enhanced channel focus

Leveraging combined portfolio strength through category leadership
_ project

. Combined logistics solution and fully integrated customer service
function by June 06

"+ - Leverage scale to optimise service and costs

Leveraging new scale in.
Continental Europe

Honzenimdrl_{eis e \

“Horizon 2 markets
.~Canada’ Japan Germany

opportunities :
s _:~:Nordlcs ‘B ne!ux!reland

: Horizon 3 markets b ‘
1 : v Russia Korea China - o
| N o

Source: AC Nielsen to August 2005 — votlume growth
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Leveraging new scale in
Continental Europe

Netherlands' ...
. . P
// )

Lindemans is the number
one selling Australian brand

i+ FWEdominatesthe " . investing i consumer = FWE dominates the -
{ ~"Australian category'with” " markeling to drive -% Australian category W‘lh
+50% share ‘ Lindemans growth +50% share

7 out of the top 10 Australian Strong trading relasionships | * Number 2 selling SKU Is
red wines are FWE brands with key retailers Lindemans BIB

Great potential for Wolf Blass ) Great potential for Wolf
and Beringer brands Blass and Beringer brands

Route-to-market model: .
‘Asia/ New Zealand - = . o=

3

Limited above-the-line investment
in brands

Building a sustainable brand investment
platform

* Integrated marketing capability across the
Fragmented / remote approach to combined NZ business

brand marketing * Additional resources in Asia

* More active partnership with distributors
Transactional relationship with

distributors in Asia * Doubling resources in Japan

¢ In-market manager assigned to China

Benefiting from increased scale and
partnership epporiunities with major
customers (sales teams now aligned to
customer groups, all selling total portfolio)

Established multi-beverage modet in
NZ {but sales teams aligned to
product categories)

ncreased focus on channels where under-
represented — on-premise and traditional
liquor

High dependency on grocefy
customers in NZ

29
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ithple, clear and relevant brand propysitions
Must-stock” portfotio that covers a consumer’s drinking repertoire

"

¢ New packaging
introduced for
Beringer and
Meridian in FO5

"+ Core supply chain
capability

Top 15 Top5  Toptd  Top1s  Top20  Total

EMEA Asia / New Zealand

Top 10 Top 15 Top s Top 10
Americas

= Top 10 brands drive
overwhelming
proportion of net margin.

® Managing the tait is
more about portfolio and
segment management
than profitability.

Top10. ToptS  Top20 Towd Top § Tap 0 l0p 15 Tep 2¢ Total

Australia Giobal Wine




UK example:
excerpt from trade

presentation

. Wlne Style

Strategy Briefing
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» Marketing Strategy

* Glass with friends

a wine
* Noi wine preferrers
* Prics is a strong
influencer

Dermographic

UK example:
excerpt from trade
presentation

* Leas! care choosing 7+

. Everyday enjoyment

= To relafunwind

*® Slick with limited
fist of known brands

* Choose in-storg.

Mot inlerested in
wing lanquage

» Influenced by major
brand advertising

BCKC2

MF 35-40

* lmage impartant

* Wine p!eleneﬁ

* Varietal knowledge

* Interested in some
wine language

* Enjoy trying
revi wines

* Visit wineries/read
wing articles

ABCY

TE3E P B0un

mers are segmented according

* Want to discovel wine
Knowledge of
wine regions .
4 » Frequently buy >$10
é * Join wine clubs
* Don'l stick lo known
3 brands
» * ldeal wine is complex
3 & interesting 3

i S L LRI

nte_nsityrof their.involvement with wine -

igh Involvement

onnolsseurs

* Sophisticated drinker
* Disceming wine laste
*« Don't dedide in-store
» Have a cellar
= Less influenced by
specials/prometions
* Actively pursue
wine knowledge

SRS S

70050 MOF 3550

L AB
M Aagy

31
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Our 4 core

. positioned to avdid overlap

UK example:
excerpt from Irade
presertation

Low involverﬁent with wine’
(Easygoing)

brands.are disﬁhctly

) fieiodw amoo

Each wine has its own distinctive style

as well as a specific occasion relevance

Wine Style:

Full-bodied, serious, comiplex

UK example:
‘excerpt from trade
presentation

and

Wine Style:
Outstanding age-able reds.
Bold, rich, generous.

Best Suited to:

When you fee! like indulging
in the best. To be savoured,
particularly with food.

FORTERS
s

32



Strategy Briefing
21 September 2005 — Hilton Sydney.

Ry g. i 7 Mossmedia & ‘| Hiigh prefile pant
Media Approach i events sponsorshlp  #: 4 media; dining focus
Eagle TV activity

4 § Mew print campaign
-2 Ashes Cricket

Current Plans™

campaign (06)

Investment
Approach

Over-investing
for growth

establish positioning

UK example:
excerpt from trade
presentation

% Heavyweight spendto” |Consistent investment

Ber’inger FO5

Beringer has performed well during F05 up 13% in volume
on back of increased investment.

