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ANDREW DAVID AND
MILNE RATTIGAN MILNE

Chief Executive Chief Financial Chief Executive
Officer Officer Officer
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STRATEGIC & FINANCIAL LOOKING FORWARD - | . W LEFHR
OPERATIONAL REVIEW AND A CLEAR FOCUS
REVIEW OUTLOOK -




2022 HIGHLIGHTS

<\

Encouraging revenue and earnings growth

Continued market share gains in Squash within the UK

Strong volume growth in the Middle East during Ramadan

Continued strong investment in the Vimto brand

Continued progress against our Happier Future ESG strategy ViMTO

Excellent progress on our operational change programme , squash

¢C0¢ INNF YVIA 47VH - 31d STOHIIN

Plans in place to help mitigate significant inflation

Raspberry, Orange
& Passionfruit

— S
p

Full year Adjusted PBT outlook in line with expectations
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UK SOFT DRINKS MARKET
PERFORMANCE WINNERS LOSERS

Total ‘take home’ Soft Energy Mixers
Drinks Volume Value Volume
Value £4.5bn 134 -14.4% -23.3%

Volume 3.5bn litres

<

HE Volume Squash

Value
Water -0.3%
-15.4%
+21.2%
Volume Lemonade

4, 3% Volume

Value Cola 509, Volume

+5.0% -15.9%

Volume
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 Aresilient soft drinks market driving value over volume
« Shoppers buying soft drinks at a higher price
- Energy consistently performing well, attracting new shoppers
« Squash lapping lockdown in 2021

« Mixers suffering due to recovering OoH sector trade sector

Source: Nielsen IQ RMS data for the Total Soft Drinks category for the YTD period ending 18.6.22 for the GB Total Coverage market. Kantar WPO 24 weeks to 12.6.22



VIMTO GROWTH IN SQUASH & STILLS

<

FLAVOURED AT RTD's STILL
CARBS VIiMTO | jlicEDRINKS

Value
Value 199 Value

+9.8% +13.5%

Volume
-15.4% Volume Volume Volume

+1.3% +3.7% +16.2%

¢C0¢C INNC ¥YVIA 4TVH - I31d STOHIIN

« Brand Value £48.1m - Value +5.7%, Volume -3%
 Value over volume
 Driving household penetration +700,000 in 5 years
 Number 2 squash brand

 Fastest growing squash brand in category

Source: Nielsen |Q RMS data for the Squash, Flavoured Carbonates, and RTD Stills categories for the YTD period ending 18.6.22 for the GB Total Coverage market. Squash brands >£29m?. Kantar WPO MAT 12.6.22 vs. MAT 17.6.18



UK PACKAGED

NP

" FIND YOUR DIFFERENT

6x330ml ¢

Roll out of our new bottle across Strong flavour Innovation Multipack Cans launched in
our squash portfolio launched across the portfolio cardboard

¢C0¢ INNF YVIA 4TVH - 31d STOHIIN

£100,

Strong in store promotions to Strong TTL integrated marketing Largest van sales initiative launched
drive consumer penetration campagin to drive distribution and visibility



trong Momentum

Pineapple, —Ui%8
“and Sweet 9 Grapefruit,
Mango v Mango wd. S8 -
: _ s Juicy Pineapple &8 >

Levi Range achievin igi
g double digit New distributi j
growth and market ew distribution gains drivin
oeporiormaace  strongvisibiity andavailability  partof our Happier Future Strategy
er Future dtrategy
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INTERNATIONAL
MIDDLE EAST

¢C0¢ INNF YVIA 4TVH - 31d STOHIIN

Outstanding market execution Launch of the first Zero cordial Strong brand investment in the
delivering strong in market sales across the region ‘Sweet Togetherness' campaign
performance



INTERNATIONAL
AFRICA

<

SAY TLOVE ©' ©
YOU WITH

¢C0¢ INNF YVIA 4TVH - 31d STOHIIN

Launch of Vimto cans into 3 new Strong marketing campaigns were Launch of new branding across a
markets across Africa - Angola, launched across a number of ke range of countries within the
Chad and Central African Republic occasions in the first half of 202 African region



OUT OF HOME

 Out of Home sector continues to recover

« Strong growth delivered in 2022 due to
2021 lockdowns

e 2022 is still behind 2019 Volume levels

* Progress has been made on the strategic
review
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OUR HAPPIER FUTURE
STRATEGIC FRAMEWORK

WE MAKE
LIFE BETTER

TOGETHER WE WILL CREATE A HAPPIER FUTURE FOR OUR PLANET
DOING THE RIGHT THINGS, IN THE RIGHT WAY

EVERYONE We pledge to improve the future for over 100
young people in our local communities, raising

MATTERS 01

aspirations through skills development and
career development opportunities.

