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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 when
evaluating the information presented in this presentation. The Company does not
undertake any obligation to update or revise these forward-looking statements, which
speak only as of the date made, to reflect new events or circumstances.
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POSITIONED
FOR GROWTH

Over the Long Term

Enterprise Ambition
Strategic Transformation

World-Class Capabilities




8 OUR KEY ELEMENTS

WORLD-CLASS

LEGACY CONFIDENCE IN THE
BUSINESS IS HOSTESS BRAND MARKETING,
COMMERCIAL &
DELIVERING 4% LONG-TERM  ANUEACTURING
STRONG GROWTH GROWTH TARGET S AEILITiee
~85% OF OUR STRATEGIC FURTHER SALES
NET SALES RATIONALE GROWTH & MARGIN
REMAINS STRONG EXPANSION
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TRANSFORMATIVE JOURNEY

FOUNDED IN 1897

ORRVILLE, OH $9 Billion

FY25 NET SALES

WITH A FOCUS ON Consumers rely on our A portfolio of
LEADING BRANDS  products every day LEADING & ICONIC
with over brands
%
. 90% &

Cp OF U.S. HOUSEHOLDS RAVU3:cl\ [exer{od AN,
B = purchasing our brands brands
amn

SOURCE: SMUCKER INTERNAL CIRCANA PANEL DATA REPORT 52 WEEKS ENDED NOVEMBER 03, 2024.
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THE J.M. SMUCKER Co

OUR FOCUS ON THE T —
CONSUMER REMAINS |,/ * "%

AT THECENTEROF "5 " -
EVERYTHINGWEDO =

Engage, delight and inspire consumers by building
brands they love and leading in growing categories.



.
A JOURNEY TO FUNDAMENTALLY

TRANSFORM FOR THE FUTURE

EXPANDED INVESTED IN

EXITED

BUSINESSES FOOTPRINT IN LARGEST
DIVESTED ~30% OF SNACKING GROWTH
OUR PORTFOLIO CATEGORY OPPORTUNITIES
No Longer Fit Within Acquisition of Uncrustables”

our Key Focus Areas Hostess Brands Sandwiches




DIVIDENDS

TO ConSiStently deliver DEBT REPAYMENT &
ag a | nst our SHARE REPURCHASE

LONG-TERM R
FINANCIAL (
ALGORITHM

Adj. Ad;. Total
Operating EPS Shareholder
Income Growth Growth Return




LOOKING TOWARDS THE FUTURE

ALIGNED PORTFOLIO,
RIGHT LEADERSHIP, &
WORLD-CLASS CAPABILITIES

EXCITED ABOUT THE OPPORTUNITIES




CONFIDENCE DRIVEN BY

Strength of Our Ability to Fuel Growth
Portfolio of Leading Across Our Portfolio with
Brands World-Class Capabilities

Focus on Our
Consumer-Led Talented
Innovation People
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OVER 95% OF

U.S. RETAIL CHANNEL SALES LEADING BRANDS
come from categories ARE RESILIENT TO

where we hold the

H#10or #2 CATEGORY DYNAMICS

BRANDED POSITION

FOCUS ON OUR KEY GROWTH PLATFORMS

(SHUCKERDy




SNACKING
CATEGORY

Snacking is a
$200 Billion Market in the U.S.

Plays an Increasingly
Important Role in Consumers’ Lives

Snacks Account for
Half of all Eating Occasions

SOURCE: CIRCANA'S "SNACK JOURNEY" THOUGHT LEADERSHIP PIECE FROM APRIL 2024. CIRCANA NATIONAL EATING TRENDS 2023



CONSUMER SNACKING

MAJORITY EAT A “BALANCE SHEET"

2+ SNACKS PER DAY APPROACH

Younger Consumers Snack More Balance Multiple Needs in Snacking Decisions:
than Older Demographics Taste, Conven lence, & Quality

X &
Frozen Snacks Spreads Sweet &
& Sandwiches Indulgent Snacks



(SHUCKERY

Frozen Snacks & Sandwiches
Category Leadership Position

Consumers turn to frozen to make their lives easier to navigate

Small Meals | Component of a Meal

SOURCE: SMUCKER INTERNAL CIRCANA MULTI-OUTLET SHARE REPORT 52 WEEKS ENDED NOVEMBER 03, 2024.



