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New President and CEO

BACKGROUND

Joined Cloetta in 2018 as Area President Cloetta Sweden and member of Group
Management Team

>20 years spent within FMCG of which 16 years in international roles

Solid experience from executive positions within Kraft Heinz and Findus, with a focus on
strategy and business development

PERSONAL PROFILE

Board experience from Swedish Plastic Recycling and Swedish trade association for
FMCG industry (DLF)

Master's degree in Nutrition from Umeda University, studies in business administration at
Lund University

Swedish citizen
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Leading confectionery company in Northern Europe

About Cloetta

Net sales 2023 (SEKbn)

Employees (on average)
2,600
Countries with sales
>60

Number of shareholders

>40,000

Business segments*

74% = *

Candy Chocolate
Branded

packaged . ‘

products _ ,
Pastilles Chewing gum

26%

Pick & mix

g N N

Pick & mix candy,
chocolate and
nuts

* Share of Net sales is FY203, where Branded packaged products includes full year of
divested Nutisal brand

Our 10 largest brands, of total sales

>50%

&> m=x
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DA

Candy  Jaafs:

Lifeis sweet. Sveriges gndusie bil

Lakerol = Mynthon



Over 80% of group net sales from 5 largest countries

Net sales by category, 2023

\ 62% ®

, 19% @
10%
5%

2% @
2%

Net sales by country, 2023

o™ 30% ®

21% @

. 15%

10%

\ / 6% @
6%
5% @

% @

Candy Market position per category
Chocolate
Pastilles - -

_ Market Candy  Pastilles Chocolate Chewing P'Cl_‘ &
Chewing gum gum mix
Nuts e Swed 1 1 2 1

weden
Other -
wf=  Finland** 2 1 3 1 1
2= Norway 2 3 5 1
EER Denmark 2 1 - 1
Sweden -
Finland === The Netherlands 1 2
The Netherlands Bl Germany** 5
Denmark SI= The UK * * 1
Norway
Germ any *) Presence on the market without confirmed market position ~ **) Estimated market position based on data from specific customers
The UK

Source: Kesko, SOK, Circana and Nielsen.

International Markets



Strategic priorities and strengths

Strategic strengths

Cloetta is a
proud provider
of joyful
moments — our
brands and
products bring
fun and joy to
memorable
occasions

Strong leading local brands

Core markets in stable
Northern Europe

Strong European leader in
Pick & mix

Scale benefits in Northern
Europe versus local
competition

Route-to-market scale in
core markets

Locally tailored innovations

Consumer trends and behaviors

Greater individualisation

Responsibility for environment and human rights
Health and positive health benefits

Local, genuine and transparent brands

Superior sensory experiences

E-commerce and digital channels
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Long-term financial targets and development

1 Organic Growth 2 EBIT Margin, Adj. 3 Net Debt /EBITDA 4 Dividend Policy

To grow organically by An adjusted EBIT margin Net debt/EBITDA ratio Payout ratio of 40-60%
1-2%, which is in line with or of at least 14% of around 2.5x of profit for the year
better than the market

Net sales and - . .
organic sales growth EBIT and margin, adjusted Net debt/EBITDA Dividend policy (share of profit)
SEKm % SEKm % SEKm x %
100
9,000 800 2,400
6,000 700-- 2,000 80
600
1,600 60
3,000 o 500
0 400 ent 40
-3,000 ggg 800 o
-6,000 400
9,000 18 100 0
' 2019 2020 2021 2022 2023 2019 2020 2021 2022 2023 2019 2020 2021 2022° 2023
2019 2020 2021 2022 2023 * Adjusted for items affecting comparability
- i M Netdebt, SEKm — Netdebt /EBITDA, x : o
M Netsales Organic sales growth ? g relating to the greentfield facility.

