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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 ageods control. For more details, pl eas e-looke§satements atthéend of thisidoduroemtar y s
and to pages 48 to 49 of Di adoetbediscal yearmrnded Jundk39 2018, filedavith thE US Sacurtiés and
Exchange Commi ssi on ( SEC)2018FormAR0-Eou)s.t Téh,e 220088 avditaiiledronfizhe 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 chanaoeay i n Di g
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 financial 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 financi al measures are included i n t he-GAAP measuoesto 8AAP measueeds 0f D enf it rhig
2018 Form 20-F.
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A Good afternoon everyone

A 1 am pleased to be here with you today to share the progress US Spirits has made to
improve our growth trajectory toward our goal of delivering quality net sales growth
on a sustainable basis

A We have made good progress and expect this to continue, particularly given the
AUNRY3I USFEFY 6SQUS Lddzu Ay LI I OS

A Our North America Executive Team has changed quite a bit since the last time we
YSU FYyR LQY @OSNER SEOAUSR l02dzti UKS 0Ff Sy
from Ed Pilkington earlier on Marketing, he has joined the NA Exec as our CMO and
has been instrumental in the evolution and advancement of our portfolio strategy

A Additionally, Claudia Schubert has joined us as President of US Spirits and Canada,
and has brought a lot of energy and experience to the business, driving the
successful development and implementation of next generation Route to Market
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significant finance experience from leading CPG companies and has been advancing
our everyday efficiency agenda, allowing us to reinvest in the business for
sustainable growth

A With this talented team| am even more confident in the potential of the North
American business, as well as the US spirits business which is the focus of my
remarks today



A Let me update you on what we have been up to since we last met...



KEY US SPIRITS PRIORITIES

Delivering strong and sustainable performance

Driving growth through data driven insights

Building sustainable leadership in innovation

Ensuring executional excellence in our retdemarket

A These are the key priorities for the US Spirits business
A Our first priority is to deliver strong and sustainable performance

A We will use a targeted approach, leveraging data to ensure that we are investing in the right
brands and categories for each consumer occasion

A Additionally, as competition to win at the moment of choice remains tough in our industry, we
are working to ensure we are innovating to win with consumers over the-termyg

A Last, we are constantly improving our commercial execution and route to market, continuing
to lead the industry in the development of key capabilities in this area
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the industry and our position within it
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TBA Value Share by Subcategory

Wine, 15.4%

US Consumers spend over $220 billion
on total beverage alcohol

a |

Over $85 billion is spent on Spirits

Jirits Value Share by Supplier

Diageo is the market leader in the Spirits industry

Sazerac*, 10%
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Proximo, 4%. Brown Forman Bacardi, 8%
Pernod, 7%

Source: Diageo Estimates based on IWSR, CY 2017; Kfelen® NABCA Combined; L12M Nielsen thru 3/23/19, NABCA thru 3/31/19

A The US is the largest global TBA market with consumers spending more than $220 billion

annually

A $85B billion is spent on Spirits

A Spirits is taking a greater share of TBA, gaining +5pps within the past decade. Spirits now has

37% share.

A Diageo is the leader in the US Spirits industry with share close to double that of the second

largest competitor, a solid foundation from which we will continue to grow




US SPIRITS INDUSTRY A CONSISTENT
GROWTH DRIVER

US SPIRITS INDUSTRY VALUE GROWTH
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Source: Diageo internal analysis; using Nielsen, NABCA, Distributor Indicators, DISCUS, IWSR, and Beverage Information Group
*2019 L12M estimate thru March

A The US Spirits industry is resilient, demonstrating continued growth even during challenging
economic conditions

A For the last five years, the sector has grown around 4%, outpacing much of the broader CPG
category

A The recent increase in growth rates has been driven by a return to F17 volume growth, and
strong acceleration in price/mix, driven mostly by mix as we continue to see a trend toward
premiumization, while price has also rebounded in recent months



