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Forward Looking Statements

This presentation contains statements that are forward -looking. These statements are made based upon current expectations that a re
subject to risk and uncertainty because actual results may differ materially from those contained in the forward -looking stateme nts.
You should not place undue reliance on the forward | ooking statement
securities. Factors that could cause results to differ materially include, but are not limited to: issues or concerns relat ed to the quality
and safety of our products, ingredients or packaging; changes in raw material and other costs; selling price increases, inclu ding volume
declines associated with pricing elasticity; market demand for our new and existing products; increased marketplace competiti on;
disruption to our supply chain; failure to successfully identify, execute and integrate acquisitions, divestitures and joint ventures;
changes in governmental laws and regulations, including taxes; political, economic, and/or financial market conditions; risks and
uncertainties related to our international operations and related growth targets; disruptions, failures or security breaches of our
information technology infrastructure; the impact of future developments related to the investigation by government regulator s of
alleged pricing practices by members of the confectionery industry, including risks of subsequent litigation or further gover nment
action; pension cost factors, such as actuarial assumptions, market performance and employee retirement decisions and funding

requirements; the ability to implement our supply chain realignment initiatives within the anticipated timeframe in accordanc e with
our cost estimates and our ability to achieve the expected ongoing annual savings from these initiatives; and such other matt ers as
discussed in our Annual Report on Form 10 -K for 2011. All information in this presentation is as of June 25, 2012. The Company

undertakes no duty to update any forward -looking statement to conform the statement to actual results or changes in the Company &
expectations.
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HERSHEY'S.

J.P. Bilbrey




Agenda

J.P. Bilbrey President & CEO Hershey Overview

Michele Buck Senior Vice President, Strategic Vision
Chief Growth Officer

Mike Wege Senior Vice President, Commercial Expansion
Chief Commercial Officer

Jane Xu General Manager, China Update
Hershey China

Dan Vucovich Senior Vice President, U.S. U.S. Strength

Bert Alfonso Executive Vice President, CFO Building Shareholder Value

& Chief Administrative Officer

J.P. Bilbrey President & CEO Wrap-up




Key Messages
A Hershey® business model is fundamentally advantaged

A We are leveraging knowledge, intellectual capital, brand building
and innovation capabilities around the world

A We are financially disciplined with resources to successfully
compete globally

A Well-positioned to capture the opportunities ahead

AWe are focused on l ncreasing sharehol
to $10 billion in net sales




Her shey, a gl obal C O M|

/\$6.1 billion net sales in 2011

/A\~13,000 employees around
the world

/A Products available in over
70 countries around the world

AHershey products manufactured
in 14 countries



édel i vering soli d res:

A Knowledge and intellectual capital is central to our success
A Predictable and consistent net sales and earnings growth
AU.S. business profitable for Hershey and retailers
AStrong operating cash flow

ADiscipIined approach to global expansion
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edriven by knowl edge

Integrated
Business
Management



Building on our strengths in U.S.
and key international markets
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Key drivers of increased shareholder value

A Deliver predictable, profitable and sustainable N. America business
AExpand our geographical footprint in focus markets

A Create and expand a consumer-centric portfolio across
key geographies

A Win with talent & knowledge to create a capable,
high performance culture

A Execute with excellence




Confectionery Is large, growing globally
SIS R




U.S. confectionery 1 s

Confectionery

Meat Snacks 1% 41%

Bakery Snacks 6%




eand has chan bi g

Hershey % of Net [ Specialty
Sales by Channel Channels

Dollar
Stores
33

Mass
Merchandisers
10
Drug
Stores 15

C-stores
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30.8%

HERSHEY'S

Hershey Mars Nestle R. Stover Lindt P/L




€ and strong overall 1

31%

>
=
W=
—
=

29%

HERSHEY'S

Mars/ Wrigley  Hershey




éwi th great purchasi n

* Household penetration
* Impulse purchases

* Merchandising responsiveness

* Checkout conversion rate




Hershey Channel Growth

% Chg
2010 vs. 2011
Food +4.2%
Drug +12.2%
Mass X +5.7%
Convenience +11.1%
XAOC+G +8.3%

Market
Share Gain

+0.2 pts
+1.3 pts
+0.5 pts

+1.4 pts



Consi stent category g
FDMx@ CMG Retalil Sales ($B)

$14.8

2006 2007 2008 2009 2010 2011




éedri ven by soli d choc
Chocolatein FDMxC Retail Sales ($B)

$8.0

2006 2007 2008 2009 2010 2011




Hershey has a portfolio of iconic brands

HERSHEY'S| cedkiestn'cCreme
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Hershey has a portfolio of iconic brands

Global Brands

Aeeses HERSHEYS

HERSHEYS.

