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Andina’s History
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. Our Company

Ownership Structure (As of March 31st, 2022)

5,8%
0,6% °

14,7% \

SERIE A

23,6% .
m Controlling Group 38.0%

m Others 44.5%
M Coca-Cola 7.3%
" ADRs 2.7%

Chilean Pension Funds 7.5%

9,2%

"N

SERIE B

’

65,2%

Series A elects 12 of 14 Board members.

Series B receives an additional 10% in dividends.
The Controlling Group is composed of 4 Chilean families with equal parts,

that have a shareholders’ agreement which includes TCCC. |i . |
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Regional & Diversified Platform (201

Volume Revenues
8% 8%
37%
22% 22% 45%
828 USS2,848
% MM UCs 25% MM
Chile
» Territories: Antofagasta, Atacama, Coquimbo, »
Metropolitan Region, San Antonio, Cachapoal,
Aysén and Magallanes
» Extension: 398 thousand Km? 4
» Population covered: 10.1 million >
» Total volume FY 2021: 307.0 million UCs N
wx J
Paraguay - '
» Territories: the entire Paraguayan territory >
» Extension: 407 thousand Km2
» Population covered: 7.4 million
» Total volume FY 2021: 70.3 million UCs
4
4
4

Source: Company filings and public releases

Adjusted EBITDA
14%
4%

USS512
MM

19%

24%

Territories: majority of the State of Rio de
Janeiro, the State of Espirito Santo, part of Sdo
Paulo and part of Minas Gerais

Extension: 165 thousand Km2
Population covered: 24.0 million
Total volume FY 2021: 266.4 million UCs

Argentina

Territories: San Juan, Mendoza, San Luis,
Cérdoba, most of Santa Fé, Entre Rios, La
Pampa, Neuquén, Rio Negro, Chubut, Santa
Cruz, Tierra del Fuego and Western Province of
Buenos Aires

Extension: 1.9 million Km2

Population covered: 13.9 million

Total volume FY 2021: 184.7 million UCs



. Our Company

Superior Manufacturing & Logistics Capabilities

Source: Company filings and public releases

©O @ @00

13 Plants

93 lines

92 distribution centers
2.789 own & third party trucks

3 Plants with a total of 22 lines » 3 Plants with a total of 26 lines
Average utilization ranged Average utilization range
from 18.0% to 43.0% from 49.0% to 58.0%
‘ J » 47 distribution centers ) 21 distribution centers
) Fleet of 624 third party trucks > Fleet of 919 owned trucks and

42 third party trucks

» 3 Plants with a total of 19 lines » 1 Plant with a total of 10 lines
Production of soft drinks Average utilization ranged Average utilization range
from 53.4% to 66.3% from 33.0% to 45.0%
17 distribution centers » 7 distribution centers
Fleet of 299 owned trucks and » Fleet of 338 third party trucks
567 third party trucks
» In Subsidiaries 3 additional
production facilities with 16 lines

Distribution center

v v

Production of juices

Production of soft drinks, juices and
waters (cans and PET special formats)

Production of mineral waters

Reaching over 282,000 clients
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Committed to sustainable development

Talent and
diversity

y  Community
%, Involvement

Agiliy, fAlexibilicy

/
\ o
b and commitment / Sustainable
% 5
Uiz ) \ /
Customer
satisfaction
] °
Market Value chain efficiency Energy
leadership and productiviey management and
climate protection
.
SUSTAINABLE . @
VALUE CREATION g .
Supply chain

STRATEGY

management

Eij

Governance
excellence

Broad portfolio, channels
and geographies

Corporate
governance

Consumer
well-being

Generating Social, Economic and Environmental Value in all our actions

MEWMBER OF

Dow Jones
Sustainability Indices
In Collaboration with RobecoSAM @

Kilocalories sold every 200 ml.
Percentage of sales of reduced or sugar free
categories. 1

|
Water ratio (WUR): Liters of vJéter consumed per
liter of beverage produced

|
Energy ratio (EUR): Megajoules of energy

consumed per liter of beverage produced.
Carbon footprint emissions

Percentage of domestic suppliers.
Percentage of suppliers evaluated

People benefiting from social
Investment in community pro

rograms
rams

Customer satisfaction
Customer complaints
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Main Indicators and Future Commitments

1.86

1.77

35.1%

31.6%

0.309

0.301

13.9%

15.1%

57.52

54.36

2020 Results

2021 Results

1.27

Water ratio
(WUR):
Liters of water
consumed per
liter of beverage
produced

%2.8%

Sales volume
returnable
packaging

(on NARTD).

