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REGARDING FORWARDOKING STATEMENTS

Statementsontainedn this presentatiomndcertainotherwritten or oral statementsnadefrom time to time by FlowersFoods,Inc. (theii c o mp @ F ¥ 0 e o disFd ,0 wieu Sdv,eo0df} 0 u andits representatives
thatarenot historicalfactsareforward-looking statementsisdefinedin the PrivateSecuritied.itigation ReformAct of 1995 Forwardlooking statementselateto currentexpectationsegardingour businesandour future

financial conditionandresultsof operationsandareoftenidentified by the useof wordsandphrasesuchasfi a nt i diibped tifesgvan,t @ 0 o efl, s to0i et péont emdyipd dmp,r & diipato,j ® C

Ashodiwd Advpo a A dilkely t of iespected oodf wicloln t iontheaegativeof thesetermsor othercomparablderminology Theseforward-looking statementsre baseduponassumptionsve believeare
reasonableForwardlooking statementsrebasedon currentinformationandare subjectto risks anduncertaintieghat could causeour actualresultsto differ materiallyfrom thoseprojected Certainfactorsthat may cause
actualresults performanceliquidity, andachievementto differ materiallyfrom thoseprojectedarediscussedn our AnnualReporton Form10-K for theyearendedJanuary3, 2026(thefi F o 101 6 gndmayinclude,but
arenot limited to, (a) unexpected¢hangesn any of the following: (1) generaleconomicandbusinessonditions (2) the competitivesettingin which we operatejncluding advertisingor promotionalstrategiesy us or our
competitorsaswell aschangesn consumedemand (3) interestratesandothertermsavailableto us on our borrowings (4) supplychainconditionsandanyrelatedimpacton energyandraw materialscostsandavailability
and hedgingcounterparty risks (5) relationshipswith or increasedcostsrelatedto our employeesand third-party serviceproviders (6) laws and regulations(including environmentaland healthrelatedissuesand the
impactsof tariffs, including retaliatorytariffs); and(7) accountingstandard®r tax ratesin the marketsin which we operate, (b) the lossor financial instability of anysignificantcustomer(s)includingasa resultof product
recallsor safetyconcerngelatedto our products,(c) changesn consumetbehavior trendsand preferencesincluding healthandwhole graintrendsand consumeibuying habits,the movementowardlessexpensivestore
brandedbroducts,andthe continuedreductionof purchasen the freshpackagedreadcategory,(d) the level of successve achievein developingandintroducingnew productsandenteringnew markets(e) our ability to
implementnew technologyand customerrequirementsas required, (f) our ability to operateexisting, and any new, manufacturinglines accordingto schedule(g) our ability to implementand achieveour corporate
responsibilitygoalsin accordanceavith regulatoryrequirementsandthe expectation®f our stakeholderssuppliersandcustomers(h) our ability to executeour businesstrategiesvhich mayinvolve, amongotherthings, (1)
the ability to realizethe intendedbenefitsof completed plannedor contemplatedicquisitionsdispositionsor joint ventures suchasthe acquisitionof Simple Mills, (2) the deploymentof new systemge.g., our enterprise
resourceplanning("ERP") system) distributionchannelsandtechnologyand(3) anenhancearganizationaktructure(e.g., our salesandsupplychainreorganization)(i) consolidatiorwithin the bakingindustryandrelated
industries,(j) changesn pricing, customerand consumerreactionto pricing actions(including decreasedolumes),andthe pricing environmentamongcompetitorswithin the industry, (k) our ability to adjustpricing to
offset, or partially offset, inflationary pressureor tariffs (including retaliatorytariffs) on the costof our products,including ingredientand packagingcosts (I) disruptionsin our directstoredelivery distribution model,
including litigation or anadverseruling by a courtor regulatoryor governmentabody that could affectthe independentontractorclassificationsof the independentlistributorpartners( i | D Rrsléhangedo our direct
storedeliverydistributionmodelin California, (m) increasingegal complexityandlegal proceedingshat we are or may becomesubjectto, (n) labor shortagesndturnoveror increasesn employeeandemployeerelated
costs,(0) the credit, businessand legal risks associatedwvith IDPs and customerswhich operatein the highly competitiveretail food and foodserviceindustries,(p) any businesdisruptionsdue to political instability,
pandemicsarmedhostilities, incidentsof terrorism, naturaldisasters|abor strikesor work stoppagestechnologicalbreakdownsproductcontaminationproductrecallsor safetyconcerngelatedto our products,or the
responseso or repercussionsrom any of theseor similar eventsor conditionsand our ability to insureagainstsuchevents,(q) the failure of our informationtechnologysystemsto performadequatelyjncluding any
interruptions,intrusions,cyberattacksor securitybreacheof suchsystemsor risks associatedvith the implementatiorof the upgradeof our ERP system and (r) the potentialimpactof climate changeon the company,
including physicalandtransitionrisks, our availability or restrictionof resourceshigherregulatoryandcompliancecosts,reputationakisks, andour availability of capitalon attractiveterms The foregoinglist of important
factorsdoesnotincludeall suchfactors,nor doesit necessarilypresenthemin orderof importance In addition,you shouldconsultotherdisclosuresnadeby the company(suchasin our otherfilings with the Securitiesand
ExchangeCommission( i S EdCin gompanypressreleasesjor otherfactorsthat may causeactualresultsto differ materiallyfrom thoseprojectedby the company Referto Partl, Iltem 1A., Risk Factors of our Form 10
K andsubsequentilings with the SEC for additionalinformation regardingfactorsthat could affectthec o mp aresulaf operationsfinancial conditionandliquidity. We cautionyou not to placeunduerelianceon
forward-looking statementsas they speakonly asof the date madeand are inherentlyuncertain The companyundertakesio obligationto publicly reviseor updatesuchstatementsexceptasrequiredby law. You are
advised however to consultany further public disclosuredy the company(suchasin our filings with the SECor in companypressreleasespn relatedsubjects






