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0  Written communications pursuant to Rule 425 under the Securities Act (17 CFR 230.425)

O  Soliciting material pursuant to Rule 14a-12 under the Exchange Act (17 CFR 240.14a-12)
0  Pre-commencement communications pursuant to Rule 14d-2(b) under the Exchange Act (17 CFR 240.14d-2(b))
O

Pre-commencement communications pursuant to Rule 13e-4(c) under the Exchange Act (17 CFR 240.13e-4(c))
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the Securities Exchange Act of 1934 (§240.12b-2 of this chapter).

Emerging growth company O

If an emerging growth company, indicate by check mark if the registrant has elected not to use the extended transition period for complying with any new or
revised financial accounting standards provided pursuant to Section 13(a) of the Exchange Act. O



Item 7.01 Regulation FD Disclosure.

On February 23, 2023, Constellation Brands, Inc. (“Constellation” or the “Company”) issued presentation materials (the “materials”) to be used
by the Company at various meetings with institutional investors or analysts, including during the Company’s previously announced participation in the
2023 Consumer Analyst Group of New York (CAGNY) Conference on Thursday, February 23, 2023, which materials address, among other things, the
Company’s strategic business initiatives, financial metrics, and operating performance, as well as outlook for the future. A copy of the materials is
furnished herewith as Exhibit 99.1 and is incorporated herein by reference.

References to Constellation’s website and/or other social media sites or platforms in the materials do not incorporate by reference the
information on such websites, social media sites, or platforms into this Current Report on Form 8-K, and Constellation disclaims any such incorporation
by reference. The information in the materials attached as Exhibit 99.1 is incorporated by reference into this ltem 7.01 in satisfaction of the public
disclosure requirements of Regulation FD. This information is “furnished” and not “filed” for purposes of Section 18 of the Securities Exchange Act of
1934 and is not otherwise subject to the liabilities of that section. Such information may be incorporated by reference in another filing under the
Securities Exchange Act of 1934 or the Securities Act of 1933 only if and to the extent such subsequent filing specifically references the information
incorporated by reference herein.

Item 9.01 Financial Statements and Exhibits.

Exhibit No. Description

99.1 Constellation Brands, Inc. Presentation Materials dated February 23, 2023
104 Cover Page Interactive Data File (embedded within the Inline XBRL document).




SIGNATURES

Pursuant to the requirements of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed on its behalf by
the undersigned hereunto duly authorized.

Date: February 23, 2023 CONSTELLATION BRANDS, INC.

By: /s/ Garth Hankinson
Garth Hankinson

Executive Vice President and
Chief Financial Officer
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FORWARD-LOOKING STATEMENTS
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FORWARD-LOOKING STATEMENTS (CONT.)
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USE OF NON-GAAP FINANCIAL MEASURES, DISCLAIMER, CAUTION
REGARDING OUTDATED MATERIAL, AND LOCATION OF DEFINED TERMS




TODAY'S
PRESENTATION

OUR CONSUMER-OBSESSION

' UNDERPINS EVERYTHING WE DO

|, WEHAVE A WELL-CONSIDERED,
X EFFECTIVE STRATEGIC ROADMAP

)U«w.. | @

GROWTH AND VALUE CREATION
REMAIN OUR CORE PROPOSITION




OUR DEEP UNDERSTANDING
OF CONSUMER TRENDS
UNDERPINS OUR STRATEGY




| f'_fﬁ : ":UIPORTJ J\M EXPANSION

U, BEVERAGE ALCgHO
DOLLAR SALES GR’OWT '

(CYIO CY20)




m Constellation Brands

WHY A HIGHER-END FOCUS?

CONSUMER-LED PREMIUMIZATIONIS DRIVING HIGHER-END GROWTH

HIGHER-END LOWER-END LOWER-END HIGHER-END LOW-END | HIGH-END
WINE WINE SPIRITS SPIRITS BEER BEER
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S10B CURRENT TOTAL DOLLAR SALES (FY23 Q3 LTM) $558
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CAPTURING FURTHER:
CONSUMER-LED PREMIUMIZATION

U.S. TRACKED CHANNEL DOLLAR SALES GROWTH OF BEVERAGE ALCOHOL
CATEGORIES & PRICING SEGMENTS

SPIRITS

CY10 CY19 CY22 CY10 CY19 Cy22 CY10 CY19 Cy22
[1LOWER-END [ HIGHER-END
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WHY A DIVERS IED PO I F LIO?

VAST MAJORITY OF CONSUM‘E‘RS RI@

P f

GROWTH IN's ARE"O SUMERS

WHO DRINK...*

SHARE OFCONSUME " N THEU S: WHO‘D ai ACROSS &

8 ACROSS MULTIPLE -+

DOLLAR
SALES IN CATEGORIES
THE U.S.

(FY23 Q3 LTM) OONLY ONE
CATEGORY
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CAPTURING HIGHER 1
CONSUMER SPEND " ¢ |

BEVERAGE ALCOHOL DOLLARS PER BUYER
(FY23 Q3 LTM)

BDRINK BEER, WINE ] 944
& SPIRITS '

ODRINK TWO
CATEGORIES

O DRINK ONLY ONE
CATEGORY
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WHAT ELSE INFORMSIOURS RATEGY?

BETTERMENT, FLAVOR, ANDIDIGIFAISIRENDSARE ALSO IMPORTANT

GROWTH IN THE GROWTHINEEAVORPRODUCTS=GROWTH IN 3-TIER E-COMMERCE
BETTER-FOR-YOU SEGMENTIN IN BEVERAGE ALCOHOL BEVERAGE ALCOHOL SALES

BEVERAGE ALCOHOL IN THE U.S. INTHE U.S. IN THE U.S.
(CY19-CY22) (CY19-CY22) (CY19-CY22)

25% 227
CAGR'!  CAGR' 3.2x:
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OUR STRATEGIC INITIATIVES
CONTINUE WINNING THE
CONSUMER, DELIVERING GROWTH,

AND CREATING VALUE
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OUR STRATEGIC INITIATIV

‘I CONTINUE TO BUILD POWERFUL BRANDS
THAT PEOPLE LOVE

DEVELOP CONSUMER=LED INNOVATIONS
ALIGNED,WITH EMERGING TRENDS

DISCIPLINED AND'BALANCED PRIORITIES

OPERATE IN A WAYCTHAT IS GOOD FOR
BUSINESS AND.GOOD FOR THE WORLD

3 DEPLOY/CAPITAL IN-LINE WITH
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A POR\OL’I o

L"‘r

OUR BEER
BUSINESS

#1 SUPPLIER IN THE
HIGH-END OF THE
U.S. BEER MARKET

OUR WINE
AND SPIRITS 3 xl,
BUSINESS 8 Aiea

A LEADING

HIGHER-END WINE [
AND SPIRITS SUPPLIER |
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A POR\OL’I-OI; '

#4 BEER IN THE U.S.
BEER MARKET

BEER IN THE
#3 HIGH-END '

BEER N THE U.S.

