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Structure of next 45 minutes.....

What changes did we make

What benefits have we seen

Where from here / Q&A

Key improvement themes & specific
actions delivered to enable the
transformation

Specific outcomes we associate
directly with our actions

Ournext horizon of improvement




180+ countries, via multiple

channels
1m outlets called on

o %

16,000 total Sales People
3,000 DIAGEO Sales People
20,000,000 sales calls p.a.

o %

23 core brands, with
~20 brands in the top 100

brands globally

o

....and we operate in a complex & dynamic global environment
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Pockets of excellence
through the organization

o %

4 N

Inconsistent call cycle
definition, call objectives &

reward programmes

Not consistently growing the

category

....which led us to complete a thorough assessment.....




....robust examples of country level change within our
organization...

Go to market progamme F15v F13

Sales People +64

Outlets +8,927
called on

Getting to the ... doing the ... with the ... In the most ;u:tlgoi\rn‘/;nglefor
right places ... right job ... right skills ...  efficient way ... advantage

Cities +44

Outlets per +73
erson

.......eansured progress with a degree of pace in deploying our new approach.

Source: Diageo internal RTC benchmarking F13 —F15
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Suggested best practice Mandated deliverables
Standards subjectively Standards constar?tly
benchmarked benchmarked against peer

group & internal maturities

Part developed customer Deeply engaged & aligned

partnerships customer partnerships
Spectrum of technologies to Tight suite of recommended
support technologies & partners

Sales in based objectives & Sell out centred behaviours,
reward programmes objectives & weighted reward
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Heavy weight
sponsorship,

communication &

\ change plan /

SRR i e e e e

Consistent outlet

universe assessment

approaches & field sales

\ service models /

Wider process,
governance and
capability

\ improvements /

\

T

Sales incentive reward

Cgramme evolved to
drive sell-out /

..this combination proved powerful in driving changes required




...spectrum of strong benefits globally, which continue...

s

~

F13 F15
# of outlets
called on ‘000s

-~

~

F13 F15
% Forecasting
Accuracy

%

4 N

F13 F15
# of outlets
Achieving min. standaty
‘000s

....which are impacting into wider cross functional areas.......

Source: Diageo internal Business Warehouse benchmarking F13 —F15



....and specifically in one region we delivered...

-
+35%

Growth in our sales force

~

resource pool v PY

-
+95%

Growth in outlet coverage v

~

_

-~

+0.3%

Market share growth v PY

~

o %

....signaling we have further headroom remaining to unlock....

Source: Diageo internal Business Warehouse benchmarking F13 —F16



‘Digitise’ distribution through

!echnology enablement/

o

~

Enhance execution &

ividual capability through
‘gamification’ /

4 A

Further develop sales incentive

K reward programmes /

....driving continuous category growth through execution excellence
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svowdion riveel on e SIS /
pu Y

Defining standards and maturities have proven the catalyst to
drive change through

Winning bigger and more sustainably through outlet execution
is an organization effort, not just sales team

The future is exciting & fast evolving in this space as we look for
new methods by which to achieve more at ‘moment of truth’




& Q&A




