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¢What is not INNOVATION at O-1? o SS

Innovation is an across the organization, articulated by different

processes & elements that ,
and reach our company strategy and growth.




Innovation in our region should
consider these elements:

INNOVATION

Technology

Source: Innovation Literature Vs. Internal Analysis@O-|

;How we are?
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Relationship Map for a regional Innovation Strategy 8':,455

(stakeholders identification) S

LIFE

RELATIONSHIP MAP TODAY: REGIONAL INNOWVATION MODEL O-1 LA
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RELATIONSHIP MAP IDEAL: REGIONAL INNOVATION MODEL O-1 LA

5, Confident; Clise
warking Relatinnship;
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Where we are today

Developing an Innovation Strategy

Where we should be




¢How is an Innovative Organization?

"EXTENSIVE NETWORKING”

EXTERNAL @
FOCUS
w.

--# |nternal and

“HOW TO BUILD THE KIND OF ORGANIZATION IN WHICH
SUCH AN INNOVATIVE BEHAVIOUR CAN FLOURISH?”

¥ How is O-1 Colombia against this components?

@ sHAREVISION,
LEADERSHIP AND THE
WILL TO INNOVATE

2
‘ |
| ‘ . --# Enable creativity
1 1 I
--# Top management v 1
commitment ) ]
\ ]

- - & Strategic intent . .
integration

KEY

.- - INDIVIDUALS

INNOVATIVE
ORGANIZATION
(Components) N

I
- -# Promoters, champions

energize or facilitate
innovation

external customer
orientation

CREATIVE

CLIMATE EFFECTIVE TEAM

WORKING

! (&)

T f:sclrte“;iisep?ézgzh HIGH-INVOLVEMENT !--> Appropiate use of
supported by INNOVATION e teams to solve
relevant motivation problems

systems? ! . . .
- - # Participation in

organization - wide
continuous improvement
activity
INNOVATION —» Goes beyond a “STRUCTURE" ::|
I See table above

--# |ntegrates a set of components
1

- -# Creates environment to flourish innovation

Source: Managing Innovation. Fifth Edition, Bessant John and Tidd Joe
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We will identify Gaps

& Opportunities

- Comparing us wit
- Comparing us wit
- Comparing us wit

n the Innovation corporate strategy & vision.
N other O-I’s regions regarding Innovation.

h Innovation Models (research & literature).

Ol
GLASS

LIFE



Gl
GLASS

LIFE

2 Diagnosis



Innovation model for O-l LA

Corporate

. People &
1 Strategy |V|etrICS p

Culture

Z Regional Strategy

e s | INNOVATION
3 Opportunities | O'I LA

Regional

Marketing Strategy &
Innovation &
Commercialization Glass
N ’ Smart
Product
Innovation
&
Technology

Source: Innovation Literature Vs. Internal Analysis@O-I
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v"Innovation at in O-l has been focused on product development and R&D, but we are still not
strong in business & commercial innovation.

v'  There is a gap between the global strategy, the regional strategy and expected results, more
resources are needed.

v' There is a top management commitment for Innovation globally and regionally, but we still
need to integrate all different elements, so Innovation can flourish successfully.

11



O-l
Strategy &
Corporate
Leadership

GAPS & Opportunities
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GAPS OPPORTUNITIES

Strategy alignment between Corporate & the region.

Include Innovation in LA strategy aligned with corporate objectives
and expected results for the business.

Innovation could be perceived as not important or relevant for the
region as is not declared or considered in the regional LA map of
strategy.

Definition and development of an whole Innovation Strategy for
Latin America, unifying the region, efforts and resources.

There is not enough regional networking with corporate teams and
not consistently corporate / local teams regarding Innovation.

Create regional multidisciplinary teams across the region involving
all elements for a success innovation process to engage with
corporate teams in a defined and structured way.

Innovation, as a corporate strategy, should have a scope beyond
product development & innovation.

Develop an integral Innovation model for O-I LA.

Innovation is not supporting the strategy in Latin America as an
statement, but it could be an opportunity for increase our market
share position and growth.

Glass Smart, together with the CATEGORY STRATEGY, should be the
umbrella for the execution of an Innovation strategy, both strongly
aligned. It is required a proper structure & resources for the region
to be successful.

H
N9
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Back-up slides
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Corporate Strategy

Source: http://oihome.o-i.intra/Our-Company/Our-Strategy/ - 2014 14



O-I Ambition Statement

Our ambition is to be the world’s leading maker

of brand-building glass containers,

delivering unmatched quality,
and service to our customers;

generating superior financial results for our investors;

innovation

and providing a safe, motivating and engaging]

[work environment for our

Ci1:GLASS IS LIFE

GLASS
IFE

O-l
Ambition

Statement
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Our Strategy

In 2012, CEO Al Stroucken and the Global Leadership Team
signaled a new phase in O-I's strategy aimed at increasing
our competitive advantage and improving our ability to

execute. This new direction evolved into a three—year plan

that builds on our strategic priorities and includes
structural cost reductions, as well as investments in our

R&D and innovation capabilities.

To achieve our ambition over the next three years, we must
prioritize our initiatives and resources with an increased
focus on operational excellence. We will define and
strengthen our competitive advantage in the glass
container business by:

« |[Reducing structural costs
- lInvesting in innovation and R&D
- |Improving our ability to execute

Delivering high value for our customers

- QOptimizing our global asset base

The chart, "Our three—year strategy: At a glance,” illustrates how we will do this. Click here to view a larger version. Downloads
of the chart and other materials are available below. The three-year strategy chart is also available for download as a poster in a

Our three-year strategy: At a glance

2013 -2015

= Beocome the world's

Feading maker of brand.
buliding glass contaimers
For our cusiomors, wath
unmalichad quzliy,
innrezbon, zepdce and a

© Hn musk by

= Inthe glazz conlziner space,

Wi miusl reguin o
leadershilp n all core
categorics. roludng cost.
proftatilty, technology,
eficiency, and cuslomer

= [haliver suparior financial

redurns for our imectors

= Prowidc a motivating, safc

and engaging wark
anulrcnmand for our

amplmysss

= Tap mho groveng momarbam

sumounding glass ac the
healthiest, most
susininable pechagog
salfion

= Gass packaging companss

ame umder increasing
prescure from alcmaties
packaging makers

= VWie howe significam

financial commimmants bo
face. rcludng bulding
imaster comfidemce in our
ability to exocute

* Increaze our competitive

advaninge T the gass
cortanar busnass by
reducing stuctural costs
and imezshing i innosEion
and RED

* Improse our ability o

RERCUIR

« Forus on the ransfer of

best practices among
panls znd regions

« Deliver low cust and kigh

walue for cur customens
through bettor semico
problem soking and product
mnovation

= Cplimize our globsl asset
base

+ Haduca cosl of gonsds

andd by A millinm sarch
waEr

+ Reduce cperating

axpanses by 520 million
&ach waar

+ Inwest shgniflcanty in

RED, product ancd process
inealicn

+ D prodicrieity,

wlficiancy and Baxcibiling

+ Prioritza inltlathens o

mezt these chjectras

Wa love glass and we know glass. O-l leads the way in the glass packaging space.

©1:GLASS IS5 LIFE

variety of sizes and translations on the Documentation and Reference Materials page on O-1 Home.
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Our three-year strategy: At a glance

2013 - 2015

The goal

Become the world’s
leading maker of brand-
bullding glass contalners
for our customers, with
unmatched guality,
innovation, service and a
commitment to sustainability

In the glass container space, |

we must regain our
leadership in all core
categories, including cost,
profitability, technology,
efficiency and customer
satisfaction

Deliver superior financial
returns for our investors

Provide a motivating, safe
and engaging work
environment for our
employees

Glass packaging companies
are under increasing
pressure from alternative
packaging makers

Tap into growing momentum
surrounding glass as the
healthiest, most
sustainable packaging
solution

We have significant
financial commitments to
face, including building
investor confidence in our
ability to execute

Increase our competitive
advantage in the glass
container business by
reducing structural costs
and investing in innovation
and R&D

- Improve our ability to
execute

Reduce cost of goods
sold by $100 million each
year

Reduce operating
expenses by $20 million
each year

Focus on the transfer of
best practices among
plants and regions

Deliver low cost and high
value for our customers
through better service,
problem solving and produc
innovation

Invest significantly in
R&D, product and process
innovation

- Optimize our global asset
base

Drive productivity,
efflclency and flexibllity

Prioritize initiatives to
meet these objectives

We love glass and we know glass. O-| leads the way in the glass packaging space.

©1:GLASS IS LIFE
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O-I's three year strategic path

OUR AMBITION

Owur ambition is to be the world's leading maker of brand-building glass containers,
delivering unmatched quality, innovation and service to our customers;
generating superior financial results for our investors; and providing a safe,
motivating and engaging work environment for our employees.

OUR CHALLENGES |

Cwr challenges stem from external and intemal forces.

Extemnally, glass packaging companies wordwide face increasing competitive
pressure from alternative packaging makers, such as PET, aluminum and aseptic. In
addition, we are no longer the clear leader in cost, profitability, technology, efficiency
and customer satisfaction in the glass container space.

Internally, we must meet significant financial commitments. In recent years, we've
invested substantial capital, with no increase in earnings. This has made investaors
doubt our ability to profitably invest, and it has created uncertainty about our ability

to execute,

OUR OPPORTUN

We have the opportunity to define and strengthen our competitive advantage by
delivering high value to customers at a lower cost through structural cost reduction,
product innovation, flexibility, improved service and problem solving. While lowering

our cost profile will remain a focus for the next three years to meet our immediate
financial commitments, O-| remains dedicated to investing in innovation and R&D.

In meeting this opportunity, our increased profits and stronger execution skills will
open the door to initiatives and programs aimed at achieving profitable growth and
improving the value we deliver to our customers.

©1:GLASS IS LIFE

TO ACHIEVE OQUR AMEITION, WE MUST FACE
OUR CHALLENCES AND TAKE ADVANTAGE OF
OUR Cr R T TIES BY DELIVERING IN
THESE AREAS!

1. Increase our competitive advantage in the glass
container business by reducing structural costs
and investing in innovation and R&D

2. Impraove our ability to execute

3. Focus on the transfer of best practices among
plants and regions

4. Deliver high value for our customers through
better service, problem solving and product
innovation

5. Optimize our global asset base

OUR OEJECTIVES WILL HELP US TAKE

ADVANTAGE OF THE O - ORTUNITIES:

» Reduce cost ofgoods sold by $100 million
each year

+ Reduce operating expenses by 320 million
each year

= Invest significantly in R&D, product and
process innovation

» Drive productivity, efficiency and flexibility
» Prioritize initiatives to meet these objectives

18



Our three-year strategy: The elevator speech
2013 - 2015

Our three-year strategy builds off the work we started when our strategy was
launched in 2007. It helps establish our place as a leader in the global glass
industry, with unmatched quality, innovation and service for our customers;
superior financial returns for our investors; and a safe, motivating and
engaging work environment for our employees. To achieve this ambition, we
must prioritize our initiatives and resources with an increased focus on
operational excellence.

Over the next three years, we must define and strengthen our competitive
advantage in the glass container business by reducing structural costs and
investing in innovation and R&D; improving our ability to execute; delivering
high value for our customers; and optimizing our global asset base.

G1:GLASS IS LIFE



Global Commercial Organization Chart GLASS

Global Commercial Organizational Chart ﬁ Before: Chief Commercial Officer ? E

Chief Marketing
Officer
TBD

Gina Jaimez
Sr. Executive

Sarah Zibbel
Director, Corporate HR

Rildg ima
VP Glekal Infievation

Tony Caracciolo
VP Global Sales & Customer

Global Pricing

Saga Shoffner
VP Global Communications &

|
|
|
|
Administrator |
|
|
|
|
|

GMGlobal Specialtias Strategy TBD Brand Marketing
|
. \
C Ingl | Lisa Babi
Stephanie Johnston Director, aG-c‘lf)\;;)ar;gl\ﬂearketin | i ini IsaDirjecltr:)grwn
Director, Global Market Dev- ; : g L Mirko Maternini
Innovation Manager Strategic Global Pricing Global Corporate

Specialty

Mike Lonsway
VP Global Product
Innovation

Chris Anderson
Director of Strategic Account
Planning

Gabriel Sanchez
VP Specialties, LATAM

Robert Brouwer
Specialties Lead, EU

David Maikowski
Director, Specialties NA

Communications

Shawn Welch
Jonathan Marshall

Federico Restrepo

Regional Commercial VPs

The structure is under some changes and the final chart is still nor ready.