BEER MARKET'

BEERINTHE || NOR' BANC! AR LUXURY
HIGH-END WINE

@' BRAND'

IMPORT IN THE U.S. BEER

6 MARKET!

BEER IN THE STATE OF

6 CALIFORNIA'

HIGHER-END L
ISMERICAN TRENDING
RYE WHISKEY' [ TEQUILA 2
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A LONG-STANDING ICBNMiTH REANVIGORATED GROWTH
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HIGHLY EFFECTIVE MARKETINJN IMENTS &OADE l'}ﬁmm%’gwmcs

SCORING AD DOLLAR SALES BY CONSUMER DEMOGRAPHIC 2

TOP WUS. eer o 39 13% 327
CATEGORY !
SHARE OF VOICE @ %
\p POSITION IN
US. MEDIA' 49% 45%

CONSUMER B HISPANIC EIWHITE [l BLACK [l OTHER CONSUMERS

#‘I AWARENESS & DOLLAR SALES IN US.
CONSIDERATION 87 TRACKED CHANNELS
o CAG R (FYW Q3 LTM - FY23 Q3 lTM)3

2d fracking data 17




Constellation Brands ‘
7

2ND LARGEST BEER INTH WIH .' ED GROWIH POTENTIAL
'H -
SIGNIFICANT SHARE OPPORTUNITY NATIONAI.LY ‘ " URTHHWPSWE BEYOND

<= HISPANI A ONSUMER
MODELO ESPECIAL DOLLAR SHARE BY STATE ! }LAR ALES BYICONSUMER DEMOGRAPHIC 2

45%

kL G

CIHISPANIC /[l OTHER CONSUMERS
DOLLAR SALES IN U.S.
TRACKED CHANNELS
‘I 9% CAG (mms LTM - FY23 Q3 LTM)®

lata not availgble
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HIGHER SHARE OF
DOLLAR SALES FROM
MILLENNIALS & LDA GEN Z
CONSUMERS'

SIGNIFICANT

HOUSEHOLD

PENETRATION
OPPORTUNITY !

.-/
RA(HEE;QEf,f

RABEER BRAND IN THE U.S.

- 3 ‘:’

SUMERS T0.0UR PORTFOLIO

% CAGR

DOLLAR SALES IN U.S.

TRACKED CHANNELS
(FY19.Q3 LTM - FY23 Q3 LTM)?2
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KIM GRAWFORD

THE #1 NEW ZEALAND WINEBRAND IN{THE U.S. EVOLVINGINTO A
LIFESTYLE BRAND WITH BROADER INTERNATIONAL OFFERINGS

L
‘I 4% DOLLAR SALES, 4

SAUVIGNON

IN U.S. TRACKEDICHANNELS ] BLANCINGHE 4 E
CAGR (FY19 Q3 LTM - FY23 Q3 LIMJl # 18 'U.S. WINEWIARKET® &
SUPER PREMIUM |

PROSECCO.IN

1.8M 8% 4 MARKE

CASES CAGR 55UPER eremum B

ROSEINTHEUS. [ jE

DEPLETIONS DEPLETIONS WINE MARKET:

(FY23Q3LTM)2  (FY19.Q3 LTM - FY23 Q3 LTM)?2

1 £: IR, Total U5, A d December 2, 2018,
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THE #1 ULTRA PR

‘I 5% DOLLAR SALES r
IN US. TRAGKED'CHANNELS

CAGR  (pasqatim=F2sas iv)

1.8M  10%
CASES CAGR

DEPLETIONS DEPLETIONS
(FY23Q3LTM)2  (FY19 Q3 LTM - FY23.Q3 LTM)?

¢

#9

PINOT NOIR IN
THE USIWINE
MARKETS

ULTRA/PREMIUM
CHARDONNAY
IN THE U.S. WINE
MARKET ®

ULTRA PREMIUM
ROSE IN THE U.S.
WINE MARKET*

December 2, 2018
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THE PRISONER'WINE CO.

AN EXPANDED HIGH-GROWTH, HIGHER-END SET OF BRANDS
WITH SIGNIFICANT GLOBAL AND OMNI-CHANNEL OPPORTUNITIES

3~| 7 DOLLAR SALES 7' 1 27 %1 S FERE
O N US. TRACKED CHANNEL W& /e PHEL  a_SUPER LUXURY

FY19 Q3 LTM - FY23°Q3 LM |
: ’e #1 ZINFANDEL?

CAGR
SUPER LUXURY.

S Ly
BT0k 237, HL O S

CASES CAGR #‘I SUPER LUXURY ic /- i

DEPLETIONS DEPLETIONS RED BLEND 3 LUXURY RED
(FY23Q3LTM)2  (FY19.Q3 LTM - FY23 Q3 LTM)? # BLEND




2" 7 DOLLAR SALES
O INUS, TRACKED CHANNELS

CAGR (FY19 Q3 LM - FY23 Q3 Lw)

170k 147

CASES CAGR

DEPLETIONS DEPLETIONS
(F123Q3LTM)2  (FY19.Q3 LTM - FY23 Q3 LTM)?2

HIGHER-END
AMERICAN
RYE WHISKEY
INTHE U.S.°

DOUBLE RYE
ANLENDof STRAIGHT

CONTINUED
STRONG GROWTH IN
ULTRA PREMIUM
AMERICAN WHISKEY

SEGMENT IN THE U.S.
(FY23 Q3 LTM)?




DOLLAR SALES
IN U.S. TRACKED CHANNELS

CAGR (FY19 Q3 LTM - FY23 Q3 LTM)!

