


Key messages Q2 2021

« Strong rebound in both segments and improved profitability

« Sales of Branded packaged products back at pre-pandemic levels

* Pick & Mix sales +80%, good progress on profitability

 Significantly higher marketing investments whilst improving operating profit

 Live with new maintenance system in first factory; increased reliability and lower costs

« Ready to announce Cloetta’s Science Based targets within the year

* Preparing measures to mitigate recent rises in input costs

”Rebound in sales and improved profitability.”
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Q2 2021: Strong rebound in both segments

Total Branded packaged Pick & mix
Organic sales growth Organic sales growth Organic sales growth

Apr: +11,7% Apr: +0,7%
May: +30,8% May: +17,8%
Jun: +14,0% Jun: +5,0%

Monthly organic sales growth Monthly organic sales growth Monthly organic sales growth

Cloetta



Increased mobility across markets

Q2 Google Covid-19 Mobility Report; shopping sees uplift, work & leisure still suppressed

Sweden Finland Netherlands UK

Retail & recreation Retail &

Retail & recreation Retail & recreation Retail & recreation

- 8%

Compared to baseline

Transit stations

- 32%

Compared to baseline

Workplaces

-21%

Compared to baseline

- 9%

Compared to baseline

Transit stations

- 36%

Compared to baseline

Workplaces

- 20%

Compared to baseline

-17%

Compared to baseline

Transit stations

-37%

Compared to baseline

Workplaces

- 20%

Compared to baseline

- 25%

Compared to baseline

Transit stations

- 38%

Compared to baseline

Workplaces

- 29%

Compared to baseline

recreation

Transit
stations

Mobility trends for places like
restaurants cafes, shopping centers,
theme parks, museums, libraries and

movie theaters.

Mobility trends for places like public
transport hubs such as subway, bus and
train stations.

Mobility trends for places of work.

Source: Google COVID-19 Community Mobility Reports. % compared to baseline, which is the median value from the 5-week period Jan 3 — Feb 6, 2020.



Branded packaged

2020 branded sales by channel Confectionery category trends

« Pastilles and gums starting to recover from big drop in
2020 but still down vs 2019

B Food - Candy bags down due to hoarding effect 2020

. Other channels « Traffic increasing in other channels, like travel retalil,
kiosks, petrol

25%
(30%)

Actions
v Keep focus on strengthening top 25 brand positions

Last 3 months market data** _ _
V" Strategic launches such as fruit-based candy,

PASTILLES & GUMS +2% Kexchoklad Vegan and Venco Choco D’rop

[/ v" E-commerce: Amazon UK and Germany success
-5%

* Approximate % based on 2020 (2019) full year figures . ; . . . .
v
<Nielsen, Kesko, SOK market data, 02, 2021, Candybags Continued distribution and penetration gain for our

and pastilles; FI, DK, NO, SWE. Gums; FI. no.1 brand position: Red Band Germany

v Penetration programme for pastilles & gum brands



Pick & mix

Pick & mix category trends

Channels Consumer Consumer . .
« Nordic channels & fixtures open

activation demand

Q4 Q1 Q2 Q4 Q1 Q2 Q4 Q1 Q2

« UK grocery and high street stores open while
sales yet to return to leisure parks and cinemas

H < More consumer activations and growing
N ‘ ‘ ‘ “ consumer confidence (vs 2020, but below 2019)

* Recovery of base consumer demand will take

. . . ‘ . . f'f time
o006 000 “ Actions to mitigate

v" Activation through cup promo and digital, whilst
price promo level still low

. . . ‘ ‘ “ v" Premium CandyKing concept live in all markets
‘ ‘ ‘ ' ‘ v" CandyKing Premium mix Finland showing great

sales and shopper results

Tim

NV
AN

v" P&M e-commerce pilot DK; slikekspressen.dk
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Net Sales

Strong rebound in both segments; Branded back at pre-pandemic levels, P&M remain suppressed

Second quarter 6 months
+18,2% l l
1420
2818
2 755
1237
Branded packaged: +7,3% Branded packaged: +4,9%
] Pick & mix: +79,6% ! :/: Pick & mix: +9,7% :/:
// :/

2020 Organic FX 2021 2020 Organic FX 2021

growth growth



Sales development

Branded, % of Q2 '21 sales

7.3%
3.6%  3.6% 2 5%

: %

0.6% 1.4% 1.7% l Apr: +0,7

_06% mm [N -_-_- — - I May: +17,8%
-2.5% -3.6% Jun: +5,0%

-6.3%

Q1’19 Q2’19 Q3’19 Q4°19 Q1°20 Q2°20 Q3°'20 Q4’20 Q1’21 Q2’21

Pick & mix, % of Q2 '21 sales 79.6%

18.1%

49 Apr:  +85,4%

B o oo i °

—- . May: +111,0%
-11.4% -8.0% Jun: +55,9%

-22.9%

'31.4% _359%

-58.5%



Operating profit, adjusted

Volume-driven gross profit improvement, partly offset by step-up in marketing investments

* Profit increase driven by
volume and margin-enhancing
initiatives, totaling SEK 87m.

« Marketing investments
increased with ~SEK 30m
compared to last year.

 Tough 2020 comparator, when
SEK 35m of supply chain costs
was phased to Q3.

