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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

Di ageob6s control. For more details, pl eas e-looke§satements atthdéend of thisidoduroemtar y s
and to pages 48 to 49 of Di adoetbediscal yearmrnded Jund&k39 2018, filedavith thE US Sacurtiés and
Exchange Commi ssi on ( SEC)2018FormR0-ou)s.t Téh,e 2200:H 88 avditalilecironizhé 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 pri sdtiopanpagesi sks s
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-l ooki ng st atements to reflect any charooeay i n Di 3
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

AneGPAAP financi al measureso under SEC rules: Vol ume, Or gaexceptiongls owt h f
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-

I ASB financial measures are included in t he-GAAP measuoesto EAAP measueeds 0fi D enf it rhig
2018 Form 20-F.
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Cristina Diezhandino Edward Pilkington

Scotch Category Director and Managing North America Chief Marketing &
Director Reserve Innovation Officer

Good Morning. We are delighted to have the opportunity to share the stage today.
My name is Ed Pilkingterthe CMO for Diageo North America. | have been at Diageo
for over 20 years, starting as a Guinness graduate. In that time | 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 | was leading marketing and
innovation across Europe.

And | am CD, | lead Scotch & Reserve brands globally.

Prior to Diageo | worked for Unilever and Allied Domecq. | joined Diageo 13 years ago
and | 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 |
have been a General Manager.

Ed and | represent the two parts of our marketing organization that work in

partnership to drive our business



Mental Availability

Physical Availability Occasion Based Segmentation

AJ

Measurement

As a team, we aim to be a best in class marketing organizdtos means having a strong
foundation in insight and data, great creative flair and being restiEsis. 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
NBEONHzZA G O2yadzyYSNE® tdzi aAyYLI & 6S R2 (GKAA 0¢
and by making it easy for consumers to buy them, where ever thattiserwise known as

mental and physical availability.

The consumer is at the heart of all we ¢lave 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 datst time you were here we

introduced our Marketing Catalyst platforrfihis industry leading approach to marketing
measurement aneptimization has been implemented globally across DiagepeHilly a few of

you will have managed to engage with it last night but it really has made a huge difference to oul
organisation

[ $GQ38 NBYAYR 2dNBESt 0S4 2F 6KIG /ldrfead Rz
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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 marketel
invest wisely, and we havededicated marketing effectiveness team to support them.

There are two core elements within Catalyst: a Strategic Model and a Growth Driver Model.

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

A The 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.

A Equally important is the culture and capability change we have achieved. We have created an
ROI and effectiveness culture which has helped with both-teng planning and short term
optimization.



CREATIVE EXCELLENCE
NEXT GENERATION MEDIA

WINNING IN EXPERIENCES & CULTURE

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
Fdzy OtlA2yd 2SS | fa2 NP NBadfSaa yR F3IAfS:
progress in effectiveness, incorporating best in class tools like Catalyst, we are constantly
GKAY1AY3a Fo2dzi GKS O2yiGAydzzdza OKFy3IS Ay (K
be ahead of the game.

2SS +ft 1y2s GKFEG GKS g2NIR A& OKIFy3aAy3a Tl a
In order for us to continue winning share, we misep pace with the evolving consumer
SYGANRYYSYGXLY LI NGAOdzE NI GKSNB NB F2NDOS
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 Catalyg must stay restless to stay
ahead and prepare for what is coming.

Specifically, Ed and | are going to talk about:

A Creative Excellence

A Next Generation Media

A And winning in experiences and culture

[ SG Q& adGlFNI 6AGK / NBlIGAGBS 9EO
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INSIGHTS PURPOSE EXPRESSION EXECUTION

Why is creative excellence important?

It is the DNA of marketersembedded inourcultureeLy G 2RI &@Qa ¢2NIX RZ ON
FoAfAGe (G2 Odzi GKNRdzZAK® LQY 3J2Ay3 G2 Gl 1S &
excellence:

INSIGHTWe always start with a consumer centric approach, establishing a consosigit, & !
LISYSGNY GAYy3 RAAO2OSNE | 02dzi O2y adzYSNIZ2 NKA K 3
relevant to consumers.

PURPOSHaving those solid foundations of clear and distinctive brand positioning; clarity on
GKS N2fS GKS ONIYyR ySSRa (2 LX I & Aypupasy, adzy
0KS aAy3tS YAYRSR ONBRAOGES IyR NBtSQOlIyid oI f
EXPRESSIORis leads to thexpressionof the marketing for the brand: what is the right tone,
character, visual imagery, and languale brand will use.

EXECUTIONVhen we do all of this well, we get to strong, consistent platform ideas and growth
drivers that we camxecutethrough 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
gKIFG RARYQOG 62N] FyR ¢KIFIG ySSRa G2 0SS OKI y:
drive brand performance.