STRONG DIAGEO POSITION IN PREMIUM,
OPPORTUNITY IN PREMIUM+

% OF F18 RETAIL SALES VALUE ($)

55%

m Market
H Diageo
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Value Popular Premium Super Ultra Luxury Luxury+
F15F18 CAGR Premium  Premium
TOTAL: -2.3% +0.1% +3.7% +9.0% +7.9% +24.1% +8.7%
DIAGEO: nfa 4.1% +4.1% +4.3% +3.7% +18.5% +11.0%
| DIAGEOF18 Growth Rate:  +5.4%  +73%  +27.6%
Source: Nielsen/NABCA FY185Diageo figures Include Casamigos and exclude sold brands 7

A Diageo is the leader in the premium price tier and overall in a strong relative position in
premium + price tiers

A Though Premium growth has been decelerating, Super Premium+ tiers are accelerating. Giver
this context, we have been focused on accelerating our growth and increasing our share in
Super premium-+ tiers

A2SQ0@S aSSy a2YS S| dub éideddedibyzoui atcel@rationlinkEA8growtt2 O d.
rates across Super Premium, Ultra Premium and Luxury

A Value and Popular have been consistently negative ot #atpporting our continued strategy
to limit our investment in these price tiers



INDUSTRY LEADING BRANDS

ﬁ//;/}rrg
No. 1 No. 1 No. 1 No. 1 No. 1 No. 1 No. 1 No. 1
Vodka Spiced Canadian Gin Irish Rye Scotch Blended
Brand Rum Whiskey Cream Whiskey
Family

Source: IWSR Volume

A We are in a strong position, with #1 brands in 8 spirits categories



LEADING POSITION IN CANADIAN AND SCOTCH,
GAINING IN TEQUILA

% OF F18 RETAIL SALES VALUE ($)
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Vodka AmericanCanadian Tequila Rum Cordial§ Scotch Cognac Gin Irish  Brandy
F15F18 CAGR Whiskey Whiskey Whiskey
TOTAL: +3.3% +8.5% [+4.6% [+105% +0.1%  -0.9% +3.9% +151% +23% +17.0% +4.0%
DIAGEO: -1.9% +8.4% +9.9% \+35.1% +1.6% +4.1% +5.4% n/a +1.1% n/a n/a

Source: Nielsen/NABCA FY185Diageo figures Include Casamigos and exclude sold brands; *Cordials includes Baileys 9

A Looking at growth by category, we are positioned well across key growth categories

A We have a leading share position in Canadian Whisky where we are gaining category share
with Crown Royal

A And we have a good positions in American Whiskey Bitheitand Blade & Bow gaining
share in premium + price points

A In TequilaCasamigoand Don Julio are gaining share, as two of the top fastest growing brands
in the category respectively, and outpacing industry growth in Tequila

A Diageo continues to be the leader in Scotch Whisky and through brand investment and
innovation, our scotch brands are growing 1.5 points faster than the rate of the category

A However, we have more work to do to ensure we are winning across all categories,
particularly in Vodka and Rum

A In Vodka, we have significant brands in premium+ price tiers and in the last 52 weeks we have
increased our growth trajectory in this highly competitive category

A The Rum category has softened over the last two years, now growing at a rate below the
spirits category. We have work to do to improve our performance in rum and | will share
some of our plans later

A Additionally, while Gin is accelerating and growing double digits in many markets around the
world including UK, Spain, Canada, and Brazil, the category remains in low single digit growth
in the US. We have the leading gin brand in the US with Tanqueray and are well prepared for a
ginaissancen the US
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KEY BRANDS ARE SUPPORTING MARKET
SHARE GAINS

VALUE SHARE CHANGH=1 7 F18 F19 YTD
(BPS, TOTAL SPIRITS)
J f‘; -2 +2 +4
Canen Royal. +21 +5 +17
R SAILEF 2 +1 +3 -2
2
@!{Il]lllil) +6 +11 +16

