HEINEKEN

Purpose

We brew the Joy of True Togetherness to inspire a

better world

Ambition

We shape and premiumise the future of beer and
beyond

Values

Passion for consumers and customers
Courage to dream and pioneer

Care for people and planet

Enjoyment of life

Key Financials

Key Operating Results

Investor Factsheet
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Leading Brewer in Malaysia Portfolio of World-Class Brands

T : 11 brands and 98 SKUs
= With history dating back to 1964 )
= Listed on Bursa Malaysia since 1965 51 Putra Brand Awards since 2010

Part of the HEINEKEN Company 1 brewery and 13 sales offices

= 51% owned by HEINEKEN NV
= 49% by the public

throughout Malaysia

Brew a Better World 2030 supports the path to

Moderation and no harmful use
Inclusive, fair, and equitable world
Zero Impact on the environment

Key Performance Highlights

Q1 FY2026 versus Q1 FY2025

RM milli Q1 Q1 Change D For Q1 2026, Group revenue decreased by 13% year-on-year, mainly
mittion 2026 2025 % due to softer consumer sentiment and a deliberate and proactive
Revenue 664 764 13 reduction of the Group’s sales ex-brewery to align with the challenging
Operating profit 1441 164 Y market dynamics, laying a foundation for stronger underlying momentum
- oing forward.
Taxation 33 39 A5 9o
Profit after tax 104 122 -15 Operating profit and profit after tax decreased by 14% and 15% respectively,
Net cash from operating activities 268 121 121 in line with the lower revenue, with support from revenue management and
continued cost discipline.
Net cash from operating activities increased significantly in Q1 2026 compared
RM million Q1 Q1 Change to Q1 2025, mainly due to timing-related working capital movements, driven by
2026 2025 % higher collections post-CNY, while trade receivables were lower in line with
Total assets 1,253 1,275 ) lower revenue year-on-year.
Total liabilities 618 614 1 The operating working capital % of revenue in Q1 2026 reflects the higher
Reserves 484 510 -5 collections and lower trade receivables, as noted above.
Total equity 635 661 4 The financial ratios remain generally stable and consistent with the Group’s
Capex 6 17 -65 ongoing operational performance and financial management.
Y oY Outlook
Financial Ratios
2026 2025 . The market outlook remains soft, with continued uncertainty amid geopolitical
. . w10 R challenges particularly in the Middle East crisis and subdued consumer
Operating working capital % of revenue 12.87 0.41 sentiment. These conditions are expected to continue weighing on demand and
EBITDA margin 24.60 24.99 cost pressures, underscoring the need for sharper focus and execution. Guided
. by the EverGreen 2030 strategy, the Group remains focused on disciplined and
Return on equity 22.26 24.79 agile execution to strengthen fundamentals, step up productivity and build a
Debt to equity 0.97 0.93 more resilient, future-fit organisation.
Earnings per share (sen) 34.58 40.44 o Following the announcement on the transition of Asia Pacific Breweries
Net assets per share (RM) 210 219 (Singapore) Pte Ltd to an import-based supply model, the Group’s exports are

EBITDA: Earnings before interest, tax, depreciation and amortisation

expected to start in Q3 2026. This development supports the Group’s
EverGreen 2030 strategy to optimise supply chain capacity, enhance
economies of scale and improve operational efficiency.



Top 10 Shareholders as of 31 March 2026

Analysis by Category as of 31 March 2026

Number of
Name of shareholder shares held % Number of %
1. GAPL Pte Ltd 154,069,900 51.00 shareholders Number of shares held
2. Citigroup Nominees (Tempatan) Sdn Bhd 6,996,780 2.32 Malaysian 13,808 90,111,013 30
Great Eastern Life Assurance (Malaysia) Berhad (PAR 1) Foreigner 924 211,986,987 70
3. Citigroup Nominees (Tempatan) Sdn Bhd 4,048,700 1.34 Total 14,732 302,098,000 100
Exempt An for AIA Bhd
4. UOB Kay Hian Nominees (Asing) Sdn Bhd 3,980,838 1.32
Exempt An for UOB Kay Hian Pte Ltd (A/C Clients)
5. Cartaban Nominees (Asing) Sdn Bhd 3,549,700 1.17
The Bank of New York Mellon for Virtus KAR International
Small-Mid Cap Fund
6. DB (Malaysia) Nominee (Tempatan) Sendirian Berhad 3,166,600 1.05
Deutsche Trustees Malaysia Berhad for Hong Leong Value
Fund
7. CIMB Group Nominees (Asing) Sdn Bhd 2,271,900 0.75
Exempt An for DBS Bank Ltd (SFS)
8. Tai Tak Estates Sdn Bhd 2,156,000 0.71 Home of World Class Brands
9. Key Development Sdn Berhad 2,037,000 0.67 A brand of choice for every occasion
10. HSBC Nominees (Asing) Sdn Bhd 2,028,884 0.67
JPMCB NA for Vanguard Total International Stock Index Fund
Total 184,306,302 61.00

Sustainability

As a responsible and progressive organisation, we believe in the long-term sustainability of our business. Sustainability is not just an ambition; it is an
integral part of EverGreen 2030, our strategy for long term, organic growth. Brew a Better World (“BaBW?”) is our long-term approach to doing business
the right way to ensure we are fit for the future and to support growth and productivity. As we enter the next phase of EverGreen 2030, we are focusing
on where we can create the greatest positive impact - for our business and the communities we serve. By simplifying our goals and prioritising what
matters most, we can drive meaningful, measurable change.

