Flowers

FOODS

JEFFERIES CONSUMER
CONFERENCE

June 17, 2026




o4

’

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, andachievement$o differ materiallyfrom thoseprojectedarediscussedn our Annual Reporton Form 10-K for the yearendedJanuary3, 2026 (thefi F o 10t 0 andour Quarterly
Reportson Form 10-Q filed with the SecuritiesandExchangeCommission fi S Eaddmayinclude,but arenotlimited to, (a) unexpectedhangesn any of the following: (1) generaleconomicandbusinesonditions (2)
the competitivesettingin which we operate,including advertisingor promotionalstrategiesy us or our competitors,as well aschangesn consumerdemand (3) interestratesand other termsavailableto us on our
borrowings (4) supplychainconditionsandanyrelatedimpacton energyandraw materialscostsandavailability andhedgingcounterpartyrisks (5) relationshipswith or increasedostsrelatedto our employeesndthird-
partyserviceproviders (6) laws andregulationgincluding environmentahndhealthrelatedissuesandthe impactsof tariffs, including retaliatorytariffs); and(7) accountingstandardsr tax ratesin the marketsin which we
operate, (b) the lossor financial instability of any significant customer(s)jncluding as a result of productrecallsor safetyconcernsrelatedto our products,(c) changesn consumetbehavior,trendsand preferences,
including healthandwhole graintrendsandconsumembuying habits,the movementowardlessexpensivestorebrandedproducts andthe continuedreductionof purchase the freshpackagedreadcategory,(d) thelevel
of successve achievein developingandintroducingnew productsandenteringnew markets,(e) our ability to implementnewtechnologyand customerequirementasrequired,(f) our ability to operateexisting,andany
new, manufacturindines accordingto schedule(g) our ability to implementandachieveour corporateresponsibilitygoalsin accordancevith regulatoryrequirementandthe expectation®f our stakeholderssuppliersand
customers(h) our ability to executeour businessstrategiesvhich may involve, amongotherthings, (1) the ability to realizethe intendedbenefitsof completed plannedor contemplatedicquisitions dispositionsor joint
ventures,suchasthe acquisitionof Simple Mills, (2) the deploymentof new systems(e.g., our enterpriseresourceplanning ("ERP") system),distribution channelsand technology,and (3) an enhancedrganizational
structure(e.g., our salesand supplychainreorganization)(i) consolidationwithin the bakingindustryandrelatedindustries,(j) changesn pricing, customerand consumerreactionto pricing actions(including decreased
volumes),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,ncludingingredientand packagingcosts (l) disruptionsin our directstoredelivery distributionmodel,including litigation or anadverseruling by a courtor regulatoryor governmentabody that could affectthe
independentontractorclassificationsof theindependentlistributorpartnerd i | D Breléhangego our directstoredeliverydistributionmodelin California, (m) increasingegal complexityandlegal proceedingshatwe
areor may becomesubjectto, (n) labor shortagesandturnoveror increasesn employeeandemployeerelatedcosts,(0) the credit, businessandlegal risks associateavith IDPs and customerswhich operaten the highly
competitiveretail food andfoodserviceindustries(p) any businesdisruptionsdueto political instability, pandemicsarmedhostilities,incidentsof terrorism,naturaldisasterslabor strikesor work stoppagestechnological
breakdownsproductcontaminationproductrecallsor safetyconcernsrelatedto our products,or the responseso or repercussionfrom any of theseor similar eventsor conditionsand our ability to insureagainstsuch
events,(q) the failure of our informationtechnologysystemgo performadequatelyincluding anyinterruptions,intrusions,cyberattacksor securitybreache®f suchsystemsor risks associateavith the implementatiorof
the upgradeof our ERP system and (r) the potentialimpactof climate changeon the company,including physicalandtransitionrisks, our availability or restrictionof resourceshigherregulatoryand compliancecosts,
reputationalisks,andour availability of capitalon attractiveterms The foregoinglist of importantfactorsdoesnotincludeall suchfactors,nor doesit necessarilypresenthemin orderof importanceln addition,you should
consultotherdisclosuresnadeby the company(suchasin our otherfilings with the SECor in companypressreleasesjor otherfactorsthatmay causeactualresultsto differ materiallyfrom thoseprojectedby the company
Referto Partl, Item 1A., Risk Factors,of our Form 10-K, Partll, Item 1A., Risk Factors,of the Form 10-Q for the quarterendedApril 25, 2026 and subsequentfilings with the SECfor additionalinformationregarding
factorsthat could affectthe c 0 mp anesplaf operationsfinancial conditionandliquidity. We cautionyou not to placeunduerelianceon forwardlooking statementsasthey speakonly asof the datemadeandare
inherentlyuncertain The companyundertakeso obligationto publicly reviseor updatesuchstatementsexceptasrequiredby law. You areadvised however to consultany further public disclosuresy the company(such
asin ourfilings with the SECor in companypressreleasespn relatedsubjects