5,000
4,000
' . : Beringet ..
. o Ly +47%
: : : tatesi Nielsen Period -~ -
2,000 (4 wks to 27 August
2005)
1,000

Blush Other CA Stone Founders' Luxury Sparkling

®mFY04 @ FY05

33
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Beringer future growth

Key opportunity o Actions

Keep building the excitement of the
new campaign

Continuing the commitment to
advertising

Maintaining double digit growth
for a 4th straight year on Stone
Cellars

Going where wine has.ngver gone
before with PET

Pro-actively managing the CA
Collection and White Zin before
* they reach “maturity”

Relaunch for the California
- Collection S

Creating a consumer connection

Capitalizing on the bright new AR
showcase for Founders’

look of Founders’ Estate

One mega-incentive linked

Each tier conducting small,
to our brand campaign

separate incentive programs

White space opportunity

at $10-14 NPD

Wolf Blass success
story since 2000




‘EADM?

Strategy Briefing
21 September 2005 — Hﬂton Sydney

'

-Wolf Blass
future frowth

wrmey

-t

« 4, Seed USA

. 5. Build sparkling

. Increase awareness ©
: y grow awareness

ture to-increase breadth &

2. Grow distribution !
of:availability

romotlons &in-

3. Prompt trial

l and conversion

i sustainable growth,
¢ Red Label range

gy 16 test potential

Rosemount Estate: =~ . g4,
A great brand in need of focus™ <"

i High end of compalitive range for tha market
ow and of competitvo range for the market

Australia v
Ireland
UK

USA

Canada.

Sweden

Ne@h‘erlanQQ

Note: Brand health measures show resilience in Australia

35
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Rosemount reinvigoration .. 2V

FOATERS
el

July 2006

s

2

S e

>

5. Rgﬁhe g
positionin:
packaging,
advertising

44

campaign

Commence rollout of new marketing mix — glebal handover to regions
Pre-sell to tracde customers, influential gatekeepers '
Build internal excitement

Integ’raﬁon within each market into activity calendar and local priorities
Integrated trade & customer marketing initiatives driven by regions
Agtee brand KPOs by region

Lindemans future growth

FORTENS
R

b

2

‘Review need for pack update and current work-in-progress

Develop new global creative ensuring market needs are covered

Establish core product range & focus on growing sales

Update brand manual to drive v

global alignment ' f@}% ‘
e

Identify role of premium tiers : s
LINDEMANS

Ensure COGS meet FWE requirements
Develop & launch “Big Idea” NPD

Evaluate & agree Horizon 2
and 3 markets.

Agree long-term growth model

36
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‘Penfolds future growth - o

FOSTERS
Haae

+ Communication of the image
«  Create a global communication platform
.+ Warm up image to engage mare consumers
: + Increase investment and focus on wider group of consumers

. Creation of the luxury environment

' Merchandising

»  Best restaurants distribution and PR programme
Duty free and'shop in shop

{ Product range, availability, clarity
© +  Clear differentiation of tiers
.+ Growth of super resource over time
‘ Reinforcing the fuxury tier »
Maximise Bin sales
, * Thomas Hyland re-engineering for greater appeal
: Rawsens as an endorsement brand

ap into multiple, high-growth source geographies
‘Australia )

-California P T
Others: ltaly (pinot grigio), New Zealand (sauvignon blanc),
outh Africa, Chile

$ Growth USA ~ AC Nielsen period to 27 August 2005

35
30
25
B Total Italian wine

20

& Castello di
Gabbiano

15

52wks  26wks 12wks 4 wks

The growth in the USA of ouf largely outsourced Castello di Gabbiano
brand highlights an dopportunity in other attractive source categories.

Source: AC Nielsen to 27 August 2005 — value growth
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ecute with exceilence .
Trade spend effectiveness . ’ (i% . d
Sales force effectiveness . ' ’
Wine quality

Supply chain flexibility and efficiency

FOSTERS

EMEA region has embarked on 3-pronged cafégory ‘Iead‘ersh‘ip project

N Trading term- NV
Portfolio alignment alignment Promgction evaluation

» Define and + Understand key = ldentify drivers

- differentiate brand - -components of prior ~behind successful
- positioning of core '-tradingurelationships ~“promotions, in terms
: brands : _of mechanics,
g entufy areas of outcomes 1o drive SRR

' ‘opportunity in each - premium wine sales * Develop a

+ market and key by meeting both -comprehensive

account -consumer and methodology for
: : scustomer needs " assessing

promotional
effectiveness in
future trade activity

How will we drive future growth? 3V

FOSTEEN
Tia

« Continued global growth pian for Wolf Blass
¢ Continued Beringer investment/innovation in US and beyond
+ Media and NPD behind Lindemans in Europe '

= Stabilisation of Rosemount performance globally (F06) followed
by relaunch {FO7)

- Continued luxury drive (Penfolds, Chateau St Jean etc.)

< Leverage Little Penguin
in Americas and EMEA

L. Drive Horizon 2 wine
‘- distribution

= New innovation of scale
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- Bank synergies — low capital..

" Growtopline. . .o -

Grow EBITAS via growth in premium -
wine, well funded brand’ bunidmg
and cost management .