We will innovate to allow our consumers
PRODUCTS oz to make healthier choices.

Starts with Our People - Healthier Hydration Reducing Direct Emissions WE' RE
their wellbeing & their :
differen?:e Sustainable Packaging Decarbonising our All of our UK packaged pI'OdUCtS will
- PROUD OF VK] contin susto
PRV IS DR LU . contain 51% sust.a!nably sourced rPET by end
supporting the young Responsible Water Usage 2022. We are striving to reach 100% by 2025.

people who need it most

We will reduce our impact on climate change
OWNING by reducing absolute Scope 1& Scope 2 Green
< DipFe OUR CLIM ATE 0l|| Hoqse Gas emissions™ by 25% by 2025 and
IMPACT e e

*2018 baseline

Nichols pic HAPPIER FUTURE




B EVERYONE
a® MATTERS

Doing things in the right way means ensuring everyone is looked after,
from our people to those in our local communities. Our approach is led
by our strong community values, with a focus on putting our people first
and giving back to those who need it most.

“Everyone Matters” is core to our Happier Future strategy and
fundamental to our values at Nichols; we want to make life taste better
for everyone. The primary c s of our products are young people,
and we want to support them with more than just refreshment. We are
committed to improving the lives of those young people who need it most
- offering a leg up by raising aspirations for their futures and providing
opportunities to develop meaningful skills and careers.

2022 H1 ACHIEVEMENTS

) HAPPIER

lichols story started in the temperance bars of Manchester Over the pages that follow, we set out the
le early 20th century. John Noel Nichols created a herbal tonic,  Principles, plans and pledges designed to
it make V'

Community Group, to inform and

, we
bring our different life experiences, ways of thinkin
s St rhg drive an inclusive culture. The data and

and individuality to work and feel empowered to

build a century of doi iness, we are That's why we launched our
committed to improving both inclusion and diversity across first Inclusion & Diversity policy
the group. These two commitments are inseparable - we've in 2021, and developed our three
learnt you can only unlock the potential of a diverse team Indlusion & Diversity priorities for
by creating an environment where people can bring their 2022 and beyond. These include
whole selves to work. establishing two communities, a
- Female Leaders Network and a LGBTQ

illy conceived to bring vim and vigour” this alone. make those part of everything we do. insight garhev"e:‘ Ihrr‘nug::ahs(enlng o our
¢ employees, will further shape our strategic
refreshment in an environment fit for the whole family. Our approach has been developed in close A priority is to ensure teams reflect our consumers, approach to Inclusion & Diversity and focus
customers and partners within the regional context Sl
Focars hr y = The third area of focus is our

and while some progress has been made, employees wellbeing...
we recognise that to make a substantive
change, we need to adopt an approach that
focuses on emerging talent.

ly pr
sands of consumers we serve every day.

oim is to keep doing the right things, in the right way - for
ustomers, our shareholders, our people, our partners, and
ately the planet. i nhese
. with the world facing up i
1 March 2022

wiiimnen - o, e SUSTTAINABEE

over the coming decades and help deliver our vision for 1 § P Ac K AG I"G
|ppier Future. :
. Unsustainable and unnecessary
It gives me great pleasure to share our inaugural need to keep navigating based on new information, 4 packaging is a pressing concern for our
S l .

nse of purpose became clear from then on. Today, the collaboration with our stakeholders to
Jols name and products can be found around the globe; but ensure Nichols create a
family d ke ibility to society happier future.
hin at the heart of how we go about our work. P
incredi of have built and the
o, p g
™~