INVESTMENT HIGHLIGHTS

LEADERSHIP IN ATTRACTIVE CATEGORIES DRIVEN BY ICONIC BRANDS

Operate the #1 loaf bread brand, #1 organic and #1 gluten-free bread brands; Growing position in snack and cake
categories; gaining share in better-for-you categories; supported by unique DSD network, broad retail reach and strong
consumer brand equity.

MULTIPLE AVENUES FOR SUSTAINABLE GROWTH

Focused and balanced portfolio strategy drives growth through brand renovation, innovation, and expansion in better-for-you
segments, underpenetrated categories and geographies, and strategic acquisitions such as Simple Mills

SIGNIFICANT VALUE CREATION OPPORTUNITY

Comprehensive review identifies opportunities to improve portfolio focus, optimize supply chain and distribution network,
enhance productivity, and focus capital allocation to maximize returns

MODIFIED CAPITAL ALLOCATION FRAMEWORK ENHANCES BALANCE BRI TANIDN
TERM CASH FLOW GENERATION

Consistent cash generation supports brand investments, investment grade credit profile and strong balance sheet, and
attractive shareholder returns.

Leading Brands + Balanced Growth Drivers  + Margin Expansion

Opportunities + Cash Flow = Shareholder Value Creation




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*

= Flowers Branded

BBU

Pepperidge Farm

Private Label

= Other Brands

Majority of business composed
of faster-growing, higher-margin
branded retail products

SALES MIX

m Branded Retalil

Other

Diversified channel mix with broad
distribution reach and e-Commerce
upside

BY CHANNEL 2

= Supermarket/Drug

Mass/Discount

3
All Other

(1) Circana Total US Multi Outlet+ w Convd 53 weeks ended 1/04/26, Flowers custom fresh packaged bread database. Certain amounts may not add due to rounding.

(2) Internal Sales Data Warehouse, 53 Weeks Ending January 3, 2026; includes sales from e-commerce, click and collect, and other online channels
(3) Includes foodservice, restaurant, institutional, vending, thrift stores, convenience and contract manufacturing
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LARGE AND STABLE U.S. FRESH BAKERY MARKET

ESTIMATED $55B! U.S. MARKET FOR US FRESH BAKERY RETAIL SALES
FRESH AND FROZEN BAKERY AT RETAIL (In billions)

A Large and stable U.S. Fresh Bakery category with
sales of $31.9B+2

$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 FY'21 FY'22 FY'23 FY'24 FY'25
ATTRACTIVE BRAND ECONOMICS 4 BRANDED CATEGORY SHARE 5

¥3d

471533

\ S

$6.20 $6.66 76.1% /0% 76.6%

75.1%
I I I I I0 Il

(1) Flowers internal estimate, based on 2025 Circana data FY'19 FY'20 FY21 FY'22 FY'23 FY'24 FY'25
(2) Circana Scan data 2025, Total US Multi Outlet+ w Conv, Fresh Packaged Bread + Commercial Cake

(3) Circana Panel data Total US All Outlets

200 (4) Average retail price per unit for 2025

(5) Total US: Circana Multi Outlet+ w Conv

$3.76
$2.66

Store Brand ST
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STRATEGIC PRIORITIES

Aligned to long-term targets and disciplined capital policies

LONG-TERM GROWTH +1 7 2% +4 7 6% +7 1 9%

TARGETS1:2 NET SALES? Adj. EBITDA 4 Adj. EPS5

Develop Our Team Focus on Brands

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

Prioritize Margins Pursue Smart M&A

Position asset base to support higher Employ a disciplined approach to acquisitions . o
margin products, reduce network designed to enhance our branded portfolio, * KILERTOPPING _
complexity and enhance profitability. improve our margin profile, and broaden our ! e ASOmg A DHESKS
Disciplined capital allocation to geographic reach o e 167502
maximize shareholder returns o

(1) Targets off 2019 base. Sales and adjusted EBITDA targets reflect organic business growth; adjusted EPS target includes the potential impact 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 because we are unable to quantify certain amounts that would be required to be included in the GAAP measures
without unreasonable efforts. In addition, the company believes such reconciliations would imply a degree of precision that would be confusing or misleading to investors.