“Minimise capital base -~ "' . <

investment™ Tt

Minimise growth in CCE
- Consolidate sites
— Dispose of non-core assets.
~ Extend outsourcing to
ex-Southcorp portfolio
-~ Restrict inventory investment
— No new vineyard holdings

— Prioritise capital expenditure to high
retumn projects

oz Fu3 Fo4

BBWE Globatl. Trdde ROCE

Our competitive advantages. . 2V

Our global wine marketing and

_innovation capability o ‘ Lo

« Advertising & promotion spend at
8% of revenue
The world's first global wine
suppiy chain
+ to make investment, cost and service
decisions based on consumer and market
needs, as opposed to country of production
legacies
Our combined scale in Horizon 2
markets
+ Canada
+ Japan
Scandinavia
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R

Foster’s Australia

:a unique consumer led, customer driven business

FOSTERSS
e
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‘Features of the | o
'Foster’s Australia model

¥ Leading route to market model

+» Low cost business mode]:

> Unrivalled multiabeverage brand portfolio & consumer

insights

~+ Superior customer network and service model

& supplier relationships

Creating a model for | s
‘sustainable growth -

3

ABojouyosa}

FOSTER'S . CUSTOMERS
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‘Creating a model for

‘sustainable growth

FOSTER’S CUSTOMERS

- Pursuing a Blue Ocean strategy

Sustained high performance by creating uncontested market space

OCEAN STRATEGY

Source: Harvard Business Review - October 2004]
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Progress in building the ,}vf

;muhtl beverage model - . e

' Created Foster's Australia on 1 July

_+ Created Foster’s Australia steering team

-+ Enhancing our brand portfolio segmentatiqn
« Developed custo‘mér-facing design

o Underway with supply chain review

« Solid year FO5 — FOG-deIivering to plan. .

= Strong revenue and-margin pe_rformanée ‘

= Solid perf}ormanvce on supply chain and costs

~ » Reinvested in core brand portfolio and innovatiorr
- » Good progress on overhead management

.+ Up-weighted organisational capability and SKiH base

-« Implementation of new customer facing IT platform ,
underway v ~

multi-beverage
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‘Wine:

n —alls
‘popular table wine oV

| Half Mile Creek - fastest growing lifestyle table wine in Australia-
. = Launched May 2004 »

~« Success linked to.distribution penetration

- F'05 sales - 300,000 9L cases "

'« Achieved ‘first pour’ on-premise successes

BALF MILE CREEK

Wine: g

Sparkling category leadership

+ Great brands and in-store execution (stock weight and floor
positioning) : '

. Million Bubbles Day 1 September 2005
+ Nationwide telephone & field blitz across all customer types

' 62,000 cases of sbarkling ordered on one day .
(up 70% on last year) ‘
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RTD’s: o

‘Foster’s volume up 25%, category up:11% _ *#

. Cougar: fastest growing spirit brand in Australia
« = Cougar Bourbon (RTD) fastest growing bourbon in Australia
. —CB volume up 37% (category up 14%) vs LY (AC Neilsen July MAT)

< Cougar Rum &RTD in first 3 months achieved 4% share of dark
: rum, on track for 90,000 cases within first seven month_s

'+ Also strong growth in Black Douglas and Cougar glass

Beer:
- core brand growth success

‘Fastest growing beer brand in retail value & volume

-» Growing consistently at 20+% MAT ‘Cariton Draught Big Ad

.o Numbér 4 beer brand in Australién market

:* Now a true national brand

* 76% of volume growth from
states other than Victoria

Gtit; Ties
vt R G eNAY .
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LEEE

Beer:
core brand line extension FosEes

%Appealing to the new VB drinker
‘« Differentiated from core VB - has traditional (retro) cues
'+ On-premise launch with 1,600 venues supporting

~ Now in 18 pack for off-premise

TR T S

AV ave it S PR R 1 KSR Wt SR

NPD innovation e

Creating niche functional categoriés

= Targets ‘healthy lifestyle’ people

» Pure Blonde - fastest growing pack beer brand
— 24% volume growth vs last quarter (AC Nielsen to July 05)

« 7,000 stockists nationally,
600,000 cases in first 9 months
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Beer:
‘premium |mported brand success - e

Category volume up 20%, Foster’s volume up 48%

~» Foster's Australia market share
— 41% value and 36% volume up 6% in both

Corona: number 1 imported beer, 40% vol. growth

++ Foster’s portfolio driven by:
— Corona
— Stella Artois
— Asahi
— Miller Genuine Draft
- Kronenbourg and the Belgian specialiies

(Source: AC Neilsen MAT August 05}

Foster's Australia Steering Team_. o\

Building a sustainable growth model etiiis

John Murphy
P Managing Director

47



Strategy Briefing .
21 September 2005 — Hilton Sydney

'FOSTER'S

f 3 : 3T

Foster's Australia =
‘ | Steering Team |

John Murphy

- Managing Director.