Direct Contacts with the region regarding Innovation.

20
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Regional Strategy
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Source: LA ROADSHOW 2014, Glass Smart 2.0, M&S teams



Regional Strategy

FINANCIERD

=

LIENT

-

[

]
=
=
[E1}
=
=
(=]

PROCES!

APREMNDIZAJE ¥ CRECMIENTOD

Mapa de Estrategia de Ameérica Latina

OPTIMIZAR EL RETORNO PARA LOS ACCIONISTAS

Crecimiento moderado con margenes entre 20% - 22% en 2015 - 2017

. Brasi ) Andina_ ]| Amgentina |

Rentabilidad

Esztrategia de Glass Smart
precios 20

Reduccion de costos

Fundamentos de Manufactura
Capex estratégico

G 20

Reduccion de costos I Alocacion de
capacidad intema

[ |
Flesibilidad | Automatizacién I

[ |
Fundamentos de Manufactura |

Capex estratégico

—— Rentabilidad y caja

Portafolio —

Segmentos
clave

Capex estratégico
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Innovation model for O-l LA

Corporate Human Resources
Strategy

Leading @ O-1 &
Let's Talk @ O-I

Regional and Local Human
Resources Strategy

GAPS & Opportunities

— b W N

O-| Strategy &
Corporate
Leadership

Metrics

INNOVATIO\
O-I LA

Regional

Marketing Strategy &
Innovation &
Commercialization Glass
N Smart
Product L2
Innovation
&
Technology

Source: Innovation Literature Vs. Internal Analysis@O-|
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People &

v' There is not proper internal engagement across the organization to reach a successful
innovation between:

. Corporate — Region (unify strategy across the region).
. Corporate — Other Areas (Manufacturing, Engineering, Quality)
. Inside & between Countries

v' There is a need of embed and permeate the Innovation Culture in all Key areas (front & back).

v" We need a full integration with HR to develop a strategy to engage and inspire our teams to
innovate as well as to develop their innovate skills.

24



People &

GAPS & Opportunities

Culture

Ol

GLASS
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OPPORTUNITIES

Innovation strategy is not recognized and understood by all leadership levels,
connected with the customer-front process.

Communication strategy & consistent process to help on permeation of an
innovation culture from the top management leaders to at all levels. (Top to
Bottom — Bottom to Top).

There is little or not enough encouragement to innovate in all levels and think
out of the box. We have a strong focus in avoiding risk, reduce loses, cost and
be as much efficient as possible. O-l is not a risk taking culture organization
and the current metrics are not contributing to have a continues innovative
system.

Innovation should encourage people and teams to be an active contributors.
Developing rewarding and compensation systems attached with clear goals
and objectives aligned with the Let’s talk@O-l program and the innovation
competency.

Innovation is not a concept, specially regarding a corporate model, well
understood across the organization.

Training & Development programs, could be linked with the glass smart
university initiative to work on specific people skills.

Some teams still think on product Innovation (and the platforms only), other
teams don’t even know what the platforms are about.

Innovation involves a more wide and deep concept, beyond product
development & technology.

Spread a clear Innovation Strategy aligned with our company objectives and
ensure an appropriate and suitable knowledge transferring process for fast
and effective execution.

Sometimes teams & people inside an operation o regionally are working
separately on their specific functions or tasks, repeating process or not fully
connected with the objective, which cause time losses, misunderstandings or
mistakes.

Multidisciplinary teams, networking and leadership are required, with a clear
focus and alighment.

25
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. . O1:
Success in Innovation comes from people Gl ASS

r------ B Empowerment / Team working IFE

INNOVATION
ORGANIZATIONS

PEOPLE v« _ _____ — Skills & Perspectives

~-# Achieve extraordinary things

Examples:

- James Dyson Alternative approaches F=—===—— - Exceptional characters
to domestic appliance |
- -» Combine energy

- Spence Silver Chemist who discovered L To invent new concepts

1
1

1

3M the non-sticky adhesive 1
behind “Post-It” notes :

——————— B Combination of
INNOVATION —» Team work » # Disciplines & Perspectives

SUCCESS —> COMES FROM PEOPLE —> Working together in

high-performance teams

PROACTIVE

' ' BUSINESS
PEOPLE PERFORMANCE

MANAGEMENT

CORRELATION

= Positive & Cumulative

27
Source: Managing Innovation. Fifth Edition, Bessant John and Tidd Joe



3. Human Talent Strategy 8&35

LIFE

1 Corporate Human Resources Strategy

) Leading @ O-I

3 Let's Talk @ O-|

4 Regional and Local Human Resources Strategy

5 Good Practices and Opportunities

28
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I—} ~nables the business strategy I_?FE

Selection
of top
talent

Developing Rewarding Promoting

people people culture

Human Resources
Business S'trategy Mission Staternent, The Human
Resources function enahbles the
business strateqy by ensurng
the design and delivery of a high
perlorming orginicalion, the

By HR Programs . = : g _ selection of top talent,

developing and rewarding people
and promating our culture

LEADING
(@] Organizational Culture
O-l
Framework of New approach
Behaviours to performance
; Employees management
must model — lcln Managers
Leadership 1 ; o °°i‘”e°t
Competences Based on the gych)-way | |
i ialogue
Le?_i?;:hlp 9 Evaluation + Performance
I—I—l results expectation
—_ 29

Managers <= Employees



| eading@O-|
Driving Change

"o

A

Source: Leading @O-I Brochure, O-I Home.

Leading@O-l G

How is Innovation understood in the
organization?

Innovation

Generates and champions new ideas, approaches and
initiatives, and creates an environment that nurtures
and supports innovation. Leverages fresh perspectives,
breakthrough ideas and new paradigms to create value
in the market. Encourages new ways of looking at
problems, processes, or solutions.

ASS
IFE
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Leadership Competency
Level of Responsibility

Leading@O-l Ol
Clear understanding G ASS

Expectation S
t LIFE

For O-I's
competences

T Tools

Umbrella concept Training

T Supporting

—y | HELPUSTO

O-I
Leadership =5
level
1 IN TODAY’S

Innovation

\
Front-Line Leader / Mid-Level Leader Business Unit Leader ; Senior Executive Leader
/!

|dentify Improvements Think Creatrefy Inncvate [isplay Vision

31



Leadership Levels GLASS

Leadership Competency
Level of Responsibility

Individual Contributor i Mid-Level Leader Business Unit Leader

Innovation Improve Processes Identify Improvements Think Creatively

| | | s Unit Lead

Inncuaticn Innavation Innovation Innovation Innovation
Improve Processss Identity Improvements Think Creatively Innavate Display Vision
* Colsborates wih olhens Lo enancs wirs, procmssses o shucires, » Approaches problerns with ooricey and open-rncdedness, . roac probl i it open-mi » Cereraies innovaive keas and solulions o protlems. * Finds ways to extend and apply innovative ideas to enhance
+ Canriulty moniors the acouracy and qualty of work mothods and ouiputs, ® Goanambes novetve deas and soutions o probkemes. ApPD " hies ems Mh curiosity and m mlndedness. = Promobas new wis of ooking al probdaeres and processes business rasuits.
= A R e on s A e Al Terdngifnss ooUrmEes oihens b0 ookl problerns mh pROocESEses N new Wiy * Identifies new cost saving Dr rEVenue opportunities. » Lewvergigag fresh ;__;.5-_,.:.,:1', e, breakdhrough ideas ’ * |dentifies longer-term needs and opportunities that have significant
= Iarctias, win 10 sitaami ng andar i aficiancy o work « Idanfies opporhunites In ncraess ARCENCY, SmplcEy and e, = Promotes new ways of looking at problems and processes. and nev redigms 1o -"'"EB‘P"- valla i ll'_:z”ma'i-.efl revenue and profit potential.
* (Generates innovative ideas and solutions to problems. c v pa ;1_ -thal- "~ ! s . and risk tad * Ensures business strategies, industry analyses, and business plans
* \TedlEs BN amn SNCOUFEQEs on s . consider future needs and developments, and are not just based
on cumant reality.

Has a clear vision of the long-term confribution one’s own area
can make fo the business.



O-l Competencies

O-| Leadership Competencies are organized in 4 categories:

Category:

Thought

|eadership

O-I roles:

P Strategist

4
1
[}
I
I
1
1
1
1
1
\
\
\
\

\
\
\
Y
\

Y

e

Ay

Category:
Results
| eadership

O-l roles:

- Results Driver

Category:
ple

Peo

Category:
Personal

eadership | eadership

O-l roles:

,--#= Environment

O-l roles:

/ - Self-Developer
\ I I
- Market Analyzer \ I‘ Builder A
/ \ \ o Talent Developer \
\ Aot \
A \ [N \
|Understand The Market | %I ‘\‘ \\ Talent Enhancement ':
. i \‘ X Engage and Inspire i
| ti ! 1
) ," “‘ Team Development v’
\ J Y
< 14 b
X . Establishing Trust
/" Analysis ) Planning "Building Relationships | [Cowsge ]
| Strategic ThinkingJ |Flesults Orientation | Open Communication Adaptability
Financial Acumen % Execution Collaboration
| Global Perspective | Influence
\Z
These are the most important competency definitions for Innovation as a corporate process, are highlighted.

Source: Leading @O-I Brochure, O- Home.
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Let’s Talk@O-| 1
What is Let's Talk@O-I? LIFE

Let’s Talk@O-I is our new approach for performance management that will be deployed globally in 2013. Since performance
management leads directly to a highly effective business, HR has focused intensely on creating a value-added process that is
engaging and inspiring.

Some of the exciting things about Let’s Talk@O-I include:

Focus on the discussion. It's not about the final rating but about performance conversations.

Building on the foundation in Leading@O-1. We are deploying a new fully articulated leadership competency model which
includes details on all the leadership competencies including the 17 ones missing from the original brochure.

Selection of|six critical leadership competenciesjfor the entire organization (see below). While these six are the focus, the
other leadership competencies are still important.

Emphasis on the importance of the manager as coach. Additional training will be available on this topic.

Improved performance management form and separate Individual Development Plan form. The forms and the process are
available below.

What is the link between Let's Talk@O-| and Leading@O-1?

The Leadership Competency Model introduced in Leading@O-1 is the platform on which we are
building some of our current processes, such as Let's Talk@0O-1 and leadership assessments. The
competencies describe ‘how’ each leadership level should achieve their responsibilities.

The leadership competencies are presented in the Leading@O-1 brochure and the Leading@0-1 L*’“gﬁfr% Change
appendix, which will be linked to the brochure and presents 17 competencies that complete the

original brochure.

These additional competencies are presented by leadership level of responsibility and describe both
the competencies and corresponding behaviors in a similar format as presented in the original
brochure. The additions, however, are not paired with videos, expert ratings or behavioral questions.

Click on the image to the right to learn more about Leading@O-1I.

Source: Let’s Talk@O-I, O-l Home.



Let’s Talk@O-| 1

S
LIFE

What are the six critical leadership competencies?

To help drive our strategy of reducing our costs and operating more — e R N
Progiession Dy Levsl of seaponeiniiy = [ — e

efficiently, we have identified the six critical leadership competencies we all e e
must exhibit to be successful. The selected competencies will not only focus
managers and employees but are strongly related to the call for passion,
speed and execution.