"World without

waste' goals
(www")

0.255
Energy ratio
(EUR):
Liters of energy
consumed per
liter of beverage
produced.

Contribute
towards the
consolidation of
sustainable supply
chains.

1‘

Double the
participation of
women among

employees (2020

base)

Remain close,
promote
digitization and
increase customer
satisfaction.

20.75

Kilocalories sold
every 200 ml.

Contribute to
the progress
of the local

economies where
we operate.
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Il. Market Description

Our Market Structure at a glance (as of becember 31st, 2021)

Market Share Channel Mix

10%

63% 40% .

46% 23%
39%
“““l v

m On premise ®m Wholesalers

m Supermarkets Mom and Pop's

m Soft drinks m Waters Juices and Others

Product Mix Format Mix

—o - W= SSD

9%
11%

10% 10%
11%

10%

77%

76%

2017 2018 2019 2020 2021

M Soft Drinks W Waters

m Returnable Non Returnable

Juice and Others W Beer and Spirit

Per capita
Consumption
(8 oz. bottles)

252

37 28 26
[ —

Soft Drinks Waters Juice and Beer and
Others Spirit

Sugary Mix
NARTD

38%

62%

Reduced or Zero Sugar

iy
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llIl. Our Strategy

Strategic Objectives Coca-Cola Andina 2025

1. Growth through:
v" NARTD & ARTD (KO) Portfolio
v" Entering New Catergories leveraging our Assets and Logistics
Capacity
v" New geographic Inorganic Growth opportunities

2. Eficiency and Productivity leadership to maintain Cost Effectiveness in
all our Operations

3. Digital Transformation Strategy: Internal Processes, Culture & Market
4. Excellence Teams based on Talent, Diversity and Meritocracy

5. Sustainability Strategy through implementing our 6 priorities (water,
Sustainable Packaging, Workplace Climate, Comunities, Energy & SSD Benefits)
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IV. What

Complete Beverag

Argentina &

Brazil

Paraguay

C-0& 000°
' 0 00n 000
cece ©20@

QP00 @00
SO0 P+ =

‘* oS
Water

lIMHﬂNADA AevaL
iy ISy

Juices and
other NCBs!?

@ vitaiiiater V}tjgl smartwater w -
S KIN AQUA

B PECE

- +
i e mperit el SALTA
Beer ls!“ CAUTIVA ‘ @ O

e
PALERMO

Spirit 1863 PEHUENY Real @v a0
Beverages? ’

oy BoDEGAS
EUGENIO

ncea (€ BUSTOS  criticns

Source: Company filings and public releases

1SSDs: Sparkling Soft Drinks; NCBs: Non-Carbonated Beverages

2 The complete Diageo portfolio that the company distributes is: (i) Scotch Whisky: Johnnie Walker, Sandy Mac, Vat 69, Buchanan's, Old Parr, White Horse, The Singleton and J&B; (ii) Vodka: Smirnoff, Smirnoff Ice and Ciroc; (i) Rum: Pampero, Zacapa and Cacique; (iv) Gin: Tanqueray and Gordon’s; (v) Bourbon: Bulleit; (vi) Cream-based liqueur: Baileys and Sheridan's; (vii) Beer:
Guiness Original; and (viii) Tequila: Don Julio. The complete Cooperativa Capel portfolio that the company distributes is: (i) Pisco, Sour and Cocktails: Monte Fraile, Hacienda La Torre, Alto del Carmen, Alto del Carmen Ice, Capel, Capel Ice, Brujas de Salamanca, Artesanos del Cochiguaz, Estrella del Elki, Nola Zero, Inca de Oro and Cremisse; (ii) Rum: Maddero; and (iii) Wines and
Sparkling Wines: Grosso, Vifia Francisco de Aguirre, Sensus, Prologo, Nola Zero, Myla and Pkdor. The complete Vifia Santa Rita portfolio that the company distributes is: 120, Amaranta, Cabernario, Carmen, Casa Real, Cavanza, Dofia Paula, Los Cardos, Medalla Real, Rita, Santa Rita, Terra Andina, Floresta, Heroes, Sangria Guay and Stellar-Ice.



