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OUR GLOBAL BUSINESS AND BRANDS
Approximately 80,000 employees

around the world

37%
0 of 2019 net revenues
from emerging markets

2019 net revenues of approximately

o 4 regions with 14
$26 billion

Business Units

around the world

Products sold and enjoyed in over 1 50

countries

Investing over $800 mi"ion

to positively impact people and the planet

in local communities*
* Includes ~$450MM in donations, both cash and products since 2012 and a $400MM
investment for our Cocoa Life program

$800M







OUR MISSION

LEAD THE FUTURE
OF SNACKING

Our Mission is crystal clear: lead the future of
snacking by offering the right snack for the right
moment made the right way.

What does this mean exactly?

® Right Snack = make a broader assortment of delicious, high-
quality snacks, iconic global and local brands that nourish
life’s moments

® Right Moment = offer a range of snacks from indulgent to
wholesome and everything in between, convenient and
innovative formats, always locally relevant

® Right Way = celebrate our proud heritage as makers and

bakers, advance our sustainable sourcing and packaging
and obsess over consumer-inspired quality

This is not only our Mission. It is our growth opportunity.
Why? Snacking is the place to be! It performs significantly better

than the rest of the food sector because it’s a behavior that
continues to grow all around the world.

We have everything it takes to lead the future of snacking.




OUR VALUES

We deeply know
our consumers and
customers
. We lead the future COMMITMENTS
R |

Q‘ We execute with —
excellence T T
s > LOVE OUR I OVE

RIGHT WE LEAD AT & BRANDS OUR CONSUMERS
MDLZ AND BRANDS g

Bring our MDLZ G R o w

EVERY DAY
DO
WHAT'S

RIGHT €
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We treat everyone with

* care and integrity We have a growth

mindset in all we do

We are stronger through to life
our diverse, inclusive and

We choose agility over
connected community

‘ perfection
We make people
development a priority

We follow through on ] J
our commitments
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DIVERSITY & INCLUSION - OUR GOALS

We're committed to creating
and sustaining a diverse,
inclusive and connected

community where differences
are valued and everyone can

be themselves. * ’
' ACTIVE &

— INCLUSIVE PURPOSEFUL
, WOMEN IN BIAS-FREE D&I
WE'RE TAKING A LEADERSHIP WORKPLACE COMMUNITY

STAND ON D&l WITH
THREE GOALS:

Inspire, connect and

recognize colleagues

around the world and
reflect the diverse needs

0IVERS\1* and perspectives of
ce ”‘CLUS‘°$ consumers
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1 “How to recapture the pace of improvement and realign at this

AG E N DA phase of the Covid crisis"?

2 ) But what about our Colleagues?

Mondelez

International e
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Crisis V’s Business Environment

WE ARE HERE
coviD
STRAIN

GLOBAL
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WORLD TRADE
CENTRE ATTACK
WORLD AIDS/HIV
PANDEMIC

RUSSIAN ECONOMIC
CRISIS 1998

NATURAL HEALTH m CONFLICT




WE DO NOT KNOW WHAT orR WHEN....................

BUT WE DO KNOW ANOTHER
CHALLENGE IS INEVITABLE



CONFIDENCE RETURNS

BUT HOW MUCH HAS THE
WORLD CHANGED ?




IN THE ABSENCE OF A PLAN .............cccecruuenneeen.




OPPORTUNITY V'S NECESSITY

“The pandemic has reinforced the necessity for digital evolution. At our firm, people
are now more accepting of the need for change, for doing things differently and

committing to that.”
Simon Levine

HOW TO MAINTAIN THE CHANGE MOMENTUM?

* Do nothing?
e Revert to Pre-Covid Models?
* Take time to Review, Learn & Apply?

What will be the impact upon our Colleagues?




THE "WAR" FOR TALENT

“What I generally hear from HR is that they need people who are nimble, flexible, adaptable and willing for their
roles to evolve over time. The skillsets and mindsets needed now are already different to those required four or five years

V4

ago.

Helen Colquhoun, DLA Piper

THE "WAR" FOR TALENT

During Covid, many employees have demonstrated Flexibility, Resilience,
Competence and the ability to work with Reduced supervision(interference!!)

How to build upon these attributes?

Are there dangers in returning to pre-Covid work systems?
What are employees expectations now?

Is a new definition of ‘Management’ Required?




CONCEDE DEFEAT?

It’s not that I’'m wiser
Its just that I’'ve spent more time with
my back to the wall

Willie Nelson
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