The six critical leadership competencies are: Financial Acumen, Innovation,

Results Orientation, Building Relationships, Engage and Inspire, Courage.
Click on the image of the O-I Leadership Competency Table to the right to
open the Leading@0O-1 brochure and read more about the leadership
competencies. The six red boxes along the left of the image indicate where
you'll find the six critical competencies.
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Individual Contributor GLASS

Innovation

Improve Processes
= Collaborates with others to enhance work processes or structures IFE
= Carefully monitors the accuracy and quality of work methods and outputs
= Addresses process breakdowns with speed and thoroughness
= |dentifies ways to streamline and/or improve efficiency of work

Highly Effective (5) m Needs Development (1)

Collaborates with others to enhance work processes or structures.

Consistently collaborates with others Works with others or gathers their Misses opportunities to collaborate
to enhance work processes or input to enhance work processes with others to enhance work processes
structures. or structures, or structures.

Carefully monitors the accuracy and quality of work methods and outputs.
Carafully monitors the accuracy Monitors the accuracy and quality Is flax about monitoring the accuracy
and quality of work methods and of work methods and outputs. and quality of work methods and
outputs, highlighting discrepancies ar outputs.

symptomns of problems immediately.

Addresses process breakdowns with speed and thoroughness.

Addresses process breakdowns Addresses process breakdowns Makes little effort to address process
with speed and thoroughness, taking | promptly and thoroughly, breakdowns or improve processes o
all appropriate steps to improve avoid future problems.

processes and returmn to normal

aperation with minimal disruption.

Identifies ways to streamline and/or improve efficiency of work.

Proactively searches out, identifies, Identifies some ways to streamline Misses opportunities to identify ways
and implements ways to streamiine or improve the efficiency of work. to streamiine or improve the efficiency
and/or improve the efficiency of work. of work.

36
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Gl
Front Line Leader Innovation G ASS

Identify Improvements
=  Approaches problems with cunosity and open-mindedness LI FE
=  (enerates innovative ideas and solutions to problems
=  Encourages others to look at problems and processes in new ways
= |dentifies opportunities to increase efficiency, simplicity and revenue

Highly Effective (5) m Needs Development (1)

Approaches problems with curiosity and open-mindedness.

Consistently approaches problems Demonstrates openness and curiosity | Displays little cunosity or open-
with strong curosity and open- when approaching problems. mindedness when presented with
mindedness. problems to resoive.

Generates innovative ideas and solutions to problems.
Generates highly innovative ideas, Generates innovative ideas, solutions, | Generates status-quo ideas and
solutions, and opportunities that and new perspectives in reaction to solutions, and/or resists others' efforts
challenge status-quo thinking and issues; is open to challenging current | fo challenge current processes and
assumptions. processes and procedures. procedures.

Encourages others to look at problems and processes in new ways.

Encourages others to examine cumrernt || Supports others considering new ways | Downplays the efforts of others who try
problems and processes, and to look || of looking at problems and processes. | to view problems and processes in new
at them in new ways that might lead to and different ways, encouraging them
significant improvements. to apply standard approaches.

Identifies opportunities to increase efficiency, simplicity and revenue.

Regularly examines curmrent state to Suggests opportunities to simplify and | Assumes current state is acceptable,
identify opportunities to make changes | increase efficiency, having a positive pays little attention to possible
that will significantly increase efficiency | impact on revenue. opportunities to simplify and increase
and/or simplify processes, creating efficlency and/or reduce costs.
opportunities to increase revenue,

37
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Mid Level Leader

Source: Let’s Talk@O-I, O-l Home.

Innovation

Thmk Creatively
Approaches problems with curiosity and open-mindedness
= |dentifies new cost saving or revenue opportunities
=  Promotes new ways of looking at problems and processes
= (Generates innovative ideas and solutions to problems

I O T

Approaches problems with curiosity and open-mindedness.

Needs Development (1)

Consistently approaches
problems with strong curiosity
and open-mindedness.

when approaching problems.

| Demonstrates openness and curiosity | Displays little curiosity or

open-mindedness when presented
with probfems to resolve,

Identifies new cost saving or revenue opportunities.

Identifies and communicates | Suggests opportunities to cut Pays little attention to potential
significant new cost saving or costs or generale revenue. gpportunities to identify ways to
revenue gpportunities. cut costs or increase revenues.

Promotes new ways of looking at problems and processes.

processes.

Consistently offers innovative | Suggests alternative points of view Provides limited alternatives or options
alternatives, ideas and options when or options when problem-solving or when resolving issuses.
problem-solving or reviewing existing | | reviewing existing processes.

Generates innovative ideas and solutions to problems.

Generates highly innovative ideas, | Generates innovative ideas, solutions | Generates status-guo ideas and
solutions and opportunities that and new perspectives in reaction to solutions, and/or resists others' efforts
challenge status-quo thinking and issues; is open fo chaflenging current | to challenge current processes and
assumptions. processes and proceduras. procedures.

Ol
GLASS

LIFE'
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Business Unit Leader

Source: Let’s Talk@O-I, O-l Home.

Innovation

Innovate

= (Generates innovative ideas and solutions to problems

= Promotes new ways of looking at problems and processes

= | everages fresh perspectives, breakthrough ideas and new paradigms to
create value in the market

= (Creates an environment that encourages innovation and risk taking

T O T )

Needs Development (1)

Generates innovative ideas and solutions to problems.

Generates highly innovative ideas,
solutions and opportunities that
challenge status-quo thinking and
assumptions.

Consistently offers innovative
alternatives, ideas and options when
problem-solving or reviewing existing
PrOCesses.

Generates innovative ideas, solutions
and new perspectives in reaction to
issues; is apen fo challenging current
processes and procedures.

Suggests altemnative points of view
or options when problem-solving or
reviewing existing processes.

Generates stafus-quo ideas and
solutions, and/or resists others' efforts

to challenge current processes and
procedures.

Promotes new ways of looking at problems and processes.

Provides limited afternatives or options
when resolving issues.

Leverages fresh perspectives, breakthrough ideas
and new paradigms to create value in the market.

Proactively leverages fresh
perspectives, breakthrough ideas
and new paradigms to creale value
in the market.

Nurtures an organizational
anvironment that challenges and
encourages others to generate
breakthrough ideas and initfatives.

Draws on fresh perspectives to
make recommendations on how the
organization should change in order
to create markeiplace value.

Deronstrates support for people to
generate new ideas and initiatives.

Accepts current operating practices
despite the cpportunities that esast to
leverage new perspectives and ideas
to create value in the market.

Creates an environment that encourages innovation and risk taking.

Provides litthe support and
encouragement for others fo develop
new ideas and initiatives (a.g., quickly
find's fault with their ideas).

Ol
GLASS

LIFE
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Let’s Talk@O-l Evaluation Process

Formal performance conversation Color code
Establishing IDP January
Mid-year review Mid-Year

Year-end review

Mid-Year Review

|5 the objective on track? Yes O Mo [0

Commeniz from
Employes:

Comments from Manager:

|5 the objective on track? Yes J Mo [0

DI‘H

DU:I

DI‘H

DI‘H

o=

Comrmenis from Comments from Manager:
Employesse:
E +M.B E +M.B
o oo o o0
|5 the objective on track? Yes O No O
Commenis from Comments from Manager:
Employes:
E X M: B E . M: B
o oo om0
|5 the objective on track? Yes O Mo [0
Comments fram Comments from Manager:
Employess:
E  M,B E M, B
O oo O oo
|5 the objective on track? Yes O Mo [0
Commenis from Comments from Manager:
Employes:

o=

DUJ

Overall Objectives Assessment

EOMO s0

Source: Let’s Talk@O-I, O-l Home.

"|_:|_I;=
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Objectives

Describes the specific measurable results that are expected from an employee
within a time frame, based on goals and continuous improvement opportunities.
Objectives are not job accountabilities. Job accountabilities describe the
permanent responsibilities and tasks that are expected from an employee’s
current job.
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Let's Talk@O-l Evaluation Process

Leadership Competencies

Ol
GLASS

S .
IFE

Employees at O-1 will be evaluated against these six critical leadership competencies to focus our entire workforce's efforts on achieving the company's strategic
Objectives. Managers and employees can identify additional competencies to focus on for development. The definitions of the competencies can be found in the

Leading@O-| brochure.

Mid-Year Review

Highw Dcmiﬂnalw Dc{:ﬂsmnal“ s _
Selected Competencies Assessor Effective Exceeds Meets (3) Meets Development
Emplo I% I% L] I% H L] L] L] L] L]
. . m e
Financial Acumen Mar? a gy:rar ] ] O] ] OJ ] O H H L]
Innovation Eliunzs L L L L L] Ll L] L] L] L]
- - i e - - - -
. . mployee
Results Orientation Manager O] 0 0 ] ] ] ] | ] O
Building Relationships E’;‘rﬁ’:gﬁe E E E E H H E E E E
Engage and Inspire E;E:;:E E E E E H H E E E E
E— Employee L] L] L] L] L] L] L] L] L] L]
d Manager [ [ [ [ [ [ [ [ [ [
Comments
Additional leadership competencies assessment should be captured in this text box.
Employee: Manager:
Overall Leadership Competencies Assessment 501 401 301 201 101




As main conclusions we can say that:

* Innovation is a core competency that all level’s employees must model. It is one of the six
competencies evaluated yearly in Let’s Talk@O-l.

* There is a Global HR Strategy that allows to develop and work the innovation as a
competence.

* Innovation has an big opportunity to be potentiated in all levels, but specially on Individual
Contributors & Front Line Leaders, more focused on “generating new ideas, approaches
and way to do things”.

e All or most of the employees should have at least one COT’s on the Let’s Talk@O-I that
encourage them to grow and develop innovative skills.

Ol
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Innovation model for O-l LA

Whatis Glass Smart

From glass smart 1.0 to
glass smart 2.0

Country Structure for glass

smart.

GAPS & Opportunities

— AW N

O-| Strategy &
Corporate
Leadership

People &

JLEIIES Culture

INNOVATION
O-I LA

Marketing
Innovation &
Commercialization

Strategy &
Glass Smart

~
~

Product
Innovation

&
Technology

Source: Innovation Literature Vs. Internal Analysis@O-|

Gl
GLASS

LIFE
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Regional S
Strategy & Glass

ase=  Hypothesis e

v' The is an evolution between glass smart™ 1.0 and glass smart™ 2.0, and the main changes in
the methodology has been defined on a high level, however the official version is still not
communicated/implemented across the regions & team.

v' There are slightly differences on the way each country execute glass smart™ in process &
structure, glass smart™ 2.0 involves a regional alignment.

v' As there is not a specific structure or roles regarding innovation in LA, we use glass smart™
as the methodology and umbrella to develop projects with innovation (regarding the O-l

Platforms) focused in products mainly, we rarely do process innovation.

v' glass smart™ is only a skill of LA region. The rest of the O-I regions are not using or working
with glass smart™.
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Regional
Strategy & Glass
Smart

GAPS & Opportunities

Ol
GLASS
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Regional alignment in glass smart 2.0 for implementation.

Action plan on development with each country to start implementation.

Innovation process, under glass smart, is still al a product development level,
mainly regarding O-1 Platforms: VERA, VERSA & VORTEX.

Build and development for an innovation strategy with highly focus in
marketing & commercialization and strength adjacent elements beyond
product: culture, climate, people, processes, performance evaluation, etc.

glass smart today, doesn't have specific roles pushing and pulling innovations.
The day to day activity and dynamic makes difficult to achieve innovation
results according to expectations of the company.

A role or structure focused in marketing innovation & commercialization
pretty aligned with the regional glass smart 2.0 strategy will help us to be
more effective and fast.

Innovation in glass smart is happening in an isolated way in each country
(with continuous contact with corporate) but is not regional alignment and
networking to save and unify efforts and resources.

Develop a regional innovation strategy and networking process around glass
smart.

