Consumer mega trends
underpin our confidence In
the future of Single Malt

GREGOR MINA

Global Head of
Insights & Innovation
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These drivers have resulted In
Single Malt consistently ...

3 Partner Conference 2024 WHYTE & MACKAY



recrulting new

i

s

\
i

s




But why has it successfully recruited
more consumers than other categories?

Single malt megy

consumer neeq
aspirations befter
than other spirg=

A growing number
of consumers can
afford to buy it
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For many Single Malt is the
“"Original Craft” category...
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RARE

IS REVERED

Qut-Performed

The S&P 500

Rare single malt whisky
s the best performing
luxury asset over the

past 10 years...

Partner Conference 2024 Source: Knight Frank Wealth Report 2024, Yahoo Finance

Rare Single Malt
Price change over 10 years (%) . +2 O%

S&P 500

+158%
Wine

+146%

Watches

+138%

Art

+105%

Cars
+82%

Handbags
+67%

Coins

+56%

Furniture
+40%

Jewelry

+37%
Color diamonds
+8%
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“Societal trends” make Single Malt more
accessible to more people than ever

Younger
Consumer
Base

Expanding Growing

Middle-Class Affluence
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SILENT GEN
BOOMERS

EVERY GENERATION g

THAN THE ONE BEFORE

Today, Gen X are the biggest
spenders, making up 23.5% of
total global spending

By 2034, Gen 7 is expected to
lead global spending growth,
adding $9 Trillion

Societal Drivers
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In total, Millennials and Gen Z will spend
more on Spirits than older Generations

GenlZ

Millennials

Baby Boomers
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Single Malt W|II
continue being
propelled by
growth of the
middle-classes

Global middle class: 3.8 bllﬁon

-
Growing by 160 million/year =

Asia accounts for 40%- gﬁw’rh 2
China has largest mlddle CI%

. Wﬂ‘“
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By 2047 the middle class and rich will outhnumber the poor in most nations

Year: 2001

. Poor is Majority Middle Class Surpass Poor . Rich Surpass Poor

Societal Drivers
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THERE ARE MORE
MILLIONAIRES

IN MORE PLACES THAN EVER

Western Europe

o 282

13% The U.S. has the most
millionaires globally, with 38%

(5.4 million), more than
South-East lreland’s population

U.S
380/ | Western Europe has the same
0 number of Millionaires as Asia

China has 13% of the world's
millionaires, but 15,200 are
expected to leave in 2024

Societal Drivers
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Population

Middle East . +50%

- o
Lo’rln Amerlca __ Y 0%
‘Affica i +0%
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Societal Drivers
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Single Malt has afttributes & benefits
which meet consumer needs better
than other spirits categories
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The Single Malt category benetfits
from “Affitudinal” drivers:

DRIVING
Eaa——)

Fewer But

Premiumisation
Better
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Attitudinal
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Drivers

Reducing quantity but not
quality

“,leg over Convenience

A desire for premium, everyday

uxury
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The positive impact of these “attitudinal” drivers

can be seen when asking consumers if they'd prefer...

One Luxury / Super Premium Quality Drink

Two High Quality / Premium Drinks

Three Medium Quality Drinks

Five Vo

Attitudinal Drivers

Source: CGA by NIQ, 2023



Since 2020, global events ha » tww influences...
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falyzed new frends:

fealth Oﬁéﬁvellness: heightened
ocus, nising demand
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But these new trends compliment,
not contradict, "Fewer but Better"
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-Covid, people \

Resulfs In less frequen
consumiption







Light & Medium consumption of spirits is increasing as consumers
premiumise and focus on fewer but better consumption occasions

China India Latin America US and Canada Europe

28% N2
37% 34% 370 TN 32%
59% N2
35%
32% 35%
33%

27% Ky

¢ ™

W1 2023 W1 2024 | W1 2023 W1 2024 | W12023 W1 2024 | W1 2023 W1 2024 | W12023 W1 2024 | W1 2023 W1 2024

Light m Medium mHeavy
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Mindful consumption vs. mass

