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FORWARDOKINSTATEMENTS
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expressions are intended to identify our forwdabking statements. These forwalobking statements are subject to a numberigks and

uncertainties, many of which are beyond our control, which could cause our actual results to differ materially from ticaselimdthese forware

looking statements. For important information on forwdabking statements, please see our earnings release for Q2 2022 mvesior website at
https://iwww.mondelezinternational.com/investors.

NOMSAAP FINANCIAL MEASURES

All results shared with this presentatianenon-GAARInlessy 2 1 SR ' a GNBLRNISRéS Ay oKAOK OlFasS ¢S |
Please see GAAP to n@AAP reconciliations at the end of this presentatlon for comparable GAAP measures. Refer to thendediritiese
measures in our earnings release for Q2 2022 located at www.mondelezinternational.com/investors.
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WELL POSITIONED FOR CONRONUEABLE
GROWTMN 2022

1. Strong first halfwith robust volume growth & solid pricing execution,
supports raising FY revenue growth outlook

2. Chocolate and biscuitbusinessesontinue to demonstrate volume
and pricing resilience

3. Navigating dynamic operating environmernhrough pricing and
ongoing cost efficiency/simplification to offset inflation

4. Driving a virtuous cyclandconsistent resultswhich enable
substantial reinvestmentgo support our brands, distribution,
capabilities and acquisitions

5. Continuing to reshape and improve portfoliavith agreement
to acquireClifBar and our announced plan to divest DM Gum &
Global Halls




STRONG FIRST HALF 2022 WITALABORIEHM PERFORMANCE

Free Cash

Flow

Operating \ H1: $1.6B
Income

Q2: +8.5%

H1: +11.29%

A&C
increasé
Q2/H1: +DDY

Gross Profit

Q2: +9.7%
H1: +9.8%

5 1) Atcstfx

2) Volume growth is defined as organic volume growth which excludes the impacts of acquisitions and divestitures.

Volume
growth?
Q2: +5.0%
H1: +4.4%

Revenue

growth
Q2: +13.1%
H1: +10.7%

Outcomes

A Strong topline momentum
through volume/mix & pricing

A Solid profitability despite high
inflationary environment

A Brand investments & pricing
position MDLZ well for 2022
and 2023
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DOUBIHGIT GROWTBWVNITH STRONG UNDERLYING VOLUME (

Organic Net Revenue Growth

+13.1%
+8.0pp
+8.6%
. .
*62%  55ep  +5.4% = Sgﬁfmx
+4.1% +3.7%  +3.8% +2.6pp +5.1pp
+1.7% +2.2pp +1.9pp +2.3pp +2.8pp
2015-2018 2019 2020 Q1 Q2 Q3 Q4 Q1 Q2
2021:'+5.2% 2022 YT'D: +10.7%
Growth & Local First High Return Aligned
Profit $ Focus Commercial Investments Incentives
JMondelez
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TAKING ACTIONS TO NAAMUBARENPERATING ENVIRONMEN

Inflation / Supply chain
Pricing volatility
A Primarilyus

A Elevated input costs

A Continued inflation on energy;,
transportation, packaging,
wheat, dairy & edible oils

A Labor shortages atBparties

A Trucking & container supply
lagging demand

A Improving ourmanufacturing
& warehouse capacity

A Implementing new measures
to support retention

A Prioritizing key SKUs

A Announced further pricing
actions in Q2 across key
markets

A Now ~85% hedged for 2022,
near fully hedged in key areas

A Ongoing productivity

MDLZ Actions

Currency
headwinds

A Strengthening of the US dollar,
in particular vs the EUR and

GBP

A Hedging of currencies
A Hedging of neinvestments

JMondelez,
SNACKING MADE RIGHT



CATEGORY CONSUMPTION REMAINS RESILIENT; EXPECT C
REMAIN A PRIORITY BUY

Consumer confidence varies by market ...

; CoreBusinesd\Net Revenue Growth
A DM softening
A EM remaining strong MDLZ Biscuits & Chocolate

+9.6%
@ Mobility on the rise, but lagging preCOVID levels

‘.' Ongoing desire for comfort & trusted brands

A Strong demand for core categories in
both DM & EM

A Price elasticity still below historic

. : : 17-19 1921 21-22
levels, expecting higher levels in H2 2yr CAGR 2yr CAGR YTD

M Vol/Mix M Price _
JMondelez
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ACQUIRINGIBAR: US LEADER IN HIGH GROWWBHNGEL LK
SNACK BARS, CREATING $1B+ GLOBAL SNACK BAR BUSINE

A #1 position in U.S. protein and energy bar matket
1 Segment leadershig A Leader in fastest growing segment of protein & energy

: A $16B global snack bar market growing 5%+
2 | Attractive market A Protein & energy segment growing +HSD