M EBIT, adjusted = EBIT margin, adjusted



Q2: Improved profitability and continued organic growth

Q2 Net sales
. . - N +1.8%
1 Operating environment saw a significantly reduced food price inflation than last year o
rganic
growth
2 Continued to deliver stable underlying volumes SEK 2 . O bn

Improved adjusted operating profit driven by previous pricing and margin-improving
initiatives in P&M

4 Expect to be able to continue to successfully manage increased input costs

: : : : 2 Organic sales growth, %
5 Dry roasted nuts brand Nutisal divested to streamline our brands and product portfolio Q g g °

6 Net debt/EBITDA of 1.8x lowest ever in a Q2 +1.2% +3.4%
Branded Pick & mix




Sales development

Share of net sales and organic sales growth, %, in quarter

Branded packaged products

7.3%

A

40%

9.3%

8.2%

10.2%

I 6.1%
25% I

20.5%

14.8%

10 9% 11 1%
3

.6%
. 1.2%
-

73%

Q2/21 Q3/21 Q4/21

Pick & mix 79.6%

27%

21 6%

32.4%

Q1/22 Q2/22 Q3/22 Q4/22

23 8%

24 4%

15.7%

0%

Q1/23 Q2/23 Q3/23 Q4/23

32.7%

22 4%

Q124 Q2/24

16.4% 13606 11 794

I I l 34%




Pricing and margin-enhancing initiatives lift profit

Operating profit, adjusted

» Fair pricing caught up to earlier input
cost increases, but cocoa continued to
go up and will affect YTG

* Margin-enhancing initiatives in P&M
and Net Revenue Management in
Branded segment further drive profit

» Higher marketing investment in core
brands; to continue in Q3

» Resolution of cost incurred for Q1
guality incident ongoing

Q2/2024 YTD/2024
9.6% 10.9% 9.8% 10.0%
-11
,,,,,, -1 414
1 222 391

16
191 mem -

Q2/23 Vol./Mix Price/ FX Q2/24 2023 Vol./Mix Price/ FX 2024

Cost

Costs
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Strong improvement in P&M; Branded profit protected

Operating profit, adjusted, by segment

Q2/2024
12.7% 12.3%
186 -3 183
Branded packaged
Q2/23 var. Q2/24
0.9% 7.1%
34 39
Pick & mix
5
| |
Q2/23 var. Q2/24

YTD/2024
12.7% 11.2%
370 -35
E—— 335
2023 var. 2024
2.0% 7.0%
79
21
2023 var. 2024
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Strategic building blocks to deliver margin expansion

f Greenfield

Net facility
Revenue
I:Perfect Manage-
actory ment
VIP+ Branded
i d
Swedish cost mix an

pick & mix reduction volume

business
: et e
breakeven and cost
inflation and value
2022-2023
H1 2024
11.4%* 10.0%* 214%*

Road to 14%

*) Operating profit margin, adjusted. | C;Ioez'l"a,




Free cash flow further improved: YTD SEK +148m vs LY

Cash flow

* Improved Q2 Free cash flow vs LY driven
by lower capex investment more than
offsetting increased working capital

» Increased working capital due to
higher seasonal inventory build following
strong Q1: YTD working capital improved
SEK47/mvs LY

» Lower capex investment driven by part
phasing and part avoidance

» YTD free cash flow highest since 2017
» Cash flow from other investing activities

driven by proceeds from divestment of
Nutisal brand

230

Q2/2024

171 54

-306
-224
Cashflow Changesin Investments Free cash Other Cashflow Cash flow
before working in PP&E flow investing from for the
changesin capital and activites  financing period
working intangible activities
capital assets
226
o Q2/2023
******** 2
-314
312



Strong financial position: Net debt/EBITDA 1.8x

Financial position

* Net debt/EBITDA successive improvement continues with an all-time low for a Q2, and well below target of 2.5x

* Net debt SEK 2.0bn despite dividend payments, driven by cash generation and favourable revaluation

» Unutilised access to cash of SEK 3.9bn

4.5 - 5,000
Covenant P 40 +—————————————— - - 4,500
- 4,000
35 Net debt/EBITDA
- 3,500
3.0 -
Target > 2_5 -AEEEm IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII- z’zzz
20 1 — SN '
- 2,000
1s- A mmE 1o
1.0 - - 1,000
] Net debt
0.5 - 500
o | | i
Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2

2021

2022 2023

2024

Access to cash

3.9

I commercial Papers
I Non-current facilities

0.1 I cash

Unutilised
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Our strategy

Cloetta is a proud provider of joyful —1._. '
moments — our brands and

products bring fun and joy to

memorable occasions

We are convinced that our consumer focus is the
basis for us to grow and our brands to flourish




As Branded
packaged
products have an
EBIT margin
above the Group
average, this
segmentis
important for
Cloettato be able
to reach its long-
term profitability
target

[ | |
Focus on fewer but b'gggr
-

-

Growing in new chann'g;lg‘; like

——




, 1.6 Growing in new channels

E- and Q-commerce - emerging online channels

Cloetta’s strategic choice to
focus on online channels is
showing clear results.