We have refreshed our pillars to Responsible, Social, and Environmental, all supported by strong Fundamentals. And because progress takes all of us,
our rallying call is now “Together we can”. Under the Responsible pillar, we champion responsible consumption through the Low. Slow. No. mindset -
encouraging moderation, lower- or no-alcohol choices, and safer decision-making in high-risk situations. Our Social pillar is anchored in our values, with
gender equity and living wage remaining key priorities under our ambition to foster fairness and inclusion. We continue to invest in communities through
water stewardship and economic opportunities, strengthening economic resilience and social cohesion. Under the Environmental pillar, we start with
water (in products), then circularity (around products) and carbon (wider impact). We remain dedicated to improving water efficiency, protecting and
restoring water sources, advancing circularity through recycling and upcycling of production waste, and progressing on our net-zero journey.

Heineken N.V. has been a UN Global Compact participant since 2006, joined the CEO Water Mandate in 2009, and became a member of the Water
Resilience Coalition in 2020. Heineken Malaysia joined the UN Global Compact Network Malaysia & Brunei (UNGCMYB) in 2022. Our Brew a Better
World strategy aligns with its principles and the ‘Forward Faster’ platform. We focus on areas where we can have the most meaningful impact, while
creating value for our business and stakeholders. It has driven us to innovate and collaborate to protect the environment, support local communities
and make a positive contribution to society — all with the goal of supporting delivery of the United Nations Sustainable Development Goals (UN SDGs).

Our Value Chain

Our sustainability strategy is aligned with HEINEKEN Global’'s approach. Our raw materials, mainly malted barley and hops, are imported from
HEINEKEN'’s pre-approved suppliers in Europe and our agricultural sourcing practices are aligned with the HEINEKEN Supplier Code.

In HEINEKEN Malaysia, the commitments and responsibilities begin from the brewing process and end with the consumer. We are committed to report
our sustainability performance annually to create transparency in our actions and to be accountable to our valued stakeholders.

Our Focus Area

« ADDRESS
LOE ity
\\«\\*S%‘s? ONSIg, ’ Uyg,
S

'. THEINEKEN

BREWA
BETTER

. JOGETHER WE CAN
2030

Path to moderation and no harmful use

Path to an inclusive, fair, and equitable world

Path to zero impact on the environment

Supporting the
United Nations Sustainability Development Goals
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Sustainability Achievements

Solar Panel

3,500 mono-perc solar panels generated
approximately 2,646 MWh of renewable energy
annually, supplying around 17% of the brewery’s total
annual electricity demand in 2025.

A MALAYSIA-NETHERLANDS DIALOGUE:
PRIVATE SECTOR APPROACHES TO SUSTAINABILITY

I

H.E. Jacques (Jaap) Werner
Ambassador of the Netherlands to Malaysia

‘ Rob van As
Paques Asia Pacific

Haslina Amer
Selangor Water Management Authority (LUAS)

Renuka Indrarajah| | Jan-Willem Vosmeer
Heineken Malaysia ‘ The Heineken Company|
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CATEGORY G

Ty
Nature & Biodiversity : AWARDS

Large Corporate
(RM1B — RM5B)

Heineken Malaysia Berhad

Water & Nature

Achieved 221% water balance in 2025, significantly
replenishing more water than consumed through high-
impact stewardship initiatives independently verified by
LimnoTech.

Continue advancing the
W.A.T.E.R Project through river
rehabilitation works, reforestation
monitoring, and upkeep of
rainwater harvesting systems,
strengthening healthy watersheds
and improving long-term water
security. These efforts support
ecosystem restoration, enhance
water quality, and build resilience
across key catchment areas.

HEINEKEN Malaysia participated in the Malaysia—
Netherlands Dialogue on Private Sector Approaches to
Sustainability, organised by Climate Governance
Malaysia, sharing industry perspectives on integrating
climate leadership, governance, and sustainability
strategies aligned with global climate initiatives.

The forum brought together business leaders,
policymakers, and sustainability experts to exchange best
practices on corporate climate action, strengthening cross-
country collaboration to accelerate private-sector-driven
decarbonisation and responsible business transformation. It
also reinforced how collaborative platforms like this can help
translate sustainability ambition—particularly in areas such
as water stewardship—into meaningful, long-term impact.

Because protecting water is a shared responsibility, today
and for the future.