Peanut Butter &
Raspberry Spread
Sandwich

Chocolate Flavored
Hazelnut Spread
Sandwich

Peanut Butter &
Strawberry Jam
Sandwich

Peanut Butter
& Grape Jelly
Sandwich

Peanut Butter
Sandwich

FOCUSED ON FUELING THE
INCREDIBLE MOMENTUM OF
THE UNCRUSTABLES BRAND

Leads the entire freezer in new buyers for:
@ Households with kids

‘ Millennials

@ GenZz

Setting the stage for high lifetime value from consumers

SOURCE: SMUCKER INTERNAL CIRCANA OMNICHANNEL SHARE REPORT 13 WEEKS ENDED NOVEMBER 03, 2024.



CREATING A TRULY
ICONIC BRAND

Engrained in Culture

Investing in Marketing
Expanding Distribution

Accelerating Innovation

$1 BILLION IN ANNUAL NET SALES
BY THE END OF FY26



SMICKERS S

Building brand loyalty Broaden presence in Exciting innovation
through national new & existing channels with new varieties &
marketing campaign ~xs 1N seasonal offerings

<

Creating an iconic brand
with widespread, multi-generational appeal



OUR LEADING m
SPREADS PORTFOLIO

: Modern Spreads Business
Current Spreads Business

Address a New

Evolving the Portfolio Mega Spreads Category

Fruit Spreads Peanut Butter Other Spreads

Spreads Elevate Daily Meal & Snack Experiences



We continue to see
opportunities to expand
beyond sandwiches into

hew usage occasions




THE ICONIC Wew
J/F B RAN D Jif° Peanut Butter &

o Chocolate Flavored Spread
Opportunities to expand beyond

sandwiches into new usage occasions

CREAMY 8 o
@ PEANUT BUTTER k S L)

Leveraging a strong foundation of Offers a new flavor
leadership, awareness & loyalty to drive increased

to create new snacking occasions relevance & excitement



SWEET & INDULGENT
SNACKING

LEADING POSITION

in the

Sweet Baked Goods Category

@ & @

SOURCE: SMUCKER INTERNAL CIRCANA MULTI-OUTLET SHARE REPORT 52 WEEKS ENDED NOVEMBER 03, 2024.



5 KEY PILLARS

SO T | W o

DELIVERING BASE EXPANDING DRIVING PORTFOLIO REVENUE
PORTFOLIO DISTRIBUTION INNOVATION EVOLUTION SYNERGIES

................... Each pi"ar represents a key tactic ...,
designed to fuel growth



LAUNCHING A
BOLD NEW MARKETING CAMPAIGN

Individually
APPED
CAKES

Indlwduclly

with creamy fl‘lling WRAPPE

coffee Cake;\’i

""CINNAMON STREUSE|

giofi

sponge cake with

individually creamy filling

E wRA PPED ,u;. Individually coffee cake
CAKES 1127 (3605 % E WRAPPED
*% CAKES BAKED WITH REAL CINNAMON

NETWT 13.58 07 (3855) A

NETWT 12701 (3605)
A NETWT 11,602 (32%)
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%
Closing Gaps in
Our Existing Channels

EXPANDING
DISTRIBUTION

Unlocking new channels & opportunities
for the Hostess" brand, particularly in
2 Away From Home Markets

Critically Entering
New Channels

@

Leveraging Strong
Sales Force



INNOVATION LEADER IN THE
SWEET BAKED GOODS CATEGORY

M

12 Eakks
Hpa

cks

6-1.36 07 (39%) PACKS
NETWT 8.17 01 (232g)

Introducing flavors, formats & limited-time offerings
that keep the Hostess® brand exciting & top of mind

SOURCE: SMUCKER INTERNAL CIRCANA TOTAL AOC+CONVENIENCE SHARE REPORT 52 WEEKS ENDED DECEMBER 31, 2023.