(8)  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 to improve execution, increase
accountability, and ensure strong results aligned with
company goals.

A Supplemented experienced Flowers team with dynamic
external talent to enable additional capabilities in 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



MANAGEMENAND SHAREHOLDER INTEREBITENED

Performance-based compensation and long-term incentive plans tied to value creation

Incentive compensation for executives is largely performance -based
- Annual cash incentive awards tied to revenues and adjusted EBITDA

- Performance shares tied to ROIC > WACC and TSR vs peer group

2025 TOTAL TARGET EXECUTIVE COMPENSATION MIX*

CHIEF EXECUTIVE OFFICER AVERAGE OTHER NAMED EXECUTIVES

Base Salary Base Salary
-
ad Long-Term
Long-Term Annual Cash Incentive
Incentive Incentive Compensation
Compensation Awards
"""""""" Annual Cash
Incentive
Awards
4 * Amounts in the pie charts above were determined based on year-end base salary rate, target annual incentive award value annualized based on the target annual incentive percentage opportunity as of year-end,

105‘ and target long-term incentive award value. Certain amounts may not add up to 100% due to rounding.
]
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PORTFOLIO STRATEGY FOCUSED ON GROWTH

Allocates investment to the highest-return brands

High

Right To Win

Low

'\
"
"0 .

4

A

BALANCE GROWTH

Grow at or slightly above the category rate

_ Elgmgrs

[ ]
.. » Store Brand
= ore bran
WONDER Sm&égm Bread
A LOAF A PRIORITY
A CAKE

AwayFromHome

e MAXIMIZE PROFITABLITY

Improve profitability through price action or tactical exit

Store Brand
Cake

Store Brand
Bread

A TACTICAL

ACCELERATE GROWTH

Grow at or near double-digit rate

A LOAF A LOAF

LS o
CANYON SIHPLE

BAKEHOUSE

GLUTEN FREE

LEARN AND PROVE

Prove ability to win in attractive product segments

%
WONDER

A BUNS A BUNS & ROLLS A BUNS & ROLLS

A BREAKFAST A BREAKFAST
A SNACKS

A FLATBREADS

Low

Growth Potential

High

v
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GROWING SALES WITH ICONIC BRANDS

FI owerso branded products driving

NET SALES BY CLASS

cAGi. 7% °3.5B mFY'19 FY'25
$2.5B
cacrR.(%
$1.8B
$1.6B

Branded Retail Sales Other Sales

"! +

4
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LEVERAGING INNOVATION TO GROW ADJACENT SEGMENTS WITH
RIGHT TO WIN

TARGETED INNOVATION FLOWERS DOLLAR SHARE
TO DRIVE GROWTH
IN ADJACENT SEGMENTS 28.0 28.4 mFEY'19 mEY'25
AND ENTRY INTO NEW
AREAS
11.0
8.7 9.4
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%

'10‘0‘.‘ (1) Circana Scan Datglotal US Multi Outlet+ w Conv Flowers Custom Database Calendar Year Ending January 04, 2026 13
(2) 20202025
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EXPANDING BRAND PRESENCE GEOGRAPHICALLY

Under-developed markets offer significant growth potential

CAPITALIZING ON BRAND
GROWTH POTENTIAL BY 14.2%
INCREASING PRESENCE iy

A Expand breadth and depth
of distribution

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

A Intense focus by our DSD sales
organization and IDPs

U.S. share = 16%

Source: Flowers Custom Databaggircana Total US Multi Outlet+ w Conv, fresh packaged bread, TTM ended April 25, 2026 14
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VALUABLE BAKERY AND DISTRIBUTION NETWORK

