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Cautionary Statement Regarding Forward-Looking Statements

This document contains forward-looking statements that involve risk and uncertainty. There are a number of factors that could cause actual 

results and developments to differ materially from those expressed or implied by these forward-looking statements, including factors beyond 

Diageoôs control. For more details, please refer to the cautionary statement concerning forward-looking statements at the end of this document 

and to pages 48 to 49 of Diageoôs Annual Report on Form 20-F for the fiscal year ended June 30, 2018, filed with the US Securities and 

Exchange Commission (SEC) on August 6, 2018 (the ñ2018 Form 20-Fò). The 2018 Form 20-F is available from the website maintained by the 

SEC at www.sec.gov and on the Investors section of the website maintained by Diageo at www.diageo.com.

All oral and written forward-looking statements made on or after the date of this document and attributable to Diageo are expressly qualified in 

their entirety by the factors described and by the principal risks set out at the end of this document and in the óRisk factorsôsection on pages 

39 to 47 of the 2018 Form 20-F. Any forward-looking statements made by or on behalf of Diageo speak only as of the date they are made. 

Diageo does not undertake to update forward-looking statements to reflect any changes in Diageoôs expectations with regard thereto or any 

changes in events, conditions or circumstances on which any such statement is based.

The reader should, however, consult any additional disclosures that Diageo may make in any documents which it publishes and/or files with 

the SEC. All readers, wherever located, should take note of these disclosures. Filings with the SEC are also available to the public from 

commercial document retrieval services, and from the website maintained by the SEC at www.sec.gov. 

Non-GAAP Financial Measures

This document includes the following financial measures which are not presented in our financial statements prepared in accordance with 

International Financial Reporting Standards (IFRS) as issued by the International Accounting Standards Board (IASB) and are considered 

ñnon-GAAP financial measuresò under SEC rules: Volume, Organic growth financials, Free Cash Flow, Earnings per share pre-exceptionals

and Return on capital employed (ROIC). 

These non-GAAP financial measures supplement our IFRS-IASB disclosures and should not be considered as alternatives to any IFRS-IASB 

financial measures. The reasons we use these non-GAAP financial measures and the reconciliations to their most directly comparable IFRS-

IASB financial measures are included in the section entitled ñDefinitions and reconciliation of non-GAAP measures to GAAP measuresò in the 

2018 Form 20-F.
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North America Chief Marketing & 
Innovation Officer
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Scotch Category Director and Managing 
Director Reserve

Cristina Diezhandino Edward Pilkington

Good Morning.  We are delighted to have the opportunity to share the stage today.
My name is Ed Pilkington - the CMO for Diageo North America. I have been at Diageo 
for over 20 years, starting as a Guinness graduate. In that time I have spent 17 years 
travelling the world with the company from Australia to Latin America, back to 
Europe, and now in North America. Prior to this role I was leading marketing and 
innovation across Europe. 

And I am CD, I lead Scotch & Reserve brands globally.
Prior to Diageo I worked for Unilever and Allied Domecq. I joined Diageo 13 years ago 
and I have held global and regional Marketing roles, worked in Global teams, Africa 
and LAC, have experienced all Diageo categories from beer to luxury brands, and I 
have been a General Manager.
Ed and I represent the two parts of our marketing organization that work in 
partnership to drive our business 
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Mental Availability Trends

Occasion Based Segmentation

Measurement

Physical Availability

As a  team, we aim to be a best in class marketing organization. This means having a strong 
foundation in insight and data, great creative flair and being restless.This results in great work in 
the right place, to the right consumer, at the right time, generating the best outcome for our 
investment to drive our business.