45
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Back-up slides
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Regional Strategy Ol

9

glass smart™ is complete new business model methodology for O-I LA, the goal is to
generate profitable growth by developing a deep understanding of consumer trends,
channels and customers’ needs, opportunities and economic drivers to provide customer
tailored solutions to the current and potential segments we serve.

glass smart™ process is the vehicle to develop implement.
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From glass smart™ 1.0 to glass smart 2.0™

Control shategy

Gerente
Flaneackhn de A
Demanda

Launch o oot
Strategy & Total Accou o
Implement Penetratio

ation \

Gerente Gerente de Cuenta
Comunicaciones \
ISTOME R BAD K iHRIT
e Customer Consumetr

Back Input ' 5 Back Input
Gerente Inieligencia de

Gerente Customer Back (Técnica) Mercados|

imac
R et Sl
Gerenie de Megocios 6\ ’ 1=

b‘e 5] .

Intell;
ae Mﬂrker;hg
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=
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-

¢ gtﬁmu"imffo;;

(o]
<5
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%

e

Gerente Producto

o ‘fication, 4
= .., Sl e

48



™ ™ OI
From glass smart™ 1.0 to glass smart 2.0 GLASS

S
CE N R ;-

LAMCH BTRATEGY
-.I-IHFLE‘.lFl‘ﬂ'J-'l'lIH

Development From Customer Back Model — Focus on understanding * An integrated engineering — Front (customer deeply
. Engineering customer sites/lines and capabilities opportunities + understanding) and Back integration ( all key support
From a linear model quality support (some countries) areas as business partners: Design, Logistics, Quality,

Manufacturing )
* Quality support activities completely eliminated

* High focus on key game changers projects & the innovation
process

To an Integrated model
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glass smart™ 2.0 Key Elements 8':,435

S
LIFE

BIG PROCESSES AROUND
GLASS SMART 2.0

From strategy to

1. Idea negotiation
2. Knowledge (Integrated
3. Planning Marketing)
4. Execution

5. Launch » To market
6. Control » Metrics

Innovation & Marketing Integrated to
deliver business proposals and solutions.

Metrics & KPI’s for the process.
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The process today gl:ASS
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Brazil
Corporate contacts

for innovation
Commercial Team
Product Innovation
Marketing Innovation

|os
Isimdrt— 0 -

* Each country  working
separately with Corporate.

* Local Execution according
to each country needs.

* No regional Innovation
strategy or process defined
Ecuador until now.

glass smart™ process is the vehicle to develop implement. o




General glass smart™ structure per country

Role

Brazil

Colombia

Peru

Ecuador

Commercial Director

X

Business Managers

X

Account Managers*

X

Marketing Managers

In process

X | X | X | X

X | X| X | X

Product Manager**

X

Customer Back Manager™*

X | X| X| X| X | X

X

X

X

* Some countries have account manager per category and another countries have shared AM

**Roles with some differences in each country
Ecuador: Has a concept designer & drawing developer in one figure.

Ol
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glass smart™ pipeline G :ASS

The following slides, explain in detail how the glass smart pipeline works and
was spread in the rest of the countries to fill a common file, taking the

Colombian format as a base, in 2012. (request of the marketing director at that
time).

There is not a common system or tool for pipeline management currently, today
we use this excel file, filled manually per country.
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The background behind this presentation glass®: .

m New team members during last 12 months
m Rigor in the process increases capabilities and speed to market

m Need to accelerate our integration with Demand Planning /
Buffer strategy

m Increasing pressure for quality of CAPEX expenses

m Pipeline size is tight; next years will be even more challenger —
focus on execution
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o
A quick view about what we will cover... glass °°.

m Quick review of new pipeline format
m New set of KPI's to measure the glass smart ™ pipeline

m Latam glass smart ™ Awards
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A complete database from our developments

0.

SMarkt

New PIPELINE format considers all relevant information to make feasible a
fully integration form the market to our operations capabilities

Project description

Business figures

Supply information

Project Description

nnnnnnnnn
Project leader|  Launch

S (ussio00)

eeeeeeeeeeeeeee

nnnnnn

ssssss

5 ock or
;| Production |Mold type (sG,| o o
DG, TG)

# of Molds

~]
~

glass smart ™ disciplines

go-to-market milestones
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Project information

o®

lass®
< SMAart

Project information

mc'lrl:'

glass smar’r ™™ type *

Count

Process closs:f/cohon to identify the nature of the project

up date:

O-l Value Selling: project that O-| takes the initiative to develop the
value proposition before presenting to the customer or some

™
glass smart

< glass smart ™ type Category

~

CUSTOmMer tequirement the tearnT makes sorme significant changes oy
adding knowledge and value.

Expected
* Castomenirance in a new cateisct Description design for aReajedt/ieadsand, Launch
product re-launch, new sizes or formats. (mm/yy)

Active or
Canceled ?

Customer Driven: projects that customer define all key requirements

(product, shape, size, TPS, etc.)before contacting O-I.

* e.q. 1loatl replacement, new design 10r an existing bolttle or design

adjustments, purchase order for a stock bottle / jar, etc.

Innovation: projects that involves new capabilities and technologies

for O-l Pnncidnring not only the orodyct but glso other components

| =N
\,u A"} I IUVV VIUbCDD / MUSITTCSS TTTOUUTT

» e.g.: Distinctive glass colors (red, black glass), Drinktainer, VersaFlow,
Vortex, Renting Bottle, Filling Service

* Note: please use exactly this classifications, as it is 58



Project information

O

@
glarﬁgl—t up date: 12/09/12

Project information

lass®
9 SMarkt

Country: Ol Colombia

Project code*
This is a project ID number (sequential) should be created for

anch r\rnloh'f wea hm\/a lh our r\lr\ohno Ac D Ny imheor [t noveor
Prore =1oe g e

—

cCOCTTT TOT T 1 T7 11T 1T 1OV Of

can not be modified or deleted

roject Expected Active
. — . iv

proj ass smart ™ type Category Customer Project Description Project leader Launch

code .. Cancele
RN The two digit year after the number refers to the year where (mm/yy)

project is created
C001/12 |O-1 VALUE SELLING BEER BAVARIA NRGB MAIN STREAM DIFERENTIATION (Affordability +/- HIt) .. 2g0/13 c
- Duo Packs - Four Packs - F14

C002/12 |O-1 VALUE SELLING Beer * A s@entind  NreB Youth Segment: COSTENA1 It Luis Hernandez ago/13 A
C003/12 |O-1 VALUE SELLING BEER *® B 'BMIZ\" NRGB Youth Segment: Botella para la noche COSTENA. Luis Hernandez ago/13 C
€004/12 |O-1 VALUE SELLING LAB " C sz@lombia  repps: New Proposition type ALCOPOP - NRGB New Size Luis Hernandez out/13 A
C005/12 |O-1 VALUE SELLING BEER " E —BE\ﬁMgdor Pilsen FBL - Embossing Feria de Flores F13 - Cool Luis Hernandez jul/13 A
C005/12 |CUSTOMER DRIVEN seer * P sRexu CLUB COLOMBIA GLORY - Special Edition - F13 Luis Hernandez dez/12 A
C006/12 |O-1 VALUE SELLING BEER " S '&Rﬁglqlhes Botella - Jarro - Balén promocional (Utilitario) F13 Luis Hernandez ago/13 A

* Note: please use exactly this classifications, as it is 59



L)
Project information glass °°.

Category *
List the category the project belongs
=  BEER
o = NAB
L+
o = FOOD
glass s

. LAB (e.g. Smiroff Ice)

= WINES (please include all related product thodiddsednvineiiadd!es)  susiness figures

Project information

] PHARMA
Expected Active or Incremental In;r;:l:::al Expecte
™ j j
glass smart tVP< Category Projact Desc@YPPPERS A GOl (:::;Ch) Canceled ? 1 m::ltl:intons) 12 months margin
vy (uss$'000)
cusiomer

Indicate the name of the ,rmfpnfiml Cl /qfnmpr(q)

e
<

A
DK

n ARI
DT

= Tomato sauce customers

. Multiple customers

* Note: please use exactly this classifications, as it is 60



Project information

Project Description
Quick summary about the project idea

(right for people who don’t know about

the project)

lass®
9 SMarkt

Project Leader

Who is the category leader (ideally should

be the business manager)

Expected launch *

Category

12 months (tons)

Country:
up date: i . X

Date when O-I deliveries the first order for

the customer

glass smart ™ disciplines Business figures Go-to-market milestones Supply inform
/\ = Incremental
Expected Active or 2 Incremental egular or Consumer Final value Customer final
Customer Project Description Project leader Launch Canceled ? § L] Formqi‘ ani'h / i%ﬁth e.g. §é§7‘| 3r o Track? EVldti;ic;::!: and proposition approval Glass Color
o

(US$'000)

* Note: please use exactly this classifications, as it is

. A (for active)

. C (for canceled)
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glass smart ™ disciplines 9|aﬂ§gl_°|__

—

.'\.-.I‘h.\.".'i.rt‘."l'“—_\. a0
@ W'"""‘.‘;P"“b- i }" E. mbntafiite s
SRy P o 5
LAURCH BTRATEQY
& IMPLEMENTATION

glass smart ™ d|$¢|p||nes *

glass smart ™ disciplines _“|Business figures

A
v

>
— bo
c c (7] |
- ncremental
Expected . & 3 2 © Incremental crementa durlng The QIOSS Sﬂ&gg grp an%h Wlfh The CUSTomer Stock or
. Active or 2 S S Revenue Expected Regular o Customer final Production Mold type (SG, .
Project leader Launch 5 a5 n Volume R Evidence and proposition Glass Color Exclusive
Canceled ? ol 9 < 12 months margin Fast Track? approval process DG, TG)
(mm/yy) S B 5 2 12 months (tons) \ VOC mold?
-9 S (Us$'000)
- ©
—
™ 4. .o
glass smart  disciplines

O-l Strategy

e
c o
S5 O
o =
S ®
Eh
e
—_ @
3
—
(= -
-

Launch Strategy

* Note: please use exactly this classifications, as it is 62



Business figures

ﬂ

lass®
9 SMarkt

Go-to-market milestones

glass smart ™ disciplines Business figures
Incremental Volem«e * Incremental Incrementa / \ Consumer  Final value
Project Description Project leader Launch Active or Volume 1F2{evenlt1:: Expect.ed :eilfrlar T('_; Evidence and proposition Custe
Define the potentiahmalum&MEHS) for the first 12 months (tons) months margin |/FastTrack? ¢
(Us$'000)
12 months after project launched N /
Eaoyiaa aade £2 a0 v aa 3o l‘l-- L i WaYaYaW hWaYaVYaWr s \
= T OIrilat. IISUIU)I 1orio [T.y. TUUU TOUT TUUU TUTIS]
. Note: the volume should be update anytime

the project lnader_consmeus_pemnen,paffnr

l‘p “. ' F\V\VI\ ’\’ i laVaVal l\' I\l

\JUOLUIIIUI llllal CIV,\J' var [>)va vy ' LAY AYZ

thevotume carrnot-beupdatetitt CONTROL

phase.