. A No HFCS, no artificials, rR&MO & organic ingredients
3 Well-belng A Missiondriven, rooted in ESG & sustainability

A ~$800M in sales, proven track record (HSDyd#&y CAGR)
4 Scaled platform A Creates $1B+ global snack bar franchise for MDLZ
A Complementary to existing bars business, significant opportunity

CLIF PERFORMANCQ CLIF Kids LUNA

e Il
(D))

—

§BUILOERS
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1. TheClif Bar transaction is expected to close in the third quarter of 2022 following customary regulatory review 2.Euromonitor 2021



~$1B BUSINESS IN THE ATTRACTIVE SNACK BARS CATELIID
IN THE HIGHEST GROWTH SEGMENT WITH UPSIDE OUTSIDI

MDLZ Snack Bar businéss
(Net Revenue by brand, $B)

+HSD

ZCLIF

$0.3B
o 0 EE
MDLZ Core
Brands

2018 2021 Ongoing

10 1. The transaction is expected to close in the third quarter of 2022 following customary regulatory review

Snack Bars category

owSiGlFAf al@sm /pl.DwW

$16B 2124 $8B 7104
CAGR CAGR
Rest of
World
+MSD

+DD
Protein
51% +DD
Global us
Snack Bars Snack Bars
Mondelez,
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SIGNIFICANT VALUE CREATION OPPORTUNITIES -CLIF/

Cost Synergy Levers Revenue Synergy Levers

o Bl | ®
SUPPLY CHAIN DISTRIBUTIAN VELOCITY RGM INTER
NATIONAL

AProcurement savings Esrsaiie Agg);v mm&CIub, ADisplay APrice pack  ASelect

_ execution Architecture market
Awaste reduction & line efficiencies Ag:;:a Food Service AShopper  APromo launches
- U 0N Alncrease HH  program efficiencies
ASupply ChairDvhoptimization optimization B activation

Doubledigit IRR

well in excess of WACC
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1. TheClif Bar transaction is expected to close in the third quarter of 2022 following customary regulatory review




ACQUISITIANPECTED TO CONDRNJUEG SUBSTANTIAL REVEI

GROWTH
MY cLIF $0.8B +HSD
Vil R $0.5B +HSD
(G2 $0.5B +HSD
6D $0.1B +HSD
I loHeN $0.1B +DD
[+ iHe $0.1B +DD
it $0.5B +HSD
() $0.1B +DD ~3% ~7% ~11% ~12%

of Total of Total of Total of Total
$O 1B +DD MDLZ NR MDLZ NR MDLZ NR MDLZ NR

X X X X X X X

Organic NR growth contribution to Total MDLZ

9acquisitionscompleted >$2.8B +HSD ~+O.4)p ~+O_8)p~+]__Q;p ~+1_5)p

or announced since 2018

1) NR at time of acquisition / announcement; 2) Expected annual growth rate at the time of announcement; 3) 2022 20238 anmbers are estimates that are subject to change and actual amounts may vary
4) TheClifBar transaction is expected to close in the third quarter of 2022 following customary regulatory review.
5) TheRicolinotransaction, which is subject to customary closing conditions, is expected to close in late Q3 or early Q4 2022.
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ROBUST TOPLINE GROWTH IN BOTH EM AND DM, UNDERPI

VOLUME AND PRICING

MDLZ Organic Net Revenue Growth

+13.1%

+10.7%

+4.1% +3.7%

FY19 FY20 Fy21 H1'22 Q2'22

M Vol/Mix M Price

14

Emerging Markets
35% of Total MDLZ Revente
+22.5%

+19.4%

+12.2%

+7.7%

+2.3%

FY19 FY20 FY21 H1'22 Q2'22

M Vol/Mix " Price

1 FY2Inet revenues
2+20.0% exArgentina

Developed Markets
65% of Total MDLZ Reventie

+8.1%

45 +6.0%
+4.9%

+2-0%. +1.6%

FY19 FY20 FY21 H1'22 Q2'22

B Vol/Mix = Price
JMondelez
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CONSISTENT CORE STRENGTH; GUM & CANDY IMPROVING

15

Biscuits Revenue Growth
47% of Total MDLZ Revente

+10.4%

+8.9% +8.5%

+4.4%
+3.0%

FY19 FY20 FY21 H1'22 Q2'22

Vol/Mix  Price

Chocoate Revenue Growth
32% of Total MDLZ Revente

+15.4%

+10.506 11-2%

+5.8%
+3 4%

FY19 FYZO FY21 H1'22 Q2'22

M Vol/Mix [ Price

12021 net revenues. Remainidd % of total MDLZ revenue from neore snacks categories

