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The war in Ukraine

A Limited shipments to Russia and Belarus stopped
within the first days of the invasion; no material direct
impact for Cloetta

A Cloetta has contributed with confectionery products
through support organisations and matched private
monetary donations made by our employees

A Indirectimpact from accelerated cost inflation and new
supply chain challenges

”"We are deeply concerned about the war in Ukraine and
our thoughts are with all the innocent people affected.”
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Key messages

Strong start of the year with continued growth and improved profitability

A Another quarter of strong growth in Branded packaged products

A Continued profitability in Pick & mix; adjusted operating margin improved 10 percentage points
A Price increases effective from Q1 cover higher input costs from 2021

A Stronger profitability driven by higher volumes, with continued step-up in marketing spend

A Supply chain challenges successfully managed in the quarter, high uncertainty remains

A Significantly higher cost inflation seen in 2022 requires further pricing

A Demand of Cloetta’s products historically proven to be insensitive to economic fluctuations

w 1.9n 2.9, 23.8.

Net sales Branded organic Pick & mix organic
sales growth sales growth
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Shopper and consumer trends post-Covid

Post-Covid category and channel trends

A

A
A
A

Out of home channels coming back, incl. travel retail, but not yet at
2019 levels

Pastilles recovering, driven by shopper mobility and cold care,
Cloetta growing but not gaining share

Gum stillbelow 2019 levels, linked to usage occasions ‘work’ and
goingout’. Positive share development in NL, negative in F|

Candybag category Nordic negative in food retail due to Pick & mix
growth, Cloetta positive

Actions

A

A
A
A

Out of home channel focus to rebuild penetration

Pastilles task force to target younger lapsed users, more fruit
flavour portfolio

Gum Finland penetration plan, smaller packs and channel
strategy

Further optimisation of pure media spend on advertising

2021 branded sales by channel*

25%

B rood

Other channels

Last 3 months market data**

PASTILLES 2%

=

CANDYBAGS -4%

* Approximate % based on 2021 full year figures

**Nielsen, IRI, Kesko, SOK market data, Q1 2022. Candly,
chocolate and pastilles - DK, FI, NL, NO, SE. Gums - FI,
NL. Nuts - SE.
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Net sales

Strong sales driven by both segments; Branded above pre-pandemic levels and continued rebound for P&M

First quarter

G029 l
+31% 1540
1398
Branded packaged: + 2.5%
L H o 0, -
) /, Pick & mix: +23.8% | /,
Q121 Organic growth FX Q122



Sales development

Branded, % of Q122 sales
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Operating profit, adjusted

A Profitincrease driven by significantly higher sales and

A
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