KISSEeS

®
| lg g bbbbb since 1907




Hershey TopsForbes Brand Rankings

HERSHEY S }§

The Hershey Company

* Most Ethical Leadership
* Honest and Trustworthy Brands
#5 Overall Brand Ranking




Gl obal footprint 1T ncr

Hershey International Net Sales % of Total Company

m RoW mCanada
$1b - 15.6%

14.6%

13.8%




Gl obal footprint 1T ncr

The Hershey Company Net Sales
% Chg2011 vs. 2010

U.S. +6% MBCI*
MBCI* +26%
Canada +1%

)Canada
Export & all other +20% AExport &
all other

Total Hershey +7.2%




éa bl g opportunity 1 n
Chocolate & Non-Chocolate Candy

2011 Estimated Retail Sales ($b)
$15.3

Non-Chocolate Candy 5 $10.3

I Chocolate $6.3

China India E. Europe Latin America




éand growing rapidly

Chocolate & Non-Chocolate Candy

200682011 % CAGR
27.0

Non-Chocolate Candy

I Chocolate

China India E. Europe Latin America




Knowl edge & I ntell ect us:

Trip Mission

Buyer

Supply Chain
Profitable Transaction




émanaged by an experi
management team

Experienced management team
Global knowledge

Processes in place to develop high
potential employees

Matrix working environment enabling
exposure to other functions and
geographies




fDoing well, by doing goodo

Corporate Soci adlOOReaslggacp:s i bi | i tyé

One is only happy Iin proportion as he
makes others feel happy, and only as
useful as he contributes his influences
for the finer callings In life.

-Milton S. Hershey




Isten>Learn>Act
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Our strategy Is working

i i
A Predictable

A Consistent

A Achievable




Revenue growth accelerated

Net Sales YoY % Increase

+7-9%

+7.0% +7.2%




A balanced approach

fHealthyoinvestment in brand building while growing EBIT margin

17.8% 17.9%

. _ 16.7%
Advertising-to-sales ratio

I EBIT margin*

2008 2009 2010 2011




Strong EPS growth

Adjusted EPSDiluted*

$3.11

$2.83 to $3.17

$2.57

2008 2009 2010 2011 2012







Confections I s fragme,]

14.8% 1419

Kraft M_arS/ Nestle Hershey Ferrero Perfetti Lindt Lotte
Wrigley Van Melle




Will accelerate growth via M&A, with an
emphasis on focused geographies




Robust global chocolate category growth

Expected chocolate category size 2017 ($b)

$14 $13
$12 -
$10 -
$8 -
$6 -
$4 -
$2 -
$0 -

Brazil China India Mexico Eastern Latin Russia
Europe America




Non-chocolate candy, a large global category
Expected NCC category size 2017 ($b)

$16 1

$14 A
$12 A
$10 A
$8 A
$6 A
$4 4
$2 4
$0 -

$3 $3

Brazil China India Mexico Eastern Latin Russia
Europe America




Outside U.S. & Canada net sales will continue
to accelerate with profitability to follow

Net Sales (organic) ~$700m $1.5b - $2.0b
CAGR (organic) ~20%
M&A -- Additive
Profitability Build out/ Low/

Invest mode Mid-teens %







Long-term Net Sales Growth

Expected
YoY% Growth
U.S. CMG Category 4%+
Hershey U.S. & Canada ~4%
Hershey ROW ~20%

Total Hershey +587%




Long-term Adjusted Earnings Per Share

As of 6/25/12
+8-10%

Previous
+6-8%




Cash Flow Priorities

Financial
Flexibility




Solid Shareholder Returns

Total Shareholder Return (%)

December 31, 2007 d May 31, 2012

w |
.
|

S&P Food Group

S&P 500

DJIA




Hershey, a solid business investment

A Predictable and consistent top -line growth

A Profitable category for both manufacturers and retailers

AStrong operating cash flows
A\ Solid balance sheet




Agenda

J.P. Bilbrey President & CEO Hershey Overview

Mike Wege Senior Vice President, Commercial Expansion
Chief Commercial Officer

Jane Xu General Manager, China Update
Hershey China

Dan Vucovich ~ Senior Vice President, U.S. U.S. Strength

Bert Alfonso Executive Vice President, CFO Building Shareholder Value

& Chief Administrative Officer

J.P. Bilbrey President & CEO Wrap-up




HERSHEY'S.