Marketing experience across consumer packaged
goods companies like HJ Heinz and Mars

NZ and Aust. advertising experience
and marketing leadership roles (globa!
& domestic) for SRP last 9 years

‘Worked across vasious tefritories'& roles
in beer & wine sales, more recently ted

‘BBWE wine markefing

[

Foster’s Australia
Steering Team
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Foster's Australia | ol

'Steering Team

- Domestic & int'l wine industry roles with
Ordando Wyndham & more recently

Global experience with Unilever,
Guinness Brewing Worldwide & Diageo

1Abia Pac marketing and supply chain
‘roles with Owens-lllinois, Carter Holt
Harvey, Unifam and CSR

Former Nike |-
MD (Pacific) .
worked with ’
Lion Nathan,
Fonterra and
Arthue

Andersen

Foster’'s Australia
~Steering Team

rage Services -
Executive role with global sports

marketing company IMG and leadership
roles within the Australian Amny

FMCG, logistics, sales experience with companies
inc. Cadbury Schweppes, Heinz, Lion Nathan

Supply chain rales in Aust. &
the US with Mars/Masterfoods
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Foster’s Australia ol
- Steering Team |

Development,
Resources - '

Foster's Australia -
Steering Team

FMCG experence across finance, sales &
gen. mgt with McCormick Foods, Lion Nathan
& BBWE

' Intemational experience in the beverage

industry including with Diageo & NZ Milk

Public affairs experience across alcohol, Intemational HR experience with companies
telecommunications, energy & water sectors inc. GE and Colonial Financial Services
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Consumer led, customer drlven model
Burldmg sustamable growth

: 1 insights & % Leading route
‘ N innovation ' o to market

; | Powerhouse
: brand
.portfolio

Community

customer involvement

; N :relatlonshlps

Consumer led, customer driven model
Building susta/nable growth x

FOSTIRS

: ' Insights &

; - -innovation
We have a superior
understanding of
the consumer
and shopper and
we foster a culture
of innovation

(i-Nova)
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~Consumers are drinking a broader
- repertoire creating opportunities

37%

29%  18%

63% 1%  82%

"Source: Roy Morgan — consumed last 4 weeks MAT July 2005

Consumer led; customeér driven model oY
Building sustainable growth B FOSTERS

Insights &
innovation

across more

Powerhouse | . .
' brand categories,

portfolio occasions

.and
channels
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. Smart ways of workmg between customers, S\
consumers and supply Chaln to drive growth FosTEis

Customer marketing occasions
and purchase behaviour

Consumer

marketing -
needs and
repertoire

Customer facing ¥
fulfiliment and
services

| Differentiation through consumer Ied ;}y

" customer driven capability ~ G, e

~« Qur scale enables investment in greater understandmg

of consumer and shopping insights

.« Enables solutions that drive higher category
participation and weight of purchase (eg: bundhng for
multi-beverage shopping occasions) -

-« Brand portfolio segmentation wrthrn and across a
variety of categories -

< Executing aligned priorities enablea wortd C|ass ’
. portfolio management

.. = Greater ability to help customers maximise their
- service offering to increase ease of shopping and
trading-up (eg wine bar)
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FOSTERS

S ELLEF

Consumer led, customer driven model @?f

EOATTRS

Building sustainable growth : _

Insights & -
innovation

We deliver superior life-time
customer value to the

Powerhouse largest customer

Consumer led, customer dnven model ol
Building sustainable growth RS

Insights & ; Leading route
innovation”’ _ to market

We provide the best value
. brand and best service to the
_portfolio largest network of
customers via the lowest

Powerhou se .

. custgmer
relationships
i
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Consumer led, customer drwen model
Building sustainable growth

-+ Delivering lowest cost

~ Implement learning’s
from Yatala and Best
Practise

. Optimise national footprint
and network - utilise assets
for multi-beverage

« Drive packeging -
simplification, efficiencies,
and flexibility

» Leverage our supplier
relationships

Consumer led, customer driven model
Bu;/dmg Sustainable growth

" Insighits & - ‘Leading roiite
‘innovation " - to market - -

Powerhouse ..
. brand
. portfolio -

We leverage our

" Leading shared talents to drive : v

.customer. N >
- relationships. . a one-team, high-

performance cuiture
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Consumer led, customer driven model
Building sustainable growth o

“insights & Leading route
: Jinngvation * , ) _.to market
e We contribute
. . positively in the

Community
-invelvement

Consumer led, customer driven model
Building sustainable growth

4 . Leading route
innovation to market

2 i)

. Powerhouse
brand
portfolio

“Community .
involvement

g9
customer
relationships
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Consumer led, customer driven model

2

SPOSTIR

G e

Building sustainable growth

T :
insights & = Leading route
innovation ¢  E i to market

Community
involvement

Foster's’
Beverage
Services

V‘G'eofi Jones -
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‘Beverage
Services -

i

3

‘_ Definition

. Howwe
service
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Portfolio execution being
-achieved o

‘New customer facing design - .2V

| Foster's
Beverage
Services.
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Destination customer segment ., 2V

FOSTERS

Definition - . e consumer experience

t insights-arotind beverage and food
‘;:xi‘g: : } barland venue design, education -

Testaurants; r hotels; casinos; resorts;

.Foster’s
'Beverage
 Services -
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\ pporf' based on local needs in
al{rading environment, competitor