157k  29%

CASES CAGR

DEPLETIONS DEPLETIONS
(FY23Q3LTM)2  (FY19.Q3 LTM - FY23 Q3 LTM)?2

e: IRl T $. Mulfi ks endl

19%,

CONTINUED
STRONG GROWIH IN
HIGHER-END TEQUILA

SEGMENT IN THE'U.S.
(FY23 Q3 LTM)3

87

CA%A NOBLE

A TEQU[LA

..-F‘

#1 TOP ANEJO,
TRENDING REPOSADO,
TEQUILA & BLANCO

December 2, 2018
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A HOLISTIC APPROACH
TO BETTERMENT

LOWER ALCOHOL NON-ALCOHOLIC
LOWER CALORIES || LOWER / NO CALORIES

oy @

estasushen | (Jlorong Corona
BRANDS Tight ~ PREMIER WTR  weter

ALIGNED PART OF VENTURES
/@ AT
WITH TEEN D (‘RA\"F(JR.[;) IM[E }[ U) IM[ }[ PORTFO |_|0

\\ BRIGHT

ILLUMINATE

ADDITIONAL

OFFERINGS Mod\elo |
IN CY23 NORALCOHOLIC
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=BROAD FLAVOR OFFERINGS
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TRADITIONAL HARD

CHELADA FMB SELTZERS
@ o
DOLLAR SALES IN U.S. | (LA (orong

TRACKED CHANNELS mﬁ m SELTZER
3

(FY19 Q3 LTM -
FY23 Q3 LTM)’

READY-TO- WINE

OF CHELADA
SEGMENTDOLLAR | IUNKCSFIRITS S SFRIIZERS

SALES (FY23 Q3 LTM)? AUSTIN wm:som

DEPLETIONS GROWTH )
3 5 X (FY19 Q3 LTM - FRESG& tgu

FY23 Q3 LTM)2




W& Constellation Brands ,
ACCELERATING DIGITAL L
TRANSFORMATION

BEVERAGE ALCOHOL OUR PORTFOLIO
3-TIER E-COMMERCE SALES IS OUTPACING
REMAINS ELEVATED IN BEVERAGE ALCOHOL
POST-PANDEMIC TIMES N 3-TIER E-COMMERCE

>4X above ] 2pis
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COMMITTED TO'A DISCIPLINED FINANCIAI. FOUNDATIOI:I\

4}% BALANCING REINVESTMENT AND ADDITIONAL RETURNS

DEPLOY EXCESS CASH THOUGHTFULLY AND PRUDENTLY




W Constellt B!m “ 1 hf
 COMMIFED TOADISCIPL D
FINANCIALFOUNDATION

FOCUSED ON TARGETING
MAINTAINING A SOLID DIVIDEND GROWTH
INVESTMENT GRADE RATING IN-LINE WITH EARNINGS

TARGET NET TARGET DIVIDEND
LEVERAGE RATIO PAYOUT RATIO

1. Net BITDA is caleulated on o comparable basis and is a non-GAAP financial
MeC endix
Pay




DEPLOYING CAPITALTO BUY-BACKS TARGETED TO AT LEAST
ORGANIC INVESTMENTS COVER DILUTION WITH ABILITY TO
TO SUPPORT GROWTH OPPORTUNISTICALLY DO MORE

ADDITIONAL BEER BREWING ~ REMAINING CAPACITY FOR
CAPACITY FY23-26 OPPORTUNISTIC BUYBACKS

25-30MHL  S$1.2B




IGHIFULL AND ‘ﬂ DENTE

ANY POTENTIAL ACQUISITIONS TO BE FOCUSED ON
SMALL TARGETS TO FILL PORTFOLIO GAPS

TARGET CRITERIA RECENT ACQUISITIONS

CONSUMER-LED | =
ACCRETIVE S5 oy
SYNERGISTIC |+ coats




m Cons

tellatio d

SERVING AS GOOD STEWARDS

OF OUR ENIVORNMENT

MODELING REDUCING
WATER STEWARDSHIP GHG EMISSIONS

TARGETING TARGETING

~1.1 BILLION ~157
GALLONS REDUCTION

OF WATER RESTORATION OF SCOPE 1 & SCOPE 2
BY FY25 GHG EMISSIONS BY FY25
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ENHANCING SOCIAL EQUITY WITHIN
OUR INDUSTRY AND COMMUNITIES

WORKFORCE GENDER AND ETHNIC | ENHANCING ECONOMIC DEVELOPMENT
DIVERSITY REPRESENTATION GOALS IN COMMUNITIES WE OPERATE IN

FEMALE Gﬁ},’i‘“
REPRESENTATION

FY26
GOAL'

30% MINORITY FOUNDER INITIATIVE

COMMITMENTTO FOCUSON
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ENHANCING O

POWER AND ECONOMIG]| . - 1-oro o BORKER '\” ROTATION OF LEAD

OWNERSHIP OF ALL i i:-:iNDEPENDENT DIRECTOR
SHAREHOLDERS CLASS ASTOCK

BETTER ALIGNED WITH

INTRODUCTION OF SHAREHOLDERS,
ANT|-PLEDGING POLICY ADVOCACY GROUPS
AND PROXY ADVISORS




m Constellation Brands

]

3 I 1 e AR
CHAMPIONING THE SAFE ANDR ﬁNSIBLﬂ% YENTOF BEVERAGE ALCOHOL

1S FOUNDATIONAL 10

RESPONSIBLE CONSUMPTION STRATEGIESIN ACTION

WORKING WITHTHE SUPPORTING PROGRAMS @ PROMOTING
BREWERS' VOLUNTARY TO PROMOTE MODERATE ANTI-DRUNK
INITIATIVE TO PROVIDE KEY CONSUMPTION THROUGH DRIVING MEASURES

CONSUMER INFORMATION OUR BOARD MEMBERSHIP THROUGHOUR
ONALCOHOLICBEVERAGES ATTHE WINE INSTITUTE DISCUS MEMBERSHIP




OUR PATH FORWARD
REMAINS A COMPELLING
PROPOSITION




CONSECUTIVE

QUARTERS OF DEPLETIONS GROWTH
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BESTAIN-CLASS BEER BUSINESS

M NETSALES N OPERATING INCOME' M E D I UM ~ TE RM
TARGETS

1-9%

NET SALES GROWTH

39-40%

OPERATING MARGIN'

1. Operaling margin and cperalingingome ¢ omparable bosis, Al compe sented within the appendixof ihis presentation
Beer Business impled operafing margin ou FY23 below medium-term

7]
Z
0
-
=
(1]
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OPTIMIZED WINE & SPIRITS BUSIN