Scaled asset providing unparalleled routes to market

SCALED NETWORK ASSETS

A Largest network footprint in U.S. for
baked goods industry; serves ~85%
of U.S. population

A 44 bakeries strategically positioned to
serve market; 42 owned

A Expansive DSD sales & IDP network

A Large owned and leased warehouse
network with opportunities for
expansion and efficiency

Vancouver n

Sergﬂe @

: UNITED

Denver st ATES

m>oo

)
Monterrey

MEXICO

ik Bakery Locations @ Warehouse @ Warehouse/Thrift Storage

Ottawa ./

/ ©
Toronto

15
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- #1 market share offresh packaged loaf bread category

- Most productive national loaf brand  wit

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

No artificial preservatives, colors, or flavors

- Relaunched it simpler, fewer ingredients: Verified
Non-GMO

SALES! (MM)

1,022

FY'19 FY'25

(1) Circana Scan Datarotal US Multi Outlet+ w Conv Flowers Custom DataB@28&




INNOVATION: HOW WE WILL LEAD IN OUR CATEGORY

Reinvent the Bread, Buns & Rolls category

Strengthen our brands

Natureds Own Rel aunch

Simpler ingredients
A~1/3 fewer ingredients
ANon-GMO / fdASimply

Upgraded packaging
APremium fAreal o
A Stronger flavor designator

_—

/ Marketing investment

A 360 marketing campaign

A Breakthrough national media

campaign featuring John Cena #é Ke(;o Ng?gtr;?rl, Igfggg /Of
a s i Brdaducatoro o

2 nationally Buns 17
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The #1 organic bread in the U.S.

of organic fresh packaged bread

category
of all national non-gluten free brands

- Non-GMO and USDA organic

SALES? (MM) 1007

+10%

CAGR

9557

FY'25

FY'19
(1) Circana Scan Datarotal US Multi Outlet+ w Conv Flowers Custom Database Calendar Year

" Ending January 4, 2026
g y 18

(2) Flowers Custom DatabageCircana Total US Mulo+ with Conv



CANYON

CANYON BAKEHOUSE
AKEHOUS
The #1 gluten-free bread brand in the U.S. GLTEN FEE

= of gluten-free bread category

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

SALES2 (MM)

o2

FY'19 FY'25

158

+17%

CAGR

2. . . .
W (1) Circana Scan Datglotal US Multi Outlet+ w Conv Flowers Custom Database Calendar Year Ending January 4, 2026
700 (2) Flowers Custom DatabageCircana Total US Mulo+ with Conv
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WONDER WONDER

A trusted brand for more than 100 years

_ s - with 93%
o _-»., consumer awareness'

|
k%
e
(e
e
k%

SALES?2 (MM)
510 +5040

CAGR

382

FY'19 FY'25

(1) 2025 Kantar Study
(2) Circana Scan Datglotal US Multi Outlet+ w Conv Flowers Custom Database Calendar Year Ending4) 2028y 20




SIMPLE MILLS

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

- #2 Natural Cookie & Cracker brand :
- #1 buy rale for natural cookies and crackers?
- 2026 largest year of innovation (13 new items)

- Positioned for growth in better  -for -you snacking

SALES?! (MM) 2025 SALES? (% OF TOTAL)
386 +19% = Crackers = Cookies =Bars - Baking
CAGR
11%
23%

. FY'22 FY'25
(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

21



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
In 2025 ee
NE
120 b = PRODUCTS 4
) ps in
1Q26
’,,;::: (1) 2025 Kantar Study .



SAMPLE INNOVATION IN CORE CATEGORIES

i ncludedE©é

Nat ureodos "Cwwllll Udle
\ CREME FILLED
DKB Peanut Butter
FLAVORED
Cupcakes

New lineup of

CHOCOLATE CUPCAKES WITH
PEANUT BUTTER FLAVORED FILLING AND ICING

@ NETWT 1207 (340g) 6201 (7¢) PKGS  INDIVIDUALLY WRAPPED

- of Nat ureds Owncdand/“SWonder

NEW LOOK.

SAME GREAT TASTE.
WAy f
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INNOVATION

Original DKB Snack Bars launched
in 2023

DKB Amped-Up Protein Bars
launched in 2024

DKB Snack Bites launched
nationwide in 2025