INVESTMENT HIGHLIGHTS

LEADER IN LARGE AND ATTRACTIVE CATEGORIES

Operate the #1 loaf, organic, and glutéee bread brands; gaining share in categories with stability throughout the
economic cycle

ICONIC BRANDS DRIVE GROWTH

Brandfocused portfolio strategy drives abowearket growth via innovation, improved brand presence and relevai
and M&A

STRONG FINANCIAL POSITION WITH MARGIN UPSIDE

Attractive cash flow generation, investment grade credit profile, and significant margin expansion opportunity

CONSISTENT CAPITAL ALLOCATION TO OPTIMIZE RETURNS

Dividend paid in 93 consecutive quarters, opportunistic share repurchases, strong track record of generating v
through M&A




100+ YEAR HISTORY OF GROWTH AND EVOLUTION
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BUSINESS OVERVIEW

Diverse product line across the
baked foods spectrum

2025 SALES

MARKET SHARE

m Flowers Branded

BBU

Pepperidge Farm

Private Label

= Other Brands

Majority of business composed
of fastergrowing, highemmargin branded
retail products

SALES MIX

m Branded Retall

Other

Diversified channel mix with broad
distribution reach and € ommerce upside

BY CHANNEL

m Supermarket/Drug

Mass/Discount

3
All Other

(1) Circana Total US Multi Outlet+ w Cor3 weeks ended 1/04/26, Flowers custom fresh packaged bread database. Certain amounts adg due to rounding.
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(2) Internal Sales Data Warehouse, 53 Weeks Ending January 3, 2026; includes salesofroneece, click and collect, and other ioel channels
(3) Includes foodservice, restaurant, institutional, vending, thrift stores, convenience and contract manufacturing



LARGE AND STABLE U.S. FRESH BAKERY MARKET

.

i ESTIMATED $55B.S. MARKET FOR FRESH AND US FRESH BAKERY RETAIL SALES
\Qﬁ FROZEN BAKERY AT RETAIL (In billions)
N A Large and stable U.S. Fresh Bakery category with sales

\ S

of $31.9B+

$32 $32 $32
$30
A Present in 98% of households with a frequency of $26  $27
purchase every 17 days $24
A Consumers willing to pay premium for brands
A Highly profitable category for retailers

