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Forward-Looking Statements

This presentation contains forward-looking statements,
such as projected net sales, operating results, earnings,
and cash flows, that are subject to known and unknown
risks and uncertainties that could cause actual results to
differ materially from any future results, performance, or
achievements expressed or implied by those forward-
looking statements. Users should understand that the
risks, uncertainties, factors, and assumptions listed and
discussed in this presentation could affect the future
results of the Company and could cause actual results
to differ materially from those expressed in the forward-
looking statements.

Users are cautioned not to unduly rely on such forward-
looking statements, which speak only as of the date
made, when evaluating the information presented in this
presentation. The Company does not undertake any
obligation to update or revise these forward-looking
statements to reflect new events or circumstances.
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Corporate Overview

Mark Smucker
President and Chief Executive Officer



rC;ur Vision Guides Our Strategy
— -

Engage, delight, and inspire consumers through
trusted food and beverage brands that bring joy
throughout therr lives.

A portfolio that combines #1 and leading brands with
emerging, on-trend brands to drive balanced growth.
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Strategic Focus Areqs

LEAD IN BUILD BRANDS BE

THE BEST CONSUMERS

CATEGORIES LOVE EVERYWHERE
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Achievement of Long-Term Growth

Compounded annual growth rate from FY13 to FY18

NET SALES OPERATING INCOME

(Adjusted)

+5% +6%

ADJUSTED EPS DIVIDEND




Strategic Roadmap
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TOP-LINE GROWTH e COST SAVINGS ® EPS GROWTH

INNOVATION INVESTMENTS COST SAVINGS ACQUISITIONS




Innovation: Jif® Power Ups™ & 1850™

On pace to be among the top-selling new products of 2018
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Investments

NEW SMUCKER’S® DATA-DRIVEN
MARKETING UNCRUSTABLES® PLANT ANALYTICS E-COMMERCE




Incremental Cost Savings
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Acquisitions & Divestitures

Aligning our portfolio for growth

FY14 NET SALES

CANNED
MILK

\

BAKING
PRODUCTS

FROZEN
HANDHELD
SHORTENING
& OILS PEANUT
FRUIT BUTTER
SPREADS

FY19 PROFORMA NET SALES

PET FOOD &
PET SNACKS

PEANUT
BUTTER

FRUIT

FROZEN_— | SPREADS
HANDHELD SHORTENING

& OILS




The Consumer is in

SOCIAL MEDIA VOICE

Courtney Tolbert Fitness - Supreme Court Fit @Court 1 fitne
A reslly grest package snad protein kick!It's simost ke eating

Jif
PoERUPS

a L =8

m Jif® Peanut Butter &

Hi Courtney, that's great to hear! Thank you
so much for sharing your experience with us!

3 CUp Of to... #Coffee

Cafe Bustelo @

That is wonderful to hear, Vito. Thanks for
choosing Cafe Bustelo!

m Jif® Peanut Butter &

Thank you for being such a big fan!

3 Lana

| was just about to enjoy an @Uncrustables
and my nephew sat down next to me as i was
opening it. Needless to say my nephew is
now enjoying my last #uncrustable lol

Com ]
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CONVENIENCE-DRIVEN SHOPPING

Walmart

] o000

amazon

Milk-Bone Original Dog Treats

99 & FREE Shippiag on orders
iped by Amazon Detail

stock (more on the

Want it Monday, Oct. 87 434 o3 qualifying
ordes within 20 b rwo-
Day Shipping at checkor
Ships from and sold by
avatable

24 Ounce

24 Ounce

chewy...

DOLLAR
GENERAL




Strategic Roadmap
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Strategic Focus Areqs

LEAD IN THE BEST BUILD BRANDS

CATEGORIES CONSUMERS LOVE S AL L
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Strategic Focus: Lead in the Best Categories

—— FY19 PROFORMA NET SALES —

PORTFOLIO RESHAPED
TOWARD GROWTH

PET FOOD &

SIZE OF CATEGORIES PET SNACKS
WHERE WE NOW PARTICIPATE

+25% PEANUT

BUTTER
VERSUS 5 YEARS AGO

FRUIT

FROZEN_— | SPREADS
HANDHELD SHORTENING

& OILS

SMUCKERS




Consumers Trust Qur Brands

90%

of ALL U.S. HOUSEHOLDS have aft least
ONE OF OUR PRODUCTS
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Strong Retailer Rela’rionshi

/th LARGEST

shelf-stable food and
beverage manufacturer in

$259 BILLION

U.S. center of store

N
Source: Smucker Internal Multi-Outlet Share Report 52-weeks ended September 9,:2018 ”l}) 6 5
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High-Growth Brands Fueling Success

HIGH-GROWTH, ON-TREND BRANDS
APPROXIMATELY

RACHASLRAY CAFG’% ’ m $2B
NUTRISH “IDUNKIN
BUSTELO \ DONUTS
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EXPECTED 5-YR CAGR
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Balanced Portfolio of Brands

CORE, LEADING BRANDS

#1 IN FRUIT SPREADS

#1 IN NUT BUTTERS

Jif

#1 IN COFFEE

#1 IN PET SNACKS

LOVED SINCE 1908
MILK-BONE

Source: Smucker Internal Multi-Outlet Share Report 52 weeks ended September 9, 2018

SMUCKERS

Maintaining the strength of iconic
brands with NEW PRODUCTS and
MARKETING o appeal to
YOUNGER GENERATIONS




Strategic Focus: Build Brands Consumers Love

CONSUMER

INNOVATION MARKETING ENGAGEMENT
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Millenials Are a Powerful Force

MILLENNIAL INFLUENCE
TO THE POWER OF SIX

Single Millennial

Married Millennials & Children
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Building New Marketing Capabillities

NEW CAPABILITIES CONSUMER FOCUS
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Strateqgic Focus: Be Everywhere




Strategic Focus: Be Everywhere

SUPERMARKETS MASS RETAILERS CLUB & DOLLAR E-COMMERCE MOBILE SUBSCRIPTION  SMART HOMES

WE ARE ACCUSTOMED TO ADAPTING TO HOW CONSUMERS SHOP
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Consumer-Centric Marketing

MARKETING FUNCTIONS
BUILT AROUND THE
CONSUMER



Accelerating E-Commerce

222 O
- O
PEOPLE CAPABILITIES
Redefined our approach to
MORE THAN DOUBLE
E-COMMERCE NET SALES

BY FY20




Momentum in E-Commerce
FY18 E-COMMERCE SALES

TOTAL SJM PET FOOD COFFEE

+71% +64% +154%
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Our Purpose

Helping to bring families together for
memorable meals and moments.




Commiﬁ fo Sustainable Coffee Farming

¥ ¥ s CRE

CAPACITY CLIMATE CHANGE COFFEE FARM
BUILDING ADAPTATION RUST MANAGEMENT
FARMER GENDER
TRAINING FINANCING EQUALITY

Asﬁ\ic_KE}é&



VOLUNTEER HOURS
DONATED BY
SMUCKER EMPLOYEES
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Strategic Focus Areqs

LEAD IN THE BEST BUILD BRANDS

CATEGORIES CONSUMERS LOVE S AL L
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