The fundamentals of brand building remain the same : continuously working to recruit and re-
ǊŜŎǊǳƛǘ ŎƻƴǎǳƳŜǊǎΦ tǳǘ ǎƛƳǇƭȅ ǿŜ Řƻ ǘƘƛǎ ōȅ ƳŀƪƛƴƎ ƻǳǊ ōǊŀƴŘǎ ǘƻǇ ƻŦ ŎƻƴǎǳƳŜǊǎΩ ƳƛƴŘǎΣ ǎŀƭƛŜƴǘΣ 
and by making it easy for consumers to buy them, where ever that is - otherwise known as 
mental and physical availability.  

The consumer is at the heart of all we do ςwe constantly look at trends and we have a 
consumer segmentation based on a deep understanding of occasions.  

We have a culture of measurement which is based on data. Last time you were here we 
introduced our Marketing Catalyst platform. This industry leading approach to marketing 
measurement andoptimization has been implemented globally across Diageo. Hopefully a few of 
you will have managed to engage with it last night but it really has made a huge difference to our 
organisation. 

[ŜǘΩǎ ǊŜƳƛƴŘ ƻǳǊǎŜƭǾŜǎ ƻŦ ǿƘŀǘ /ŀǘŀƭȅǎǘ ŘƻŜǎΧ
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Data Analytics
Marketing 
Catalyst

Decisions Capability

Our 1,000+ marketers are collectively investing in the region of 2 billion pounds into the growth 
of our brands. 
Catalyst pulls together a vast amount of data from across the business to ensure those marketers 
invest wisely,  and we have adedicated marketing effectiveness team to support them.  
There are two core elements within Catalyst: a Strategic Model and a Growth Driver Model.

ÅThe Strategic Model guides choices about where to invest A&P across the portfolio and across 
brands in market. 

ÅThe Growth Driver Model gives us powerful data on the effectiveness of the individual growth 
drivers within brands for example media, PR etc.. It also allows us to compare growth driver 
effectiveness across brands.

ÅEqually important is the culture and capability change we have achieved. We have created an 
ROI and effectiveness culture which has helped with both long-term planning and short term 
optimization. 
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CREATIVE EXCELLENCE

WINNING IN EXPERIENCES & CULTURE

NEXT GENERATION MEDIA

Diageo has been recognized as a best in class marketing organization for many years and in 
recent years we have made steps towards to become a more effectiveness led marketing 
ŦǳƴŎǘƛƻƴΦ ²Ŝ ŀƭǎƻ ŀǊŜ ǊŜǎǘƭŜǎǎ ŀƴŘ ŀƎƛƭŜΣ ǎƻ ŜǾŜƴ ǘƘǊƻǳƎƘ ǿŜΩǾŜ ƳŀŘŜ ŀ ƘǳƎŜ ŀƳƻǳƴǘ ƻŦ 
progress in effectiveness, incorporating best in class tools like Catalyst, we are constantly 
ǘƘƛƴƪƛƴƎ ŀōƻǳǘ ǘƘŜ Ŏƻƴǘƛƴǳƻǳǎ ŎƘŀƴƎŜ ƛƴ ǘƘŜ ǿƻǊƭŘ ŀǊƻǳƴŘ ǳǎΣ ǿƘŀǘΩǎ ƴŜȄǘ ŀƴŘ Ƙƻǿ ǿŜ Ŏŀƴ 
be ahead of the game. 

²Ŝ ŀƭƭ ƪƴƻǿ ǘƘŀǘ ǘƘŜ ǿƻǊƭŘ ƛǎ ŎƘŀƴƎƛƴƎ Ŧŀǎǘ ŀƴŘ ŎƻƴǎǳƳŜǊǎΩ ƭƛǾŜǎ Řƻ ƴƻǘ ǎǘŀƴŘ ǎǘƛƭƭΦ 
In order for us to continue winning share, we mustkeep pace with the evolving consumer 
ŜƴǾƛǊƻƴƳŜƴǘΧLƴ ǇŀǊǘƛŎǳƭŀǊΣ ǘƘŜǊŜ ŀǊŜ ŦƻǊŎŜǎ ǎƘŀǇƛƴƎ ǘƘŜ ŜǾƻƭǳǘƛƻƴ ƻŦ ƳŀǊƪŜǘƛƴƎ ƛƴ ƳŜŘƛŀΣ 
technology and consumer experiences

As a recognized best in class consumer marketing organization, with an effectiveness 
culture, and equipped with the right tools such as Catalyst - we must stay restless to stay 
ahead and prepare for what is coming.  