Vision and Strategic Priorities




Key messages

AWe have built an advantaged business model proven to deliver
sustainable growth

A Our vision and 5 year plan will drive accelerated growth
AWe will seize further US confectionery opportunity

A Our brands and capabilities are transferable as we expand our
geographic footprint and portfolio in a disciplined manner

AWe will win with advantaged knowledge, investment and
continued operational excellence




Advantaged Business Model

| NV

Financial Discipline & Operating Excellence



We have transf orrCardgrid é C




ransformede I nsights

Shoppers
Precision
Shopper Landscape

Brands




ransformedeée Adverti si

$414M

6.8% of Net Sales d.1

$108M

2.2% of Net Sales ®6




BRAND IDEA

Genuine Chocolate
CONSUMER INSIGHT Genuine Happiness BRAND VALUES

Anytime Anywhere

KEY BENEFIT BRAND PERSONALITY







ransformedé Cust omer




Model has demonstrated results

YoY Revenue Growth and EBIT Margin*

16.7% 17.8% 17.9%

= Revenue

! EBIT Margin*

2008 2009 2010 2011 2012




Disciplined, Sustainable Growth




Hershey Vision

Disciplined, Sustainable Growth ‘

CORE BUSINESS: Leadership in North America
GLOBAL EXPANSION: Scale player in select global emerging markets
BEYOND CHOCOLATE: Participate in etnend consumer segments




Hershey Vision o Destination

WHERE TO PLAY HOW TO WIN

GEOGRAPHIES CATEGORIES CORE CAPABILITIES

Deliver Consumer

North Confectionery o .
America : Souy’ and Shopper Solutions

#1 S SlEng Through Insights and

Knowledge
Convenience

Emerging Oriented

AMONG  \arkets

the Snacking Continuum

- BFY Indulgence




Strong growth aspirations
TODAY » 5 Year Goal

2012 2017




5 Strategies translate Vision to Plan

© Deliver predictable, profitable &

T sustainable NA business

V< C : o

< < Expand our geographical footprint in

Io) % focus markets

QS

= 2 Create and expand a consumer centric
% § portfolio across key geographies

Gs <

Win with talent and knowledge and create
a capable, high performance culture

Enablers

Execute with excellence



Strategic highlights

Deli dictable, profitable & ' . .
/Dive advantaged business

model

Alnvestment in Core,
Disciplined Innovation,
Retail excellence

AMid Single Digit Growth




Strategic highlights

Expand our geographical footprint in

focus markets

AFocused expansion with
transferable, winning
business model

ABig Bet in China
AM&A as enabler




Strategic highlights

A5 global brands

ATwo $2B Brands;
One $1B Brand,;
portfolio across key geographies One $500M Brand

/ ASweets & Refreshment and
Adjacencies accelerate

Create and expand a consumer centric




Strategic highlights

AGrow global talent

Alnvest in R&D, M&A,
Go-to-market, and IDP
capabilities

Win with talent and knowledge and create
a capable, high performance culture




Strategic highlights

Execute with excellence

AGross margin expansion

Alnvestment in capital
Infrastructure

ASupporting processes and
aligned compensation




5 Strategies translate Vision to Plan

Deliver predictable, profitable &
sustainable NA business

Fuel



Scale North America iIs foundation

29%

HERSHEY'S

Mars/ Wrigley  Hershey




North America sustainabllity funds growth

The iVirtuous Cycleo Focused &
Disciplined Expansion

|nvest0||n Build Scale,
Brands Realize Price

Invest in Leverage

Knowledge, Insights Capability & Scale
& Capabilities to Control Cost



Built around a robust business model

Fundamentals Balanced Growth Drivers




Expand replicable US business model globally




5 Strategies translate Vision to Plan

Expand our geographical footprint in
focus markets

Growth planks
(organic & via M&A)



Confections I s fragmen

14.8% 1419

Kraft Mars/ Nestle Hershey Ferrero Perfetti Lindt Lotte
Wrigley Van Melle




Focus on high growth emerging markets

AHigh GDP growth 410%
AT Middle Class

A2/3 of World Population
AHigh Confectionary growth 5 -20%




GDP vs. CMG Growth
YoY % Change- World GDP & World CMG Retall Sales

7%
6%
5%
4%
3%
2% —-CMG

1% --Real GDP

0% T T T T T T T T T T T T T T T T 1

1% 2000 2001 2002 2003 2004 2005 2006 2007 2008 \2009 2010 2011 2012 2013 2014 2015 2016
-1%

-2%

-3%




Strong GDP Growth

201162016 CAGR --- World Avg.

China India Indonesia Africa Middle Brazil Russia Mexico U.S. Canada
East




Increasing Wealth from Rising Middle Class
Middle Class People (Million)