+10 +7 +7

Source: Nielsen CenstsOG+ Liquor thru 3/23/19 & NABCA thru 3/31/19 10

A As you know, many of our key growth delivering brands are continuing to drive share gains in
F18 and F19, with the largest coming from Crown Royal and Don Julio

10



SOME PROGRESS IN VODKA BUT MORE
TO DO

VALUE SHARE CHANGE=1 7 F18 F19YTD
(BPS, TOTAL SPIRITS)

- m 21 21 22

evtglgne -7 -4 +14
CIROC 15 12 11

Source: Nielsen CensuSOG+ Liquor thru 3/23/19 & NABCA thru 3/31/19 11

A However, there is still more work to do in Vodka

A As you can see on this slide, Ketel One has improved significantly this year, driven by the
success of Ketel One Botanicals, and is now gaining share

A Cirochas also improved, but there is more to do in order to return the brand to growth

A We still have work to do on Smirnaffwhile brand equity scores have improved, our
performance is not yet where we want to see it. We have increased our share of voice in
media and updated our packaging in F19

A While Smirnoff is in growth in about half of the states in the US, some large underperforming
markets are a drag on our growth. We are making specific interventions to improve this trend
and have high expectations of new innovations to driveaeruit and recruit centric strategies

11



CAPTAIN MORGAN PERFORMANCE

CHALLENGED
Value share change F17 F18 F19 YTD
(bps, Total Spirits)
(aptainMorgan -8 -10 -19

OUR STRATEGY
Recruit more diverse consumers
Launch interventions that can deliver an immediate impact
Reposition in culture through a new platform
Improve physical availability & drive breakthrough innovation
Overcome liquid perceptions and regain bar / shelf prominence

Source: Nielsen CenstsOG+ Liquor thru 3/23/19 & NABCA thru 3/31/19 12

A The Rum category has been challenged over the last few years as consumers, seeking to
explore different flavors, formats and recipes, have moved to increasingly include whiskies and
tequila in their repertoire of occasions

A The shift in consumer behavior has had a negative impact on Captain Morgan share since F17
In F20 we are looking to address this by playing both offense and defense

A For instance, we aim to communicate functional product messaging that features a variety of
simple serves to address consumer perceptions about the versatility of rum, as well as to
recruit new female, multicultural drinkers in new occasions

A We will also improve physical availability and excitement at retail by offering programming
with new formats and Value Added Packaging

A All of this is designed to broaden the consumer basgéthout losing the current core user

A We are being smart in how we spend our investmante will also learn a lot with a new
Odzf GdzNF £ LI F0F2NY 6KAOK &2dz2Qf f KSIN Y2NB |
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GROWING BROADLY IN LINE WITH
INDUSTRY IN F19

DIAGEO 7%

Volume

Price/mix

F17 F18 F19 H1

13

A Overall, our increased investment and focused execution has put us within reach of industry
growth. Qverthe past decade we have seen the spirits industry growing at or above 4%
growth over that last decade. A year ago we saw a softening in MAT growth rates however
NEOSyidte 6SQ@S asSSy |y | OOStSNYdA2y gAGK
thus far

A Though we lagged the industry in F17 and F18, we grew broadly in line with industry in the
first half of F19

13



IMPROVING SHARE TRAJECTORY,

ACHIEVING SHARE GAIN DIAGEO

DIAGEO VALUE SHARE PERFORMANCE
(Y/Y BPS)

-23
FY16 FY17 FY18 F19 YTD

Source: Combined NABCA & Nielsen 45 chains in food, drug and mass liquor, F19 YTD compared to F18 YTD through Mar 2019
1 Includes Casamigos and excludes sold brands 14

A Here, our performance is shown in terms of industry share performance
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through March 2019, a result of our continued focus on investing in our growth