IV. What makes us unique?

As a Total Beverage Company we boost TCCC NARTD
Portfolio

NARTD's Growth vs SPLY (Only Customers with license to sell ARTD's)

14,6%

o n
Marg21 Apr-21 May-21 Jun-21 Jul-21 Aug-21 Sep:21 Oct-21 Nov-21 Dec-21 Jan-22 Feb-22 Mar-22

Customers w/Spirits' Purchases Customers w/o Spirits' Purchases




IV. What

Refillable Bottles Strategy

% Refillables as of Total SSD Volume

Argentina

Brazil
Chile

Paraguay

FY2019
48.1%

25.2%
44.7%
46.3%

FY2020
54.7%

28.3%
47.0%
48.3%

FY2021
50.8%

25.5%
40.4%
46.7%

ELIGE RETORNABLES Y JUNTOS AYUDEMOS
A

1
I
be L

- VIVAMOS

F_ET_’_(":)RNABLE =

Universal Bottle

DQX Brazil: New
capacity



V. What makes us unique?

0 Strong Sugar Reduction and Stills'& Low-Cal Strategy

% of NARTD Total Volume (*)

No Sugar & LowCal Stills Mix
o L2 1% 3 % e o gisws
2010 2021 2010 2021 2010 2021 2010 2021
Argentina Brazil Argentina Brazil
21% 11% 13% 5%
2010 2021 2010 5021 2010 2021 2010 2021
Chile Paraguay Chile Paraguay

(*) Sugar free + Mid cal volume (less than 5 gr of sugar/100 ml) over Total NARTD Volume



IV. Wha

9 Digital Capabilities to

B2B

v Robust platform on our SAP AND'NA é
Front Office A
- L)

Expand our B2B solution

-—

v' Omnichannel Experience WhatsApp

Qi Coken

v Scale in customers Chile,
Argentina, Brazil, Paraguay

v" Direct to Consumers platfe

v' Complete porfolio to consumers

v Data source generating insights

Direct satisfaction to consumers

S0awy,

7 U
v' MiCoca-Cola.cl Full Potential 2022 @Qﬂ% ot

miCoca-Cola.cl {a (

12 casa (et

N

v’ Traceability (identification and registration for credit limit
reléase)

N\
N ™
Red isk d h handli
c;astl;ce risks and cashi handiing Internal Processes Generation of Efficiency & Productivity
' v/ Lower costs associated with handling cash v' Finishing SAP Front Office (ol o .
PROCESOS . . g
! v Greater Security (Customer-Truck Driver-Andina) / Sanitary v' Expand & Capture benefits F greernrglleﬁ :.:l vaverglsgregersl
A from GreenMile, Thanos and 1 U e
' v Productivity in collection and settlement Apolo/Optimizer T =

N\

v Generate automation via RPA Thanos Mﬁ%ﬁ}'gg c)
and Data & Analytics c8>o

RPA bot

Data & Analytics Data Driven Decision Company

aWS v Information in our Data Lake v' Pricing and Porfolio
N v’ Dat Driven Decision Processes v Suggested Order