FY'19 FY'20 FY21 FY22 FY23 FY24 FY'25
ATTRACTIVE BRAND ECONOMICS BRANDED CATEGORY SHARE

$6.20 $6.66 76.1% ' 7-0% 76.6%

75.1%
737%I I I I0 1

Flowers internal estimate, based on 202Bcanadata FY'19 FY'20 FY21 FY22 FY'23 FY'24 FY'25
Circana Scan data 2025, Total US Multi Outlet+ w Conv, Fresh Packaged Bread + Commercial Cake

Circana Panel data Total US All Outlets

Average retail price per unit for 2025

Total US: Circana Multi Outlet+ w Conv

$3.76
$2.66

Store Brand S

(1
(2
3
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STRATEGIC PRIORITIES

Aligned to longerm targets and disciplined capital policies

LONGTERM GROWTH +1¢C 2% +4¢ 6%

TARGETS NET SALES Adj. EBITDA

Develop Our Team Focus on Brands

Invest in our team to drive portfolio optimization Pursue targeted innovation and
through brand growth, innovation, and enhanced marketing to enhance relevancy
capabilities and opportunistically grow share

Prioritize Margins Pursue Smart M&A

Orient asset base to higher margin Employ a disciplined approach to acquisitions
products, reducing network complexity and designed to enhance our branded portfolio, , . o
enhancing profitability improve our margin profile, and broaden our | * KILLERTOPPING
. & UL, CO0, g PP R
geographic reach ¢ 450mg ALK DHESAS
T 1675 02
(1)  Targets off 2019 base. Sales and adjusted EBITDA targets reflect organic business growth; adjusted EPS target indieski timpact of future M&A and share repurchases.
(2)  No reconciliations of the forecasted ranges for adjusted EBITDA and adjusted EPS are included in this presentation keeausablesto quantify certain amounts that would be required to be included in the GAAP measures without unreasonable effi
In addition, the company believes such reconciliations would imply a degree of precision that would be confusing or qiisléadéstors.

(3)  Any reference to sales refers to net sales inclusive of allowances and deductions against gross sales.

(4)  Earnings before interest, taxes, depreciation & amortization (EBITDA), adjusted for matters affecting comparability.

(5)  Earnings per share (EPS), adjusted for matters affecting comparability.




ENHANCED TALENT AND ORGANIZATIONAL STRUCTURE

Investing in capabilities and enabling success

PRIORITIZING BRAND
BUILDING AND FURTHERING
STRATEGIC INITIATIVES

A New structure for DSD team, placing full P&L responsibility at the
regional level, expected tinprove execution, increase
accountability, and ensure strong resul&igned with company goals.

A Supplemented experienced Flowers team wdimamic external
talent to enable additional capabilitiesn sales, brand development,
supply chain, and human resources

A Shifted bakery operations to supply chain team, freeing up sales team
to focus on growing revenues
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MANAGEMENAND SHAREHOLDER INTEREBITENED

Performancebased compensation and lo#grm incentive plans tied to value creation

Incentive compensation for executivedasgely performancebased
- Annual cash incentive awards tiedrevenuesandadjusted EBITDA

- Performance shares tied ROIC > WACAhd TSR vs peer group

2024 TOTAL TARGET EXECUTIVE COMPENSATION MIX*

CHIEF EXECUTIVE OFFICER AVERAGE OTHER NAMED EXECUTIVES

Base Salary Base Salary

®

® Long-Term
Annual Cash Incentive
Incentive Compensation
Awards

Long-Term
Incentive
Compensation

L ]
Annual Cash
Incentive
Awards

* Amounts in the pie charts above were determined based on-gearbase salary rate, target annual incentive award value airagbbased on the target annual incentive percentage opportunity as ofgrefirand target longerm
incentive award value. Certain amounts may not add up to 100% due to rounding.