Incremental Revenue *

Define the value (US$’000) for the first 12
months after project launched

. Format: figures in US$'000 (e.g. 100 for US$
100.000,00)

" Notes: use the best assumption of US$/tons.
Consider the same rules for updating of
Incremental Volume

* Note: please use exactly this classifications, as it is

Expected margin *

Input the potential manufacturing margin

for this project, considering the best guess
for US$/ton and estimated costs

. Format: figures in % (e.g. 45%)

= Notes: Consider the same rules for
updating of Incremental Volume
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e Q0
Go-to-market milestones 9"“55 c
Smar
Consumer Evidence / VOC *
Business figures Gozte-market mil /\ Supply information Ll 66\ZY L L.
4 / ‘\/ \ Merk-witfr X lllé‘fédﬁﬁ‘d‘/‘l‘éﬁd‘?“h’d‘ﬁ—f‘h@_
Incremental Incremental Consumer Final value CUSTomer EV/Q@Q.CG (for O Inn\/ﬂ:/é\/:%ngeﬂm:@nén
Volume Revenue Expected Regular or RFETEeE | [Een Customer fina Glass Color Procluctlon Mold tyf 4 i
12 12 months margin Fast Track? approval proce ﬂO\é@ @n pFGZQ‘GTS) @VW@CCCFUP CUST@M%V
months (tons) (US$'000) Voy\ /< Dr/ven roiecks stomer) description
L N\ proj
/ = Note: VVQC also could validate a Q-1 \/alue Qplling
/ f- valind far Innmv/nfin
/ \ Iu’ UJ‘-"-": "‘-"- Yana+or-hevation
/ \
/ \
//
. | 5 R Final Value proposition *
eguiar or rasrt 1rag . . .
g o _ Mark with “X™ if the team already has the final
Indicate if it is a regular project, or a business case done
excep fion fast frack proj ect requ:red bU)/ = Note: elements required for the final business case
customer are presented in the glass smart ™ discipline :

LAUNCH STRATEGY AND IMPLEMENTATION

= R (for regular)
= F (for fast track)

" Notes: a project is considered as a Fast Track
when the customer unexpectedly asks for some

project. Fast Track must have a “Customer Driven” Mark with “X” when the customer approves
project. Fast Track can not represent more that

15% of total projects the project
. Note: approval means purchase order in place

Customer Final approval *

* Note: please use exactly this classifications, as it is 64



Supply information glg“:‘ﬂ?g:“.-_"

/ Glass color *
-market milestones Supply informatio IndiCOTe The pOTeﬂﬁCI/ QIOSS COIOF

Consumer  Final value § . Stock or Mold paymeftliniecoration
alar or i L. Customer final Production .
Track? Evidence and proposition approval Glass Colo process Exclusive # of Molds (0.-I or A process
’ vVoC mold? Customer) ma%iption
= UV Green
" Emeraid Green
= NDaoaad lacst
|1"A“A A" I\ A" 1]

= Artic Blue

. Black
" Red
. Other
Production process *
Indicate the glass production process
Mold type *

. BB (Blow & Blow)
. EBB (Enhanced Blow & Blow)

Indicate the mold type for the project

. PB 41 (Press & Blow) . SG (Single Gob)
. PB 62 (Press & Blow) . DG (Double Gob)
. NNPB (Narrow Neck Press & Blow) = TG (Triple Gob)

* Note: please use exactly this classifications, as it is 65



0.

Supply information glgﬂ?gﬁ’t-v

Decoration process description *
Indicate if the project requires any

Supply information

decoration / service process
. Stock or /-\ Mold payme ecoratio
= Glass Color ACLIEED - LEEERAEC Exclusive # of Molds (O-lor process :
e DG, TG) mold? Customer) description ) NA (NOI’] Gpp“COble)
\T/ = CO (Coating)
/ \\ " ACL (Applied Ceramic Labeling)
// \\ = FBL (Full Body Labeling)
// - = PSL (Pressure Sensitive Labeling)
/ \ " WSL (Wrap Sensitive Labeling)
Mold payment *
° * .
Stock or Exclusive Mold # of molds * Indicate who pays for the mold
= § (for stock mold) Indicate the = O-l
= E (for exclusive mold) ngmber of moldg =  Customer
this project requires
considering

different sizes)

* Note: please use exactly this classifications, as it is 66



Roles, responsibilities and fimings

Roles and responsibilities: the differences between the project leader and
the glass smart ™ coordinator

Project leader glass smart TM coordinator
= Key contact with the customer = Coordinate the pipeline file in order to
- Set potential volume / key projects guarantee alignment within the country /

parameters categories

=  Coordinate the multi-functional " Report / key contact in the country for

feam any additional request
n [deo//y should be a Business L IdeOHy should be a Product MCH’)CIger
Manager

= Given that the pipeline is the key tool for any local marketing
management, it should be updated monthly

= KPI's will be consolidated quarterly by the Regional team (Apr 10", July
10th, Oct 10, Jan 10" ) and share with countries

» Please update the current pipeline until Aug 17t



Innovation model for O-l LA

Innovation Global Strategy
Product Innovation Team

O-| Platforms: VERA,
VERSA & VORTEX

H WINF=

GAPS & Opportunities

Source: Innovation Literature Vs. Internal Analysis@O-|

O-| Strategy &
Corporate
Leadership

People &

Metrics Culture

INNOVATION
O-I LA

Regional

Marketing Strategy &
Innovation &
Commercialization Glass
Smart

va;ipn/
&
Technology

\~~lm

GLASS
LIFE"
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v" Our Innovation is today more oriented to product and R&D. There is a strong team regarding
product innovation in charge of these developments in each platform (VERA, VERSA & VORTEX).

v" Our region has been building and working in a pipeline regarding these platforms, but we need a
stronger support regarding marketing and commercialization.

v' There is a very good interaction of each of our LA countries separately with the product Innovation
team, but we need more interaction as a region, unifying a strategy.

v' Even though most of the platforms have been presented to key and top customers in different
scenarios and proposals, there are not as many projects on development as we would like to have.
Glass Colors Innovations are really great for customers, but high volumes are required.

v We need a stronger support in TPS (total packaging solution) for a product innovation regarding the

customer: for example caps, inspection, etc; sometimes are difficult to solve in short time.
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Product
Innovation

8 GAPS & Opportunities

Technology
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High product involvement support and material to develop projects, but still
marketing and commercialization support is not enough.

Opportunity to a deeper involvement of the global commercial team on the
complete process of key glass smart projects in order to prepare integral and
strong proposals for our customer’s brands.

Most of the projects on development are having corporate and support from
the back.

It would be great to add field work in our local markets and more interaction
with our customers on the different stages of the glass smart process. More
country visits and meetings.

Most of the internal teams different from marketing are still with very few
knowledge about the platforms, this is critical specially for implementation.

Knowledge transferring program for each country of the region regarding the
platforms, include a strong orientation for design, engineering &
manufacturing team. Networking and more Global leverage collaboration
required.

Today platform innovation solutions are coming from O-l to market.

Road mapping process with the glass smart teams of LA aligned with the
category strategy and our markets would be useful to generate pull solutions
on innovation to feed the pipeline of the Global Product & Marketing
Innovation team.

Black Glass & Red Glass are one of the most accepted and desired Innovations
customers would like to have, but sometimes expectations are higher than
what we could meet.

Opportunity to have a regional facility centralized in a country to start this
type of projects in order to put volumes together and be able to make fasters
introductions on the market and create demand. We need to be prepared
better internally in whole O-l chain to meet expectations with less impact.
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Back-up slides
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O-l Innovation Update

September, 2014

makers of pure, sustainable,
brand-building glass packaging

Global Innovation
Strategy

72



GLASS IS BACK

GLASS IS INNOVATIVE
GLASS IS SUSTAINABLE
GLASS IS PREMIUM

GLASS IS BRAND BUILDING
GLASS IS GAME CHANGING
GLASS IS GROWTH

GLASS IS HERE TO STAY
GLASS IS LIFE



Gl
O1:HONEST, GLASS

Driving An Innovation Culture: PURE, S
Brands + Technology + Business gﬁ?s'c LIFE

On-Message, Sticky &
Relevant

Brands & Deep knowledge of brand
Markets strategy and market
dynamics to develop
insights to refine products
and technology

Differentiable &
Defendable

Identify and develop
technologies that create
and preserve experiences
for consumers

Deeper Relationships, Service, Flexible Models.

Stronger customer relationships drive insights to develop new ways

to service and new models to create value 74



Driving An Innovation Culture: Gl ASS
Brands + Technology + Business S

Differentiable & On-Message, Sticky &

Defendable Relevant

Identify and develop Brands & Deep knowledge of brand

technologies that create Markets strategy and market Major O-l Strategic Investment in
and preserve experiences dynamics to develop Innovation and Glass Science

insights to refine products
and technology

for consumers

» Launched new Innovation
Center and pilot manufacturing
facility in October 2013

Customer,
Business & * Focus on redefining the future
Service of glass manufacturing—

* Transform how glass
meets brand and customer
needs

* Enhance glass’ overall
sustainability and value
proposition

Deeper Relationships, Service, Flexible Models
Stronger customer relationships drive insights to develop new ways
to service and new models to create value

HENDRICKS

LR L

Process Innovation Product Innovation .
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Driving An Innovation Culture:
Brands + Technology + Business

Differentiable & On-Message, Sticky & Core PHNX Brands Services: IFE
Defendable Relevant Triage Fixes to Full Scale Renovation
Identify and develop Product & Brands & Deep knowledge of brand

Markets strategy and market

Technology
dynamics to develop

technologies that create

and preserve experiences
for consumers insights to refine products = Poakiion
Sl
and technology E = Core Values
E = Tonality
[*¥ = ‘oice
= . ldentt
I certity (=)
= = Brand =
a8 Identity and =
[
j=, B
5 >
[ c
m w

Deeper Relationships, Service, Flexible Models
Stronger customer relationships drive insights to develop new ways
Global capability introduced last year, exclusively focused on needs

to service and new models to create value
of high-end brands
+ Fast, flexible and low-risk market entry through Covet Classics

» Artistry through custom expressions

Multi-Dimensional Innovation:
Transforming Relationships And Service
i

NV
A A |
:‘\\‘z: .-
Ay, A " T
7T ok
1“ 1‘} ’7 L_ .
PHN C O V E T rEﬂr;e;:\g:r\;el:ffe :;rirrt';sr:\?;m Brands

B RANDS

OpU] Wi dyaeugied uj




Driving An Innovation Culture:
Brands + Technology + Business

On-Message, Sticky &
Relevant

Deep knowledge of brand
strateqy and market
dynamics to develop
insights to refine products
and technology

Differentiable &
Defendable

Identify and develop
technologies that create
and preserne experiences
for consumers

Deeper Relationships, Service, Flexible Models
Stronger customer refationships drive insights to develop new ways
to service and new models fo create value

Glass Innovation’s True North:
Sensory Experiences That Drive Action

| o
e ‘ .

o ‘ 0s00000
;’(h i soecesess
| soeoses’”

VERSA.

Rewriting the rules of food
packaging, O-I's Versa™
platform adds function that
eliminates common storage and
consumption irritants.

'::_-‘

f =)
i
r‘é"l'| )

§

i

/5
A

Through O-I's Viortex™ technology,
brands introduce an entirely new level
of beverage refreshment rooted in
temperature and the flow experience.

Ol

GLASS
S
LIFE

V'VOoRTEX. Ver Ov

The ultimate brand protector, O-I's
Vera™ platform ensures a product’s
authenticity and preserves every
component of its integrity and quality.
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Global Product Innovation

This team started in 2010 and it is totally focused
on Product Innovation Features
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Global Product Innovation Organization

Global Product
Innovation
Leader

Product Innovation: Insights to Market

Innovation Innovation

Innovation =
Project Project Project Global TPS
Manager — , Manager — ey Manager — A B develon/
Versa™ Vortex™ ' Vera™ ¥ Ed Grant " £1op activate
R Smith : * | validate | = ]
oger Simi |
- 2 -the right innovation . COEe s for Enlutions ...|nnvatisnz in the
Ingﬂ\{ﬂh?ﬂ I"Str};j;g?n opgeiunilics targeied opporiunifics markeiplace
rojpec
=) giJneer = . * Trends snd Insights « WOC *  |berafes learning * Produsct & process qu alification
nglnEEr * Focus Araas *  Key cuslomarn e ulantants *  Production sampding ¢ Pricing
-JESSi[:El Bwant * Plattamns *  Compedive assessment * Pilot eshing *  Casinmer siralegy
* emiures (Concept Generaiion *  Husiness Case * Waluz propossion
«  Concepl Pricelizalion « Producl Cosl = Hexd gemeralion producl planning

* Prototeping

Adding Capabilities to Support Customer’s
Innovation Goals

VORTEX™

develop/ : |
e | _, (oo _, (|

HE’N DRIL H‘S Solulions inmovations in the
marketplace

.l right innovation «aConcepls for

opporunities tarpeted opporfunities

T wwal

G INT
H = |mnovation Road- * Glopal kea Managemen * Labaratones * PHMX Brands
mappng {Fumaoe) * [Piot Facility * Cuslomer straleqy Hnicage
* Mdeasan Faciibes * Extermal Mabsork ! +  Product & process gualScation
+ Creamee & Technical Deaign Famnersbips 79

+ Protolyping — FDM J Glass
« Product Experience Teshng



Versa™: GLASS
Product Roadmap S

Glass packaging that provides

« Functionality

« Enhances consumer’s expenence é’
« Ensures safety e

1 - = Mext Gen.
N VersaFour pefaran
J « “Guest worthy” + Soups |

Veggies / Fruit
= Ready to serve =11 ]
reealivee . Cui;;ll FHet fill + Freshness audible
= Fuest worihy” it
= Ready to sene
VerzaFlip™
- Functionality
VersaFlow™ :Ehm'-lgi'l geomeiry
«"Easy fo pour - Ergonomics
- Controlled fow - Table ready
» Mo mess \ ..,

VERSA

B
Versa™

Catalyzing Ordinary to Extraordinary

. Transform the consumer experience with
The Versa brand exists to: food in glass — creating value in taste, health

and easy enjoyment

Increased category/product value directly

Customers Will Care Because- links to shelf pop, differentiation and overall
. profitability, ultimately driving

decommeoditization and overall basket ring

- _ _ - Consumers want healthy and convenient
Providing frustration free packaging solutions solutions. Versa creates an “ah ha®

in glass — multiserve, easy open, easy pour experience with glass bringing beauty, form
and table-beautiful and function to the table and beyond




Vortex™
Disrupting The Sensory Experience

The Vortex brand exists to:

VORTEX

ik
lg\
B\
,;11!"