14



A GREAT PLACE TO WORK

DIVERSE & INCLUSIVE CULTURE INVESTING IN OUR PEOPLE

auMan  WORKING
RN MOTHER

LIVING OUR PURPOSE BUSINESS RESOURCE GROUPS
& J¢ CONECTADOS “ ..
/ VFV Rainbow Network

ot [BY@B]  GREENIQ
Queco  NexEEen [ PAN

JANE WALKER" BY
JOHNNIE WALKER
KEEP WALKING AMERICA
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A As Ivan referenced earlier, our brands and our performance depend on the talent and
commitment of our employees

A We value a wide range of viewpoints, experience and skills to better understand our
consumer. Diversity and Inclusion is a core value at Diafpg@ur business to thrive, we
depend on diverse talent

A Our NA Exec team is composed of 40% women and across the U.S., our workforce is 28%
ethnically diverse and our senior leadership workforce is 16% ethnically diverse

A We encourage strong personal and professional networks among our teams to foster a shared
sense of value and connectivity. For example, we have a number of Business Resource Group
that are active in empowering and connecting our employees

A Just today, consistent with our commitment to diversity, we announced a new parental leave
policy for both men and women offering 26 weeks for North America employees
testament to our commitment to diversity

Avra | NBadzZ G 2F 2dz2NJ O2y Ay dzSR F¥20dza FyR STF¥F
several awards and recognition from prestigious organizations
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KEY US SPIRITS PRIORITIES

Delivering strong and sustainable performance

4 f. . Driving growth through data driven insights
(] .
ks

k 2 Building sustainable leadership in innovation
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Ensuring executional excellence in our rotdemarket

16
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investment to where we have confidence
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Impacts our commercial strategy
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MACRO TRENDS
ANALYSIS

MICRO
INSIGHTS &

NEW TOOLS I

PORTFOLIO STRATEGY

A To inform resource allocation, we regularly review our portfolio strategy
A We consistently look at the macro trends around:
A shifting occasions
A consumer cohorts
A category / shopper preferences
A and other trends
A Along with the macro trends we also look at micro insights, leveraging tools / capabilities we
have built with robust data and analytics including:
A Commercial analytics engines built with outlet level detail
A And tools like Catalyst, which Ed discussed in detail earlier that we deploy to size and
analyze future profit pools and run ROIs against our marketing investments
A We use the macro and micro analyses to inform our investment strajsggmenting brands
into focused groups that define the level and type of investment required to delivertemng
sustainable growth

17



HOW WE WILL DELIVER GROWTH  DIAGEO

Consumer Geographical
Consumer Trends , . e
Occasions Differentiation

Deliver vibrant experiences and activation
at point of purchase

Continuing to optimize investment in our brands

Unlock the next wave of growth

A
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A In order to deliver sustainable growth, we are focused on developing a granular understanding
of our consumers through improved data capabilittfecused on identifying key consumer
trends and occasions, as well as geographical differentiation

A We are also targeting our investment against key strategies including vibrant experiences,
optimizing A&P investment against our brands, and unlocking the next wave of growth
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CONSUMER TRENDS: A CONSISTENT
ORIENTATION TOWARD A CONSUMERT STRATEGY

CONSUMER TREND S5LIDO9hQ{ Ch/ | {

brands at lower price points sold to

Premiumization . ) .
Sazerac; focus on premium+ innovation

Aged 50+ Targeted investment against older
Consumers consumer cohort

More occasions at Activating against lower tempo,4n
Home home occasions

Local Community
Connections Local events planned in F19

Source: Diageo Category Forecasts; Numerator (20ibward Brown 2018); Match Hub 2018 19

A In order to ensure we are making the most impactful investments, we are Hgpased on
key consumer trends

Al SNB: 6SQ@S KAIKEAIKISR F2dzNJ 2F GKS 1S& GN
focus to take advantage of these trends

A As | shared earlier in regard to price tiers, we continue to see premiumization in US Spirits
market. What this means for us is that we are shifting our focus away from Value brands, as
seen in our sale of 19 brands to Sazerac. This is also evident in our strategic focus on
premium-+ innovation