OUR NET SALES HAVE SHIFTED TO BE MAINLY . OUR NET SALES ARE ALSO SHIFTING TO
DRIVEN BY OUR HIGHER-END'BRANDS ' 1 INTERNATIONAL MARKETS & DTC CHANNELS

B% LOWER-END 0% HIGHER-END o[+ OUS WHOLESALE BDTC MINTERNATIONAL
| " '

FY23 Q3 YTD

E. & J, Galo inFY21 of mainsiieam lower-end brands and the divesfifuke fo Theuline: Gioup ING3 FY23 of mainstream and premium wine brands
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MEDIUM-TERM
TARGETS

2-47

ORGANIC NET-SALES GROWTH

(ee]1zM GROWTH 28 b 2 9%

FY19  FY20 FY21 FY22 FY23 GUIDANCE OPERATING MARGIN 1

BILLIONS




10 CONSECUTIVE YEARS AS

i
A7
,_;‘\',_l, } \' c _'Cn d v C'l f;if;”

~8%
COMPETITOR
AVERAGE




m Constellation Brands

APPENDIX 1

ADDITIONAL CAPITAL ALLOCATION
REFERENCE MATERIALS




EDAN D»BM. CED PRI

\ FOUNDA&N

FOCUSED ON MAINTAINING A TARGETING DIVIDEND GROWTH
SOLID INVESTMENT GRADE RATING IN-LINE WITH EARNINGS

mreer ~3.0X teveracerano! b 1arGET ~30% DIvIDEND PAYOUT RATIO N

@ BALANCING REINVESTMENT AND ADDITIONAL RETURNS

DEPLOYING CAPITAL TO ORGANIC INVESTMENTS SHARE REPURCHASES TARGETED TO AT LEAST COVER
TO SUPPORT GROWTH DILUTION WITH ABILITY TO OPPORTUNISTICALLY DO MORE

+25-30M HL erewiNe capaciTy? ~$71.2B oF CAPACITY IN PLACE?
© DEPLOY'EXCESS CASH THOUGHTFULLY AND PRUDENTLY

SMALL ACQUISITIONS TO FiLL PORTFOLIO GAPS
ACCRETIVE, SYNERGISTIC TARGETS




MAINTAINIIIIG AsoLiD
INVESTMENT GRADE RATING

TARGET NET LEVERAGE RATIO IN THE ~3.0X RANGE
NET LEVERAGE RATIO ! DEBT MATURITY PROFILE 2

BANK DEBT
INCREASE DUE TO O [] SENIOR NOTES

RECLASSIFICATION (] ReVOLVER [ RECLASSIFICATION FINANCING (BANK DEBT)
FINANCING

BILLIONS

FY19  FY20 FY21 F22 Q2 FY24  FY25 FY26 FY27 FY28 FY29-
FY23 FY32




ALV ‘u.-'
§ - r'i |
; \ji RQ

’W‘T'A » _ET NG B RO!
S | Eijr NIB

TARGET DIVIDEND PAYOUT RATIO IN THE ~30% RANGE

DIVIDEND YIELD !
B CONSTELLATION BRANDS & 10-K COMPETITORS AVERAGE

28%1797 29%29% 30% ’

o 4% _llb%

1.5%

FY22  FY21 FY20 . FY22  FY21 FY20
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EXECUTING ORGANIC INVESTMENTS
TO SUPPORT GROWTH

CAPITALEXPENDITURE FOR THE BEER BUSINESS JS EXPECTED TO BE™,
INTHE'S5:08"°96.58 RANGE FOR THE FY23 - FY26 TIME RERIOD

ADDING 25~30M.;ﬁl OF BREWING CAPACITY TO SUPPORT MED"IUM TERM

MID TO HIGHSINGLE-DIGIT VOLUME GROWTH OF BEER BUSINESS?

15T WAVE 2ND WAVE 3RD.WAVE
FY243 FY25-FY26* FY26+°

ADDING ~ADDING ADDING

~10M HL ~8M HL ~7-12M HL

TOTAL CAPACITY TOTAL CAPACITY TOTAL CAPACITY

~S1M HL ~59M HL ~66-71M HL
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EXECUTING ORGANIC INVESTMENTS
TO SUPPORT GROWIH

WINE & SPIRITS HOSPITALITY VENUE UPGRADES
1O ENHANCE EXPERIENCES AND
SEEK'TO MAXIMIZE DIRECT-TO-CONSUMER OPPORTUNITY

INEW TASTING ROBERT MONDAVI
FACILITY AT THE WINERY.
PRISONER WINERY- RENOVATIONS




SHARE REPURCHASE RATIO FROM FY20-FY22 @
B CONSTELLATION BRANDS [0 10-K COMPETITORS

7]
4
0
-
=
[-1]

~1.3%
COMPETITOR
AVERAGE

FY22 FY23 Q1-Q3 FY22-
FY23 Q3
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ISMALL ACQUIS
Tb FILL PO TFO lJo GAPS |

RE'CENT*%CQUISITIONS OF HIGH- GROWTH
BRANDS ALMOST ENTIRELY $ELF-FUNDED THROUGH
SALE OFSUCCESSFUL VENTURE INVESTMENT

$8 -I B ACQUISITIONS

OPERATING HIGHER-ENDMWINES FROM PASO ROBLES, CA
CASH FLOW WITH STRONG DIRECT-TO-GONSUMER BU ,'

FY20-FY22 INCLUDING ECOMMERCE

HIGHER-END "
NGy PREMIUM ND
i e AT g
M&A GuiC VAL, gookias

A" orecon SEGHENT

EXPENDITURES
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APPENDIX 2

ADDITIONAL ESG
REFERENCE MATERIALS
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MODELING WATER STEWARDSHIP

TARGETING
~1.1 BILLION GALLONS

OF WATER RESTORATION BY FY25

WATER RESTORATION STRATEGIES IN ACTION

. REFORESTATION OF . BUILT 3 DAMS NEAR . NEWTECHNOLOGIES NEAR
2,000+ HECTARES OF OBREGON BREWERY OUR NAPAVALLEY
LAND NEAR NAVA SAVING ~15 MILLION CUBIC VINEYARDS REPRESENTING
BREWERY OVER THE METERS OF WATERON A 39% IMPROVEMENT IN
NEXT NINEYEARS AVERAGE IN LAST 3YEARS WATER EFFICIENCY