Rest of World

India

China

~ Mexico
Russia

us

W Europe
Japan

1970 2000 2030




Highly populous

% of World Population - 2017

0.5%

China India Africa us Indonesia Mid-East Brazil Russia Mexico Canada




Market
attractiveness

Lower

Confectionery 2 Participate
attractiveness o

g Expand
Snack/Beverage £
attractiveness _

S Win Now

I

Now Hershey Ability to Win Future
Existing market Customer/

position/talent cost sharing



Roles and pacing key to profitable growth

 Middle-East &

China .
. North Africa
Brazil Emerging West
: ' & S. Africa
Contiguous
North |
America South East - Eastern




Leverage Density Strategy

Drive
Efficiency



Buil l ding momentum 1 n C

I Distribution Density
I Advertising

."“ 1% Shanghai

I Portfolio




Leveraging learnings to win

China experience Building a foundation
has been good In India

sl

2007 2008 2009 2010 2011

2007 2008 2009 2010 2011

A Disciplined media investment A Underinvestment in brand building

A Methodical and aggressive city expansion A Lack of differentiated portfolio
A Building blocks approach to planning A Entered with increasing sugar costs




Healthy margins allow for profitability

Indexed to Current US Gross Margin

m US
m China

5 Yr Outlook



Investing In Infrastructure to support growth

Asia R&D and Innovation Center

A Leverage local talent

A Crosspollinate
Innovation between Asia
and US

| A Location: Shanghai




Additional Asia
manufacturing
facility

Brazil




Geographic Expansion will be key to growth

Growth Contribution

RoW

US/Canada




M&A and Enabler

Role of Hershey M&A




ewith FI nanci al fl ex1 b

1,195 1,273

1,064 1,066

W EBITDA* ($m)

! Operating
Cash Flow ($m)

2008 2009 2010 2011




Disciplined approach to M&A opportunity

Total Confectionary
Market Growth % !

12%- Select Size of M&A
Opportunities
@ China

8% 1 @ Brazil

Eastern © ®

Europe Other
4% A L. America

@ Mexico
0% I I I I 1
$0.0 $1.0 $2.0 $3.0 $4.0 $5.0

Approximate net sales($) of potential acquisition targets in billions




M&A focus on geographical bolt-ons

Strategic Preference

A Acquisitions,

A Chocolate A Adjacencies _
JVs and alliances

A Sweets and

AWhite spaces
Refreshment




5 Strategies translate Vision to Plan

©

>

LL

UE

S

SIS

= 3 Create and expand a consumer centric
E § portfolio across key geographies

Os

Enablers



Drive Core Brands

A Impulse Category Advertising as % NS
High.SingIe
A Expandable Consumption Digit

>

Highly responsive
to advertising

>

Drives scale profitability

International & Portfolio
Expansion

>

7 0% ‘ P

Today 5Yr Goal




Expand 5 Core brands globally

HERSHEYS

#Heeses Kisses

nnnnnnnnnnnnnn




Sweets & Refreshment Chocolate

— |CEBREAKER HERSHEYS

HERSHEY'.

KISSeS
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Capture untapped S&R opportunity

Target Markets Hershey




5 Strategies translate Vision to Plan

Win with talent and knowledge and create
a capable, high performance culture

Enablers



Organization structured for global growth

SBU / Region Matrix

New structure implemented
in 2011

SBUs build and leverage
Hershey® global brands

COEs disseminate best
practices around the world



Growing Global Talent

40%

28%

A Critical positions
filled with top talent

5Yr Goal




Knowledge Agenda will be Differentiator

Trip Mission

Buyer

Supply Chain
Profitable Transaction




Advantaged Knowledge Toolso Example

Palate
Mappin
Mind AR
Modeling

Precision
Shopper
Landscape

Proprietary Precision
Media Mix




IDP Capability applied to optimize formulas
IN geographic expansion
Palate Mapping

Flavor Profile of Scharffen Berger
62% Cacao Dark Chocolate

Fenne 10 T
Bltter
Carbon /\,\’\

g/“ii; ey
\\\

Brown Spice

Cherry-artificial //

Vanillin

Sweet

Resinous

Cac ao

Woody

Sour

Astringent

A Drivers of Liking
A Preferred bundle of benefits

A Product developed to local taste




Advancing capabillities to deliver IDP globally
- Copabiityladdes

etail as a

R i
Competitive @ i ’(Ai\da\t/?sg:rry
Advantage ]

Knowledge
Agenda

e

Shopper Building Sales Planogram and
Trip Missions @ @ Competency Assortments

Demand e | Wholesale Q
Landscape = 1 Management =

Consumer i Distributor & i
Goto-Market |

1
1
1
1
1
[ J—

Insightg -




5 Strategies translate Vision to Plan

Enablers

Execute with excellence



Integrated Business Processescentral to success

STRATEGY

Key Metric Targets

.