Specifically, Ed and I are going to talk about:
ÅCreative Excellence
ÅNext Generation Media
ÅAnd winning in experiences and culture
[ŜǘΩǎ ǎǘŀǊǘ ǿƛǘƘ /ǊŜŀǘƛǾŜ 9ȄŎŜƭƭŜƴŎŜ
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INSIGHTS PURPOSE EXPRESSION EXECUTION M&E

Why is creative excellence important?
It is the DNA of marketers ςembedded in our culture --Lƴ ǘƻŘŀȅΩǎ ǿƻǊƭŘΣ ŎǊŜŀǘƛǾŜ ŎƻƴǘŜƴǘ Ƙŀǎ ǘƘŜ 
ŀōƛƭƛǘȅ ǘƻ Ŏǳǘ ǘƘǊƻǳƎƘΦ LΩƳ ƎƻƛƴƎ ǘƻ ǘŀƪŜ ȅƻǳ ǘƘǊƻǳƎƘ ƻǳǊ ŦǊŀƳŜǿƻǊƪ ŦƻǊ ŘŜƭƛǾŜǊƛƴƎ ŎǊŜŀǘƛǾŜ 
excellence: 

INSIGHT: We always start with a consumer centric approach, establishing a consumer insight, ά! 
ǇŜƴŜǘǊŀǘƛƴƎ ŘƛǎŎƻǾŜǊȅ ŀōƻǳǘ ŎƻƴǎǳƳŜǊ ƻǊ ǎƘƻǇǇŜǊ ƳƻǘƛǾŀǘƛƻƴǎ ŀǇǇƭƛŜŘ ǘƻ ǳƴƭƻŎƪ ƎǊƻǿǘƘέΣ ǘƘŀǘΩǎ 
relevant to consumers. 
PURPOSE: Having those solid foundations of clear and distinctive brand positioning; clarity on 
ǘƘŜ ǊƻƭŜ ǘƘŜ ōǊŀƴŘ ƴŜŜŘǎ ǘƻ Ǉƭŀȅ ƛƴ ŎƻƴǎǳƳŜǊǎΩ ƭƛǾŜǎΣ  ǿŜ Ŏŀƴ ǘƘŜƴ ŜǎǘŀōƭƛǎƘ ǘƘŜ ōǊŀƴŘ purpose,
ǘƘŜ ǎƛƴƎƭŜ ƳƛƴŘŜŘ ŎǊŜŘƛōƭŜ ŀƴŘ ǊŜƭŜǾŀƴǘ ǾŀƭǳŜ ǘƘŀǘ ǘƘŜ ōǊŀƴŘ ōǊƛƴƎǎ ǘƻ ǇŜƻǇƭŜΩǎ ŜǾŜǊȅŘŀȅ ƭƛǾŜǎ.
EXPRESSION: This leads to the expressionof the marketing for the brand: what is the right tone, 
character, visual imagery, and languagethe brand will use. 
EXECUTION:When we do all of this well, we get to strong, consistent platform ideas and growth 
drivers that we can executethrough all consumer touch points and, which, generate the best 
returns.
M&E: Finally, we constantly optimize our execution. We look back and see what worked and 
ǿƘŀǘ ŘƛŘƴΩǘ ǿƻǊƪ ŀƴŘ ǿƘŀǘ ƴŜŜŘǎ ǘƻ ōŜ ŎƘŀƴƎŜŘΦ CƻŎǳǎƛƴƎ ƻƴ ƳŜŀǎǳǊŜƳŜƴǘ ŀƴŘ ŜǾŀƭǳŀǘƛƻƴ ǘƻ 
drive brand performance. 