Digital Capabilities fo

D2C

www.miCoca-Cola.cl
@ Cémodo, Simple y Refrescante. @

#1 SPMK Store

50% of Walmart

NPS > 84%

+210k orders

+1.7 MM UC

+10 MMUSD GMV

e

@
-

WhatsApp

mi Y2

B2B

+ 14.000 registered - 18,8%
+ 8.700 Buyers - 11,3%

+1.400 registered - 2,0%
+1.400 Buyers KKAA - 2,0%

+45.700 registered - 75,2%
+7.500 Buyers - 12,0%

+32.400 registered - 49,1%
+3.200 Buyers - 5,0%

+ 93.700 registered - 39,2%

+ 20.800 Buyers - 8,7%

Digital

Payments

2

Total

* Cash Customers

+8.900 users
16,2%

+67.400 users
100%

+5.800 users
10,4%

+1.800 users
3,9%

+84.000 users
37,3%

Internal
Processes

Thanos

greenmiled

+500 trucks recording delivery
execution

+100 users connected in real-time

in Chile

AP&®LO &

Reduction 25 HC in Chile

481MSUD in Distribution cost
savings

Te==e] +14.000 hs released in

l@' Back Office to the 4

CD countries through
cB»>

RPA bot

more than 75 bots RPA




IV. What

Organizational Climate
69%

64% 72%
58% I I
2012 2015 2017 2019

Adherence Rate
94% 93%

2015 2017 2019

Miguel Angel Peirano
Chief Executive Officer

José Luis Solérzano
General Manager — Chile

Renato Barbosa
General Manager — Brazil

Fabian Castelli
General Manager — Argentina

Francisco Sanfurgo
General Manager - Paraguay

High Performance, strongly co

Experienced Senior Mana

Industry
Experience
(Years)

27

25
33
29
34

of employees would like to stay for at least 2 more years in Coca-Cola Andina

Company
Experience
(Years)

NUREACING

of employees declare to be fully engaged with Coca-Cola Andina’s main business goals

Andrés Wainer
Chief Financial Officer

Fernando Jaina

Chief Strategic Planning
Officer

Jaime Cohen
Chief Legal Officer

Martin Idigoras
Chief Technology Officer

Gonzalo Muiioz
Chief Human Resources Officer

Experi
m
25
8
13
(]

7]

~ e 8] e |



V. What makes us unique?

Inside The
Coca-Cola
System

With Relevant

Partners

Learning and Sharing for Continued Improvement

Business Partners

\

~
High level instance to share strategy, best practices, new ways of working
Top 2 Top and projects to ensure short and long term results
J
)
h Alignment and Project Portfolio (SSD, Stills, Fabs, RTM, Procurement,
Groyvt ESG, Digital, etc) with KO & 3 largest LatAm Bottlers.
Corridors
J
N
Long Range Long Range Plans (2026) inside key business dimensions to ensure long
Plans term profit
y,
) Regular Instances with Top 10 Worldwide Bottlers to share best practices
Other Bottlers and continued improvement (CEPG, Finance, Digital, RTM, etc)
J
( o 1 World Class Digital Partners to ensure best in class solutions in Digital
Digital Partners Transformation (i.e. AWS in data lake & analytics)
. J
4 N\

World Class Business Partners to ensure best practices in our core and
backoffice activities

-

SIN

. . B
AZUCAR
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Financial Highlights

Strong Ebitda Generation (Consolidated)

OArgentina O Brazil O Chile O Paraguay O EBITDA Margin

18% 18% 19% 20% 21% 18%
(19% | [ 20% ] [18%'

[ 20% | | 19% |

CAGR +5,0% 5
397,213 |
337,892 348,869 350,532 |
311,004 324,964 |
| 19.1%
101,025 121377
2016 2017 2018 2019 2020 2021 1Q21 1Q22

1: EBITDA Margin 2021 considers AB InBev beer distribution agreement that started on Oct-20. Consolidated EBITDA Margin
without considering AB InBev agreement is 19% for 2021.




V. Financial Highlights

Solid Financial Position (1)

Banks Bonds
OShort Term Financial Debt OLong Term Financial Debt

1,217 1,165

1,028 1.086 968

887 900

UF CLPS RS uss PGYS ARS

2015 2016 2017 2018 2019 2020 1Q2021

13 14
842 o 13 11
734 689 4

582 584 570 2 _|

53
71 (68) (78) (58) =) (66) (67)

2015 2016 2017 2018 2019 2020 1Q2021 2015 2016 2017 2018 2019 2020 1Q21




V. Financial Highlights

Solid Financial Position (2)

=== Financial Debt / Equity Ratio (1) ==e==Net Financial Debt (2) / Equity Ratio

== Net Financial Debt (2) / Adj. EBITDA (3)

—— Debt Coverage Ratio (4)

1.0 9.6
0.9 8.9 9.0
0.7 . 0.7 7.7
/ / —
0.6 0.6 —
0.5 0.5 05 05 P ———— .
1.6 1.5 .
13 L5 1.2 1.2
2015 2016 2017 2018 2019 2020 1Q21 2015 2016 2017 2018 2019 2020 1Q21
340 249,008 244,629
209,099
177,930
155,046 :
232 149,4...
170
73,014
93 ’
7305 23
1616 |1819125 5 5 5 5 HHHZO
o M| o O e 1
SR NI ERE e S N Mo mmaemeTdeILeTeea 2016 2017 2018 2019 2020 2021 1Q22
O 0O 0O 0000000000000 O0OD0DO0D0DO0DO0DO0DO0D0O0O0O0OO0OOo
N AN AN AN AN AN AN AN AN AN AN AN AN AN AN AN AN AN AN AN AN AN AN NN AN




