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These are not the only Our-businessissubjeet-to-numerensrisks and uncertainties —¥ew-the Company faces, and you should
carefully review and consider the feewing-full discussion of the Company’ s risks— risk as-weH-as-factors in the section

tltled “ Risk Factors ”? together with the other information -rne-}uded-m this Annual Repmt on Form 10- K We—epefa-te—rﬂ—&
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impacted by a variety of factors, including but not limited to variations in raw materials pricing, retail customer ordering

pattelns requirements and mlx sdles velocities and 1equlled promotional suppon * Our-grossprofit-as-a-pereentage-of net-sales

our-finanetal-eondition-andresults-efoperattons—Consumers’ loyalty to our brands may Chdnw due to factors beyond our
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effeet—eﬁ—eﬁrbﬂﬂness—Flmtuatlons in our results of operations from quarter to quarter because ot changes in our promotional
stl\ ities ‘may 1mdet and mdy have a dlsplopomondte eﬁegt on, our overall financial LOI]dlthI] and 1esu1ts of operatlons * Our

reputation or brand image might be impacted as a result of issues or concerns relating to the quallty and safety of our ploduuts
muedlents or pad(d(fmg processmg technlques, and other environmental, social or gov ernance matters, w hich 1 in turn LOllld
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backs for promotion allowances, cooperative advertising, and product or packaging damaoes as w ell as undeliv eled or unsold
food ploduuts may have a significant 1mdet on our operating results and may dlslupt our Customer relationships. ¢ Refa-i-}efs—rn
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our ploduuts to our Customers or consumers if we are unable to compete effectiv ely Thesales-of mostofourproduets-are

delivery network system relies on a significant number of blokels wholesalers and logistics companies. Such reliance could
affect our ability to effectively and profitably distribute and market ploduuts mdmtdm existing markets and expand business into
other geographic markets. ® Our direct- store- '
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on a significant number of independent operators and third- party dlslrlbulms, and sudl reliance LOLlld allucl our dbllltv to
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consumption and trade patterns, supply chains, and production processes, which could materially affect our operations and
results of operations. Pandemtes;eptdemt ; A s "



ma’feﬂ&Hy—&ﬁd-ad-vemly—h&fmed—Labor ees-ts—eeﬂamedﬂ-y—costs and lotrlstlcal costs are increasing in the current economic

climate, which has adversely affected our business operations and results of operations and-. These rising costs, as well as any
increase in commodity costs, may eontinae-to-do-se-adversely affect our business operations and results of operations in
the future. Our eﬁorts to raise pll(,e% mdy not be successful at oﬁsettmv these cost mcreases and may have other adv erse effects.

W . growth—Our hndnClal position may be adversely affected
by an unexpeuted ev ent carr ng an msumnce obligation for w hldl we have madequate coverage. * We-are-primariby-sel-

company, all of our products must be compliant with 1egu1at10ns by various governmental authormes the laws of the various
states and localities where we operate and sell products, and a number of our products rely on independent eertifteations--



certification from regulatory agencies to label our products adequately and in compliance with laws and regulations. Any non-
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not bu successful in implementing our growth strategy, including w 1lhoul limitation, increasing distribution of our ploducts
attracting new consumers to our brands, driving repeat purchase of our products, enhancing our brand recognition, and
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Resales of shares of our Class A Common Stock could cause
the market price of our Class A Common Stock to drop significantly, even if our business is doing well. ® Wehad-86,-882,334



Aartants;—w ised—wilHerease-the-number-ofissted : d yred
marketprice-ofour-Class-A-Commeon-Steelk—We are a holding company and our only material asset is our interest in UBH, and

we are accordingly dependent upon distributions made by our sub

sidiaries to pay taxes, make payments under the TRA and pay

dividends. ¢

il i BH-de othave-st ef alce-distribtttons ability-to-deelare-and
eash-dividends-may-also-berestrieted-or-impatred—Pursuant to the TRA, we are required to pay to Continuing Members and /
the exchanging holders of Common Company Units, as applicable, 85 % of the tax savings that we realized as a result of
increases in tax basis in UBH’ s assets as a result of the sale of Common Company Units for the cash consideration in the
Business Combination, the purchase and redemption of the common units and preferred units #-by the Continuing Members