10



PORTFOLIO STRATEGY FOCUSED ON GROWTH

Allocates investment to the highestturn brands

A
e BALANCE GROWTH e ACCELERATE GROWTH
High
Grow at or slightly above the category rate Grow at or near doubleligit rate
[ M =
g Flowers %@ .
Store Brand . CANYON SIHPLE
—WONDER Sunfiéﬁ'm Bread iv?/;ylir%;ersome GLUTE*REE I
A LOAF A PRIORITY A LOAF
A CAKE
Right To Win
@ \AXIMIZE PROFITABLITY @ LEARN AND PROVE
Improve profitability through price action or tactical exit Prove ability to win in attractive product segments
[ )
2%
St Brand St Brand
By & WONDER
A BUNS A BUNS & ROLLS A BUNS & ROLLS
A TACTICAL A BREAKFAST A BREAKFAST A FLATBREADS
A SNACKS
Low
Low High

Growth Potential



GROWING SALES WITH ICONIC BRANDS
Ct26SNEQ O0N}YYRSR LINRPRdAzZOUA RNAGAY 3

NET SALES BY CLASS

)
CAGR.T* 5 cp
mFY'19 FY'25
$25B
cAGR.(fP
$1.8B
$1.6B
Branded Retail Sales Other Sales
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LEVERAGING INNOVATION TO GROW ADJACENT SEGMENTS

TARGETED INNOVATION TO  FLOWERS DOLLAR SHARE

DRIVE GROWTH
28.0 28.4 mFY'19 mFY'25
I I )
8.7 9.4
- . ] .

IN ADJACENT SEGMENTS AND
ENTRY INTO NEW AREAS
LOAF

SANDWICH BUNS/ROLLS BREAKFAST ITEMS
LOAF SANDWICH BUNS/ROLLS BREAKFAST ITEMS
U.S. Total Segment Size (Annual) $9.8B $5.1B $3.2B
Flowers $ Sales CAGR + 5.8% +11.2% +13.1%

>,

N
2

(1) Circana Scan Datglotal US Multi Outlet+ w Conv Flowers Custom Database Calendar Year Ending January 04, 2026
(2) 20202025

13



EXPANDING BRAND PRESENCE GEOGRAPHICALLY

Underdeveloped markets offer significant growth potential

0
CAPITALIZING ON BRAND GROWTH . 7.8%
POTENTIAL BY INCREASING PRESENGE, [

A Expand breadth and depth SHARE
of distribution

A Drive awareness, trial, and repeat with (
increased advertising and shopper
marketing

16.3%
A Intense focus by our DSD sales SHARE
organization and IDPs N

U.S. share = 16.4% \«ﬂ:,s

Source: Flowers Custom Databaggircana Total US Multi Outlet+ w Conv, fresh packaged bread, TTM ended January 4, 2026

14
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- of fresh packaged loaf bread category

with highest sales per point of
distribution, 33% greater than closest competitor

- No artificial preservatives, colors, or flavors

SALE]MM)

= ) I

FY'25

FY'19
15

94,

5,‘0‘.‘ (1) Circana Scan Datarotal US Multi Outlet+ w Conv Flowers Custom DataB826
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The #1 organic bread in the U.S.

i

of organic fresh packaged bread

category
of all national norgluten free brands

= NonGMO and USDA organic

> 4 ‘_‘ -
Cr \ - 4
L) Y 2 N\ LY g
, : SALERMM)
4 39 , ~o W8 1007 4100
N o ik Y 0
L= j N .
: CAGR
) \
o =,
00
/ o i
A o ”
| .
’ »
.’ . . | FY'19 FY'25
f | - (1) Circana Scan Datarotal US Multi Outlet+ w Conv Flowers Custom Database Calendar Year
P — Ending January 4, 2026 16
(2) Flowers Custom DatabageCircana Total US Mulo+ with Conv

D



CANYON

CANYON BAKEHOUSE
AKEHOUS
The #1 gluterfree bread brand in the U.S. GLTEN FEE

= of glutenfree bread category

Free from dairy, nuts, and soy and made with 100% whole grains

SALERMM)
158
+17%
CAGR
61
FY'19 FY'25

.Q: (1) Circana Scan Datarotal US Multi Outlet+ w Conv Flowers Custom Database Calendar Year Ending January 4, 2026
!',” (2) Flowers Custom DatabasgeCircana Total US Mulo+ with Conv
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o
WONDER WONDER.