Operating profit, adjusted

Second quarter 6 months

8,9% 9,9% 9,5% 8,9%

777777 262
-25 4 140 7 251
,,,,,, —— 35 44 ____

110 87

-35

\
\

2020 2020  Vol/Mix  Costs FX 2021 2020 2020  Vol./Mix  Costs FX 2021
phasing phasing



Q2 Operating profit, adjusted by segment

Pick & mix at break-even; step-up in marketing key driver of Branded profit

Branded packaged

16.1% 12.4%
169
« Step-up in branded marketing 24| —— 136
drives lower operating profit despite
growth. Tough 2020 comparator,
when supply chain costs were
phased to Q3. 2020 2020 phasing var, 2021
« Extraordinary volume growth and Pick & Mix
further margin-enhancing initiatives -31.9% 1.2%
boost Pick & mix profitability. ot

-59 -11
2020 2020 phasing var. 2021




SG&A

Higher SG&A from step-up in marketing of ~SEK 30m and return of costs to enable sales rebound

Second quarter 6 months
28,7% 27,3% 27,1% 26,5%
(33) (0)
I N v I N~ v
,/: 1/: ,/: ,/:
-355
3
[
-388 -746 -746
2020 ltems FX Investments 2021 2020 ltems FX Investments 2021
affecting & 2020 one- affecting & 2020 one-

comparability timers comparability timers



Cash flow

Healthy free cash flow driven by higher operating profit and stable working capital
Q2 ‘21

160 6
w
« Stable working capital main driver of
higher free cash flow; prior year working
capital impacted by inventory build-up.
 Investments in PP&E and Intangibles o
i : Cash flow Changes Investments Free Other Cash Cash flow
lower following the completion of the new before  inworking in PP&E cash flow investing flow from  for the
drying chambers changes capital and activities  financing period
' in working intagible activities
capital assets
Financing activities Q2 2021 include . Q2 20

dividend payments while 2020 comparator is

related to repayment of loans and
commercial papers.

-118 0

A\

|

=

-507



Strong financial position

Unutilized access to cash total SEK 1.6 billion
2314

 Unutilized access to cash total
SEK 1.6 billion. Down EUR 60m
vs. Q1 to reduce costs.

1629
Cash
Non-current facilities o i . .
Non-current facilities « Continued compliance with
covenant requirements on Net
C ial
Commercial papers OMMETCIaT papers debt/EBITDA.
Utilized Unutilized
45 - ~s000 * Refinancing effectuated in June
Covenant P 4.0 4 ———— oo | .. With existing banking group. New
35 - Net debt/EBITDA interest terms valid for up to four
3.0 1 [ 499 years effective as of 30 June
Target > 22 - - L3000 2021.

1.5 - ’_‘ |_| ’_‘ - 2000
1.0 1 H Net debt in SEKm H H H L 1000
0.5 A

ol 1 1 0
Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 %em

2017 2018 2019 2020 2021
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E-commerce acceleration

High momentum and strategic actions implemented

Cloetta e-commerce sales growth YoY* Strategy execution with direct impact for the consumer
ASSORTMENT CAMPAIGN LEAD on Amazon**
H1 2021 +180% Adapting and Innovate to trigger Optimal content and
optimizing assortment impulse online campaigns
The Jelly Bean Factory Partnership with Number 1 Jelly Bean
relaunch of 4.2kg jar retailers to create digital on Amazon UK

to meet Amazon demand check-out campaigns
o and other innovative
0 | ¥ .
H1 2021 +55% campaigns
Muistitko ndma?

—
H1 2021 +52% @‘ Number 1 fruit gum
g ss on Amazon Germany

Herra Hakkarainen 150g
pastillisekoitus

H1 2021 +23% R 4 "; Example of check-out campaign
= OO e delivered in Kesko (Finland)
maximizing growth

*Estimation based on omnichannel, pure players and market place information available. Sweden data excludes June performance
**Amazon ranking based on best seller listed on Amazon.co.uk and Aamzon.de on July 13"




Update strategic launches: Real Fruit Candy

Disruptive sustainable innovations valorizing category and recruiting new consumer

328
0s 314
285 292 785 g :
300 _ 275 266 270 \*27_2
5 50%
250 3 )
200
%
150 105 101 96
4 g1 go 83\%1 87
100
Pico o 479%
~HEE AT 322%3.18% 01 01 01 01 0-6
””””” g o 50
j ; - ; W W W W W W W W W W W
. IR & . 4554 5564 2021 2021 2021 2021 2021 2021 2021 2021 2021 2021 2021

Age Band 14 15 16 17 18 19 20 21 22 23 24

. Candy average

. Cloetta G&B total . RealFruitCandy

The 15t Candy with 50%

fruit combining the best
ingredients at the intersection
of nature and joy

Strong Market Share gains
- Already 22% of whole G&B &
Aakoset sales (with 2 sku’s)

- Media campaign (w 24-27)
boosting further elasticity

Recruiting new consumers

to G&B, millennials 18-34 yo
highly over proportional buyers




Update strategic launches: Real Fruit Candy

Heavy support program to boost launch, uplift of 15% visible during campaign in Finland and Sweden

o
o _ —
Brunnsparken
.;_,— {

=3 FRUKT
& ELLER
). GODIS?

Instore & influencers




Key business priorities

Prioritized activities for achieving organic growth and a 14% operating profit margin, adjusted

3 1

Lower costs Organic growth
and greater for branded
efficiency packaged
products

Pick & mix business,
profitability and growth

2

Top 25 brands focus: ~SEK 30m higher marketing investments
Launching strong new innovations

Vegan products showing good growth, ~15% of portfolio
E-commerce steady increase

Good progress on Pick & mix profitability

Premium CandyKing concept piloted or launched in all markets
Merchandising efficiency project in execution

Pick & mix e-commerce pilot

Efficiency programs continue to deliver

New maintenance system live in first factory; increased reliability
and lower costs

Perfect Factory showing results in operational efficiencies
Refinancing started during H2 2020 successfully finalised




®
i
s
s
'

1
| L\I
W

|

hii

1. Sales results
2. Financials
3. Strategic update

4. Q&A







Disclaimer

* 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.

* 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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