or



and the future exchange of the Common Company Units for shares of Class A Common Stock (or cash) pursuant to the Third
Amended and Restated Limited Liability Company Agreement and certain other tax attributes of UBH and tax benefits related

to ultumg into the TRA makmg -rﬂe-}t}d-mg—ta*beﬁeﬁfs—afmbt&ab*e—te—pdvmuns under the TRA, and those pdvmunls may be
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adversely-affeeted—Delaware law, the Certificate of Incorporation and Bylaws contain certain provisions, including anti-
takeover provisions that limit the ability of stockholders to take certain actions and could delay or discourage takeover attempts
that stockholders may consider favorable. ertifte i i
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fnvel-v&ﬂs-ks-te—yeﬂ—()m bu\mus and opualmns wuld be negatively af LL[L({ if it bummw \ub]ul to any securities llllgallon or
shareholder activism, which could cause us to incur significant expense, hinder execution of business and growth strategy and
impact our stock price. #-PART 1 Item 1. Business Unless the past-context otherwise requires , all references foHowing
periods-of-volatility-in this Annual Report on Form 10- K to the ¢ marketpriee-ofacompany-Company , ” “ we, ” “ us ” or"
our ” refer to Utz Brands, Inc. and its consolidated subsidiaries. Our core geographies consist of Alabama, Connecticut,
Delaware, Louisiana, Maine, Maryland, Massachusetts, Mississippi, New Hampshire, New Jersey, New York, North
Carolina, Ohio, Pennsylvania, Rhode Island, South Carolina, Virginia, Vermont, West Virginia, and Washington (our *
Core Geographies ), with the rest of the U. S. representing our Expansion geographies (our “ Expansion Geographies
”). Overview We are a leading United States manufacturer of branded salty snacks. We produce a broad offering of salty
snacks, including potato chips, tortilla chips, pretzels, cheese snacks, pork skins, veggie snacks, pub / party mixes, and
other snacks. Our iconic portfolio of authentic, craft, and “ better- for- you ” (“ BFY ”) brands, which includes Utz,
Zapp ’ s seeurities-, seeurities-elass-aetionrtitigation-On The Border, Golden Flake, and Boulder Canyon, among others,
enjoys strong household penetration in the United States, where our products can be found in approximately half of U.

S. households has- as eften-of December 31, 2023. We are the second- largest producer of branded salty snacks in our
Core Geographies as of December 31, 2023, based on retail sales and we have historically expanded our geographic /
distribution reach and product portfolio organically and through acquisitions. Our company was founded in 1921 in
Hanover, Pennsylvania, and benefits from more than 100 years of brand awareness and heritage in the salty snacks
industry. As of December 31, 2023, we operate 14 manufacturing facilities with a broad range of capabilities, and our
products are distributed nationally to grocery, mass, club, convenience, drug and other retailers through direct
shipments, distributors, and approximately 2, 250 DSD routes. Our business benefits from multiple opportunities to
deliver attractive long- term profitable growth. Our value creation strategies are focused on driving productivity to
enhance margins, reinvesting in marketing and innovation to accelerate revenue growth and continuing to make
strategic acquisitions. We believe we are well- positioned for long- term growth as we (a) gained a significant amount of
new buyers during 2020 and have continued to add been— even breught-againstmore buyers through 2023, (b) have
significant opportunity in our Expansion Geographies and under- penetrated channels, (c) continue to execute
productivity efforts that will help to fuel incremental marketing and innovation to accelerate growth in sales, (d) continue
to make infrastructure improvements to enable us to continue to scale to greater heights, and (e) continue to make
strategic acquisitions that deliver strong synergies and that enhance our competitive positioning. We believe each of
these growth avenues represents a sizeable opportunity to expand our net sales. In addition, we further anticipate
expanding our margins over the long term through supply chain productivity, revenue management, a higher- margin
product mix, and higher margins on incremental sales as we leverage our scalable existing platform. Recent Acquisitions
and Dispositions During fiscal year 2022, the eempany-Company focused on —Shareholderaetivism,-which-eotld-take-many
forms-orarise-i-a-variety-of situations; has-beerrincreasing manufacturing and streamlining distribution. In April 2022, the
Company purchased a brand new, recently —Vetatility-completed snack food manufacturing facility in Kings Mountain,
North Carolina from Evans Food Group Ltd. d /b / a Benestar Brands and related affiliates. The Company paid the
steekfull cash purchase price of eur-$ 38. 4 million at the closing and concurrently with the facility purchase, the
Company sold 2. 1 million shares of the Company’ s Class A Common Stock for $ 28. 0 million, to affiliates of Benestar in
a private placement pursuant to Section 4 (a) (2) of the Securities Act of 1933. During fiscal year 2022, the Company
bought out and terminated the contracts of multiple distributors who had previously been providing services to the
Company. These transactions were accounted for as contract terminations and asset purchases and resulted in expense
of $ 23. 0 million for the fiscal year ended January 1, 2023. On February S, 2024, the Company sold certain assets and
brands to affiliates of Our Home ™, an operating company of BFY brands (“ Our Home ). Under the agreement, Our
Home agreed to purchase the Good Health ® and R. W. Garcia ® brands, the Lincolnton, NC, and Lititz, PA
manufacturing facilities and certain related assets, and assume the Company’ s Las Vegas, NV facility lease and
manufacturing operations (the “ Our Home Transaction ). In addition, the Company and Our Home will operate under
a Transition Services Agreement for 12 months. The total consideration for the transactions is $ 182. S million, subject to
customary adjustments. In addition, post- closing, the parties will operate under reciprocal co- manufacturing
agreements under which Our Home will co- manufacture certain of the Company' s products and the Company will co-
manufacture certain Good Health ® products. Certain Good Health ® products will continue to be distributed and sold
on the Company' s DSD network for Our Home. Recent Developments During 2023, we introduced our long- term
growth strategy focusing on various initiatives. Our portfolio strategy is focused on accelerating investments in
marketing and innovation to drive top- line growth and achieve share gains in the attractive Salty Snack category. We
plan to further penetrate our Expansion Geographies and untapped channels and customers by further expanding our
Power Brands in Expansion Geographies, as well as maintaining our share in our Core Geographies. We plan to
transform our supply chain into a more cost- efficient and flexible system. As part of our long- term growth strategy, we
intend to enhance our independent operator DSD system to further improve execution and generate higher returns and