Happier Future Report. d being. consumers, who don’t want to see
This sustainalbilty report lays o1 our Uision - whidh ‘Urachievements and whiat we. necd to do next. % the products they buy going on to
is aligned to our wider purpose and strategy - and I hope you enjoy reading our Happier Future Report. 3 impact the natural world.
our first set of commitments and longer term targets y What e
to achieve a Happier Future for our planet. This T Bl SMorS A eonsh San
is a real moment of pride for us. Our report is an %Mum‘i J practical approach to how S S - 5
ion of a period of & i O : packaging is used throughout 2ROUD OF EVERY PACK: OUR
our ing, and ing together of % Z < our organisation comes with As supporters of the UK Plastics
- Y e . i STRATEGY FOR SUSTAINABLE
Ic o s I that is authentic, exciting and stretching in terms of  peapie & Sustainabilty Director S0 _ . the British Soft Drinks Association
p C the path ahead. For us, this is a journey that we will 1 March 2022 SRR Rreseb S Oppotis Y (BSDA), we are committed to PACKAGING
to reduce our use of w“:*'zmﬂlwwﬂmﬂsa"d:‘ﬂu
% jider industry to promote sustainable
materials, cut down on options and encourage responsible N |( d I‘\
transport, and minimise consumer behaviour. AR . c
energy consumption At Nichols, we work with third parties Q-)
et to manufacture the majority of our
: B packaged products. That makes partnership REDUCE REUSE RECYCLE REIMAGINE
chain. fundamental to our packaging strategy.
Working with our partners, we have already Not using an ounce Exploring Building a estig: tentiz
made significant strides across the four pillars more packaging than re-usable formats circular economy
of our packaging strategy. we need to in all sectors for packaging
+ Remove all packaging  * Consider option - Ensure design for + Continue o source
that can be safely to replace single use recyclability in all d
done so packs/components NPD
with reusable ones
* Reduce excess i * Review existi
ckagingbyright-  * Review in-store portfolio of UKP and
::iym:: iy refill rial and expand  OOM formats and + Investigate other
A renewable material
; Pl as appropriate optimise rﬁ,, n. materials
transport « Explore option of recyclability + Consider alternative
¥ more reusable - Support development  formats
Conitaustls. . - formatsinOOHand  of a well-run DRS R TS
improvement withall  icenced upport innovation
l I I’ suppliers to maintain - Encourage all within the
r o optimum weights drinkers to recycle development of DRS
e —_—

stablished our first two community groups - Female Leaders and LGBT(Q+

PRODUCTS ealthier Hydration
E'RE KP HFSS compliance work completed

PROUD OF New NAS product launches in Vimto Carbonates and ICEE Limited Edition

OWNING Green Energy
OUR CLIMATE All UK locations now 100% Green Electrical Tariffs

IMPACT

Nichols pic HAPPIER FUTURE




PN NICHOLS PLC - HALF YEAR JUNE 2022




£m

NP

o Still +4.9%, Carbonates +34.9%

« UK +29.3%

Revenue 0.2 1.4 19.1%
« UK packaged +5.1%
e Accelerated ingredient, packaging and distribution inflation
e Overall soft drinks category down -4.3%
Co £80.2 e Vimto market outperformance
E— I e Volumes broadly flat

e Dilutes & RTD
e Levi Roots and Feel Good, +37.3%

* OoH recovery from 2-year pandemic, +131.9%

e Prior year H1 impacted by lockdown
e Revenues now ahead of H1 2019
e |ICEE roll out through 2019 and Q1 2020

£67.4 .

e International -7.2%

¢¢0¢ ANNF YVIA 4TVH - 31d STOHIIN

 Middle East down -18.5%
e Shipment phasing
e In market volumes of cordial encouraging, up +10%

« Africaup +2.0%
e Strong recovery following Q1 shipment challenges
o (Q1-4%, Q2 +11%)

H1'21 UKP OOH ME AFRICA ROW H1'22 . Rest Of World _1 6.8%
e US-54.1%, constrained by shortage of shipping containers
e (Continued progress in Europe +18.6%



ADJUSTED PBT

Gross Profit up +£4.5m

Adi d fit bef 26.7% Gross Margin % -1.6ppt to 42.8%
[ESUE TR T R R x 8.9 ° e |ower margin carbonate revenues as OoH reopens

H1'21 Volume growth ME marketing Administrative Finance income H1'22
investment expenses

Significant and accelerating inflationary pressures
e Ingredient, Packaging and Distribution
e Diversified business model

£11.3 e Appropriate balancing mitigation in H1

e Dilutes production

e Operational efficiency

e (Customer price

Volume growth +£4.2m
e Out of Home cost recovery

Administrative expenses -£1.8m
e Out of Home normalisation
e UK and International growth capability
e Commercial and Operational
e Marketing
e ‘Find Your Different’ campaign