We are going to bring the power of creative excellence to life with two different examples of how

creative excellence worksrfowo differentbrands, different categories, different geographies
and two different stages of brand developments.



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 angremiumiseghe brand.

¢KS ON}YRQ& LJzN1}2aS 2F daLb{tLwLbD 9-/9t ¢Lht
is stitched into our history as Crown Royal was created as a gift to the Royal family, when they
visited Canada in 1939.

INSIGHT¢ KS Ay aA3aKd I NRPdzyR GKS ONJIYR A& it@sbettd G N
G2 3IAGS GKIYy NBOSAGS:éd

Crown Royal was always been seen as an icon of st&tuswe 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.

EXPRESSIOANRd we bring this to life by showing across our executionsdtnae wealth is a
ISYSNRdza ALIANRG €
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GOT l-.-I;ALL LIVE GENEhOUSLY

AND LIFE WILL

Hang with Thomas
and Score VIP
Tickets to His Show

{2 6SQff akKz2¢ || OARS2 UGKIUG aK2éa 2dz2NJ NBOSy
,2dzQf £ aSS | FAMIWRI KaAlY yorlyad E5KANES Goie2 NJ { LA 1 S
lfdléy R KSQa 3I2G AG Fft y20 06SOlIdzaS 2F caKS 7T
magnanimous, likable character, cleddyed in his community, and amongst his family and
friends.

2SQff Frfaz akKz2g @&2dz GKS LIJzZNLIX S o6F 3 LINPIAINI Y
It is an ongoing commitment by Crown Royaprtivides 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.
[ SGQa dGF1S | t221 Y
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IWSR Value Growth

HIF19 9% pt. Chg RANEELIEY
% GHISVEGEEE] Competitor [

Crown Royal

Quality

Taste

Talkability
Distinctiveness
Relevance

Good to be seen drinking

CYo7 CY08 CY09 CY10 CY1l CY12 CY13 CY14 CY15 CY16 CY17

Source: IWSR

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

I Negy w2elfQa Sldzadge KFa yS@OSNI o6S
SljdzAtGe YR 2dzNJ O2yGAydz2zdza GNJ Ol AY
metrics.
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Using Catalyst we have also been able to respond and optimize our marketing dollars
and establish strong and sustainable growth on Crown Royal.

Q¢
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{KAFGAY3 y2¢ (G2 GKS 22NIRQa y2dém LYUGSNYI
LAYy YSYiAz2ySR (GKS NBadzZNESyOS 2F DAY St N
ONBlI GAgAlGe OFy R2 F2NJONrYyRa X Al RSY2ya

ONBI GAGS NI IK-glitegroivid LI2aaArAofS (2 NB
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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GORDON'S

..SHALL WE?

Running through the framework shared earlier.

INSIGHTStarting with relevant consuméry & A I K G[ AFS Aa TFdz ¢
preoccupations. Itis when we are truly present in a moment that we most enjoy

2dzNBE St @S a de

BRANDBELIEEY GKIF G O2y GiSEG D2NR2yQa KIF&a | f2i
brandbeliefd 6 S YI {S ONARttAlFIyGte dzyO2YLX AOFGSR
PURPOSHhis led to the purpos@D 2 NR2y Qa4 Sy O2dzN} 3Sa &2dz (2
zest of lifé

EXPRESSIOAd that in turn wasuised to develop the creative platfornShall We?

/| KSS1Afe@ Ay@AaAGAy3a LIS2LX S (2 Gr1S G4AYS 2d:
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STOP
YOU HAD ME
AT GIN

Gortonis ﬂl GORDONS

..SHALL WE? ) ..SHALL WE?

9. . CHeg
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| SNB INB &a2YS SEI YLX SaxX
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
D2 NR2y Qa t,NdyVnkvazYears dinfellaunéh2 NR2y Qa t NB YA dzy t
become one of the most successful innovations in the history of gin. Growing to over

1m cases, over £380m GBP R$&ll§éenScantrackCGA, 12mths to Dec 2018), in only

its second year.

| SNBQa (GKS ¢+ O2YYSNOAFf GKFG NBFffe o0NR

14



IWSR Value Growth
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GORDONS

..SHALL WE?

These excellent fundamentals and creative results are delivering strong performance.

Data from Catalyst clearly shows significant ROl improvement. As you can see on the chart, tha
has been an upward trajectory in the ROl on the assets deply¢d D2 NR2y Qa Ay D
similar data across other markets.

Catalyst led us to optimize media types, timing, and executions / vardatgling to ROI
improvements.

The chartontherighKF YR aA RS ad4K2ga K2¢ OFfdzS INRSOIK
relaunch. )

C2RI&X D2NR2YQa LISNF2NXI yOS Aa haumivedsargyeR A y I N
(2019)

b2 6SQNB 3F2Ay3A G2 Y208 2yi2 2dNJ ySEG OKI LI
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