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Disclaimer

Forward -Looking Statements

Certain statements made herein arel ooki hg sstoat emént ajctwi bhit nbad treje Ipghma wiasmigo o o het Bes aPrei hatre Securiti e
as amended. Theforward | ooki ng statements generally are accompanied by gqgr iJrexlpedd,j ,widtimdwetndlsifj mi t3gtoiadg, ogt ottt hree
expressions. These forward -looking statements include the expected effects from the COVID  -19 pandemic, future plans fortheUtz Br ands, Unc. (3t he Companyj), the esti]
results and benefits of the CompanyAs future plans and o p epasyttheeffeds,of inflatidn orrsupplyccham disruptionssstatentents ur e, fut ur e
regarding the CompanyAs project balance sheet and | i abi | i toricel&cts. These statemdnts are based on thecureent exgeetationaofthe ot her st
CompanyAs management and are not predictions of actual perfor eean md.i elsh esna g thet e€Cmanptas ya\rse bsuwksh jneecsts tam
di ffer materially. Factors that may cause such diff er enc emofiimargihsundyee adbersdly ingpacted hy a tariety of factdrseimcluding: t he r i s
variations in raw materials pricing, retail customer requirements and mix, sales velocities and required promotional support; changes in consumersA |loyalty to the Compa
beyond the CompanyAs control; changes in demand for the Comp a nsieds iftperConthany is snabée tofinaovateeodmatiketitsc hanges i n ¢
products effectively; costs associated with building br andtedboyy aalcttyi oannsd biyn ttehree sGo nipna ntyhAes GCcoomppaentyi /Atso rpsr/
CompanyAs products not suitably differentiated from the profotheCarpany froim quarteretd quarter beoapse bf chargesin; f |l uct uati ons

promotional activities; the possibility that the Company may be adversely affected by other economic, business or competitive factors; the risk that the Company may not recognize the anticipated

benefits of recently completed business combinations and other acquisitions recently completed by the Company (collectively, the3 Busi ness Combinationsj), which may be
things, competition and the ability of the Company to grow and manage growth profitably and retain its key employees; the abi lity of the Company to close planned acquisitions; changes in

applicable law or regulations; costs related to the Business Combinations and other planned acquisitions; the inability of th eCompany to maintain the |listing of the Con
on the New York Stock Exchange; the inability of the Company to develop and maintain effective internal controls; and other risks and uncertainties set forth in
JFor waocodk i ng Statementsji in the Co mplafieduwiitstheAUnSnSeeutitiesRuedfErchange Gommission nf t1hbe 3 Commi ssi onj ) for the fiscal yea
and other reports filed by the Company with the Commission. In addition, forward -l ooking statements pr ov iatires, plars er foecastpobfumuyre/egente angvewstas of the

date of this communication. These forward -l ooki ng st atements should not be relied up anofansdate suipsegaentaortne date@f thislceenmhicatigna ny As as s e
The Company cautions investors not to place undue reliance upon any forward -looking statements, which speak only as of the date made. The Company does not undertake or accept any obligation

or undertaking to release publicly any updates or revisions to any forward -looking statements to reflect any change in its expec tations or any change in events, conditions or circumstances on which

any such statement is based, except as otherwise required by law.

Non -GAAP Financial Measures

This presentation includes certain financial measures not presented in accordance with U.S. generally accepted accounting pri ncipl es (3GAAPj) including, but not | imite:i
Adjusted Gross Profit, Adjusted SD&A, EBITDA, Adjusted EBITDA, Normalized Adjusted EBITDA, Adjusted Net Income, and Adjusted  Earnings Per Share, and certain ratios and other metrics derived

therefrom. These non -GAAP financial measures do not represent financial performance in accordance with GAAP and may exclude ite  ms that are significant in understanding and assessing financial

results. Therefore, these measures should not be considered in isolation or as an alternative to net income, cash flows from operations or other measures of profitability, liquidity or performance
under GAAP. You should be aware that the presentation of these measures may not be comparable to similarly -titled measures used by other companies. Reconciliations of these non -GAAP
measures to the most directly comparable GAAP measures are set forth in the appendix to this presentation. We believe ( i) these non -GAAP measures of financial results provide useful information
to management and investors regarding certain financial and business trends relating to the financial condition and results o f operations of the Company to date; and (ii) that the use of these non -
GAAP financial measures provides an additional tool for investors to use in evaluating ongoing operating results and trends i n comparing financial measures with other similar companies, many of
which present similar non -GAAP financial measures to investors. These non -GAAP financial measures are subject to inherent limita  tions as they reflect the exercise of judgments by management
about which expense and income are excluded or included in determining these non -GAAP financial measures. The non-GAAP financial measures are not recognized in accordance with GAAP and

should not be viewed as an alternative to GAAP measures of performance.
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My Early Observations  of Utz

| @ Unique culture with a strong work ethic and J3Jpleased but not satisfiedi

Critical investments i n Untegrated Business Management ( 34YBMj
and technology, are in early innings, and have well -positioned the Company for future growth

JwAm thrilled to be | eading Utz at su
journey, and I look forward to building on our strong 100 -year found
? Howard Friedman, Utz CEO

~
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POSITIVELY SpACLABLE™
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Strong Execution in 2022
and Building Momentum

A4

-

-

-

Source: IRI Total US MULO-C, custom Utz Brands hierarchy, 52 -weeks ended 1/1/2023; % YoY Growth compared
to the comparable period in the prior year on a pro forma basis.