Finance +£0.2m
e Interest, cash balances and pension surplus
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PBT - EXCEPTIONALS
—mm + Total exceptional costs -£1.2m
e H121:£0.3m

Profit before tax

NP

e UK Packaged Supply Chain -£1.1m
e Dilutes production moved to new contract
manufacturer
£11.3 e Successfully completed

£10.1 e Out of Home Strategic Review -£0.1m

e Strategic review commenced during the period

e Further costs expected in H2 2022

e Board expects to report on findings end of
financial year

e Historic incentive scheme -£0.1m
e Provided forin FY 2021
e Ongoing legal fees

£fm

¢C0¢ ANNF YVIA 4TVH - 317d STOHIIN

Adj H1'22 UK packaged OoH Historic H1'22
supply chain strategic review incentive scheme




Net Assets and Capital Employed
—mm

Cash and Cash Equivalents 9.2 56.7 (13.2%)

£56.7

£49.2

£fm

FY'21 EBITDA Inventories Debtors Capex Taxes Pension Dividend Share H1'22
& Creditors & leases buyback

e Strong and improving EBITDA +£12.4m at 15.5%

e Reinvestment in Working Capital -£5.9m
e Outof Home
e Dilutes contract manufacturing
e Inflation

e Capital Investment -£0.9m
e Higher financial hurdles for Out of Home

e Share buy back -£5.5m
e SAYE and Management incentives
e Programme completed H1

e Pension surplus now £6.6m
e De-risking of assets completed H2 2021

e Return on Capital Employed 25.2%
e Now a KPI
e (Cash balance opportunity

- g
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Interim Dividend

e Dividend policy is broadly 2x cover

e Adjusted Earnings Per Share (basic) 24.8p, therefore
e Interim dividend of 12.4p
e Record date will be 5 August 2022

e Payment will be made on 9 September 2022
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Financial Outlook

e FY 2022 Group Adjusted PBT expectations’ remain
unchanged

o Significant inflation
e 13.6% underlying for FY 2022
e Mitigation plans in place

o Acceleratin% inflation
e 13.6% full year, is as thought, more weighted to H2

e Inflation appears longer lasting than thought in Q4 2021
and Q1 2022

e Cost of living crisis impact is softening demand

e Creating an environment that has potential for earnings
impact for FY 2023
e Monitor and plan
e Update market as things become clearer

1 FY22 expectations refers to a Group compiled market consensus of adjusted PBT £25.2m
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| Real Fruit
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GOOD MOMENTUM ON OUR 5 KEY STRATEGIC DRIVERS

cuLL OF THE |

UNMISTAKABLE
TASTE OF

A clear focus to drive accelerated Set ourselves up to win in the long A strategic review across our Out
growth across our UK and term through our operational of Home business to build the
Intentional packaged businesses change programme channel back stronger for the long
term

f

_—
zvclerMAKE
LIFE2z5/2BETTER
TOGETHER WE WILL CREATE A HAPPIER FUTURE FOR OUR PLANET
DOING THE RIGHT THINGS, IN THE RIGHT WAY
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PEOPLE PARTNERSHIPS BRANDS

A clear set of commitments on our
Happier Future ESG strategy

Targeted approach to M and A



SUMMARY

NP

- The strength of the diverse business has been a key factor again in 2022.
- Highly profitable and cash generative with a strong balance sheet
 Good momentum on 5 strategic drivers

- Confident in delivering our long-term strategic objectives and continued
profitable growth
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APPENDICES

Consolidated Income Statement

Unaudited Unaudited Audited
Half year to Half year to Year ended
30 June 2022 30 June 2021 31 December 2021
£'000 £'000 £'000
Continuing operations
Revenue 80,232 67,392 144 328
Cost of sales (45,880) (37,448) {79,153
Gross profit 34,352 259,944 65,175
Distribution expenses (4,651) (4,244) {9,129)
Administrative expenses (19,667) {16,945} {73,601)
Operating profit/(loss) 10,034 8,755 {17,555}
Finance income 126 24 57
Finance expenses (63) {14%) {158)
Profit/(loss) before taxation 10,097 g,630 {17,656)
Taxation (1,969) {1,640} {4,512)
Profit/(loss) for the period 8,128 6,990 {22,168)
Earnings/{loss) per share (basic) 22.22p 18.93p {60.04p)
Earnings/{loss) per share (basic) 22.19p 18.91p (60.04p)
Adjusted for exceptional items
Ciperating profit/{{loss 10,034 8,795 {17,555)
Exceptional items 1,173 267 39,477
Adjusted operating profit 11,207 9,022 21,922
Profit/{loss) before taxation 10,097 8,630 {17,656)
Exceptional items 1,173 267 39,477
Adjusted profit before taxation 11,270 0,597 21,821
Adjusted earnings per share (basic) 24.80p 19.52p 46.15p
Adjusted earnings per share (diluted) 24.77p 19.4%p 46.0%p
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APPENDICES