New customer facing design .8V

o

| Foster's
‘Beverage -
-Services’
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Connect customer segment %!ﬁ”f‘

Definition

‘e technology based connections with us
one and.web based solutions. Many are
esal id other indirect channels

‘Leader

‘New customer facing design ol

FOSTENS
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Foster's Beverage Services

o R

Definition

How we
service

Example

‘ Leédét '

Consumer led, customer dreven model

Bu;ldmg sustainable growth

FOSTERS

’ Insights &

innovation

‘Powerhouse
.. - brand
_portfolio *

customer
elationshlps

. Léading réute '

to market
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‘Consumer led, R .
‘customer drlven mode! o e

Getting the model right delivers a business that is not only
sustainable but afso flexible and adaptable

It will deliver:
A unique / non replicable business model

< D namic response to the continually changing market place: service
offerings, portfolio offerings, field resources (dlrect & indirect), and cost-
to serve

= Acqu:smon case synergies: combination of resourcmg, distnbutlon
'+ leverage & procurement.

" Pre-acquisition synergies: CUB & BBWE (back office opportunities)

.o Optimised Iognstxcs & warehousing solutions (eg one warehouse and
© onetruck) .

'+ Leading technology platform that is scalable and dynamic

Evolving to the néw model

= Maintain business cohtinuity

« ldentify the ‘white spaces’

- Sequence change intelligently

+ Customer facing organisation in place 1 February 2006
» Complete brand portfolio review by 1 November 2005

= Supply chain model undenNéy', builds on good work to date

> Ongoing consumer led, customer driven culture and
capability plan in place
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‘A unique consumer led, o
customer driven business - e

A multi-beverage business o m

'model to achieve sustainable
-growth into the future

= Unrivailed multi-beverage .
brand portfolio & consumer insights .

=: Superior customer network
and service model

»' Leading route to market model
1 & supplier relationships

». Low cost business model
- leverages our scale -

FOSTER'S

GROUP
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FOSTERS ¥

B3 FRiR g

The Fosters Brand

~Maximising its value
ina global beer strategy

.Rick Scully
. Managing Director
Fosters Brewing lnternat:onal.

21 September 2005

‘Foster’s facts

»  Foster’s is an iconic brand - our ‘Brand Australia’

- Foster'sis the 7th hlghest selling mternatnonal prem|um beer brand in
the world

‘'« Brand awarenesé ahdrecogni}tidn 'is‘higher than position
~+ Volume grth fdr 11 consecutive years

« Foster's is available in more than 150 countries

« 100 million cases consumed each year

®

.+ Foster's brand way of w_orking —the Angel philosophy is working
»  Foster's innovates and is agtle
"« But retumns are vnadequate and must be lmproved
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LETwe

Contents |

i« Landscape of the global beer lndustry and ltS potentlal
~evolution Lo

Position of the Foster’s brand and ItS ro!e Wl'[hln FGL

.= Qutline the FGL strategy w1th|n this landscape and
FBI's role in delivering the strategy :

Summary of global beer
‘market landscape

; = Global beer consolidation over last 15 years:
steady in first 10 years

"« Rapid acceleration over last 5 years, mcreasnngly
. involving regional or global rationalisation

 Global beer landscape now dominated by 4 main
global players, with several strong regional players
and a range of aligned and mdependent domestlc
operators .

“« Consolidation will continue, largely driven by the Big
4 seeking to fill strategic gaps in their portfolios

« Beer consumption is negative to flat
= Major brewers earnings are suffering
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Market context

Wsolidation is-
ay, and will
aggressively
s'atop7iinternational
aces:challenges

licenses in major. .
Id:in;long term

BOSTER

THE ANGEL

BEER -
technical exceilence

ENVIRONMENT CATEGORY LEADER
reinforce quality "~ GOAL LOYALTY
through the purchase! TOPFIVE PRICE PREMIUM
drinking experience INTERNATIONAL *
ENDORSEMENT -
renown for quality g PRODUCT/BRAND
REACTIONS

RAND IMAGE - .
. - “Australianness”. . PRODUCT/BRAND
. ~Refreshing" - ; Enviranment, People, - ASSOCIATIONS
« Distinctive and Lifestyle :
: strong livery - - F1, Surf

i o ens
: '-!Q;reasingintemal;;gcepumw S SALIENCE
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Angel at work

= Foster’s brand is leading
draught beer Innovation
globally

« Foster's is driving and ahead
of “cold beer” phenomenon

LN

Foster’s owns or has

- licensed: o

— Super Chilled

— Streamline :
— Head Injection Technology
— Hit GT (fast pour)

‘Focused growth i @@y
~as an IP based player rogrons

artnerships

USA |
» Strong Foster’s brand in USA is essential

o Angel innovations just underway

_ = Signs of partner engagement and firm commitment
behind business '

¢ Improved arrangements with North American partner
- = Discussions underway to improve business model
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IP-based player contd... - 2V

UK/ EUROPE

- Foster's brand has a strong position in UK and
growing footprlnt In Europe

.» Taking more active role with partners to drive brand
distribution

. Working together to ente“r new growth markets’
e Joint efforts on product and technological development

GREATER ASIA _
~+ New markets open to us

. = Review-of opportunities to expand Foster’'s brand
presence in region through strategic alliances with
strong regional players

= Accessibility to distribution capability beyond current
infrastruct_ure :
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SM'HXS

IP-based player contd. ..