" REDUCING GHG EMISSIONS
TARGETING

~157 REDUCTION
OF SCOPE 1 & SCOPE 2 GHG EMISSIONS BY FY25

GHG STRATEGIES IN ACTION

99% OF BIOGAS . PLANTO CONVERT . 100% OF ELECTRICITY
GENERATED AT NAVA PORTION OF BEER PROCURED AT
BREWERY ISUSED IN OPERATIONSTO WOODBRIDGE WINERY
ITS BOILERS REDUCING NATURAL GAS AND IS FROM A RENEWABLE
METHANE EMISSIONS INVEST INWIND FARMS SOURCE
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FOSTERING ANIINCLUSIVE/CULTURE

WE ARE COMMITTED TO CUI.TIVATING A BEST-IN- CI.ASS DIVERSE,
AND EQUITA.BI.E WORKFORCEy *

WORKFORCE GENDER AND ETHNIC DIVERSITY REPRESENTATION GOALS
FEMALE REPRESENTATION ETHNIC DIVERSITY REPRESENTATION

Gor FY26 FY26
Y22 ACHIEVEMEN] GOAL FY22 ACHIEVEMENT GOAL

43% 50% - 2% 307




ADVANCING DIVERSITY, EQUITY &
INCLUSION IN BEVERAGE ALCOHOL

CONTINUED EXECUTION OF CREATING NEW OPPORTUNITIES
EXISTING PROGRAMS TO ACCELERATE CHANGE

/SUPPORTING 1,800 ROLES INTENDED FOR'

ST00M THE BLACK COMMUNITY N THE SPIRITS
COMMITMENTTO FOCUS ON INDUSTRY VIA PARTNERSHIP WITH

_ FEMALE FOUNDERINTIATVE | | ' PRONGHORN-& DISCUS
$] OOM BUILDING MORE GENDER DIVERSE

WORKPLACES VIA MEMBERSHIP IN
COMMITMENTTO FOCUS ON
_MINORITY FOUNDER INITIATIVE, /  \ WOMEN OF THE VINE & SPIRITS,
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APPENDIX 3

DEFINED TERMS &
ADDITIONAL FINANCIAL INFORMATION
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DEFINED TERMS

Unless the context ofherwise re Company,” “CBI," 'STZ, . our," or “us” refer to Constellation Brands, Inc. anc

on, and amortization
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DEFINED TERMS
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COMPARABLE MEASURES (NON-GAAP)

Comparable measures are provided because management uses this information in evaluating the results of the core operations of the Company and/or internal goal setting. In
addition, the Company believes this information provides investors valuable insight on underlying business trends and results in order to evaluate year-over-year financial
performance. As such, the following items, when appropriate, are excluded from comparable results:

Acquisitions, Divestitures, and Related Costs

Acquisitions, divestitures, and related costs includes transaction and associated costs in connection with pending and completed acquisitions, investments, and divestitures. In
addition, in connection with acquisitions, the allocation of purchase price in excess of book value for certain inventory on hand at the date of acquisition s referred to as inventory
step-up. Inventory step-up represents an assumed manufacturing profit attributable to the acquired company prior to acquisition. Forinventery produced and sold after the
acquisition date, the related manufacturer’s profit accrues to the Company.

Restructuring and Other Strategic Business Development Costs

Restructuring and other strategic business development costs consist primarily of costs recognized by the Company in connection with certain activities which are intended to
simplify, streamline, or increase efficiencies. These costs include restructuring charges, such as employee termination benefit costs, contract termination costs, costs to
consolidate or close facilities and relocate employees, and other costs which are not reflective of the core operations of the Company related to strategic business development
initiatives.
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COMPARABLE MEASURES (NON-GAAP)

Other

Other includes items that are not specifically related to acquisitions and divestitures of restructuring and other strategic business development costs (e.g. unrealized net (gain) loss
on securities measured at fair value, loss on extinguishment of debt, impairment of assets, loss on contract termination, and net (gain) loss from the mark to fair value of
undesignated commodity derivative contracts prior to settlement).

Comparable Basis Earnings before Interest and Taxes ("Comparable Basis EBIT"), as used by the Company, means net income (loss) attributable to CBI plus (i) net income (loss)
attributable to noncontrolling interests, (i) provision for (benefit from) income taxes, and (iii) interest expense, all on a comparable basis. Comparable Basis EBIT is considered a
performance measure and the Company considers net income (loss) attributable to CBI the most comparable GAAP measure. Comparable Basis EBIT is used by management in
evaluating the results of the core operations of the Company including, the results of its equity methad investments. In addition, the Company believes this information provides
investors valuable insight on underlying business trends and results in order to evaluate year-over-year financial performance.

The Company has disclosed its debt to Earnings before Interest, Taxes, Depreciation, and Amortization ("EBITDA") ratio and net debt to EBITDA ratio. These are non-GAAP financial
measures that management believes are of interest to investors and lenders in relation to the Company's overall capital structure and its ability to borrow additional funds. The
Company considers EBITDA a measure of liquidity and considers net cash provided by operating activities the most comparable GAAP measure.

Free cash flow as used by the Company means the Company's net cash flow from aperating activities prepared in accordance with GAAP less capital expenditures for property, plant,
and equipment, Free cash flow is considered a liquidity measure and provides useful information to investors about the amount of cash generated, which can then be used, after
required debt service and dividend payments, for other general corporate purposes. A limitation of free cash flow is that it does not represent the total increase or decrease in the
cash balance for the period. Free cash flow should be considered in addition to, not as a substitute for, or superior to, cash flow from operating activities prepared in accordance with
GAAP.
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REPORTED STATEMENT OF OPERATIONS (GAAP)

First Second Third Fourth i First Second Third
Quarter  Quarter  CQuarter  Quarter Quarter  Quarter  Quarter
2018 2019 2020 28 208 03

$ 75803 31160 §5 8345
(37678 f (40357 ) (41916)
38125 4,0803 41519
(L5327 ) (Le681) (16218
-1 ey
— 741
24122 21545
olidated investments A 2,1016) (2668.6)
(3670 (4287
(17) 24
41450 (045.2) | ( 3 580.1
(685.9) 9656 5 (1313 (93
34501 14 0
(32) (332
34359 5 (118

1757 s (007 W) 5 (47405 oM §

195532 168.329
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RECONCILIATION OF REPORTED AND COMPARABLE NON-GAAP INFORMATION

First Second  Third Fourth i First Second Third Nine
Quarter  Quarter  Quarter  Quarter Quarter  Quarter  Quarter [ETELIGH
plivs) 2022 plir] plirs] 123