A trusted brand for more than 100 years

- with 93% consumer
awareness

SALERMM) +504

CAGR

FY'19 FY'25

(1) 2025 Kantar Study
(2) Circana Scan Datglotal US Multi Outlet+ w Conv Flowers Custom Database Calendar Year Ending January 04, 2026 18




SIMPLE MILLS

Leading brand across the Natural Cracker, Cookie and Baking Mix segments

- #2 Natural Cookie & Cracker brand

- #1 buy I a1 Efor natural cookies and crackérs

SALESMM) 2025 SALE®% OF TOTAL
386 +19% = Crackers Cookig- Bars = Baking )

CAGR
231

FY'22 FY'25

23%

y

(1) Circana MULO+ 2025
10,’0 (2) Numerator Shopper Metrics Report for Natural Cookies and Crackers 52 WE 11/2025
(3) Company measured gross sales; components may not sum to 100% due to rounding



SWEET BAKED GOODS

Targeting improved sales and margin performance e%a86%eMaBd ~B6GM 41 T3 %LES +

| rS
| r.fr s!'mlw y j

- Introduced to reinvigorate
our sales in that category

, B B aa ', = FROSTED
;* j . .. Mini Donuts
k\-;‘——_ B - e T
..
6

COUNT

- Capitalizing on

NACS

COOL

_ | n2 02 5 QOEJCTS

4

208

(1) 2025 Kantar Study 20
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SAMPLE INNOVATION IN CORE CATEGORIES
Ay Of dzZRSRX
bl (dz2NB Q& 'higy [D&FS
DKB

New lineup of

- 2F bl 0dzNBQa kgl 10¥R"52 2 Yy RS NJ

e

atures oy
NI (7

@ NETWT 1207 (340g) 6-20 (57g) PKGS  INDIVIDUALLY WRAPPED

X (3 v
\ CREME FILLED | '
PeanutB r SOFT _10g-9g= QL3R . =5
o tF'I./&JRED utte WHITE | cmss e CQBB k £

" A ‘ <4
Cupcakes 3 R SOFT | 179:169- (SN !
CHOCOLATE CUPCAKES WITH I ) = G T
PEANUT BUTTER FLAVORED FILLING AND ICING FRIENDLY per e BAERD-~ : i 1% 8 BURGER BUNS C.&EJBS i
NETH i

21



ACTION

Original DKB Snack Bars launched in
2023

DKB AmpedUp Protein Bars launched
in 2024 TN




MARGIN EXPANSION OPPORTUNITIES

POSIPANDEMIC PERFORMANCE HIGHLIGHTS POTENTIAL BENEFIT
OF INITIATIVES ON OUR LONGHRM RESULTS

A Margin expansion as branded retail business increased as a
percent of sales

A Awayfrom-home business refocused to maximize value over
volume and prioritize a more profitable product mix

A Recent results reflect impact of inflationary and category
pressures on adjusted EBITDA margins

”‘Q‘,‘ (1) Earnings before interest, taxes, depreciation & amortization, adjusted for matters affecting comparability, as a percem¢ageales.




PRIORITIZING MARGINS WITH SUPPLY CHAIN OPTIMIZATION

REDUCING FIXED COSTS,
ENHANCING OPERATING
LEVERAGE

DISTRIBUTION

AND NETWORK

A Backhaul utilization
A Cube optimization
A Depot consolidation

A Optimize number
of bakeries

A Limit overtime expense

A Transition some routes
to four-day delivery

BAKERY
OPERATIONS

A Bakery of the future
A Autonomous planning
A SKU rationalization

A Increase production
run times

A Quality improvement;
site line machines

A Stale & scrap reduction

A Optimize days
of availability

-
A "
A ¥
A ¥

—

PROCUREMEN

A Optimize strategic
sourcing strategies

A Leverage scale with
centralized buying

A Direct materials
efficiencies to minimize
total cost of ownership

A Policy and systems
enhancements
to control spend

A Sourcing leadership to
manage indirect spend

OVERHEAD
EXPENSES

A Staffing optimization

A Testing and
implementing
maintenance and
measurement
processes

A Enhanced hiring
procedures

24



POSITIONED FOR GROWTH THROUGH SMART M&A

Proven track record DAVE'S KILLER BREAD

of acquiring and growing
differentiated bakery brands

#1 Organic Bread Brand
$1,007

Seeking out innovative

platform brands that enhance

our branded portfolio and

improve our margin profile 10YR CAGR

A7

Accelerating geographic
expansion of growth and core

brands $92

FY'15 FY'25

= Source: Flowers Custom Databag@ircanarotal US Multi Outlet+ w Conv
N 1. Acquired 2015
ZAD 2. Acquired 2018