@'%71

ed” markets
naligned territories

ST P ko e i et

CENTRAL & SOUTH AMERICA |
-« Growth markets - . o

= Profitable development of Foster s brand through new
licensing arrangements.

- Develop strategic alllances with strong players
. at market royalty rates .

Focused growth . . s
‘as an IP-based player |

- Look to extend Foster s brand mto beer
categories that cater for changing =
consumers tastes and drinking patterns,:
at higher margln /royalty rate

+ Review opportunitles to extract value from
brand expenditure -

- To refocus into other geographies

- Relaunch Foster's brand in Australia, in
line with global international positioning
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j'Summary

- Global beer consolidation has seen rapid acceleration over
the past 5 years, and set to continue. FGL has not been a
participant

- FGL has a strong international premium beer brand, and
ownership of “Brand Australia”

.+ FBI has been charged to extract maximum value from the

Foster's brand

= FBIl will more-strohgly pursue an |P-based platform

: < Opportunities and bold options exist for renewed focus

“behind the brand

- Ensure continued equity improvement, and
better returns

' FOSTERS

- GROUP
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Global Supply Chain

Randolph Bowen, Rob Rogers

Senior Vice-President Global Supply Chain Director Supply Chain Operations
| Foster's Wine Estates ‘ Foster's Austrafia .

Creating the world’s leading
supply chain

Agenda
o Giobal procurement & innovation capability

+ Global beverage production
— Lowest cost -
— Risk mitigation
— Best quality

- Tailored customer solutions

— Logistics
— Distribution
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Creating the world’s leading 4
supply chain “ reggets

*

.Suppliers
siowo)sno

‘Consumer led,
‘customer driven
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Procurement

e - .

Procurement

Sy

FOSTERS T |

75



9

FOSTER'S ¥

EEGYE

Strategy Briefing o
21 September 2005 -- Hilton Sydney -

Procurement - G

Procurement

. Partners/
" Integrated

Strategy

Examples

i Source: Tony Lendrum, Strategic Partnering
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Procurement - Delivering ™~

« Vendors

— Chemical ‘Auction’ - 20% cost reduction

.« Suppliers

— Consolidated volume on wine
with Southcorp integration” - ..

> Potential partners

— Shelf-ready packaging. - :
— Southcorp domestic fulfillment
— New primary packaging formats

Procurement

bt

FOSTERS

L3

One Foster’s

]

Differentiated approé‘ch by category

e Leveraging scale

« Key partners helping drive innovation
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Production

Key features of the global supply chain
" Product strategy and long-term supply control
= Scale economies in manufacturing and purchasing

~» Enhances management of capital employed

» Optimal supply chain integration across Foster's Group
i Global financial control and revpo'rting ‘

: — Prioritisation of CAPEX and resource alfocation

' Ensuring quality and differentiation

- Create a safe and inspired workplace

Key milestones achieved Ve

"+ Implementation of

« Wolf Blass winery
upgrade

« Yatala expansion

- Karadoc upgrade

Manugistics
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Beer: .

Y rad

'supply management strategy =

i
e

n as One Foster’s through our ways of working

Beer production network

%

Maintaining lowest cost .
— Implement learning's from Yatala and best practise -

- Optimise national footprint and netwerk for lowest cost
— Total delivered cost

£

Utilise assets for multi-beverage

= Drive packaging simplification, efficiencies’éhd{,, o
fiexibility
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Global Wine supply chain is WVV
a key competitive advantage

ne Supply Chain Global Processes- Max

Strategy : “ and Flexibility

ed-production
veraging scale &

ntegl

A

product strategy
with regions -

l!eﬁibi'e upply base

« Global wine supply chain to optimise the cost/quality of products for the regional businesses

* Regional businesses freed to focus on in-market performance

Wine supply B
management strategy

FOSTERS

Win as One Foster’s through our ways of working
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Forward demand planning

- Demand planning is the single biggest contnoutor to business risk i ln the wme
" and spirits supply cycle .

~ Also critical for. asset maxmsatlon in beer

+  We are addressing this risk through ngorous forecast generanon review and

risk weighting processes ) L T

— Underpinned by mathematical models in Manugistics

— Validated against analysis of catégory grth Vs indusiry history and
projections
— Risk-weighting is applied differently for mature brands vs NPD,
luxury vs commercial

Implementing common planning systems across Foster's supply chain

Best possible forward sales projections

Product strategy

« Pro forma P&L + balance sheet by product
< Blend recipes based on long-term sustainable grape prices

- Ensure intake plans “work” across the wine cycle rather than
relying on low prices and surplus.
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Risk-weighted forward

commitments

Analysis shows that we are better to be short than long in supply position to
reduce risk in industry cyclical excesses.