Consolidated Statement of Financial Position

Unaudited Unaudited Audited Unaudited Unaudited Audited

30 June 30 June 31 December 30 June 30 June 31 December

022 2021 3021 2022 2021 2021

LIABILITIES £000 £000 £000 EQUITY £000 £000 £000

Current liabilities Share I:Epitﬂ| 3,697 3,697 3,697

Trade and other payables 30,193 25,660 28 7o Share premium reserve 3,255 3,255 3 255

Provisions 472432 . 43247 Capital redemption reserve 1,209 1,209 1,209

Other reserves 943 306 I

Total current liabilities 34,435 25,860 33,033 Retained earnings 82,604 117.635 24 189

Non-current liabilities Total equity 91,708 126,102 93,026
Other payables 1,953 2,724 1,954
Deferred tax liabilities 3,307 2,024 3,155
Total non-current liabilities 5,260 4 748 5,109
Total liabilities 39,695 30,608 38,142
Met assets 91,708 126,102 93 026

Unaudited Unaudited Audited
30 June 30 June 31 December
2022 2021 2021
ASSETS £000 £'000 £'000
Mon-current assets
Property, plant and equipment 16,073 18,706 17,0949
Goodwill - 36,244 -
Intangibles 5,226 5,566 5,548
Pension surplus 6,621 3,925 5,276
Total non-current assets 27,920 &4, 741 27,921
Current assets
Inventories 14,751 6,563 g, 706
Trade and other receivables 38,548 36,917 36,124
Corporation tax recoverable 1,017 1,062 743
Cash and cash equivalents 49,167 47 427 36,674
Total current assets 103,483 91,969 103,247
Total assets 131,403 156,710 131,168

¢C0¢C INNC ¥YVIA 4TVH - I31d STOHIIN



APPENDICES

Consolidated Cash Flow

Unaudited Unaudited Audited
Half gear to Half year to Year ended
30 June 2022 30 June 2021 3 December 2021
£20000 =000 £ =000 £ =000
Cash Hows from operating activities
FProfit![las=] For the financial period 8,128 6,380 [22.168]
Adjustments For: E
Oepreciation and amortisation 2,118 2464 4363 e
Impairment lozses on goodwill and intangible az=sets - - 26244 g
Loss on sale of property, plant and equipment 61 g B3 -
Finance income [126] [24] [57] @
Finance expense [ ] 143 158 :
Tad enpenze recognised in the income statement 13649 1640 4,512 o
Change in inwentories [5.045] [E42] [3,780] I
Change in trade and other receivables [Z.939] [V.774] [E,204] -
Change in trade and other payables 2.110 4 457 T424 b=
Increase in provisions - - 4242 -
Change in pension obligations [435] [402] [G4E] -
Fair value lo=sgain] on derivative financial instruments 51% - [178] :
[1.509]) [124] 45,947 b —
=
Cash generated from operating activities 6,619 B 2EE 23774 C—
(—
Tax paid [2.319] [2,0094] [3.873] E
Met cash generated from operating activities 4300 4772 19,40 N
(—
N
Cash flows from investing activities N
Finance income 126 24 b7
Froceeds from sale of property, plant and equipment - - 2
BAoquizition of property, plant and equipment [913] [E32] [1,2:29]
Fayment of contingent consideration (1] [ET] [ET]
Met cash used in investing activities [8598] [E7E] [1.247]
Cash Hows from financing activities
Fayment of lea=se liabilitie=s [554] [715] [1139]
Furchase of own shares [2.534] - [1.217]
Dividends paid [4.861) [3.243) [E.2E2)
Met cash used in financing activities [(10.9449] [3.964] [9,274]
Met [decreasefinerease in cash and cash equivalents [7.507] 133 2,380
Cash and cash equivalents at start of period 56674 47294 47294

Cash and ecash equivalents at end of period 43 167 4T 427 BEET4
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