—

proguction
\ » -

Driven by younger people

Authentic, hand made products

Impact of 2020

]
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We've now seen how Single Malt is
perfectly positioned to continue recruiting
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People increasingly. value more meaningful

[ ]U ” |f Il@] ﬂ connections in their everyday lives

Connection;sharing, & spending time together
can be digital or physical

@ 1
@ ﬂ ﬂ @ C ﬂ© ﬂ Finding their tribes [FAuthentic connection

Human Connection l,
WHYTE & MACKAY
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of 18-44-year-olds-engage in
digital communities, more so than
’rhey do inrreal life communities.
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Single Malt is uniquely placed to grow share of
Post-COVID socializing occasions
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Our goal is fo recognise all forces
shaping the Single Malt category
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Understanding Single Malt
Consumers Better

WHYTE & MACKAY
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Unlock brand growth by understanding how to
recruit consumers more effectively

Understanding
Human
Emotions

Parinering with Leveraging

Global Experts our porifolio

40 Partner Conference 2024 WHYTE & MACKAY



We Invested in three major global studies
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Kantar
Needscope

Kantar
Pathways

Category
Drivers

Why?2 To understand
To unders’ronpl To dlﬁi\r:gseg?nnsﬁr\;gsf how brands meet
Shopper behaviours Demand consumer's emotional
needs
So what? ConsUMers are more Packaging is the most Brands that connect
. . important driver of emotionally are in
similar than difterent Consumer Demand more demand
Key outputs Kev arowth drivers 1o How packaging can A framework to guide : &\
v Y9 drive taste and quality how our brands meet & \

overcome barriers . : o
messaging emotional needs \ \

» £
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We understand HOW Malt shoppers
Inferact with the category...

Gifting Replenishing
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By adding consumer insights,
we now understand WHY. ...
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What consumers told us:

Simple Trusted Emotion

navigation brands guide influences
aids choice choice choice
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These important levers consist of 3 categories:
Fundamental, Expe»rience, & Emotive
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AlTacrive Packdging

is the most important drivergof equity
in the Single Malt category

This is foundational, underpinning
most other perceptions that ladder
tO Dbemand and PricingPower

e

Key Learning
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These brand levers aredsn

experiential
°Packa‘ ’n

tolhelping land tas
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Key Learning




-S’roryﬁellmg can bé‘
modern or traditional
on the brand
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Consumers told us that Emotion influences
their purchase choice

Emotion

influences
choice
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How can our brands can betfter meet
consumer's emotional needse

53 Partner Conference 2024 WHYTE & MACKAY



NeedScope is a framework which helps brands position themselves
in clear emotive territories that meet consumers emotional needs

The Six Emotive Territories

Fun-loving Bold

Carefree Dynamic
Spontaneous Independent

Friendly ’ Self-assured
Approachable ‘ Assertive
Open ‘. Forthright
Careful Focused
Caring Competent

Sensitive Controlled

Clear framework of the different emotive positions
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Our brands occupy distinct emotional territories across the category
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Popular Rounded & Shared Pleasure Innovative Intense Richness Feels Daring
Versatility Smooth Impact
SINGLE MALT SCOTCH WHISKY
DALMORE
Reassuringly Mellow & Rewarding Wind- Prestigious Sophisticated & Feels Exclusive,
High-Quality Comforting Down Opulence Rich Special
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This allows us to use our porttolio to meet distinct
consumer needs & play in different occasions

To understand Emotive brands Emotive clarity

brands' are more in and consistency
emotional impact demand drives success

And 1o help shape brand strategy
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WHYTE & MACKAY

SHAPING OUR FUTURE

TOGETHER

Consumer recruitment has been crucial
to Single Malt’'s current success...

...and future growth
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