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Rexam today

We are a pure play industry leader
In global consumer packaging

Beverages Beauty Pharmaceuticals
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Top Consumer Packaging companies by sales

Tetra Pak 2003
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Obal market; US domin

United States Brazil Europe Rest of World
Per capita Per capita Per capita Per capita
consumption: 372 consumption: 60 consumption: 76 consumption: 15
cans cans cans cans
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Rexam No 1 in the world

Rexam Beverage Can and Eg;
@ Joint ventures |

Manufacturing c 50 billion cans
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Delivering Top-Line Growth

e

US Market
Development
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U.S. Aluminum Beverage Can Product Life Cycle

372 cans per capita
consumption rate
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What is driving consumers ?

 Health / Wellhess
e “On-The-Go”
e Hispanic / Urban

* Aging “Baby
Boomers”

e Child Obesity
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So where’s the opportunity ?

« The can owns certain attributes:
— Shelf-life
— Oxygen barrier
— High speed filling
— Distribution and retail shelf pack design

— More than double the recycling rate of any other
beverage package

 Leverage these qualities into:
— New and existing beverage segments

— New package innovation for increased functionality
and shelf appeal
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Trends: water capturing majority of growth
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Growth Subsegments

diet, mid-cal, natural, health enhanced premium brands, enhanced
Water: enhanced, flavored, carbonated RTD
Beer: light, imports, premium brands "Fusion" energy, water

flavored, single serve, soy, meal replacement  Energy:  low-cal, enhanced, "Fusion" alcohol
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We are implementing a market driven culture

 We target growth customers in
growth markets

« We are building value propositions
that consider customers’ entire
supply chains, from brand
development to co-packing to
distribution to retail.

— Examples include: Socko
(featured in Forbes magazine),
Boo Koo, Jolt, Oxygen Water
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Market Driven.....and accelerating

Innovation Commercialization:

Performance . *Cap Can
Measures Future Options «Sleek Cans
Create viable options «Aluminum Bottles

for future businesses

Emerging Businesses

Build new business Finding new applications for
standard products

Core Businesses
Extend and defend

current businesses «Defend core business

Time
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Transition from Product Centric to Market Driven

—>Quantify Value Proposition

G Capture Voice of Customer
G Translate into Actions and Metrics

« CRM First Web based Customer Portal in Beverage
Industry

- On-Line Order Entry
- Inventory Status
- Delivery Status

“Easy, efficient, cost effective, paperless
transaction... from Forecast to Payment...”

Result: “Best in Class Customer Service” Sullivan & Frost 2004
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4 Quadrants of Beverage Innovation

TS
(new products in j
new packages) @‘

(core products in
new packages)

Package Change
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(core) (new products in ; é

core packages)

Beverage / Brand Image Change
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Segmentation, Focus, Management

Product Segment

U SLEEK Sales-Nordquist
Mktg-Stephens

024 0z. Sales-McKinley

Mktg-Hubbard

U CapCan Sales-Brown

MKktg-Wirrig =
Hubbard

Customer Segment

U Coke

U Pepsi

U DPSU

Sales-Sabo
Mktg-Hennelly

Sales-Brennan
Mktg-Stephens

Sales-Merhar
Mktg-Stephens

Category Segment

U Beer

U Energy

Segment Teams are responsible for:

—~>Developing strategic plan for each segment
—>Developing Hoshin Plans
—>Coordinating & Communicating: ‘matrix management’

Sales-McKinley
Mktg-Stephens

Sales-Brown
Mktg-Hubbard

U Export

U Co-Packer

Service Segment

Rodrigo
Kubitz

Hennelly
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The future: capturing the Value Stream

Aluminum Can
Supply Conversion

Beverage

Brands Retalil Consumer

Bottling

Service excellence, value-enhancing innovation, brand
partnerships, solution selling

—

Primary

25% >  Leverage Expertise

Package

—
Value ™)

Stream
Bottler to )
13% | consumer > To Drive Incremental Value

—

Our Solution
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Build growth in emerging businesses

8oz Beverage Can 240z Beverage Can

Growth since 2000: 200% Growth since 2000: 62%
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Red Bull 1987-2003

Units bn
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Bn Units

24.5
24.0 -
PACRS!

Top Line Growth Results

Efforts are Delivering Results 1,100MM TLG

forecast: Base and
TLG grows: customers

112MM Actual TLG marketing cans

booked against target

of 100MM
614MM TLG actual

against target of

23.0

400MM

22.5 -
22.0
21.5 -

21.0 -

2002A 2003A 2004A 2005B
Rexam Base B Top Line Growth
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Marketing

Thirsting for Growth

You want a loyal customer in the
beverage-can business?

Help him when he's small beer.
BY SUSAM KITEHERS
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We will grow: value to customers/investors

We will drive growth

*Achieve proper balance betw n
capacity and demand

. Aggressively reduce costs \

efficiencies
- Target the right customers in the ~ B8 1@‘
right markets w/value proposition &

no one else can touch

7~
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