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Sicily: area of excellence in the Italian wine industry

SICILY: ranks 4° in wine production (quantity), 2019
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Over the last decade, Sicilians producers have pursued quality with
determination

SICILY —

Production of certified Gl wine and composition of Sicilian wine, 2007 e 2019
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Sicilian high quality wine’s popularity is growing abroad: exports of D.0.P. wine
are increasing, including in faraway foreign markets

SICILY —
Exports of DOP Sicilian wine (value), 2019
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Elements to assess the economic impact of COVID-19

REFERENCE SCENARIO ——

* IN THE NEXT FEW MONTHS UNCERTAINTY WILL PREVAIL

UNCERTAINTY In the last few weeks we learned that what we believe today can be overturned tomorrow. For the next few
months, the situation will stay uncertain and that is why when we make plans we need to figure out
alternative paths and possibilities

* Mortality rate of the pandemic

FACTORS THAT WILL g:?.trmce (once or more times)
AFFECT THE FUTURE v

» Containment measures (social distancing, limitations to trade and production for domestic use or export)
SCENARIO - .
* Stimulus measures (mainly fiscal and monetary)
» Social behaviours (change of shopping/work/free time habits)

National production of wine for destination markets
(value)

% of total production
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Source: our elaboration of ISTAT data 2020
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Expected contraction of the domestic market, due to the difficulties of the
ho.re.ca. channel and the decreased spending capacity of households

DOMESTIC MARKET AND SALES CHANNELS —

Sales channels of the domestic market, 2018
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Source: our elaboration of ISTAT data 2020 and CERVED data 2019
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Sharp slowdown of exports due to the spreading of the pandemia and the
economic crisis that will follow

EXPORTS ——

Wine exports, 2007-2019
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1. Exports/Production value ratio Source: our elaboration of ISTAT data 2020
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2. International Organization of Vine and Wine
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According to the baseline scenario there will be a 30-35% decrease in the
averade revenues of the industry

CRISIS 2007-2008 - Turnover, consumption and export of wine
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BASELINE SCENARIO 2020 ——

* Higher decreases in the sales of: medium-
high rande wines, sparkling wines,
"innovative" wines

Beverage? producers on orders, March 2020
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Family consumption include only direct purchase of alcoholic beverages; it does not include purchases on the ho.re.ca. channel (bars,

restaurants, hotels)

Source: our elaboration of ISTAT data 2020

Active wine companies account for 60% of the BEVERAGE sector and produce 52% of total production in terms of value
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Chandes companies look forward to in times of Coronavirus

SHORT AND MEDIUM TERM STRATEGIES —

Save-vineyards
plan

(Coldiretti, etc.)

Green harvesting (reduction of at least 3 mln h of production of high quality wines)

Voluntary distillation (reduction of at least 3 mln h of production of generic wines)

National * Build/strengthen national value chains
and/or
"proximity" * Focus on local area

value chains

"Not all eggs in one basket". It is important to diversify:

Diversification - Destination markets
* Sales channels

Strategic
factors

Ability to innovate the Control of the value Presence in the most Diversification of the
production and ordanization chain attractive markets distribution channels
models
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Disclaimer

This publication is presented to you by:
UniCredit S.p.A.

Direzione Generale

Piazza Gae Aulenti

20154 Milano, Italy

The estimates and assessments included in this Industry Book (hereinafter “Industry Book”) are to be considered the independent opinion of Unicredit Spa (hereinafter
“Unicredit”) and are based on data and facts published by public sources considered reliable by Unicredit. However, Unicredit does not assume any responsibility about
the completeness, correctness, and truthfulness of such data.

The contents of the Industry Book are offered by Unicredit for information purposes only and must not be considered under any circumstances as a replacement of a
personal and specific advice provided by Unicredit to individuals.

The information and data provided are to be considered updated according to the date written on the Industry Book. Unicredit reserves the right to update/modify data
and information included in the Industry Book at any time without notice.

Interested individuals must make their own assessment and define their own commercial strateqy and its adequacy according to their risk profile and their economic
situation.

Therefore, Unicredit cannot be held accountable for any damade affecting anyone deriving from the use of the Industry Book, among which damadge for losses, lack of
earnings or savings inter alia.

The contents of the Industry Book — including data, information, imades, diagrams, drawings, brand logos and domain names- are property of Unicredit and protected by
copyright and industrial property law, unless otherwise stated.

No licence nor right to use is granted and reproduction of all contents or part of contents is therefore forbidden on any support. It is also forbidden to copy, publish or use
such contents for commercial purposes without previous written authorization of Unicredit. They can be copied for personal use only.
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