Cultivating better experiences for beverage
brands — changing the game from the shelf,
opening, ritual and consumption

Adding tangible, emotional and measurable
performance differences to the sensory
experience for beverage brands

The Vortex brand will do it by:

The brands will be more differentiated,
valuable, talked about, purchased, stocked,
sticky and loved. They will become more
worthy of being sought after

Customers Will Care Because:

They will discover an entirely new (and or
better) way to consume — glass that spikes
the senses and enhances their overall
experience

Vortex™ Flow Management: G :ASS

Product Roadmap S
|FE
Beverage Packaging that provides:
Enhancad Flow '
Disrupted Flow
«  Apsthetics

*  Improved lip feel

Lirink-tainge

Balie
' ! Wider Mouth
i i

Emal eminss)

— | Joe

2013

Vortex™ Temperature Enhancement: gl:gss
Product Roadmap S

Beverage Packaging that provides: IFE
Colder longe ;
Cold feeling "'
Colder Faster \ ¥ ; .
.-:|:-.- Ance
-“ X neracsan
? { .."li'-.:'::':.j!:l'.'l wilh
rrEuiabed A
N
-
] 81
v VORTEX 10416413



Vera™: GLASS
Relentlessly Protecting Brands S

WV e a
L L= 1 1 I,I':'
¥V 1 A
Vera™ Shield Vera™ Serialization NeRLE ennancHl
Change
é |
Protection against UV Rich track-and-trace Real-time component
and other environmental- based data system allow changes removing
based flavor and quality simplified authentication the package from the
degradation. and identification. refillables stream.
101613

Vera™

Brands are the most valuable asset our
Customers Will Care Because: customers possess. Ensuring integrity is
paramount to business growth. Data access
also provides valuable consumption insight.

Relentlessly Protecting Brands

) Ensure brand futures with impenetrable
The Vera brand exists to: shields for authenticity and integrity;
enhancing tracking with smart data solutions

Consumers trust brands and use them as

Acting as a warrior for brand authenticity: Consumers Will Care Because: currency. They buy in — and need to know
The Vera brand will do it by: safeguarding against UV degradation and that what they are consuming is authentic

stonewalling hackers and tracking habits and of the utmost quality.




Innovation model for O-l LA

1 Preliminary Concept of the
new Marketing &
I Commercialization team

2  GAPS & Opportunities Metrics

Source: Innovation Literature Vs. Internal Analysis@O-|

O-| Strategy &
Corporate
p Leadership

People &
Culture

INNOVATION
O-I LA '

Regional
Strategy &
Glass
Smart

Product
Innovation

&
Technology

Gl
GLASS

LIFE
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Commercialization Hypothe sSis L?FE

v' This team, recently created, is aimed to support the Innovation process for more execution focused
looking for a successful place in the market projects.

v' According to the material already received, glass smart will be a methodology adopted by the
marketing innovation team for this process, which means glass smart is seeing as a good process
base on marketing & commercialization focus.

v'  The team is still on preparation, still there is not strategy or action plan officially defined, not enough
information to talk about GAPS. However opportunities in improving our innovation
commercialization process are widely recognized.
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comezins | GAPS & Opportunities LSIFE"‘

OPPORTUNITIES

Close work together with the LA glass smart teams focused on an integral
marketing strategy (consumer, channels, communication, customer). Strong
presence and support of this team in a regional and local lever required.

There is a need of strong market knowledge, information and insights to
defend innovation and present winner proposals for disrupting innovation in
glass.

Work in the front & back side of the customer.

Aligned a strategy with our category objectives.

Build a strong networking.
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Back-up slides
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Global Marketing Innovation

This team started in 2014 and it is totally focused
on Innovation commercialization & Execution on
the regions & countries
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WTF Is Marketing Innovation,
Why Do We Need It?

= The definition and scope of the the world “innovation™ has changed
dramatically over the last 3-5 years

= Qur customers now look at innovation on multiple dimensions and
no longer consider it purely a technical space

» Brand and Marketing have taken the innovation lead and it’s critical
that we build capability in this space to generate pull

+ We are an idea rich company, the need is to now connect ideas
with business and brand opportunities

« Adjacent to that, we need to rapidly transfer knowledge to the
regions and respond to their need for commercial materials and
value propositions

= |nstigators of new business growth
= Build competitive distance for O-l and glass

, : O1: HONEST,
Colomstla, Gommrslal Toam PURE,
August 207, 2014 ICONIC

GLASS



Vision & Strategy - Building A New
Capability

Build a new Innovation practice, adjacent to Product Innovation

* New capability rooted in COMMERCIALIZATION of existing
innovations and front-end IDEATION of new innovations based
on regional/customer business opportunities and macro cultural
trends

Multilayered innovation team consisting of strategists, designers and
project managers

* PHNX Brands

* Global Glass Smart hub

* Driven by market, focused on opportunities
Active participation in regional customer engagements and pitches
Two core deliverables

» Existing innovation to market

* New ideas/spaces/opportunities to innovate around

Marketing
Innovation

Product
Innovation

Global Marketing Innovation:
Architecting Growth

89
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Innovation model for O-l LA

O-| Strategy &
Corporate
Leadership

People &
Culture

.ANNOVATION

cow arketing & O-I LA

Commercialization team

GAPS & Opportunities Reglo nal

Marketing Strategy &
Innovation &
Commercialization Glass
Smart

~

-

o Product
Innovation
&

Technology

Source: Innovation Literature Vs. Internal Analysis@O-|
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GLASS
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Hypothesis L?FE"’

We don’t have an innovation metric system fully aligned with our glass smart process.

There is a weak report of metrics that is not consistent, prepared totally manual and only when it is
requested or required.

Get information from the region regarding innovation is a complex process.

The information currently reported in our global systems such as SAP or VENDAVO is not accurate
compare to the real numbers or data.

There is a need of better metrics definition to support the strategy on definition regarding
Innovation.

LA is the region with less innovation launch activity.
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GAPS & Opportunities
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OPPORTUNITIES

There is not accuracy on the Innovation LA information regarding our current
systems, specially driven by the recent change to SAP and the information
that migrated with the incorrect classification.

Update SAP information of all SKU’s launched since 2012 in order to
guarantee good information comparison in the global Innovation Metrics. A
instructive will be prepared for each country for this purpose.

All the information regarding Innovation pipeline or launches is prepared
100% manually by different contacts in each country. Some definitions about
what is or not an NPD or an innovation are not clear.

Pipeline management tool for the glass smart 2.0 process, considering all the
Innovation metrics to be extracted easy and automatically. Good training
program.

Innovation metrics are not well defined. Only number of launches is reported
regarding Innovation (plus tons & sales)

Metrics should be design according to our regional category strategy and the
glass smart process and aligned with the global information that is currently
presented to the corporate commercial team.

Not performance or teams goals attached to metrics for innovation at all
levels.

Metrics should support the team work development and performance as well
as being aligned with the expected results across the company.
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LA Launches Metrics
Reported Manually by Country
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NPD & Innovation Launches by region 2012

LA LUNCHES 2012

m Value Selling - New Product m Value Selling - Sustain

o))
I~
™~
iy LW
= m
‘ o))
o ~l
o0
o I — I M o < o
- H =
BRAZIL COLOMBIA PERU FCUADOR

Innovation

i

TOTAL

©
—

[

o /
‘\—'

*Source Data: Each Country of LA reported the data. Argentina & Ecuador are not reported

A [-.Si‘lﬁ
113 7 I
i

( l' BAVARIA
=Club Colombia=
1. Launches 2012
Type of Launch Brazil Colombia Peru Ecuador TOTAL

Value Selling - New Product 45 79 29|pendiente 153
Value Selling - Sustain 52 33 3|pendiente 88
Innovation 0 1 O|pendiente 1

TOTAL 97 113 32 242
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NPD & Innovation Launches by region 2013

LA LUNCHES 2013

B Value Selling - New Product Value Selling - Sustain

B GO
74
I 120

O
o o)
2 -
— (o] . O o IIKD o
BERAZIL COLOMEBIA FERU ECUADOR

Innovation

o
(!

o~
~
~
—i
o

TOTAL

*Source Data: Each Country of LA reported the data. Argentina & Ecuador are not reported

2. Launches 2013

Type of Launch Brazil Colombia Peru Ecuador TOTAL
Value Selling - New Product 69 120 19|pendiente 208
Value Selling - Sustain 74 36 6|pendiente 116
Innovation 1 0 O|pendiente 1
TOTAL 144 156 25 325
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NPD & Innovation Launches by region 2014-Q3

LA LUNCHES 2014-Q3

m Value Selling - New Product m Value Selling - Sustain

o
[
2
N o
o
32
- - 1-- 1a-
BRAZIL COLOMEIA PERU ECUADOR

Innovation
LMy

#
i
(o)
(8]
"‘ﬂ

TOTAL

*Source Data: Each Country of LA reported the data. Argentina & Ecuador are not reported

3. Launches 2014

Type of Launch Brazil Colombia Peru Ecuador TOTAL
Value Selling - New Product 35 70 24|pendiente 129
Value Selling - Sustain 49 36 1{pendiente 86
Innovation 0 0 O|pendiente 0
TOTAL 106 25 215
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Global Innovation Metrics

Requested by us to each NPD regional Manager
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NPD & Innovation Launches by region 2013

800
700
600
500
400
300
200
100

I Furope

I Pacific Asia
s North America
. | atin America
e TOTAL

*Source Data: NPD & Project Managers from each region of O-|

Launches by O-l1 Region - 2013

Value Selling -
New Product

202
29
25

223

479

m
Ualgi;zlililng ) Innovation TOTAL
76 b 284
19 1 49
35 1 61
122 3 348
252 11 742
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Assumptions:
This number only consider first sale (not repurchase).
The information of this chart WAS REPORTED BY EACH
REGIONAL NPD MANAGER (email request), not by
VENDAVO.