EVOLVING OUR
PORTFOLIO FOR
SUSTAINED




¥
Hostess

Plan to execute Expanding Uncrustables®
cross-promotional events sandwiches into C-store
between the Hostess® brand using our new capabilities

& other iconic brands

99 @N z@
R o 2

@



AT-HOME

COFFEE
CATEGORY  (if)

23

A LEADING PORTFOLIO
OF COFFEE BRANDS

3 of the top 7

coffee brands —
rolgers BUSTELO

SOURCE: SMUCKER INTERNAL CIRCANA MULTI-OUTLET SHARE REPORT 52 WEEKS ENDED NOVEMBER 03, 2024.



At-Home Coffee

Consumption

70% of all Coffee
Drinking Occasions

Represents Only a Fraction Drive More Dollars with
of Total Dollars Premiumization &
Spent on Coffee Quality of Experiences

SOURCE: QUARTERLY MARKET SIZING REPORTS VIA NCA. NCA OCTOBER 2023 COFFEE IMPACT ON US ECONOMY.



FASTEST GROWING
LEADING BRAND IN

BUSTELO THE AT-HOME

COFFEE CATEGORY

New National Innovation that will Disrupt Positioned to Double
Marketing Campaign the Pre-Pack Segment Household Penetration

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, :
""""" i CAFERK CAFETL  CAFETR I'MH 0 ME
e BUSTELO BUSTELO  BUSTELO +

MEDIUM ROAST DARK ROAST

C
Bl
: \
CAFEBUSTELO A
ESPRESSOSTVLE s
ICED COFFEE XD

CAFETT CAFER
BUSTELO BUSTELO

USTELO
ESpresso
sl |
] 1\‘ 3
g;‘"

SOURCE: SMUCKER INTERNAL CIRCANA MULTI-OUTLET SHARE REPORT 13 WEEKS ENDED NOVEMBER 03, 2024.



TEMPERATURE STATE IS A
BIG AREA OF OPPORTUNITY

Cold coffee expands consumption
& extends occasions throughout the day

Meeting Consumers in Cold Through
our Café Bustelo” Multi-Serve

 / w‘\

' » CAFEX”
. P CAFEX | cager [BUSTELO
Expanding vanill \\. ¢ 9 il

N
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EXCEEDING INITIAL EXPECTATIONS




PET @&

LEADING BRANDS IN
DOG SNACKS & DRY CAT FOOD

| MILK-BONE § V,‘Jf&h
00

0 ~0
Category continues to grow with .
more pets & pet parents than ever

Continued Pets Viewed Trends
Humanization as Equal Accelerating in
of the Members of Younger

Category the Family Generations

SOURCE: SMUCKER INTERNAL CIRCANA MULTI-OUTLET SHARE REPORT 52 WEEKS ENDED NOVEMBER 03, 2024. EUROMONITOR DEC



__ "REALLY PAWS AT
j ** THE HEART-STRINGS."

MILK-BONE DIGEST

Utilizing our Marketing
Model to Attract Younger
Consumers

Large opportunity as they Reaching them through
Attain Spending Consumer-Led
Power Innovation

<. *Totally fake review for a
~ totally real Milk-Bone ad.




DOG SNACKS

Humanization Trend in the Category

Able to meet a unique
consumer experience of
sharing foods consumers love
with their pets

Success of recently launched
Milk-Bone  Peanut Buttery Bites

made with J/7 Peanut Butter




JGRAVY.,.
“BURSTS™

GRA\IY FILLED P'ECES

Bringing Indulgence &
Dual Texture Experience
Into the Dry Aisle

N MEOW MIX
LAUNCHING

* Produced in the USA *
from Globally Sourced Ingredients

The only one cats
ask for by name®

“BURSIS
GRAVY FILLED PIECEg ™
CRUNCHY -’ B S TETURE

KIBBLE __

NASavory Chicken
Flavor Kibble Mix

s
S > %
®High0ualityProtein e
Helpa Support Strong, Helthy Muscles g &
All Essential Daily 3
Nutrients For Adult Cats