Gum & Candy Revenue Growth
10% of Total MDLZ Reventue

+26.5%,25 996

7.0% I

—

. _mild

. ' FY21 H1'22 Q2'22
—

-17.6%
M Vol/Mix [ Price

Mondelez,
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GAINING/HOLDING SHARE IN 3 REGIONS OFFSET BY LOSSE
SUPPLY CONSTRAINTS

Snacks Revenue Gaining/Holding Share Snacks Revenue Gaining/Holding Share

~75% ~75% ~75%

2018 2019 2020-2021 H1'22 Biscuits Chocolate  Gum & Candy
2Y CAGR
ks, } +2.8%  +3.6%  +4.4% +8.3% +8.6% +6.1%  +15.6%
Growth? vs PY YTD vs P YTD vs PY

JMondelez,

1 Share performance and category growth based on available Nielsen Global Data as of July 18, 2022 for measured chanmerleeis kdyere the company competeShare performance defined as percentage of revenues International

with share either gaining or holding versus the same prior year period. Yy&Br Zumulative is sum of share changes 2020 t,24lied to FY20 revenue base. Market data excludes some channels not measured by SNACKING MADE RICHT
16 Nielsen (e.g. World Travel Retail). Category growth data for India has been substituted with MDLZ revenue growth dai®©erétated data collection issues.



VOLUME LEVERAGE, PRICING AND DISCIPLINED COST MAN
GOOD PROFITABILITY WHILE ENABLING SUBSTANTIAL REIN

Adjusted Gross Profit, Advertising & Consumer Promotions,
Overheads and Operating Income Growith

Q2 H1

+LSD
+$266M

I
+L.SD
+$91M

A&C OVH Other Ol GP A&C OVH Other Ol

ondelez
’M International e
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STRONG QUARTER ON TOP AND BOTTOM LINES ACROSS A
SUSTAINED DEMAND IN EUROPE AND US

MDLZ EU NA AMEA LA

Q2 +13.1% +10.8% +9.2% +13.2% +33.0%

Organic Net @)VMiX +5.1pp +5.9pp -1.0pp +8.7pp +12.4@
Revenue

Growth H1 +10.7% +7.6% +8.5% +10.9% +29.4%

(Vol/Mix +4.3pp +45pp  -0.4pp  +7.5pp  +10.6pp

Q2 +8.5% -1.3% +6.3% +7.9% +76.8%

H1 +11.2% +5.4% +9.7% +6.6% +49.7%

Mondelez,

1+25.1% esArgentina
18 2 At ostix SNACKING MADE RIGHT



OPERATING GAINS DROVERIUBBES EXPANSION

2022 H1 EPS vs PY
Adjusted, Fav/Unfav)

50_03 50.02

50_14 —

$(0.01) $(0.01)

+11.7%
$1.45 =)

+3.4%
(RptFY

=

I M QH ™M Operating Shares Equity Interest/ Taxes | MQHH Forex I MQHH
Adjusted Gains Investments Other Adj. EPS Adjusted
EPS @ CstFX EPS
B $0.66 $0.04 $0.01  $(0.01) $- $0.02 $0.72  $(0.05)  $0.67
+$0.06 +$0.01
+9.1% +1.5% -
° " Mondelez,
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bjC39[AA v} Dy | U ¥I uolJ | ]
LAST THREE YEARS, DESPITE CONTINUED INVESTI\/IENTS

Organic Net Revenue Growth Adj. EPS Growth aist. Fx Adj. EPS Growth at rpEx
20182021 (3Yr CAGR) 20182021 (3Yr CAGR) 20182021 (3Yr CAGR)
Peer 1 Peer 1 Peer 1
Peer 2 Peer 2 Peer 2
Peer 3 Mondelez, ¢ T 8.6% Mondelez, { THI 7.0%
Peer 4 Peer 3 Peer 3
Int. Peer Avd). I 4.3% Peer 4 Peer 4
Mondelez, [l 2.3% Peer 5 Peer 5
Peer 5 Peer 6 Peer 6
Peer 6 Int. Peer Avg. I 5.8% Peer 7
Peer 7 Peer 7 Int. Peer Avg. Bl 3.4%
Peer 8 Peer 8 Peer 8
Peer 9 NA Peer Avt). [l 3.1% NA Peer Avl). | 3.0%
NA Peer Avg). Il 3.0% Peer 9 Peer 9
Peer 10 Peer 10 Peer 10
Peer 11 Peer 11 Peer 11
Peer 12 Peer 12 NA Peer 12
JMondelez,

LInternational Peer Group includes Ce€ala, PepsiCo, P&G, Nestle, Unilever, Danone, Colgate International
20 2NAPeer Group includes Hershey, Kraft Heinz, Kellogg, General Mills, Campbell SNACKING MADE RIGHT