We are going to bring the power of creative excellence to life with two different examples of how 
creative excellence works for two different brands, different categories, different  geographies 
and two different stages of brand developments. 
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Crown Royal is a Jewel in our Crown. In the last year, for the first time, it has become the most 
valuable spirits brand in North America. It has achieved this through a strong and consistent 
positioning, and a strong innovation agenda that recruits new consumers in, takes the brand into 
new occasions and premiumisesthe brand. 

¢ƘŜ ōǊŀƴŘΩǎ ǇǳǊǇƻǎŜ ƻŦ άLb{tLwLbD 9·/9t¢Lhb![ D9b9wh{L¢¸έ ŎƻƳŜǎ ŦǊƻƳ ƛǘǎ ǊƻƻǘǎΦ DŜƴŜǊƻǎƛǘȅ 
is stitched into our history as Crown Royal was created as a gift to the Royal family, when they 
visited Canada in 1939.  

INSIGHT: ¢ƘŜ ƛƴǎƛƎƘǘ ŀǊƻǳƴŘ ǘƘŜ ōǊŀƴŘ ƛǎ ǾŜǊȅ ǘǊǳŜ ǘƻ ǘƻŘŀȅǎ ǿƻǊƭŘΦ ¢ƘŜ ƛƴǎƛƎƘǘ ƛǎ ǘƘŀǘ άit is better 
ǘƻ ƎƛǾŜ ǘƘŀƴ ǊŜŎŜƛǾŜέΦ
Crown Royal was always been seen as an icon of status ςbut we know that Status has evolved. 
As society becomes more philanthropic and socially aware, people talk more about greatness of 
character and giving back as measures of success. 

EXPRESSION: And we bring this to life by showing across our executions that άtrue wealth is a 
ƎŜƴŜǊƻǳǎ ǎǇƛǊƛǘέ
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{ƻ ǿŜΩƭƭ ǎƘƻǿ ŀ ǾƛŘŜƻ ǘƘŀǘ ǎƘƻǿǎ ƻǳǊ ǊŜŎŜƴǘ ŀŘǾŜǊǘƛǎƛƴƎΦ 
¸ƻǳΩƭƭ ǎŜŜ ŀ ŦƛƭƳ ǘƘŀǘ ǿŀǎ ǎƘƻǘ ōȅ ŀǿŀǊŘ ǿƛƴƴƛƴƎ 5ƛǊŜŎǘƻǊ {ǇƛƪŜ [ŜŜ ŎŀƭƭŜŘ ǘƘŜ άDǳȅ ²Ƙƻ Iŀǎ ƛǘ 
!ƭƭέ ςŀƴŘ ƘŜΩǎ Ǝƻǘ ƛǘ ŀƭƭ ƴƻǘ ōŜŎŀǳǎŜ ƻŦ ǘƘŜ ŦŀƴŎȅ ǘƘƛƴƎǎ ƘŜ ƻǿƴǎΣ ōǳǘ ōŜŎŀǳǎŜ ƻŦ ǿƘƻ ƘŜ ƛǎ ςa 
magnanimous, likable character, clearlyloved in his community, and amongst his family and 
friends.

²ŜΩƭƭ ŀƭǎƻ ǎƘƻǿ ȅƻǳ ǘƘŜ ǇǳǊǇƭŜ ōŀƎ ǇǊƻƎǊŀƳ ǿƘƛŎƘ Ƙƛǎ ǎƻƳŜǘƘƛƴƎ ǿŜ ŀǊŜ ŘŜŜǇƭȅ ǇǊƻǳŘ ƻŦΦ 

It is an ongoing commitment by Crown Royal. Itprovides communities across America the 
opportunity to pack essentials and goodies in our famous purple bags to be sent overseas as a 
gift to military service men and women in appreciation of their service and sacrifice.
[ŜǘΩǎ ǘŀƪŜ ŀ ƭƻƻƪ Υ
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Crown Royal
H1F19

%
% pt. Chg

H1F17 - H1F19

% pt. Diff.

vs. Notable 

Competitor 

H1F19

Quality 50.9 2.9 2.4

Taste 44.2 5.1 0.8

Talkability 32.1 5.0 3.5

Distinctiveness 53.5 3.7 3.4

Relevance 34.6 5.4 0.3

Good to be seen drinking 37.5 5.0 5.5

Our positioning and execution of it is working. The creative you just saw tested 
exceptionally well with consumers and it  really resonates. 