NETWT COMPLETE
ABOZ(318)(136kg)  ADULTCAT FOOD




PET CATEGORY IS PRIMED

FOR CONTINUED GROWTH
»

Next-Gen Consumers
are Redefining
Emotional Connections
with Pets

y

Well-Positioned to Capitalize on

FUTURE GROWTH

of Dog Snacks & Cat Food




Portfolio of Leading

@
_ BRANDS COREOFOUR @
Folgers e i,  STRATEGY
Ability to utilize the full power of our

CAFETL P
m BUSTGI;%, Hostess'
total enterprise capabilities across

brands, through our world-class
Meop DUNKIN’ )

capabilities In:

)

MARKETING COMMERCIAL MANUFACTURING




MARKETING MODEL

We are Brand Builders

A consistent & proven approach to building
brands & driving profitable growth

¢ I"
Wl e LSS
; ’ (N

. MILK-BONE

Built on data-driven insights with culture at the core of what we do



THE NEXT PHASE OF OUR COMMERCIAL MODEL

ENHANCED SALES,
SUPPLY CHAIN &
PROCUREMENT CAPABILITIES

TO FUEL BRAND PERFORMANCE



SALES STRATEGY

oY O Yo

STRATEGIC STRONG EVOLVING OUR
PARTNERSHIPS EXECUTION CAPABILITIES
Products Available Evolving Our
2 3 Where our E-Commerce &

Category Captainships Consumers Shop Omni-Channel Capabilities




Strong & resilient infrastructure
bolstered by advancements in:

TECHNOLOGY

TRACEABILITY

ARTIFICIAL INTELLIGENCE




ROBUST PIPELINE OF INNOVATION

Innovation Launches this Year

Anticipated to contribute over a point of
growth to net sales for fiscal 2025
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INNOVATION DRIVING

GROWTH

Return to Historical Average

FY25 One of the 0
+5%
MOST Growth to Net Sales
SUCC ESSFUL Within 3-Year Launch
years for Combine product

Innovation

TECHNOLOGY & INNOVATION
capabilities




OUR PEOPLE

Driving Our Success

b 4

locations
SHERBROOKE, QUEBEC
" MARKHAM, CANADA
BUFFALO
GRANDVIEW

CHICAGO
TOPEKA F_ RENILLE —‘ NEW BETHLEHEM
o%n @ " * PA
e—

o EMPORIA ks INDIANAPOLIS EERINGTON
DECATUR — SCOTTSVILLE
LONGMONT
@ %O TN
EDGERTON k

co

MEMPHIS

AR ’ COLUMBUS
AL GA
‘

OXNARDY MCCALLA

COFFEE ARKADELPHIA |4
FROZEN HANDHELD AND SPREADS
% PET FOOD & SNACKS
@ SWEET BAKED SNACKS
Y CORPORATE HEADQUARTERS

Best Team in the Industry



OUR LEGACY BUSINESS IS
DELIVERING RESULTS

OUR FOUNDATION
HAS NEVER BEEN |
STRONGER o e

Positioned to Confident in the

DELIVER ON
OUR LONG-TERM

we have made

&

in the attractive categories of

« SNACKING ALGORITHM

£ Including $1 billion in

COFFEE free cash flow annually will lead to our next
wPEl chapter of growth
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FORWARD-LOOKING STATEMENTS ';