FWE Australian .
supply-demand , FOSTERS

WHITE SUPPLY POSITION RED SUPPLY POSITION

o775 Qut-sourced

iz Contract
g ] a | Owned
g £ —Demand
2 K
bz
2006 2007 2008 2009 2010 2008 2007 2008 2009 2010
Vintage ‘ B Vintage'

The sblit of fruit supply sources may change as requirements
- for 2006 -onwards are reviewed
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FWE American . -

supply-demand oo
FWEA white supply position USS. red supply position
- Owned 2w Contract . Owned e Contract

mme Outsourced  =%— Demand g Outsourced === Demand

: o t 2
‘2005 2006 2007 2008 2009 2010 2005 2006 2007 2008 2009 2010

The split of fruit supply sources may change as requirements
for 2006 onwards are reviewed

Ensuring quality
- & differentiation R

Asia-Pacific winemaking structure

.+ 0" Chris Hatcher
 Chief Winemaker Asta Pacific

Reward for quality
= 2003 Jimmy Watson Trophy
(Saltram’s The Eighth Maker)

+ 2004 Winestate Wine .
Company of the Year — Southcorp

» 2004 FWE Wine Show Success:
— 38 Trophies and 239 Gold Medals*

= 2005 Wine Enthusiast Winemaker
of the Year Nominee

— Peter Gago, Penfolds

* Further details, including classes, can be provided if required.
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Strengthen supply planning

disciplines On track for ali systems live Decembe} 2005

Product strategy complete on major
ex-Southcorp brands by end 2005. Increase
flexibility in cropping to balance supply.

~Optimise fruit sourcing,
biend structures, age of
release

Phase in post product strategy.

"I‘htr_oduce outsourcing o )
Sell non-core vineyards.

k - ex-Southcorp portfotio

Selling one Hunter and one Coonawarra

Optimise wine processing winery. Consolidating to larger sites.

New Wolf Blass facility commissioned in
October 2005. integrated IT systems (by June
2006) will release further benefits for
packaging. :

In-market bottling. Improve economics of cask
production. More top-end fruit to capture
opportunity at high-end of SRP range.

Optimise packaging

Explore further
opportunities

= New Wolf Blass packaging facility on track to
- commence operations in October
= Optimisation of wine packaging lines being reviewed in
Australia

= - Consolidaticn of bottling in US. From 4 sites to a highly
- efficient operation in Napa.
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‘Packaging flexibility .= -~ . .
& innovation Fogzess

= Expanding in-market packaging for spzcific SKU’s
{wine, spirits etc)
— Customise at the latest possible point
; — Maximises flexibility and inventory management
- Use lines for multi-beverage capability to maximise
utilisation and efficiency : .
.+ New pack format flexibility coming to market
— 18 Pack VB Original Ale ‘
— 500mL VB can
— 6 pack sparkling
? — PET for wine

.+ Shelf-ready packaging being trialied / implemented;%

"« Channel specific offerings

++ New, innovative pack formats to be launched in next few months:

‘Tailored customer solutions .2V

Global co-ordination, local execution
Australia the lead market

sowoysng
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Leading route-to-market oY

FOSTERS
T v e

We provide the best value and best seNice, to‘ the
*largest network of customers, via the lowest cost
supply chain

Actions to deliver lowest cost . 2V¢

« Work with suppliers to optimise inbound

j = Rationalise warehousing network
: -~ DCs41to14

"+ Simplify linehaul
= Right sized, customised delivery
= Consolidate import/export and ocean freight




Strategy Briefing

CFOSTER'S 7 21 September 2005 ~ Hilton Sydney

R 2:2 23

Individual o
supply chain networks
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Tailored customer solutions -

‘being development ‘

§

7 7 7 el o
o B S 3 3

‘Lowest cost multi-beverage
‘network

41

11 Tonne 6 Tonne
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“transformation tlmelme

July Jan July Jan
2005 2006 » 2007

Logistics

@V@

f{)i?t#‘

-« Customer expectationsﬂ‘u\‘ridéhrstd\éd

= Modelling work well underway

= Indirect quel

-+ Staying as is for now

= Modelling of future scenarios to begin Nov/Dec
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Creating the world’s leading 4,

-supply chain

Key areas of focus:
+  Global Procurement & Innovation Capability

Global Beverage Production
— Lowest Cost

— Risk Mitigation

— Best Quality

.+ Tailored Customer Solutions

— Logistics
—  Distribution

@%lf
FOSTIRS
Global Supply Chain
Randolph Bowen, Rob Rogers
Senior Vice-President Global Supply Chain Director Supply Chain Operations

Foster's Wine Estates Foster's Australia
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Integration

John Murphy Jamie Odell
Managing Director " Managing Director,

Foster's Australia Foster's Wine Estates

21 September 2005
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dhas bilify" to grow both through

Integration principles o 1

Project .