- | Strategy Review |. |

Feedback Loop . . Alighed Metrics

Integration &
Reconciliation

A Growth from Innovation: 1 +pt s-6 { &
\

AWMAPE:~7pt i mpr ovemen

Management
Business Review

Innovation
Review

A lnventory:~20% i mpr ov e men

Global IBM

y .

A Case fill: 1+pt improvement vs. YAG

Demand

Supply Zany
eview

Review

A Forecast Accuracy (NS):
Improved to +/ - 1.5%




Measure progress against 7 core capabillities

Example Metrics
Q 1+pts of Growth from Innovation

30% Innovationfrom Tech platforms
Q 5 Scale Global Brands

®| -~65%Utilization

@) ~190k Distribution Points (US)
100% Replicable PMCCapability

80% Critical Roles w/ Top Talent



Focused Strategies and Initiatives

Strategic Initiatives
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Hershey will deliver predictable growth




Agenda

J.P. Bilbrey President & CEO Hershey Overview

Michele Buck  Senior Vice President, Strategic Vision
Chief Growth Officer

Jane Xu General Manager, China Update
Hershey China
Dan Vucovich ~ Senior Vice President, U.S. U.S. Strength
Bert Alfonso Executive Vice President, CFO Building Shareholder Value

& Chief Administrative Officer

J.P. Bilbrey President & CEO Wrap-up




HERSHEY'S.

Global Expansion through
Commercial Excellence




Commercial Leadership




Key Messages

AOur structure and integrated capabilities are delivering strategic goals and priorities
AOur brands are strong and proven, and we have the capability to expand them globally
AA disciplined, insights -based approach to innovation is delivering

AWorId-cIass selling and customer capabilities are accelerating global growth

Aour commercial model is working across focus countries with China advancing rapidly
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Nfransforming our commercial

capabilities into a world -class,
knowledge-driven organization of brand

bui l ders and category
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...who Inspire consumerswith
uniquely compelling brand experiences,
applications and category innovation




...who partner with customers to
expand category growth and profitability
through industry-leading (IDP)
expertise and tools




...and who consistently deliver
top tier financial performance and
shareholder value. o




Commercilal Teams




Organization structured for global growth




K

INTEGRATION




Synchronized 18 month delivery (IBM)

STRATEGY

Strategy Review |. |

"
.
.

8 Aligned Metrics




Synchronized 5year business planning (IBP)

IBP=

INTEGRATED BUSINESS
PLANNING




Key Strategies drive our 5-year plan

©
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Her shey has 1 conic br a

HERSHEY'S| cockesCreme

Kisses ~DEATHE
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e | oved by consumer s

2012 Harris Poll 9 U.S. All Cateqories

HERSHEY'S




MILK CHOCOLATE

PURE HERSHEY’S

‘ ¢Unwrap Paradise:,
e '
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Our brands w




U. S. brands dri ving su

US Net Sales Growth

Nine year
average 3.9%




€ and expanded mar ket

Hershey US CMG Share Change (pt$DMxC

0.8

2009 2010 2011 2012YTD




Opportunity =
Building our brands globally

KiSses JERSHEYS|  IgEsneateas




Insights build Memand Landscap®




Insights build Memand Landscap®




2012 Demand Landscape starts with
ANVhoois buying confection?




Updated Need States drive the AWhyo

Social
Confidence

Comfort




Segments

Engaged Confection
Exploring Deal Seekers Loyal Indulgers Loving
Munchers Moderators

Guilty Detached
Controllers Occasionalists

Comfort

N
States

Total Confection Demand Landscape

Confidence




éedefi nes economic pot e

Portfolio Choices

White Space

White Space




1
| chocolate 2012
Engaged Confection Guilty o

. Deal Loyal -
Exploring eoaand Controllers ~ Occasionalists

Munchers SeEles idtegeres Moderators
v

Refreshment 2012

Segments

Total Confectionery
2012
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Expanding advantaged understanding
of consumer demand




Global Tools: Brand Building Framework




BRAND PROMISE:

CONSUMER INSIGHT A one-of-a-kind chocolate BRAND VALUES
experience to savor and share
everyday

KEY BENEFIT BRAND PERSONALITY