Quick commerce* expanded rapidly during the
pandemic and found a permanent place in the
online landscape

In Q-commerce confectionery is relevant for
here and now-moments.

* Order and delivery of products within 30-45 min

Highlights in 2024

Strong growth in US and UK for The Jelly
Bean Planet in E-commerce (Amazon)

Supplier of the Year-award, irrespective
of category, at Foodora Market Sweden

Online Cloetta Store for merch launched
in Q2 in Sweden

Visit cloettastore.se and sisupaja.fi to
see all available merch products!

19 | Cloetta



From its strong
market position
Cloetta has good
opportunities to
develop the category
and thereby drive
profitability and
growth, with the
ambition to reach an
EBIT margin in the
range of 5-7% in the
medium-term

=

Growth of consumer tr




2 Market position enables category development

2 Second quarter with EBIT margin in line with medium-term target of 5-7%

Valorising P&M
Cloetta is the largest P&M supplier in Europe

P&M is one of the fastest growing confectionery categories in the Nordic market

Arlanda airport, Stockholm _ _ _ _ _ N
Cloetta is the only P&M player in confectionary with multimarket scale and proposition

2023/

Cloetta offers a premium, inspiring and exceptional candy experience both offline and online

Opportunity to expand in new markets and channels through repeatable P&M model

Launching online exclusive
pre-packed CandyKing cup
at Q-commerce in several Nordic

markets 21 | (Aoetta
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. Lower Cost and Great

L Adding % EBIT to our result -0

Il | =
Cloetta has 1 Perfect Factory: increasin
programs to CENN
optimise all lines 2 Greenfield project ,
of the P&L by = =
lowering cost and 3 ZBB methodology to reduce ind
spending with =
more efficiency 4 Net Revenue Management to ge
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processes and tools



Union Financing
Consultations










Important information

This presentation has been prepared by Cloetta AB (publ) (the “Company”) solely for use at this presentation and is furnished to you solely for your
information and may not be reproduced or redistributed, in whole or in part, to any other person. The presentation does not constitute an invitation
or offer to acquire, purchase or subscribe for securities. By attending the meeting where this presentation is made, or by reading the presentation
slides, you agree to be bound by the following limitations.

This presentation is not for presentation or transmission into the United States or to any U.S. person, as that term is defined under Regulation S
promulgated under the Securities Act of 1933, as amended.

This presentation contains various forward-looking statements that reflect management’s current views with respect to future events and financial
and operational performance. The words “believe,” “expect,” “anticipate,” “intend,” “may,” “plan,” “estimate,” “should,” “could,” “aim,” “target,”
“might,” or, in each case, their negative, or similar expressions identify certain of these forward-looking statements. Others can be identified from
the context in which the statements are made. These forward-looking statements involve known and unknown risks, uncertainties and other
factors, which are in some cases beyond the Company’s control and may cause actual results or performance to differ materially from those
expressed or implied from such forward-looking statements. These risks include but are not limited to the Company’s ability to operate profitably,
maintain its competitive position, to promote and improve its reputation and the awareness of the brands in its portfolio, to successfully operate its
growth strategy and the impact of changes in pricing policies, political and regulatory developments in the markets in which the Company
operates, and other risks.

” ” ” LT ” ”

The information and opinions contained in this document are provided as at the date of this presentation and are subject to change without notice.

No representation or warranty (expressed or implied) is made as to, and no reliance should be placed on, the fairness, accuracy or completeness
of the information contained herein. Accordingly, none of the Company, or any of its principal shareholders or subsidiary undertakings or any of
such person’s officers or employees accepts any liability whatsoever arising directly or indirectly from the use of this document.
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