A creative spin to
innovation in Retail




Of passengers visit the
DF store to browse
around

Of purchases are
driven by brand
loyalty (+16% vs Pre-
Covid)
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Of total 2027 growth
will come from
Premium+ segments
(vs 2022)

Of buyers purchase
unique / DF exclusive
products (vs pre




WHY do
travelers

NOT visit
the store



CUSTOMER JOURNEY

Hybrid and Omnichannel Digitalization and some new "
Customer Journeys (old) technologies UL | S B
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Elevated (Personalized)
Experiences
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92()/0 Of travel customer do

research online before COYRVOJSIER

the trip WELCOME TO
MAISON COURVOISIER

Omnichannel is the only "Rty S
road ahead Y . 3

Gen Z (62.7%) and Millennials (64.6%) are
twice as likely as Boomers to use
omnichannel approaches (32.9%)

5
53.7% of Gen Z and Millennials shop more
from brands that have an app versus 20.5%

of Boomers N, ,
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Omnichannel

HEI & Oakley Pre-flight digital
campaign

# beamsuntory.pages.dev

A GIFT for YOU

Visit us to purchase Maker's Mark
Cellar Aged and recelve your
complimentary gifti®

» Shopper segmentation targeting departure-arrival
» Shopper engaged pre-flight to win a VIP experience
at final destination

» Activation across all digital touch points (incl.

boarding pass)

AGE IS

more than

JUST A NUMBER

5 Maker's Mark.

Maker's Mark Cellar Aged

-awaited, first-ever older expression

Available at a
Duty Free near you

Screenshot this Image to
redeem your
complimentary gift at the -

airport shop KQ_,

Become an Ambassador for (nsider Add ride Rental Cars
#ccess 1o the best of Maker's
Mark

Maker’s Mark & Uber Campaign
JFK (US)

» Qualified Shoppers taking Uber from NY into
JFK to be impacted

* GWP to be redeem at the airport

» 3% Conversion into Store expected




Technology
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AR/VR Applications

Robotization




1/3 r Of passengers visit the

DF store to browse
around

Elevated Personalized
Experiences

88.2% of Gen Z and Millennials want to engage with their favorite shopping center
versus 53.3% of Boomers

84.3% of Gen Z and Millennials are more encouraged to shop in stores with

personalized in-store recommendations based on previous shopping history versus
59% of Gen X and Boomers



Elevated Personalized
Experiences o s MandLTo o e

» Local limited edition only available in JFK

» Developed with NY On-Trade famous bar owners
» Synergies domestic-travel retail

» Shopper driver: Local gift + Personalization

Sipsmith Christmas Pop Up -
Picadillly London (UK)

» Celebrating a local seasonal moment

+ The festive period is the key theme of the
experience - not the liquid/brand

» Shopper driver: Personalization of Xmas
Stocking



Tech might power the Fourth Industrial
Revolution but success will come to those
who understand their shopper best and
can tailor the experience anytime,
anywhere

Disruption on
the Retail Space

Stand out for Consumers in their memories with
creative distinction
Goal: become meaningful / become different




Disruptiveness

Live Commerce rapidly expanding
from east to west

= FIGHT & TERRITORY .-

» Transforming classic online shopping
DURING THE LIONS RUGBY TOUR OF NEW ZEALAND FANS ACTUALLY SPEND MORE TIME AT THE AIRPORT THAN THEY DO IN THE STADIUMS.

= Higher engagement with Gen Z and Millenials
S0, TO BRING A BIT OF EXCITEMENT T0 THE MOST BORING PART OF THE TOUR WE BOUGHT EVERY SIGN AT THE AIRPORT AND OFFERED
THEM T0 OUR RIVAL SPONSOR, FOR FREE. THERE WAS JUST ONE CATCH. THE FANS HAD TO FIGHT FOR THEM.

through the role of Influencers
» Conversion rates above 7%
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« Immersive shopper engagement
* 2,5mn people at the airport
+ +5% Steinlager sales / +18% Guinnes sales
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