TRACKED RETAIL SALES ($MM)

2

CANYON BAKEHOUSE

TRACKED RETAIL SALES ($MM)

# 1 Glutenfree Bread Brand
$158

7YR CAGR

A 95/

$33

FY'18 FY'25

25






Q4 2025 FINANCIAL REVIEW

NET SALES CASH FLOWSC, QH p

% Cash from Ops Dividends
?1.233811.0/ v PY SAA6 M $209.3M
Price/Mix +0.7%

A Volume-2.29% Capex Acquisitior?

A Acquisition +4.7% $1271M $7919M

A Extra week +7.8%

NET LOSS GAAP DILUTED EPS
$(67.1)M-s110.2Mm v PY $(0.32)s0.52 v PY
ADJ. EBITDA ADJ. DILUTED EPS
$117.4Mw14.7% v PY $0.22consistent with PY
A Lower adjusted SD&#s a percentage of sales, offset by A Higher adjusted EBITBA

decreased gross mardin A Increased net interest expense and income tax rate
A 9.5% of sales, up 30 bps A Extra week contributed $0.02

(1) Calculated as (current year period units X change in price per unit) / prior year period net sales $)

(2) Calculated as (prior year period price per unit X change in units) / prior year period net sales $)

(3) Earnings before interest, taxes, depreciation & amortization (EBITDA), adjusted for matters affecting comparabilityGPe¢® meconciliations at the end of this slide presentation. Earnings are net income.
EBITDA and Adjusted EBITDA are reconciled to net income.

(4) Adjusted for matters affecting comparability. See 1@®AAP reconciliations at the end of this slide presentation. 27

(5) Net of cash acquired.

(6) Earnings per share (EPS), adjusted for matters affecting comparability. SE&AEhreconciliations at the end of this slidespntation.




FISCAL 2026 GUIDANCE

(Provided February 12, 2026)

NET SALES ADJ. EBITDA ADJ. DIL. EPS

Fiscal 2026

Considerations

A Category headwinds

A Promotional environment
OTHER A Carryover of price increases
Depreciation & amortization Effective tax rate A Innovation

A Growth initiatives

A Ability to mitigate cost inflation
Net interest expense Diluted shares outstanding

A Timing and effectiveness of cost
savings initiatives

A Normalization of bonus comp.

A Loss of extra week

(1) No reconciliation of the forecasted range fjradjusted EBITDA to net income or (ii) adjusted diluted EPS to diluted EPS fenéle Biscal 2026 is included in this predease because the
company is unable to quantify certain amounts that would be required to be included in the GAAP measure without unred&otableaddition, the company believes such reconciliation would
imply a degree of precision that would be confusing or misleading to investors. For the same reasons, the companydsdaesie the probable significance of the unavailable information, which

could be material to future results.



CONSISTENT SALES AND MARGIN PROFILE

Stable performance in a variety of economic environments

Billions ($)

3

FY'06

FY'07

m Sales Adj EBITDA margin**

Recession

——
4
Recession
——
1 I I

FY'08* FY'09 FY'10 FY'l1 FY'12 FY'13 FY'14* FY'15 FY'1l6 FY'1l7 FY'18 FY'19 FY'20*

* 53-week year
** Adjusted for items affecting comparability. See ABAAP reconciliations at the end of this slide presentation