/Ǌƻǿƴ wƻȅŀƭΩǎ Ŝǉǳƛǘȅ Ƙŀǎ ƴŜǾŜǊ ōŜŜƴ ōŜǘǘŜǊΦ ¢ƘŜ ŎƘŀǊǘ ƻƴ ǘƘŜ ƭŜŦǘ ƘŀƴŘ ǎƛŘŜ ǎƘƻǿǎ ƻǳǊ 
Ŝǉǳƛǘȅ ŀƴŘ ƻǳǊ Ŏƻƴǘƛƴǳƻǳǎ ǘǊŀŎƪƛƴƎ ǎƘƻǿǎ ǿŜΩǾŜ ǎǳǊǇŀǎǎŜŘ ƪŜȅ ŎƻƳǇŜǘƛǘƻǊǎ ƻƴ ŎǊƛǘƛŎŀƭ 
metrics.

Using Catalyst we have also been able to respond and optimize our marketing dollars 
and establish strong and sustainable growth on Crown Royal. 
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{ƘƛŦǘƛƴƎ ƴƻǿ ǘƻ ǘƘŜ ²ƻǊƭŘΩǎ ƴƻΦм LƴǘŜǊƴŀǘƛƻƴŀƭ DƛƴΧDƻǊŘƻƴΩǎΦ
LǾŀƴ ƳŜƴǘƛƻƴŜŘ ǘƘŜ ǊŜǎǳǊƎŜƴŎŜ ƻŦ Dƛƴ ŜŀǊƭƛŜǊ ŀƴŘ DƻǊŘƻƴΩǎ ƛǎ ŀ ƎǊŜŀǘ ŜȄŀƳǇƭŜ ƻŦ ǿƘŀǘ 
ŎǊŜŀǘƛǾƛǘȅ Ŏŀƴ Řƻ ŦƻǊ ōǊŀƴŘǎ Χ ƛǘ ŘŜƳƻƴǎǘǊŀǘŜǎ Ƙƻǿ ƎŜǘǘƛƴƎ ǘƘŜ ŦǳƴŘŀƳŜƴǘŀƭǎ ŀƴŘ 
ŎǊŜŀǘƛǾŜ ǊƛƎƘǘΣ ƛǘΩǎ ǇƻǎǎƛōƭŜ ǘƻ ǊŜ-ignite growth. 
Only a few years ago the brand was declining: tired, losing to the number of premium 
gins entering the market place. 
In danger of losing relevance and its global leadership position: time for a radical 
intervention.
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Running through the framework shared earlier.