¥eept per st
Net Sales
Reported Net Sales 35 81160 §5 83435
Comparable Net Sales 308 8160 5 83435

Cast of Product Sold
Reported Cost of Product Sold , § (40357 §5 (42506
Acqu 45
89

161

S (40058 §5 (40293)

Gross Poft
Reported Gross Profit 3 0803 5 4,518

nt Costs

S 4002 5 43142

§ (L6601) 5 (16208)
1 [85)
171 5.3
1229 232
Comparable Selling, General, and Administrative Expenses S (1454.0) §5 (15818

Impairment of Brewery Construction in Progress

Reported Impairment of Brewery Construction in Progress
O

ciunng
Comparable Impairment of As

Gain {Loss) on Sale of Business
Reported Gain |Loss) on Sale of Busine:
A ted

Comparable Gain (Loss) on Sale of Business
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RECONCILIATION OF REPO D COMPARABLE NON-GAAP INFORMATION

First  Second  Thind Faurth Fisaal First Secand  Third Nine
Yoar Quarter  Cuarter  Quarier  Cuartar Quarter  Quartae  Cuarter

8 03 n

2B NS 1411
fl
260)
i
5 L6621

$ Lifie
(2] bt

24907
Comgarable Income {Logs) from Un: Idated Investments 5 (1885

Inerest Expinse

Reported Interest Expefise (33204 § (4287

{320, s ()

{510
a7

mn
(98
(49}
(3761
(4133

Bs 8y
mafs oy
5 349 Q5 (1L8)
{E64) 760
5 18

{1538 1379
(RCEY ERREIERY (R RG]

292

A

200,745
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CANOPY EQUITY EARNINGS (LOSSES) AND RELATED ACTIVITIES ("CANOPY EIE") (NON-GAAP)

First Second Third Fourth First Second  Third Nine
Quarter  Quarter  Quarter  Quarter Quarter  Quarter  Quarter YT
2022 2022 2002 2083 203 2023 208
(in millions except per share data)

Comparable Net Income (Loss) Attributable to CBI - Canopy EIE
Reported Canopy EIE PR3] RN O] & (1558)6 12056 (428 (4 X9 5 (165005 (6507)$  (60.8) RG]
Comparable Adjustments Canapy EIE ™ (139) 354.2 5328 115 (1504) [64.2) (1 ; 113.0 6159 7530
Comparable Canopy EIE (16.5) [2217) . (29.9) (35.6) - (34.8) {123.5)
Benefit from income taxes Canopy EIE " 39 7.2 ; 40 : ; 45 ; 151
Comparable Net Income (Loss) Attributable to CBI - Canopy EIE (126) 5 (1485) ) B (584) 5 (3398 9B ; 5 (1084)

Comparable Diluted Net Income (Loss) Per Common Share Attributable
to CBI - Canopy EIE Calculation

Reported Diluted Net Income {Loss) Per Common Share Attributable to
CBI - Canopy EIE @] s (01)s 082S 00 S (078)% (335§ (031) CHEEEN]
050 76 03 (0.0 053 319 | 38
able Diluted Net Income (Loss) Per Comman Share Attributable
BI- Canopy EIE Ll 5 (018) (013) 5 (031) § VR S (02405 (016) $  (0.18) B

Comparable Diluted Net Income (Loss) Per Common Share Attributable
o CBI, excluding Canopy EIE Calculation

Comparable Diluted Net Income (Loss) Per Comman Share Attributable
to CBI . § an . 233 § 28 i ] 260 5 83 ERA
Comparable Diluted Net Income (Loss) Per Common Share Attributable
to CBI - Canopy EIE ; [0.76) 18] [0.31) (0.18) (0.24) (0.58)
C N 5 mman Share Attributable

5 93 £y 5 2515 oLy y 155 199 B 29 5§ 333§ 301 R

diluted net income {loss) per common sha
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ADJUSTED EBITDA CALCULATION AND RECONCILIATION, FREE CASH FLOW RECONCILIATION (NON-GAAP)

First Secand  Third Fourh First Secand Third
Quarter  Quarter  Quarter  Quartor Quarter  Quanter
ms o 23 2 m uB

nant fs e s aneo

1586 §5 1304 g8 34159
[ ) (5525 (LENT
1302 §5 17439 B8 Li6D

41 1LY 43
Lirk} 4133 a3
3 =l ] 212
nasy  2sEn 2619
E15 ™ £

¥ 54 B0
57 %7 ik
L4595 % OB RS L5631

5 19314 5 2063
5% 2% 0k

LR 61 i

27 GOl (666

gl 71 [HH]
s a15) Bl

36 (133] (5608

4643 LaTiag (nized)
[1248) 14 {3883 11537

(5.1} {L08] [644] (B0

- - -1 my

(ECD] EEER ERERE R

ems 17 {182.3) fhr-%1) {5an.0)
Lomparabi Basis EBITDA 2603 5 zama 5 %3l B 1885

LO603 5 TERE B5 29631 §5 2BES
4001 5 10167 B3 136165 5 1218446

44 400 (s
4| 45 42

160 8 12aia 8 1063 3 1s11
Eugl] Etai] (%3 (7365
Frea Cash TBEYS EREQRS LGOS 1EME

Nt Dubtto LTM Coy
5,881 §5 101867 5 136165 5 12IME
(1774 (%03 (936 {BL
Net Det 50607 5 100860 s 13509 8 1002

et Dubt bo LTM i) Aftribut; .1 Lsn

|Net et to LTV Comparable Basis ERIT
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ADJUSTED EBITDA CALCULATION AND RECONCILIATION, EXCLUDING CANOPY EIE (NON-GAAP)

Fiscal Fiscal Fiscal Fiscal Fiscal First Second Third Fourth Fiscal First Second Third Nine
Year Year Year Year Year Quarter  Quarter  Quarter  Quarter Year Quarter  Quarter  Quarter [IGHIGH
017 018 2019 2020 n1 w22 W22 01 nn2 nn w3 03 03 piirE]

(in millions)
Comparable Basis EBIT, excluding Canopy EIE
mparable Basis EBIT 5 26329 15 25439 5 27732 6991 5 787° 622.7 - S 84918 7640 ERPASEAN
omparable Canopy EIE (16.5) (221.7) (146.2) (44.3) (29.9) (35.6) | Bl (1235)
Comparable Basis EBIT, excluding Canopy EIE 5 26494 5 27656 §S 29194 B 35 7290 5 8559 6583 B S 79205 8RS LUNRS 24766