Note: Organic Net Sales and Adjusted EBITDA are Non -GAAP financial measures.
See appendix for reconciliation of Non -GAAP financial measures to most directly comparable GAAP measures.

UTZ BRANDS, INC.

Fiscal 2022 vs.
Fiscal 2021 Highlights

Drove market share gains  in the grocery and
c-store channels, and across potato chips and
pretzels

Organic Net
6% Sales growth

Power Brands Retail |\ &
+ 17% Sales growth \”{g | 3
e rreeem—" P | Y
y ]

Gained In Salty Snack

Share Category
A T

Implemented pricing initiatives to help
offset historically high inflation

Increased market penetration into growth
geographies with national grocer expansions

Launched our Z a p §Airfully-Seasonedas
Pretzel Stix

Delivered productivity target of 3% of cost of ot

oods so|dp Y i Double-Digit Across all three
’ Growth Utz geographies
Integrated all recent acquisitions onto one T ;

ERP platform +9% gg}j\‘,‘ﬁ:‘ed EBITDA



Summary of Fourth Quarter 2022 Results

Organic Net Sales growth of 15.9%

I Excludes the negative impact of Undependent Operator (34Y0j) route conver s

~

I  Price/Mix +17.9% and Volume -2.0%

Gross margin improvement represents effects from pricing actions offsetting significant inflation
I Benefits from inflation -justified pricing actions

~

I Estimate IO conversions adversely impacted Adjusted Gross Margin by approximately 100 bps

Net Sales Adj. Gross Profit (% margin) Adj. EBITDA (% margin)
($in M) ($in M) ($in M)
&, D,
354.7 129.7 44.1

300.9

4QA21 4QA22 4QA21 4QA22 4QA21 4QAN22

Note: Organic Net Sales, Adjusted Gross Profit, and Adjusted EBITDA, are Non -GAAP financial measures
See appendix for reconciliation of Non -GAAP financial measures to most directly comparable GAAP measures.
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4th Consecutive Quarter  of
Double -Digit Consumption Growth

TOTAL UTZ BRANDS THREELARGEST POWER BRANDS Retail Sales Year -over -Year Growth
RETAIL SALES GROWTH .. 13-Weeks Ended 1/1/23
Double -digit ~75% ( )
14.3% th .
C 0 grOW OF TOTAL 4QA22
UN 4QA22 4N 4QA22 RETAIL SALES

15.1% i 15.1%
3%

% of Total Retail Sales
(13-Weeks Ended 1/1/23)

All other 9.4%
brands
26%
utz
+16%
YoY Growth
Total Salty Total Utz Utz Power Utz
+10% Category Brands Brands Foundation
24 YoY Growth Brands




4 QN2 2 Ret bhyiSub-Catedory s

1 Strong double -digit growth across Potato Chips and Pretzels

1 Robust Potato Chip growth led by strength across Grocery, Mass, and C -store channels

-

Mass Channel in the prior year

Tortilla Chip and Cheese Snacks share performance impacted by lapping strong performance in the

1 Salsa and Queso continue to outperform the sub -category reaching $100M in annualized retail sales

13.6%

Sub-Category Potato Chips
Retail Sales -
Tortilla Chips
Year -over -Year
Growth o

Pretzels
(13-Weeks Ended 1/1/23)

Cheese Snacks

-4.5%

-15.5% Pork Rinds

Salsa

Queso

20.6%

M Total Sub -Category

= Bulz
=4 BRANDS

30.7%



4 QN2 2 Ret byiGeography e s

-

Strong growth inthe Core  forOn The Border ®and Z&ppAs
I Share gainsin Emerging ledbyUtz®Pand Z&ppAs

1 Expansion share performance particularly impacted by Mass channel

CORE EMERGING EXPANSION
Geographic Channel

Retail Sales rosyy  2L6%

Year-over -Year '

Growth

(13-Weeks Ended 1/1/23) 15.9%

14.5%

14.7%

14.2% 14.4%

9.9%

M Total Salty Snacks
= pulz
BRANDS
t@utz Power Brands

—4BRANDS



Financial
Performance
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