THE J.M. SMUCKER C¢

This presentation contains forward-looking statements, such as projected net sales, operating results, earnings, and cash flows that are subject to risks and
uncertainties that could cause actual results to differ materially from future results expressed or implied by those forward-looking statements. The risks, uncertainties,
important factors, and assumptions listed and discussed in this presentation, which could cause actual results to differ materially from those expressed, include: the
Company'’s ability to successfully integrate Hostess Brands' operations and employees and to implement plans and achieve financial forecasts with respect to the
Hostess Brands' business; the Company'’s ability to realize the anticipated benefits, including synergies and cost savings, related to the Hostess Brands acquisition,
including the possibility that the expected benefits will not be realized or will not be realized within the expected time period; disruption from the acquisition of
Hostess Brands by diverting the attention of the Company’s management and making it more difficult to maintain business and operational relationships; the
negative effects of the acquisition of Hostess Brands on the market price of the Company’'s common shares; the amount of the costs, fees, expenses, and charges and
the risk of litigation related to the acquisition of Hostess Brands; the effect of the acquisition of Hostess Brands on the Company's business relationships, operating
results, ability to hire and retain key talent, and business generally; disruptions or inefficiencies in the Company’s operations or supply chain, including any impact
caused by product recalls, political instability, terrorism, geopolitical conflicts (including the ongoing conflicts between Russia and Ukraine and Israel and Hamas),
extreme weather conditions, natural disasters, pandemics, work stoppages or labor shortages (including potential strikes along the U.S. East and Gulf coast ports and
potential impacts related to the duration of a recent strike at the Company's Buffalo, New York manufacturing facility), or other calamities; risks related to the
availability of, and cost inflation in, supply chain inputs, including labor, raw materials, commodities, packaging, and transportation; the impact of food security
concerns involving either the Company's products or its competitors’ products, including changes in consumer preference, consumer litigation, actions by the U.S.
Food and Drug Administration or other agencies, and product recalls; risks associated with derivative and purchasing strategies the Company employs to manage
commodity pricing and interest rate risks; the availability of reliable transportation on acceptable terms; the ability to achieve cost savings related to restructuring
and cost management programs in the amounts and within the time frames currently anticipated; the ability to generate sufficient cash flow to continue operating
under the Company’s capital deployment model, including capital expenditures, debt repayment to meet the Company’s deleveraging objectives, dividend payments,
and share repurchases; a change in outlook or downgrade in the Company’s public credit ratings by a rating agency below investment grade; the ability to
implement and realize the full benefit of price changes, and the impact of the timing of the price changes to profits and cash flow in a particular period; the success
and cost of marketing and sales programs and strategies intended to promote growth in the Company’s businesses, including product innovation; general
competitive activity in the market, including competitors’ pricing practices and promotional spending levels; the Company’s ability to attract and retain key talent; the
concentration of certain of the Company's businesses with key customers and suppliers, including primary or single-source suppliers of certain key raw materials and
finished goods, and the Company'’s ability to manage and maintain key relationships; impairments in the carrying value of goodwill, other intangible assets, or other
long-lived assets or changes in the useful lives of other intangible assets or other long-lived assets; the impact of new or changes to existing governmental laws and
regulations and their application; the outcome of tax examinations, changes in tax laws, and other tax matters; a disruption, failure, or security breach of the
Company or its suppliers’ information technology systems, including, but not limited to, ransomware attacks; foreign currency exchange rate and interest rate
fluctuations; and risks related to other factors described under "Risk Factors" in other reports and statements filed with the Securities and Exchange Commission,
including the Company’s most recent Annual Report on Form 10-K. The Company undertakes no obligation to update or revise these forward-looking statements,
which speak only as of the date made, to reflect new events or circumstances.



ADDITIONAL INFORMATION

S TF
THE J.M.SMUCKER Ce

The J.M. Smucker Co. is the owner of all trademarks referenced herein, except as set forth below and
for Dunkin’, which is a trademark of DD IP Holder LLC. The Dunkin’"brand is licensed to The J.M.
Smucker Co. for packaged coffee products sold in retail channels such as grocery stores, mass
merchandisers, club stores, e-commerce and drug stores, and in certam away from home channels.
This information does not pertain to products for sale in Dunkin”restaurants.

K-Cup’ is a trademark of Keurig Green Mountain, Inc., used with permission.

The following trademarks and corresponding logos are the trademarks of their respective owners: Fast

Company, Keurig, K-Cup, Starbucks, Frank’s RedHot, New Heights, Montreal Canadiens, Feeding
Ametrica, Greater Good, and American Red Cross.
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