Comparable Basis EBITDA, excluding Canopy EIE
Comparable Basis ERITDA YT RPEVEN PEERY (Xt Mkl 6 75606 78656 87536 7127 MENERN 5 BB7 S o4 EE]S 2613
Less: Comparable Canopy EIE sl ]l s R ) B (e , (1235)
Comparable Basis EBITDA, excluding Canopy EIE S 24596 5 28028 §S5 29796 5 3,0902 BS 3,218.4 [T VAT Y [ SET: Ve I AR /1Y 5 57 5 975, 896.5 ERALTE:)

LTM Comparable Basis EBITDA, excluding Canopy EIE.~ ERPRGIEN FRPEVES ERBETENE CRET:IPN CREPICER 5 32517 5 31994 5 3247 § 3,309.1 FREk(:RS

Total Debt $ 92381 5 10,1867 §5 13,6165 §S 12,1846 5 104423

Debt to LTM Net Income (Loss) Attributable to CBI 6.0

T R — e S |
Debt to LTM Comparable Basis EBITDA, excluding
Canopy EIE 38

44 40] (11539 52

36 4.5| 39

Canopy EIE Reconciliation
Total Debt § 9281
(177.4)
$ 90607

s 10,187 | 136165 1S 121846
(903) (93.6) (L4l (4606)
¢ 10,0064 B 13520 08 12 s a7

Debt to LTM Net Income (Loss) Attributable to CBI 59

44 39 (1087)

Net Debt to LTM Comparable Basis EBITDA, excluding
Canopy EIE .7

Net Debt to LTM Comparable Basis EBITDA, excluding |

36

, 2018, we ac
and fiscal year 2018 presented herein has been adjusted to reflect the ion of this amended guidance.
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BUSINESS SEGMENT INFORMATION

Organic Net Sales

Amounts included for the Canopy segment represent 100% of Canopy's reported results on a two-month lag, prepared in accordance with U.5. GAAP, and converted from Canadian
dollars to U.S. dollars. Although we own less than 100% of the outstanding shares of Canopy, 100% of the Canopy results are included in the information below and subsequently
eliminated in order to reconcile to our consolidated financial statements.

In addition, management excludes items that affect comparability (“Comparable Adjustments”) from its evaluation of the results of each operating segment as these Comparable
Adjustments are not reflective of core operations of the segments. Segment operating performance and incentive compensation of segment management are evaluated based upon
core segment operating income (loss) which do not include the impact of these Comparable Adjustments.

Organic
For periods of acquisition, the Company defines argani

divestiture, the Company defines organic as prior period reported les

s current period reported less products of acquired businesses reported for the current period, as appropriate. Far periods of
s praducts of divested businesses reported for the prior period, as appropriate. The Company provides organic net

sales and organic shipment volumes because the Company uses this information in monitoring and evaluating the underlying business trends of its core operations. In addition, the

Company believes this information provides investors valuable insight on underlying business

Transaction Segment
Acquisition

Prisoner Wine and Spirits

High West " Wine and Spirits

Charles Smith " Wine and Spirits

Divestiture

Canadian business Wine and Spirits
Black Velvet Divestiture Wine and Spirits
Ballast Point Divestiture Beer
Concentrate Business Divestiture Wine and Spirits
Wine and Spirits Divestiture Wine and Spirits
Nobilo Divestiture Wine and Spirits
Paul on Divestiture Wine and Spirits
2022 Wine Divestiture Wine and Spirits

1 Collectively, the October Wine and Spirits Acquisitions.

Date of Transaction

April 29, 2016
October 14, 2016

October 19, 2016

December 17, 2016
November 1, 2019
March 2, 2020
December 29, 2020
January 5, 2021
January 5, 2021
January 12, 2021
October 6, 2022

ends and results in order to evaluate year-over-year finandial performance.

Organic Adjustment Period

April 29, 2016 - April 28, 2017
October 14, 2016 -October 13, 2017

October 19, 2016 - October 18, 2017

December 17, 2015- December 16, 2016
November 1, 2018 - Octaber 31, 2019
March 2, 2019-March 1, 2020
December 29, 2019- December 28, 2020
January 5, 2020 - January 4, 2021
January 5, 2020 - January 4, 2021
January 12, 2020~ January 11, 2021
October 6, 2021 -October 5, 2022
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BUSINESS SEGMENT INFORMATI

(in millians)
Net Sales
Beer
Wine and Spirits
Wine
Spirits
Wine and Spirits
Canopy
Consalidation and Eliminations
Comparable Adjustments
Consolidated Net Sales

Gross Profit
Beer
Wine and Spirits
te Operations and Other

Consolidation and Eliminations
Comparable Adjustments
Consolidated Gross Profit

Operating Income (Loss)
Beer (A)
Wine and Spirits (A}

rate Operations and Other (A)
Canopy@(A)
dation and Eliminations (A)
Comparable Adjustments

Cans

Consolidated Operating Income (L

2,0429
T2
(197.9
(82.7)
827
(204.0)
24122

First Second Third
Quarter  Quarter  Quarter
022 2022 2022

15720 § 1813 § 17526 5 1,565.7

3977 4472 5062
56.8 626 618
4545 5098
173 1108
(1173) (1108

(104.3)

2,065 $ 237115 2,

9581 §
269.6

(E)
56.5
(2.0

67315 6930 %
1002
(62.9)

(152,

1528

21545 s 27911

Fourth
Quarter
2022

First Second Third
Quarter  Quarter  Quarter
2023 023 2023

GYEIRE 5 18982 § 21393 5 1,891.9 FREER

4041 442.0
(] 738

4705

882 (%63

2,363.2 § 265

10195 § 1,1476 §
111 247

(125.7) (13)
1257 11
14 (464)

9895 13

(5.2)

7628 % 8656 7100

81315 7467 APEYD)
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BUSINESS SEGMENT INFORMATION

Income (Loss) from Unconsolidated

Investments

Beer (B)

Wine and Spirits (B)

Corporate Operations and Other (B)

Canopy (8)

Consolidation and Eliminations (B)

Comparable Adjustments
Consalidated Inco

Unconsolidated Investments

Comparable Earnings (Losses) Befare Interest

Gross Profit as a Percent of Net Sales:
Beer
Wine and Spirits
Canopy
Consolidation and Eliminations
Consolidated Gross Profit
Operating Income (Loss reent of Net

Sales:

Wine and Spirits

Operations and Other

solidation and Eliminations
Consolidated Operating Income (Lass)