A In terms of demographics, consumers who are 50 or older spend more money on spirits than
any other age cohort. Furthermore 50+ age group is currently the largest LDA+ population and
Is projected to continue to be so through 2030. Right now, 4 in 10 of the spirits brands 50+
consumer drink most are owned by Diageo, but there is still significant opportunity for us to
continue to penetrate this age cohort

A2SQONB |fta2 aSSAy3a ihodd\dBehsisRvhighliduddladidinykayl @ A Y
innovations aimed at the lower tempo,-abme occasions lik&ero Sugar Infusions and Ketel
One Botanicals
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than 2,000 local planned events in F19
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CONSUMER OCCASIONS:
INVESTING BEHIND QUALITY INSIGHTS

SMIRNOFF  KETEL CIROC CROWN BULLEIT DICKEL Jw BUCHANAN MALTS

Key . I .
ST N N
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A Our consumeffirst strategy is built around insights to accelerate growth and is focused on
consumer occasions. This focus is supported by a number of research studies that confirm
that consumers buy occasidirst

A We've developed a new consumer choice framework, built on analysis of 30,000 occasions
across 8,000 consumers.

A We have developed 4 macro territories in the US consumer choice framework, examples of
which include:

A Familiar Moments Moments to relax and reset in familiar company and
surroundings, with a drink you know and love

A Upbeat Moments Moments that are energetic, upbeat and social, with drinks that
match the feeling

A hy (GKA&a at ARS> @2dQfft &4SS I AINARR 2F adz
where research shows our brands over or unahtex vs. competitors
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would see a number of our more premium brands like Ketel One and Johnnie Walker with
well-known premium positioning popping up

A Amber and red bar represent areas where particular brands under index on a particular
occasion. So, for example the red bar for Smirnoff in Out to Impress indicates that Smirnoff
under-indexes in this occasion relative to other brands. Brand teams utilize this data to
inform investment decisions

A While segregating consumer occasions to make investment choices is not new, the quantity
and quality of data and the improved analytics underpinning the choices have significantly

20



improved the quality of our insights. These insights inform our investment choices
and growth drivers
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GEOGRAPHIC DIFFERENTIATION:
TOP 10 CITIES DRIVING DISPROPORTIONATE GROWTH

Data analytics being leveraged to identify where future market growth is coming from

Comparison of F18 Depletions vs. Contribution to "New" LDA growth thru F22

These 25 DMAS represent 34% of

6.0% . Diag £ will
- ace growth /

These 185 DMAs represent 66% of
lageo's , but will only
growth

Geographical
Differentiation Informs
our Allocation of
Resource

Diageo F16-F18 depletion growth was 0.5 points less
@ than Fi6-F18 growth in # of LDAS in the DMA

0.0% 1.0% 20% 3.0% 4.0% 5.0% 6.0% 10%
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A A granular understanding of exactly where our consumers and the best opportunities are is
1S58 G2 FTOKASGAY3A 2dzNJ ANRGgUOK 3I2Ffax az 6SQ¢
analyze consumer changes and growth by geography

A For example, we know that half of volume growth for Spirits comes from increases in the
number of individuals of Legal Drinking Age (LDAS)

A The number of LDA consumers in the US will grow by 10M people between 2018 and 2022

A However, this growth varies significantly across the country. So we use census data to analyze
which cities will drive a disproportionate amount of the growth in LDA consumers

A This work is used to identify target markets for brands and allocate resources by geography

A The cities that will drive a disproportionate amount of LDA growth relative to current volume
size fall in the green triangle

A We are prioritizing investment activities on markets that will drive a big portion of new LDA
O2 y adzYy SNa ¢ C2NJ SEIF YLX ST LINA2NARGE OAGASA N
to drive more than 30% of growth given the demographics

A This city strategy has become instrumental in our marketing and commercial execution plans,
KStLIAYy3 dza 2 ARSYGATEe GKS NRIKG YINJSGa 7
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develop key data analysis tools to inform our strategy
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