V. Financial Highlights @
Dividends ..o 20

| 187,847

106,347
85,475 85,475 99,986

28,823
2018 2019 2020 2021 2022

Dividend Yield? 2017 2018 2019 2020 2021

Series A 3.3% 3.0% 3.8% 5.4% 6.8%
Series B 3.4% 3.1% 3.6% 5.1% 6.4%

Payout Ratio®
2017 2018 20194 2020 20215

69% 88% 77% 85% 159%

(1) Dividends announced and payed during the year. 2021 includes dividends announced but not payed during the quarter. ‘
(2) Dividend yield is calculated as dividends per share distributed on year t over the closing price of year t-1. ‘
(3) Payout ratio is calculated as dividends distributed on account of income from the fiscal year t over the Net Income of the same year. Additional dividends distributed in year t are
incorporated in year t-1 sum of dividends. |
(4) 2019 Net Income excludes the effect of the tax credit recognition as a result of the favorable ruling of the Brazilian tax authorities. Including the effect of tax credit recognition
Payout Ratio was 55%.

(5) Includes dividends announced and that will be paid in April 2022.




Contact in Santiago, Chile

Andrés Wainer, Chief Financial Officer

Paula Vicuiia, Investor Relations Officer
(56-2) 2338-0520 / andina.ir@koandina.com

Coca-Cola Andina
Corporate Presentatio
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Market Description

Our Market Structure by operation (as of becember 31st, 2021)

“ Market Share

60%
48%

I = I

B Soft drinks M Waters M Juices and Othel

Per capita
Consumption

(8 oz. bottles)
271

24
—

23
—

Soft Drinks Waters

Othej,s"’

Juice and “, mSoft Drinks m Waters = Juice and Others:

Product Mix
7%

8% “

85%

Channel Mix
6%

O

27%

34%

33

® On premise
m Supermarkets

m Wholesalers E
Mom and Pops

Format Mix
SSD

%

“.. mReturnable

m Non Returnable

Sugary Mix
NARTD

\zs%

" = Reduced or Zero Sugar

72%

‘ Market Share

64%

48%

40%

] Soft drinks ® Waters mJuices and othqré.

Per capita

Consumption
(8 oz. bottles)
388
108 65 94
H o= .
i Soft Waters Juice and Beer and
"~.£.)._rinks Others Spirit .+

»,, ® Juice and Others

Product Mix
13%

w
i
A‘

m Soft Drinks

55%

= Waters
m Beer and Spirit

Channel Mix

m Supermarkets Mom and Pops

Format Mix

10% SSD
50% ‘14%
40%
26%
® On premise m Wholesalers

= Returnable

= Non Returnable

Sugary Mix
NARTD

35% 65%

m Reduced or Zero Sugar

% Market Share

62%
53%

25%

B Soft drinks B Waters M Juices and othe[s:

Drinks

Per capita
Consumption
(8 oz. bottles)

204

18 18 22
— — |
Soft Waters Juiceand  Beer
Others

“..._= Juice and Others m Beer

Product Mix
8%

8% '
s
77%

m Soft Drinks

= Waters

Channel Mix
13%

33%

22%

= Wholesalers .
Mom and Pops.."

Format Mix
SSD

= Returnable

=Non Returnable

Sugary Mix
NARTD

\23%

77%

= Reduced or Zero Sugar

Market Share

76%
63%
52%

%, mSoftdrinks M Waters MJuices and otherss

16

| —
. Soft Drinks Waters Juiceand  }
Others

Per capita
Consumption
(8 oz. bottles)
188

25

Channel Mix
11%

,

41%

37%
«a

12%
= On premise

m Supermarkets

= Wholesalers i
Mom and Pops "

Format Mix
SSD

= Returnable

= Non Returnable

Product Mix
7%

Vs
82%

Soft Drinks m Waters = Juice and Others

Sugary Mix
NARTD

¥ ‘ 25%
75%

= Reduced or Zero Sugar
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