FY'21

FY'22

FY'23

FY'24 FY'25*

12.0%

10.0%

8.0%

6.0%

4.0%

2.0%

0.0%

29



STEADY FREE CASH FLOW

Free cash flowto fuel increased balance sheet flexibility

Strong free cash flow CASH FLOW DRIVERS FREE CASH FLOWPICALLY EXCEEDS NET INCOME (MM)
grOWth Supports debt A Growing sales
paydown and investments A E ) _
: : OCUS 0On cas marglnS Net income (GAAP)  mFree cash flow Cash flows from operating activities
In the business, M&A
. . $454 $446
strategy, and capital A Predictable capex 1
returns
$367
$345 sso1 $349
$248
$228
$206
$165
$357 $152 -
$263 $123 $281
$209 $102 $220 $84
FY'19 FY'20 FY'21 FY'22 FY'23 FY'24 FY'25
’”‘.s:: (1) Cash provided by operating activitizenuscapital expenditures See norGAAP reconciliations at the end of this slide presentation. 30

(2) Free cash flow impacted by $23.0 million, $61.3 million, $27.8 million, $6.0 million, and $3.4 milliorrefaERFcapital ekJS y R A (i dzN&% respeftivel/, QH M



CAPITAL ALLOCATION

SHAREHOLD®

CAPITAL ALLOCATION (MM)

PRINCIPLES:

A

Capex to support core
business growth

m Dividends m Share Repurchases

Maintain strong balance

sheet Cash for Acquisitions

Support strong dividend

Smart, disciplined
acquisitions

Opportunistic share $275

repurchases
$10 $35

$160 $167 $176 $187

FY'19 FY'20 FY'21 FY'22

FY'23

$195 $203

IENDLY CAPITAL ALLOCATION

Member of S&P High Yield Dividend Aristocrats Index

$792

N
CANYON

BAKEHOUSE

\\ | GLUTEN FREE

L—30% WHOLE GRAIN BREAD

Country White

$23

FY'24 FY'25

31



TRACK RECORD OH.EFERAGING POST M&A

REVENUEMM)

$5,091 $5,103

$4,806
4,388 34331
$4,124
$3,927 $3,921 $3,952
= . . .

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

NET DEBTMM)

SIMFLE
piCHy

i
=

CANYON]
BAKEHOUSE
[ GLUTEN FREE B

$974

$1,743
$1,026 $1,017

= B B I I I

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

(1) 2020 and 2025 were 5®eek years
(2)

\
Q)

$921

$954
l l B l

2015

$855

-~

«

$5,256

ADJ. EBITDA (MM)

$539 $535
$522

2
sa01 50 $502
$447
$434 $443 $423
. I I B

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
NET DEBT ADJ. EBITDA

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

Earnings before interest, taxes, depreciation & amortization, adjusted for matters affecting comparability. S&AABmecoriliations at the end of this slide presentation
Net debt excludes lease liabilities; net debt equals Total Debt, less cash and cash equivalents:Ge&mMoeconciliations #ie end of this slide presentation

32
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FINANCIAL FLEXIBILITY TO ENABLETERNG SUCCESS

HIGHLIGHTS BOND MATURITY PROFILE (MM)

A Disciplined capital allocation approach
500 500

™

Historically modest leverage and conservative capital

structure
400

Adequate liquidity
300
Manageable and balanced debt maturity profile

Commitment to maintaining a strong balance sheet

ST SEE S

Track record of déeveraging post M&A

2025 2026 2027 2028 2029 2030 2031 2032 2033 2034 2035 2055

33



Key Messages

Right structure withan enhancedeam
committed to continued success

lconic brands driving growth

Executing on portfolio strategy to enable
margin expansion

Allocating capital to optimize returns and
grow shareholder value







PRIVATE LABEL UNSIHHARE

CHANGE IN PRIVATE LABEL UNIT SHARE (YY)

1Q'24 2Q'24 3Q'24 4Q'24 1Q'25

Source: Flowers Custom Databgg@ircana Total US Mulo+ with Conv
. Due to a change in methodology and sources, data provided previously by Circana may not be comparable to current data

2Q'25

3Q'25

4Q'25
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VOLUME TRENDS

A Branded retail impacted by continued weakness in the fresh packaged bread category, particularly traditional loaf
A Other impacted by softness in foodservice and store brand cake

FLO Volume % Change (Y/Y)