INSIGHT: Starting with relevant consumer ƛƴǎƛƎƘǘ  ά[ƛŦŜ ƛǎ Ŧǳƭƭ ƻŦ ŘƛǎǘǊŀŎǘƛƻƴǎ ŀƴŘ 
preoccupations.  It is when we are truly present in a moment that we most enjoy 
ƻǳǊǎŜƭǾŜǎΦέ
BRAND BELIEF: Lƴ ǘƘŀǘ ŎƻƴǘŜȄǘ DƻǊŘƻƴΩǎ Ƙŀǎ ŀ ƭƻǘ ǘƻ ƻŦŦŜǊ ŀǎ ŀŎŎƻǊŘƛƴƎ ǘƻ DƻǊŘƻƴΩǎ 
brand beliefάǿŜ ƳŀƪŜ ōǊƛƭƭƛŀƴǘƭȅ ǳƴŎƻƳǇƭƛŎŀǘŜŘ Ǝƛƴ ŦƻǊ ŜǾŜǊȅƻƴŜέΦ
PURPOSE: This led to the purpose άDƻǊŘƻƴΩǎ ŜƴŎƻǳǊŀƎŜǎ ȅƻǳ ǘƻ ǎǘƻǇ ŀƴŘ ŜƴƧƻȅ ǘƘŜ 
zest of lifeέ
EXPRESSION: And that in turn was used to develop the creative platform:  Shall We? 
/ƘŜŜƪƛƭȅ ƛƴǾƛǘƛƴƎ ǇŜƻǇƭŜ ǘƻ ǘŀƪŜ ǘƛƳŜ ƻǳǘ ŀƴŘ ŜƴƧƻȅ ŀ DƻǊŘƻƴΩǎ ŀƴŘ ¢ƻƴƛŎΦ

[ŜǘΩǎ ǘŀƪŜ ŀ ƭƻƻƪΧ
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IŜǊŜ ŀǊŜ ǎƻƳŜ ŜȄŀƳǇƭŜǎΧ

Simple, enjoyable Shall We? creative, executed brilliantly through the line.
On the top of the slide are two of the outdoor executions displayed across Europe. 

These are expressed in a simple, ownable, cheeky style that cuts through an 
increasingly crowded category.

We also have very successful innovation. Through variants, such as the hugely popular 
DƻǊŘƻƴΩǎ tǊŜƳƛǳƳ tƛƴƪ, only in two years since launch DƻǊŘƻƴΩǎ tǊŜƳƛǳƳ tƛƴƪ Ƙŀǎ 
become one of the most successful innovations in the history of gin. Growing to over 
1m cases, over £380m GBP RSV (NeilsenScantrack/CGA, 12mths to Dec 2018), in only 
its second year. 

IŜǊŜΩǎ ǘƘŜ ¢± ŎƻƳƳŜǊŎƛŀƭ ǘƘŀǘ ǊŜŀƭƭȅ ōǊƛƴƎǎ ǘƘŜ ŘŜƭƛŎƛƻǳǎƴŜǎǎ ǘƻ ƭƛŦŜΦ
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IWSR Value GrowthGross Profit ROI

These excellent fundamentals and creative results are delivering strong performance.
Data from Catalyst clearly shows significant ROI improvement. As you can see on the chart, that 
has been an upward trajectory in the ROI on the assets deployed ƻƴ DƻǊŘƻƴΩǎ ƛƴ D.Φ ²Ŝ ƘŀǾŜ 
similar data across other markets. 
Catalyst led us to optimize media types, timing, and executions / variants ςleading to ROI 
improvements. 

The chart on the right-ƘŀƴŘ ǎƛŘŜ ǎƘƻǿǎ Ƙƻǿ ǾŀƭǳŜ ƎǊƻǿǘƘ ŦƻǊ DƻǊŘƻƴΩǎ Ƙŀǎ ŀŎŎŜƭŜǊŀǘŜŘ ŦǊƻƳ 
relaunch. 
¢ƻŘŀȅΣ DƻǊŘƻƴΩǎ ǇŜǊŦƻǊƳŀƴŎŜ ƛǎ ŜȄǘǊŀƻǊŘƛƴŀǊȅΥ ƘƛƎƘŜǎǘ ǾŀƭǳŜ ŜǾŜǊ ƛƴ ƛǘǎ нрлth anniversary year 
(2019)
bƻǿ ǿŜΩǊŜ ƎƻƛƴƎ ǘƻ ƳƻǾŜ ƻƴǘƻ ƻǳǊ ƴŜȄǘ ŎƘŀǇǘŜǊ ƻƴ bŜȄǘ DŜƴŜǊŀǘƛƻƴ aŜŘƛŀΦ 
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