HEINEKEN Malaysia received the Forward Faster
Sustainability Awards (FFSA) 2026 under the Nature &
Biodiversity category, awarded by the UN Global
Compact Network Malaysia & Brunei (UNGCMYB). This
recognition, driven by our Water Stewardship in Practice
case study, reflects our holistic approach to water
management, strengthening efficiency  within  our
operations while advancing watershed protection and
community initiatives through close collaboration with our
environmental NGO partners.



Commercial Activations

Tiger® Beer’s CNY Tiger Town Makes a Bold Return

Tiger® beer brought its bold festive spirit back with the return of
Tiger Town, kicking off on 23 January 2026 as a multi-day,
multi-city Chinese New Year celebration, expanding beyond
Kuala Lumpur to Penang for the first time. Now in its second
year, Tiger Town launched at LalLaport Bukit Bintang City
Centre, transforming the venue into a high-energy festival hub
inspired by Tiger's BEU#H (Dare to Charge Forward) spirit,
before heading to Gurney Paragon Mall, George Town, Penang
in February. Tiger Town brought Tiger's Chinese New Year
platform to life through live performances, interactive games,
and a curated local market in collaboration with Lesgo Market.
The experience was further amplified by brand collaborations
such as the Tiger x atmos: Spirit of the Tiger collection,
reinforcing Tiger Beer’s centred around courage, togetherness,
and contemporary cultural relevance during the festive period.

Guinness Celebrates St. Patrick’s Season

Guinness® brought the spirit of Ireland to local shores with its
St. Patrick’s Day celebrations in March 2026, with activations
across more than 40 bars and pubs nationwide. The month-long
campaign kicked off with a lively Irish-themed parade at The
Square, Jaya One, before rolling out nationwide, inviting
consumers to come together over a perfectly poured pint. The
celebrations featured interactive in-outlet experiences, including
the “Double the Guinness” challenge inspired by the brand’s
iconic two-part pour, alongside limited-time promotions
throughout the season. Anchored in Guinness’s rich heritage of
260 years and long-standing association with St. Patrick’s Day,
the celebration focused on moments of togetherness, shared
rituals, and the craft behind every pint. By bringing the
celebration on-trade and nationwide, the campaign reinforced
Guinness’s as a premium stout synonymous with meaningful
social occasions.

Heineken® 0.0 & Motherchuckers Launch Ground 0.0: On

Court, Off Court, Anytime G m

Heineken® 0.0 brought its “Zero Reasons Needed” philosophy to 00 MMM | 00:00

life with the launch of Ground 0.0, a limited-edition athleisure 2026/ 00:00

collection created in collaboration with Motherchuckers, inspired

by the rise of padel as a modern, social lifestyle sport in Malaysia. WIN
Launched in May 2026, the initiative positioned Heineken® 0.0 at

the intersection of sport, culture, and everyday social connection, All-in VIP
designed for both on- and off-court moments. Reflecting padel’s A Experience
blend of performance and community, Ground 0.0 extended the ¥ for 4 Pax
sport beyond the court through a high-energy launch experience 3

that combined fashion, live gameplay, and social interaction.

Anchored by Heineken® 0.0’s growing global footprint in padel

including its role as Global Beer Partner of Premier Padel with

iconic Serena Williams as the Global Brand Ambassador, the
collaboration  reinforced the brand’s relevance within
contemporary active culture, championing connection and
enjoyment anytime, anywhere, without compromise — core to
what Heineken 0.0® represents.

Disclaimer

This presentation contains forward-looking statements that are not historical facts with regard to the financial position, trends for future periods, and results of HEINEKEN Malaysia’s activities. These
forward-looking statements involve known and unknown risks and uncertainties that could cause actual results, performance or events to differ materially from those expressed in the forward-looking
statements as originally made.

Many of these risks and uncertainties relate to factors that are beyond HEINEKEN Malaysia’s ability to control or estimate precisely, such as, but not be limited to, future industry, market and economic
conditions, the behaviour of other market participants, changes in consumer preferences, costs of raw materials, interest rate and foreign exchange fluctuations, change in tax rates, changes in law,
technological advances, access to financing, international and domestic economic conditions, actions of government, regulators and weather conditions.

You are cautioned not to place undue reliance on these forward-looking statements, which speak only as of the date of this presentation. HEINEKEN Malaysia does not undertake any obligation to
publicly release any revisions to these forward-looking statements to reflect events or circumstances after the date of these materials.

None of the HEINEKEN Malaysia, or any of their respective directors, employees, representatives or agents shall have any responsibility or liability whatsoever (for negligence or otherwise) for any
loss howsoever arising from any use of this presentation or its contents or otherwise arising in connection with this presentation. Nothing in this presentation (including any opinions expressed) should
be regarded as investment advice being provided by HEINEKEN Malaysia or a solicitation or a recommendation that any particular investor should invest, buy, sell, hold or otherwise deal in any
share or business of HEINEKEN Malaysia.