100



NPD & Innovation Launches by region 2014-Q3 8I:ASS

Launches by O-l1 Region - 2014-Q3 IFE
600
500
400
300
200
100 I I
Value Selling - Value Selling - .
New Product Sustain Innovation TOTAL
I Europe 154 58 0 212
Assumptions:
I Pacific Asia 9 8 1 18 - This number only consider first sale (not repurchase).
. The information of this chart WAS REPORTED BY EACH
W= North America 11 16 2 29 REGIONAL NPD MANAGER (email request), not by
B | atin America 145 99 3 247 VENDAVO.
—TOTAL 319 181 6 506

101
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Global Innovation Metrics

Provided by Global Product Innovation
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Innovation Launches Comparison (Q3-2014) 8':,435

Original LA dat S
rigina ata e

This is information according to SAP classification (New SKU Request)
year 2012 year 2013 year 2014 and extracted from Vendavo, where the global commercial team take

Europe 35 information.
Pacific Asia 17
North America 17

23 Comparative Innovation Launches by Region
20

18

16

14

Assumptions:

nE
- This number only consider first sale (not repurchase). HroRe

M Pacific Asia

# SKU
=
S)

B North America

- Vendavo source of info from all regions. » Latin America

- There is a probability that this metric needs to be
reviewed in detail by all regions to confirm accuracy.

year 2012 year 2013 year 2014

Year

103
*Report sent by the Global Commercial Team up to Q3-2014, graphics prepared for this presentation.



Innovation Launches Comparison (Q3-2014)

year 2012 year 2013 year 2014
Europe 5 15 15 35
Pacific Asia 8 5 4 17
North America 10 3 4 17
Latin America 1 1 0 2

| 24 24 23|

O-I LA data has been change for the real information
given by each country and extracted manually
(except Ecuador & Argentina).

Assumptions:
- This number only consider first sale (not repurchase).

- Vendavo source of info for NA, EU & APAC. For LA the
information source is each country team, as Vendavo is
not well reported.

- There is a probability that this metric needs to be
reviewed in detail by all regions to confirm accuracy.

*Report sent by the Global Commercial Team up to Q3-2014, graphics prepared for this presentation.

This is information according to SAP classification (New SKU Request)
and extracted from Vendavo, where the global commercial team take
information.
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# SKU

16

14

12

10

Comparative Innovation Launches by Region

year 2012 year 2013 year 2014

Year

W Europe
m Pacific Asia
B North America

™ Latin America
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Innovation Metrics (Q3 2014)

2012 2013
Key Performance Indicator FT FT
20M12FT 2013FY
Innovation Salez [LVEERA) $0,00 $0,00 30,01
Inncvation Units (1) 0,00 0,00 0,00
_E Percent Fla Innovation Sales to Total WA 0,00% 0,00% 0,00%
E E Innavation EBIT [US§M] $0,00 $0,00 §4,60
= < | Projects Launched [# SKLU's) 0,00 2,00 0,00
Innovation Sales [LIEERA) $2.53 $3.95 $0.04
E_ Innowation Lnits [R) 3,83 6,04 145
E Percent EL Innovation Sales to Tatal EU 0,03% 0,14% 0,05%
w EEIT $0,74 t1.12 $0,00
Praojects Launched [# SKL'z) 500 15,00 6,00
Innovation Zales [LEERA) 0,22 $0.56 142,53
- E Innovakion Units (W] 0,21 162 0,00
T ©  |Percent La Innovation Sales to Total Liy 0,03% 0,07% 0,00%
- .E Innavation EBIT [UE$M) £0,00 $0,15 17

Projects Launched [# SKL:] 1,00 3,00 0,00

o Innovation Zales [LEER)] $0,00 f0,00 $0,17

B Inncvakion Units (W] 0,00 0,00 0,00

EE Percent OC Innovation Sales to Total OC 0,00% 0,00% 0,00%

o Inncvation EEIT [US$M) $0,00 0,00 $0,04

& Frojects Launched [# 2KL's) 0,00 0,00 0,00
Innovation Zales [USEM) t 2751 % 451 % T2,55
Innoration Units [M] 4,04 T.BE 145

2 |Percest mnoration Sales to Total Foooex [ ooomx [ tasx

E Innovation EBIT [USEM]) 1 0741 f 27| % 1,65

a‘ Projects Lasnched [E KU ) &,00 20,00 E,00
Inncration Cazh Flow [US1M) b1 037 % 063 % 585
Inmoration Reinvestment Fund i AN I 0523 2,41

fate: All sales in millions of WS, dollars Jangary 1- July 31, 2013
Pote: Ooes not include Brazil or 2012 data for LA

foke: Mo data in 2014 for Oceania

Mote: Additional details needed regarding SkU numbers
Sources: Wendauo

20.000.000

Net Pocket Earnings

18.000.000

16.000.000
14.000.000

12.000.000

[a]

g 10.000.000
8.000.000

6.000.000

4.000.000

2.000.000
0

2012 2013 2014

—&—Series1

4.096.140 5.357.697 18.208.563

GLASS
e
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Innovation Metrics (Q3 2014)

Products Launched with Innovation

50

30

Product Launch (# SKU's

2012

20.000.000
18.000.000
16.000.000
14.000.000
12.000.000

o
g 10.000.000
8.000.000
6.000.000
4.000.000
2.000.000

* Note: Excludes Miller Light Vortex
» Source Data; Vendavo

2013

20
i - .
T T

Total

YTD 2014

Innovation Revenue

ASIA
PACIFIC

EUROPE

LATIN  NORTH

Grand
AMERICA AMERICA Total

w2012
w2013

EmYTD 201

Volume

45

Innovation Project Pipeline

40

35
30

25

20

15

# of Innovations

10

100.000.000

. N .

Phase 1 Phase 2 Phase 3 Phase 4 Phase 5 Phase 6 Total
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B Priority
A Priority

90.000.000
80.000.000

70.000.000
60.000.000

50.000.000
40.000.000

30.000.000

20.000.000

10.000.000

0

>—

2012

2013

YTD 2014

Total

8.546.557

11.139.836

87.497.875
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Innovation Metrics (Q3 2014)

Innovation Revenue by platform
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glass smart pipeline metrics

Reported consolidated by Daniela Gomez from the pipeline
It is not being prepared for the region this year
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1. General Considerations GLASS

LIFE

Start and end-dates for an NPD:
*Start-date: planned glass date at master  data creation.

*End date: 27 months after start date for both Value Selling categories

(reflecting an approximate 3 month lag between master data creation and first
sale)

Period during which both Value Selling categories are considered as "New
Product" for Sales reporting is 24 months.

*End date: 60 months after start date for Innovation (launch of the innovation
on the market for the first time in any O-1 Country)
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C1:
1. General Considerations GLASS

LIFE

4 Classifications have been defined globally:

2. Value Selling - New Product
- Entire new product. or migration from competition
- Volumes are incremental

Examples: entire new design, migration from competition, additional new finish, additional color.

3. Value Selling - Sustain
*Projects to sustain existing business
*NO incremental volumes

Examples: foot-print realignment or transfer requiring re-design which has positive impact on customer, finish change, color.
change.

4. Innovation
*Role-out of global Innovations
*\/olumes are incremental

Examples: Black from Amber, Versa, Internal Emboss, new color.
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O-l LA Consolidated GLASS
Glass Smart Pipeline Metrics S

LIFE

1. O-1 LA NPD - Total projects in Pipeline
(YTD December 2013)

308: 33% 250" 389 Total number of projects in Glass Smart Pipeline since its creation in 2010.
W Active Projects COMPLETED are active projects are those that already passed From O-| Strategy
B Canceled Projects to Control.

B Complete Projects

270; 29%

2. O-1 LA NPD - Total projects in Pipeline per country (YTD December 2013)

mBRAZIL mCOLOMBIA = PERU ECUADOR mTOTAL O-I LA

194

144

106
96
85

71 70

39 40 35

31
26 24
19 20
13017 17 g 5 o U

O-l Strategy Total Account Consumer Back Customer Back Launch Strategy Control
Penetration

-—
-—
-
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O-l LA Consolidated GLASS
Glass Smart Pipeline Metrics S

LIFE

2. O-1 LA NPD - Total projects in Pipeline
(YTD December 2013)

194 ; 40%
W O-| Strategy

® Total Account Penetration
B Consumer Back

M Customer Back

B Launch Strategy

[ Control

17 ; 4%

106; 22%

Total number of projects in Glass Smart Pipeline since its creation in 2010.
Projects in CONTROL are already launched and reporting sales 112



O-l LA Consolidated GLASS
Glass Smart Pipeline Metrics S
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3. O-1 LATAM NPD - Volume per Category - Active Projects
Tonnes K (YTD December 2013)
Total Tonnes K: 187
67
m BEER
48

44 = FOOD

B NAB's
6 u SPIRITS
= WINE
DRUGS&COSM
2 0
I
BEER FOOD NAB's SPIRITS WINE DRUGS&COSM

This graphic only considers Active Projects. Not Cancelled, not completed.
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O-l LA Consolidated GLASS
Glass Smart Pipeline Metrics S

LIFE

4. O-1 LATAM NPD - Tonnes & # Projects - YTD June 2013

22.000 S15bd

11,000
20,000
29000
2R.000
20000
26000
25,000
24000
23.000
22.000
A1.000
20.000
19.000
1E.000
17.000
Tonnes K 16.000
15.000
14.000
14.000
12.000
11.000 10,400 10165
10.000
0000
/.000
SO0
4.000 4716
5.000

4000
2,580
3.000 1./44 1. /bk

2000

1000 | 162 3 11 12 .5 & .2 oo 3 oo 0o 0o 0o a1
o

TOTAL

ANOYTD

mTonnes KfYear (Potential] 162 1716 2580 1.774 10400 1.766 o 10.165 0 0 a o 31563
m i Projecls 2 11 12 5 5] Z 0 3 Q 1] a o 41

lanuary February March Agril May June July August | September  October | November December

The Glass Smart Pipelines are updated every quarter. This graphic shows data until June of 2013, 114
except Argentina which is updated until Q3. The other countries are in process.
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2. Glass Smart Pipeline Metrics
Detail per Country
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3. Sales Metrics & NPD Launches
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January 2013

Global Definitions:

24 Months NPD Indicator
January 2013

58,41%

70,00% -

60,00% -

50,00% -

40,00% -

29,38%
30,00% 28,02%

20,00% - 14,55% 14,19%

10,00% -

0,00% -

JANUARY 2013

24 Months NPD Indicator: % sales of NDP(s) on the total sales of the month (Tones)

BRAZIL COLOMBIA PERU ECUADOR

ARGENTINA

JANUARY 2013

14,55% 14,19% |29,38% | 28,02% 58,41%

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories,

customers, etc.
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January 2013

60
50
40
30
20

10

NPD Clasification - Products Launched January 2013

EXCLUDED

VALUE SELLING - NEW
PRODUCT

VALUE SELLING -
SUSTAIN

INNOVATION

B BRAZIL

49

43

B COLOMBIA

M ECUADOR

B PERU

B ARGENTINA

[ i T s Y s ) s

~N || oW

o |0 |~ | O

oo |lo|o | o

Global Definitions:

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.

Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular

customers, etc.

situation according to its operation size, categories,
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February 2013

Global Definitions:

24 Months NPD Indicator
70,00% - February 2013 c657%
60,00% -
50,00% -
40,00% -
30,00% -
20,00% - 18,48% 19,20%

11,86%
10,00% -
0,00% -
1

24 Months NPD Indicator: % sales of NDP(s) on the total sales of the month (Tones)

BRAZIL

11,86%

ECUADOR | ARGENTINA

COLOMBIA PERU
FEBRUARY 201
UARY 2013 7,02% | 18,48%

19,20% 66,57%

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories,

customers, etc.
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February 2013

NPD Clasification - Products Launched February 2013

12
10
8
6
1
2
0 VALUE SELLING - NEW VALUE SELLING
EXCLUDED PRODUCT SUSTAIN INNOVATION
N BRAZIL 0 1 3 0
® COLOMBIA 0 10 2 0
I ECUADOR 0 7 0
m PERU 0 2 0
B ARGENTINA 0 1 0

Global Definitions:

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.

Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator
customers, etc.

should not be compare between countries, as each country has a particular

situation according to its operation size, categories,

120

QG1:
GLASS

LIFE



QC1:
March 2013 GLASS

24 Months NPD Indicator S

March 2013 LI FE

70,008

63,75%

60,00% -

50,008 -

40,0086 -

30,008 -

20,00%
14,65%

10,00%

0,00%

24 Months NPD Indicator: % sales of NDP(s) on the total sales of the month (Tones)

BRAZIL COLOMBIA PERU ECUADOR | ARGENTINA ‘

MARCH2013 | ) ccoc | 674% |37.63%| 21,94% | 63,75%

Global Definitions:
Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories, 121
customers, etc.



March 2013

NPD Clasification - Products Launched March 2013

18

16

14

12

10

8

6

4

2

o |
EXCLUDED V‘”“L”EFEF'{EDLES;' NEW | VALUE SELLING - suSTAIN INNOVATION

m BRAZIL 0 6 0 0
' COLOMBIA 0 7 3 0
' ECUADOR 0 6 2 0
= PERU 0 9 4 0
® ARGENTINA 1 16 3 0

Global Definitions:

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months
This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories,

customers, etc.
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April 2013

Global Definitions:

24 Months NPD Indicator
70,00% - April 2013

58,09%

60,00% -

50,00% -

40,00% -

30,00% -

20,00% -
13,27%

10,00% -

0,00% -

24 Months NPD Indicator: % sales of NDP(s) on the total sales of the month (Tones)

ECUADOR | ARGENTINA

BRAZIL COLOMBIA PERU

APRIL 2013

13,27% 7,76% [49,42% | 17,60% 58,09%

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories,

customers, etc.
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April 2013

NPD Clasification - Products Launched Abril 2013

14
12
10
8
6
A
2
0 VALUE SELLING - NEW
EXCLUDED PRODUCT VALUE SELLING - SUSTAIN INNOVATION
B BRAZIL 0 1 4 0
B COLOMBIA 0 7 2 0
T ECUADOR 0 3 1 0
N PERU 0 12 8 0
B ARGENTINA 4 10 6 0

Global Definitions:

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular

customers, etc.

situation according to its operation size, categories,
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May 2013

Global Definitions:

24 Months NPD Indicator
45,00% May 2013

40,00% - 39,26% 37,88%
35,00% -

30,00% -

24,37%
25,00% -

20,00% 16,23% 17.12%

15,00% -
10,00% -

5,00% -

0,00% -

24 Months NPD Indicator: % sales of NDP(s) on the total sales of the month (Tones)

ECUADOR | ARGENTINA

BRAZIL COLOMBIA PERU

MAY 2013

16,23% 17,12% |39,26% | 24,37% 37,88%

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories,

customers, etc.
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©C1:
May 2013 GLASS

LIFE

NPD Clasification - Products Launched May 2013
18
16
14
12
10
8
6
4
2
0 .
EXCLUDED mLUEFSREDLHS;' NEW VALUE SELLING - SUSTAIN INNOVATION
mBRAZIL 0 2 2 0
® COLOMBIA 0 16 8 0
% ECUADOR 0 3 0 0
® PERU 1 3 2 0
W ARGENTINA 0 14 2 0

Global Definitions:
Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories, 126
customers, etc.



June 2013

Global Definitions:

50,00%
45,00%
40,00%
35,00%
30,00%
25,00%
20,00%
15,00%
10,00%

5,00%

0,00%

24 Months NPD Indicator
June 2013

44,17%

32,01%

28,56%

24 Months NPD Indicator: % sales of NDP(s) on the total sales of the month (Tones)

JUNE 2013

BRAZIL COLOMBIA | PERU  ECUADOR
15,10% 28,56% |44,17% | 32,01%

ARGENTINA |

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories,

customers, etc.
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June 2013

QG1:
GLASS

LIFE

NPD Clasification - Products Launched June 2013
25
20
15
10
5
0 _—
VALUE SELLING - NEW
EXCLUDED PRODUCT VALUE SELLING - SUSTAIN INNOVATION
HBRAZIL 0 0 ? 1
B COLOMBEIA 4 2 0
» ECUADOR 0 Fi 1 0
m PERL ] 5 8 0
B ARGENTINA 0 20 10 0

Global Definitions:

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular

customers, etc.

situation according to its operation size, categories,
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July 2013

Global Definitions:

50,00%
45,00%
40,00%
35,00%
30,00%
25,00%
20,00%
15,00%
10,00%

5,00%

0,00%

24 Months NPD Indicator
July 2013

41,18%

44,53%

16,90% 18,22%

24 Months NPD Indicator: % sales of NDP(s) on the total sales of the month (Tones)

JULY 2013

BRAZIL COLOMBIA | PERU | ECUADOR | ARGENTINA
16,90% 509% |41,18% | 18,22% | 44,53%

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories,

customers, etc.
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July 2013

NPD Clasification - Products Launched July 2013
12
10
8
6
4
2
0 VALUE SELLING - NEW
EXCLUDED BRODUCT VALUE SELLING - SUSTAIN INNOVATION
m BRAZIL 0 0 1 0
¥ COLOMBIA 0 a 3 0
» ECUADOR 0 2 0 0
H PERU 1] 5 2 o
 ARGENTINA 0 11 2 0

Global Definitions:
Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.

Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

should not be compare between countries, as each country has a particular situation according to its operation size, categories,

This indicator
customers, etc.
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August 2013

Global Definitions:

25,00%

20,00%

15,00%

10,00%

5,00%

0,00%

24 Months NPD Indicator
August 2013

22,93%

14,66%
13,15% 13,03%

24 Months NPD Indicator: % sales of NDP(s) on the total sales of the month (Tones)

AUGUST 2013

BRAZIL COLOMBIA | PERU  ECUADOR
14,66% 16,85% |22,93%| 13,15%

ARGENTINA
13,03%

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories,

customers, etc.
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QC1:
August 2013 GLASS

LIFE

NPD Clasification - Products Launched August 2013
16
14
12
10
8
6
4
2
0 VALUE SELLING - NEW
EXCLUDED RODULT VALUE SELLING - SUSTAIN INNOVATION
W BRAZIL 0 4 3 0
B COLOMEBIA 0 E 4 0
B ECUADOR 0 5 0 0
= PERU 0 5 2 0
B ARGENTINA 0 14 8 0

Global Definitions:
Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories, 132
customers, etc.



September 2013

18,00%
16,00%
14,00%
12,00%
10,00%
8,00%
6,00%
4,00%
2,00%

0,00%

24 Months NPD Indicator
September 2013

15,94% 16,30%

24 Months NPD Indicator: % sales of NDP(s) on the total sales of the month (Tones)

SEPTEMBER 2013

Global Definitions:

|__BRAZIL | COLOMBIA __PERU _ ECUADOR _ARGENTINA
15,94% | 11,19% 16,30% | 10,57%

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories,

customers, etc.

133

QG1:
GLASS

LIFE



September 2013

Pendiente Mes por Actualizar.

QG1:
GLASS

LIFE

14

12

10

NPD Clasification - Products Launched September 2013

EXCLUDED

WALUE SELLING - NEW PRODUCT

WALUE SELLIMNG - SUSTAIMN

INMNOWVATION

W BRAZIL

B COLOMBIA
B ECUADOR

= PERU

B ARGENTIMNA

13

Global Definitions:

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months
situation according to its operation size, categories,

This indicator should not be compare between countries, as each country has a particular

customers, etc.
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Year Evolution 24 NPD Indicator 2013

0%

6%

50%

40%

A

| | MR TR
10%
N 1 0 L 0

January February rarch April May June Juby August september October Movember  December

BAERAZILSE mCOLOMBIA  mPERU  BECUADOR  mARGENTIMNA

Global Definitions:
Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.
Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories, 135
customers, etc.



I.
NPD Global Classification O-l LA gLASS

YTD — September 2013 S
LIFE

Pendiente Actualizar a Septiembre.

NPD Global Classification O-1LA YTD - August 2013

40
35
o
15
20
15
10
5
0
JANLUARY | FEBRUARY | MARCH APRIL JUNE ULy AUGUST SEPTEMEBER| OCTOBER NOVEMEBER| DECEMEER
W EXCLUDED L] 1] 1 4 1 0 1] 4]
BWALLE SELLING - NEW PRODUCT 15 21 38 32 36 a3 18 11
BALUL SCLLIMG - SUSTAIN 21 12 12 17 12 21 9 17
W INMNOVATION 0 ] 0 0 0 0 E] 1)

Global Definitions:

Period during which both Value Selling categories are considered as "New Product" for Sales reporting is 24 months.

Period during which Innovation category is considered as "New Product" for Sales reporting is 120 months

This indicator should not be compare between countries, as each country has a particular situation according to its operation size, categories,
customers, etc.
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ANNEXES:
Glass Smart Pipeline General Figures
per Country
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O-l Brazil

Glass Smart Pipeline Metrics

1. O-1 Brazil NPD - Total projects in Pipeline
(YTD December 2013)

63;23%

m Active Projects
143; 52% B Canceled Projects
B Complete Projects

67; 25%

QG1:
GLASS

LIFE

2. O-1 Brazil NPD - Total projects in Pipeline
(YTD December 2013)

B O-l Strategy

B Total Account
Penetration

m Consumer Back

m Customer Back

B Launch Strategy

= Control

Tonnes K
30

25

20

15

10

3. O-1 Brazil NPD - Volume per Category - Active Projects - non complete

24

BEER

(YTD December 2013)

24,49

14
1
. 0’00 0’41
FOOD MNAB's SPIRITS WINE DRUGS & COSMETICS

W BEER

mFOOD

BNAB's

W SPIRITS

= WINE

mDRUGS &
COSMETICS
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1. O-l Colombia NPD - Total projects in Pipeline
(YTD December 2013)

66; 19% 2. O-1 Colombia NPD - Volume per Category - Active Projects - non complete
(YTD December 2013)
Tonnes K
W Active Projects 30
m Canceled Projects 25
B Complete Projects 25
22
131; 38%
20
m BEER
= FOOD
15 14
= MNAB's
2. O-1 Colombia 2013 NPD - Total projects in 10 FISPIRITS
Pipeline (YTD December 2013)
5
W O-| Strategy
M Total Account 0
Penetration BEER FOOD NAB's SPIRITS

B Consumer Back

M Customer Back

~9; 4%

M Launch Strate
85; 40% &y

= Control
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O-l Peru

Glass Smart Pipeline Metrics

1. O-1 Peru NPD - Total projects in Pipeline
(YTD December 2013)

Bl 68; 38%

B Active Projects
m Canceled Projects

B Complete Projects

46; 26%

QG1:
GLASS
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2. O-1 Peru 2013 NPD - Total projects in
Pipeline (YTD December 2013)

7; 5% W O Strategy
20; 1 M Total Account
Penetration

M Consumer Back

m Customer Back

o Launch Strategy

= Control

4. O-1Peru NPD - Volume per Category Active Projects - non completed
(YTD December 2013)
Tonnes K
18,0 16,7
16,0
14,0 13,0
12’0 W BEER
10’0 m FOOD
B NAB's
8,0  SPIRITS
B WINE
6,0
4,0 3,0
2,0 0,9 1,56
00 = N
BEER FOOD NAB’s SPIRITS WINE
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O-l Ecuador

Glass Smart Pipeline Metrics

1. O-l Ecuador NPD - Total projects in Pipeline
(YTD December 2013)

35; 26%

W Active Projects
72; 54% B Canceled Projects

B Complete Projects
26; 20%

2. O-l Ecuador NPD - Total projects in Pipeline
{(YTD December 2013}

m O] Strategy

B | ntal Arrount
Pemelralivn

B Consumer Back

B Cuslomer Back

B L aunch Strategy

Tonnes K

7,0

6,0

5,0
4,0
3,0
2,0

r

1,0

3. O-1 Ecuador

(YTD December 2013)

6,4

£

4,6

4

0,0

BEER

FOOD NAB’s SPIRITS

NPD - Volume per Category - Active Projects - non complete

N BEER
m FOOD
mNAB's

= SPIRITS

141

QG1:
GLASS

LIFE



o e e T T I e

- —

=

= -_-'*_"I-‘ E—

= — —

L —