NM = Not Meaningful

334
(02)
(16.5)
2,084.9

$ 21006

$ 26329

19.3%
26.5%
(2.4%)
(170.2%)
(170.2%)
B7%

364
(32)

(221.7)
(2,480.1)

2 (26686)

§ 25439

First Second
Quarter  Quarter
022

Third Fourth First Second  Third Nine
Quarter  Quarter Quarter  Quarter  Quarter LGS
2022 nn 023 2023 FiIFE]

§ 74005 84913

52.3%
48.2%
2%
12
50.4%

37.5%
24.8%
(3.1%)

(149.2%)

(149.2%)
30.6%
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PORTED AND ORGANIC NET SALES

First First  Percent Second  Second  Percent Third Third Percent
Fiscal Year 2023 Quarter  Quarter  Change Quarter  Quarter  Change Quarter  Quarter  Change Quarter  Quarter  Change Months ~ Months  Change
03 2022 2023 02 03 2022 2023 2012
Consolidated Net Sales § 13832 § 20865 17% AR Rk i B | $ 2,4365 § 23206 5% § 74548 § 67182 11%
Le: 22 Wine Divestiture - - . - (17.4) - (17.4)
Consolidated Organic Net Sales § 23632 § 20265 17% A KE W 24365 § 23032 % 74548 § 67008 1%

Percent Faurth Fourth nt Nine Nine

Beer Net Sales $ 18982 § 15720 $ 21393 § 18613 § 18919 § 17526 8% 59294 §

5,185.9

Wine and Spirits Net Sales $ 46508 4845 § 515 509.8 IClS 5446 $  568.0 15254 § 15323 %
ne Divestiture - - - (17.9) - [17.9)
Wine and Spirits Organic Net Sales 5 6505 4545 $  5M6§ 5506 1554 § 15149 1%

First First § f Percent Third Third Fourth Fourth Fiscal Fiscal Percent
Fiscal Year 2022 Quarter  Quarter  Change arter r  Change Quarter  Quarter  Change Quarter  Quarter  Change Year Year Change

| 2022 201 2022 2021 2022 2021
Consolidated Net Sales § 202655 19634 $ 2306 5 24381 8807 § 85149 ki
Less: Divestiture: - (183 - (203 - (6423)
Consolidated Organic Net Sales § 205 5 L7766 § 2306 § 22278 88207 & 79726 1%

WS 17526 5 16779
§ 56805 7802

67516 5 60746 1%
20681 5 25403 [19%)

Beer Net Sales § 15720 5 13841
Wine and Spirits Net Sales § 4455 5793

ures - (186.8) : - [210.3) - (6d23)
Wine and Spirits Organic Net Sales § 45455 325 16% $ SEBD S 5499 kL] 20681 § 18980 e
First First Percent Third Third Percent Fourth nt Fiscal Fiscal  Percent
Fiscal Year 2021 Quarter  Quarter  Change Quarter  Quarter  Change Quarter  Quarter  Change a Quarter  Change Year Year Change
2021 2020 120 2021 2020 2021 2020
Consolidated Net Sales $ 19634 § 20972 G 5 22604 5 2 (T 5 24381 5 19994 prE $ 19530 5 1 i 86149 5 83435 3%
pss: Divestiture - (413 - (1 ( - (39
Consolidated Organic Net Sales § 10834 § 2009 [+ EESEPRTTE bl S 24381 19558 e $ 13530 § L7 86143 $ 80206 T
Beer Net Sales S 138415 14774 GEl 5 16359 & 1640 § 16779 § 13106 60746 & 56159 8%
- (8 - [0y - [20
Beer Organic Net Sales § 138415 L4488 4%} 6359 § 1 § 16779 § 12904 60746 5 55239 10%

Wine and Spirits Net Sales § 51935 6198 17%) . 55 (12%) BRI RACC K 25403 § 2,726 (79%)
Less: Divestitures - (187) g - (13.4) - |2308) £
Wine and Spirits Organic Net Sales § 5835 60l 4% [ W 76025 6754 25403 § 24967 b
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Fiscal Year 2020

Consolidated Net
Consolidatad Organic Net Sales
Beer Net Sales

Wine and Spirits Net Sales

Di
Wine and Spirits Org;

Fiscal Year 2019
Consolidated Net Sales
BeerNet Sales

Wine and Spirits Net Sales

Consolidated Net Sales

BeerNet Sales

Wine and Spirits Net Sales

First First

Quarter  Quarter

2020 2019
§ 12§ 20471

§ 2072 % 20471

§ 14714 5 13751

§ 61985 60

S 6985 &R0

First First

Quarter  Quarter

2019 208
§ L0115 1985

§ 1351 5 12392

§ 67205 6893

First First
Quarter  Quarter
2018 2017
§ 19355 § 18718
(132) -
{137 =
= (89.6)
§ 19086 5 17822

§ 1423 § 11510

§ 6325 T8
(132 -
(133) -
- (89.6)

$ BBR3 5 B2

REPORTED AND ORGANIC NET SALES

Pertent
Change

Percent
Change

&%

cond

Second
Quarter

WS 7815 0

Third Third
Quarter  Quarter
2020 2019
5 19994 5 19726
= 1835)
§ 19094 5 10641

M5 13006 5 12098

W 685 TELE
= (85)
WG e85 7R3

Third Third
Quarter  Quarter
219 18
$ 1976 5 18019

§ 12098 § 1005

§ 76285 T4

Third Third
Quarter  Quarter
2018 207
§ 1,791 § 18105
(9.9 =
- (98.9)
§ 17892 § 1716

§ L0801 5 9646

WS 705 w59

(ag) -
aas)

Percent Fourth
Change

Percent
Change

(1 ;|

Pergent
(Change

(1%) [

Faurth

Fiscal Fisal  Percent

Year Year Change

2000 2019

83435 § 81160 3
- (%0

8335 § 80900 b

56159 § 52021 8%

AT 5 29139 6%
- (%)
LT06 5 28879 (&%)

Fiscal Fiscal  Percent
Year Year Change
19 2018

81160 § 75803 ™

52001 5 48604 12%
29139 § 29199

erim and annual

Fiscal Fiscal Percent
Year Year Change
018 2007

75850 § 73315 %

133 =

(3712) =

- 3112
1546 5 70203 L

46585 5 42293 10%

2365 5 31022 (6%
(132) -
(372 -
- (1)
28761 5 27810
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