> Synergies not gamed within 18 months will not be extracted

“  Don't pursue ‘best of both’ processes

+  Be “roughly right” not “exactly wrong"‘

. BuiId'séfvwéthing that cannot be copied

People

« Use “best of both" people

+ Draw on relevant experience in both orgamsatlons

Marketplace :

+  Maintain +ye_consumer and customer market place momentum in both organisations
« Keep “ober‘atbrs" focused on “opeiating”

Communication

- Communlcate merger mifestones regularly both internally and externally
Financial L

- Draft will-be budgets and accountabrhtles consistent with integration sequencmg and
timing asap
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Strategy and [ integration . - Business Conlinuity
:Planning Phase ; esign Phase (2).: - and Review Phase (3) .

Fation activity,
impact of

égrated, coordinated project manage

onsistent, relevant communicati

- Business review findings

FOSTERS

PR

modelin Canada

(mostly C grade)
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Culture

'+ Successful Ieadership meetings held in all regions
'+ Morale positive
'+ Cultural integration progressing well

- Communication audits have yielded positive results

CPOSTERS

Progress todate Ve

;+ Overall - .
-~ Significant progress across the Group
— Good batance of Foster’s and Southcorp people — 60 / 40
, — . Speed & open communication has served us well
« Australia ’
— New management team established
— All remaining Artarmon staff now relocated to Kent
— FWE supply chain structure appointed
) —~ Moveiment towards new singte employing entity
-« EMEA '
; — Relocated people across two offices to ensure like functions are co-located
— New management team established and structure appointed for sales & marketing
« North America
— New management team established

—~ 90% of structures filled, with all structures 1o be finalised 6 months ahead of
schedule

— Relocated people across two offices to ensure like functions are co-focated
< Asia/NZ '

~ Sales and marketing structure implemented, and relocation of offices complete
— All people synergies achieved
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‘Managing change - -

.= Strong leadership.

Key success factorsinclude:” - = Tl

e 3 LRI R ian Rz e I, P ]

"+ Careful planning and measurement.

+ Focus and accountability

-+ |nvesting in-organisational capability

rostenng a new team sp at

- embedding project targets
into business plans.

;?‘nj
£33EvY

— talent and technology.

« Stakeholder respect

— consuitation and communication
with internal and external stakeholders,
from regular Board updates to regional
community briefings.

Broader value - o |
creation opportunities oSS

< Create a strong performance ethic ™ <

' eg sales and operations

/

Take a ‘clean sheet' approach to brand
portfolio and growth strategy

Leverage the expanded infrastructure in
new geographies, channels, and
categories

Rethink the commitmenrt and: approach
to innovation

Reinvest a portion of the cost synergles

.

Leverage scale in the 'war for talent’

Reorganise core busnnesses and
processes

Strive for a step change inkey
functional areas,

+ Capture cost synergies
- Capture revenue synergies, . . .

+ Cross-selling . .

+ Pricing/bundling h

- Co-branding/migration® ~* ** ¢

~ Protect core businesses and
customers

- Retain top performers in
key functional areas

- Clarity accountability for profit
delivery in transition phase
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-Southcorp synergies afer

‘ Net synergies of:

3 $Amilli
# synergies '

Corporate overheads

« business support services integration
« global marketing integration

- IT

# Production / procurement
B - packaging consolidated

I§ - winery consolidation

1 - blend structures

Route-to-market
» Europe
+ North America
B - Australia/N2Z
+ Australia fulfilment

'FOSTER'S

GROUP
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Closing remarks

Trevor O’Hoy ,
_ President & Chief Executive Officer
September 21, 2005

Southcorp’s value to Foster's . 2\

= A transforming acquisition

— Category leader in global premium wine with ownership
of the ‘Australian’ category

— Access to global consumer insights, developing products
that transcend borders

— Scale efficiencies that enable reinvestment in brands,
every day of the year

— Unassailable lead in Australian multi-beverage’

— Redefined route to market: new ways to service our *
customers, and inspire our consumers

. — A new frontier of growth

"« Synergies of $40-50 million in F06 building to $130-145

million by F08
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The next twelve months o2V

Brand investment {o 8-10% of revenue
Foctis on Foster's brand o
= Re-launch of the Rosemount.brand

'« Flow-through of cost efficiencies: Wine Trade Operational
: Review, Veraison and Foster's Services Review.

- Restructure of the Wine. Ciubs &'Services business
'+ Southcorp customer-facing integration

'+ $40-50 millon of Southcorp integration synergies

‘Beyond twelve months -

» The reporting and business integration of Southcorp
= Hitting our growth targets

* « Sustained product innovation

~ = Supply chain efficiencies

e Squthcorp synergies toward $130-145m target by mid 2008
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‘Ontrack ME%

Solid resuits from core businesses
— CUB/Fosters Australia multi-beverage model performmg
— Wine Trade return to growth
— FBYi, Clubs & Services review and transformation

+  Pure premium beverage play L .
— disposal of non-core asset largely complete.

~ category leadership — global premium wine,
multi-beverage Austra ia, 7! largest global beer brand -

< Continuous improvement, funding continuous.investment’.
: in brands and innovation

— efficiency reviews and supply chain restructure
< Southcorp integration on track

— synergies tracking to plan

— getting the culture right

POATERS

wwwwww

Closing remarks

Trevor O’Hoy,
President & Chief Executive Officer
September 21, 2005
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