TOTAL COMPANY BRANDED RETAIL OTHER
4Q'24 1Q'25 2Q'25 3Q'25 4Q'25 4Q'24 1Q'25 2Q'25 3Q'25 4Q'25 4Q'24 1Q'25 2Q'25 3Q'25
0.3%
.
-1.3% -1.3%
1.7%
2 0% -1.9%
-2.2%
-2.5% -2.4%
-2.7%
-3.2%
-3.7% -3.7%
a'\;';i-
‘}e,‘o‘.‘ Source: Flowers internal data

Volume data excludes impact of acquisitions during first year after acquisition date

4Q'25

-2.7%
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BRANDED VS STORE BRAND MARKET SHARE

Longterm trend of brandedshare gains interrupted by inflationary pressure on consumers

mmm Branded Dollar Share

76.1

FY 2020

FY 2021

FY 2022

Source: Flowers Custom Databgg@ircana Total US Mulo+ with Conv

Due to a change in methodology and sources, data provided previously by Circana may not be comparable to curre

nt data

Store Branded Dollar Share

26.2
25.6

24.9

75.1

74.4
73.8

FY 2023 FY 2024 FY 2025
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FLOWERS MARKET SHARE

m FLO Bread Dollar Share m FLO Cake Dollar Share

16.9 16.8 16.8 16.7 16.5 16.7
15.9 15.6
6.6
6.2 6.2 6.1 6.1 6.3 6.1
5.6
Q1 2024 Q2 2024 Q3 2024 Q4 2024 Q1 2025 Q2 2025 Q3 2025 Q4 2025
é: Source: Flowers Custom Databasgircana Total US Mulo+ with Conv 39

0," Due to a change in methodology and sources, data provided previously by Circana may not be comparable to current data



FLOWERS FRESH PACKAGED BREADS

B Dollar Sales % Chgm Unit Sales % Chg

4.5%
2.0%
1.5%
0
0.3% 0.3% 0.5%
[ ]
-1.4%
-1.60
1.6% 1.9%
-2.5%
-2.8%
-3.1% -3.0%
-3.4% -3.4%
-3.7%
Q1 2024 Q2 2024 Q3 2024 Q4 2024 Q1 2025 Q2 2025 Q3 2025 Q4 2025
;;: Source: Flowers Custom Databag@ircana Total US Mulo+ with Conv 40

,0,’0 Due to a change in methodology and sources, data provided previously by Circana may not be comparable to current data



FLOWERS COMMERCIAL CAKE

ool

m Dollar Sales % Chgm Unit Sales % Chg

-3.8%
-5.4%

- -1.6%
-4.0%

-2.8%
-5.6% 0%
-7.2%

-6.4%
-9.6%

Q1 2024 Q2 2024 Q3 2024 Q4 2024 Q1 2025

> . _
W Source: Flowers Custom Databggeircana Total US Mulo+ with Conv
* Due to a change in methodology and sources, data provided previously by Circana may not be comparable to current data

7.7%

4.6%

/ 4.40/0
36 0
16[%)

. 1.2%
—

Q2 2025 Q3 2025 Q4 2025
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ORGANIC CATEGORY SALES

mmm ORGANIC FRESH PACKAGED BREADS xfis@m FLOWERS ORGANICS e=—FLOWERS SHARE OF ORGANICS

74.3
729 74.1 73.7

71.3

68.9

$1,006.8

()

c

2

=

FY 2020 FY 2021 FY 2022 FY 2023 FY 2024 FY 2025
1o;

Y W Source: Flowers Custom Databgggircana Total US Mulo+ with Conv 42
- ,0,’0 Due to a change in methodology and sources, data provided previously by Circana may not be comparable to current data



GLUTENFREE CATEGORY SALES

= GLUTEN FREE FPB xFL® FLOWERS GF FLOWERS SHARE OF GF

37.6 38.3
35.6 35.6
31.8
28.0
()]
[
S
S
$246.7 $261.0 $266.0 $256.9 $253.9
FY 2022 FY 2023 FY 2024 FY 2025

FY 2021

FY 2020

> . )
:, Source: Flowers Custom Databggeircana Total US Mulo+ with Conv
0," Due to a change in methodology and sources, data provided previously by Circana may not be comparable to current data