strengthen other organizational capabilities while driving out costs. Additionally, we intend to improve our balance sheet
flexibility by accelerating cash generation and maintaining a disciplined capital allocation approach, which will reduce
leverage while opportunistically pursuing acquisitions. Our business is managed and reported in one operating segment.
However, we strategically manage our portfolio of brands by segregating our sole operating segment into Power Brands
and Foundation Brands. Power Brands, in aggregate, enjoy a combination of higher growth and margins, greater
potential for value- added innovation, and enhanced responsiveness to consumer marketing as compared to Foundation
Brands. As a result, we focus our investment spending and brand- building activities on Power Brands while managing
Foundation Brands for cash flow generation to support investment in Power Brands and fund other corporate priorities.
We assess the designation of brands as Power Brands or Foundation Brands and reclassify brands based on their
alignment with the criteria above. Our Power Brands are comprised of our flagship Utz brand and iconic On The
Border ® brand; craft brands such as Zapp’ s ®, Golden Flake ® Pork Skins, TORTIYAHS!, and Hawaiian ®; BFY
brands such as Boulder Canyon ®; strong regional snacking brands such as Bachman ®, Tim’ s Cascade ® Snacks, and"
Dirty" Potato Chips ®; and selected licensed brands such as TGI Fridays ®. Our flagship Utz brand generated retail
sales in excess of $ 850 million in 2023, representing an approximate 9. 4 % compound annual growth rate (" CAGR")
(during 2020 through 2023) and making it one of the 10 largest salty snack brands in the United States by retail sales as
of December 31, 2023. Recognized for its iconic logo featuring the “ Little Utz Girl ” since the 1920s, the Utz brand
currently uses the slogan" Family Crafted Flavor Since 1921 . We sell a variety of salty snacks under the Utz brand,
including potato chips, pretzels, cheese snacks, pub / party mixes, and others. Our On The Border brand (" OTB") is a
national brand of tortilla chips, salsa and queso. OTB is the # 2 unflavored tortilla chip brand as of December 31, 2023.
The acquisition of OTB strengthened the national geographic footprint in our Expansion Geographies and enhanced our
presence in the Mass and Club retail channels. Our Boulder Canyon Power Brand anchors our position in the BFY
category of salty snacking, which has been a high- growth category in recent years. Boulder Canyon offers a line of
premium BFY potato chips, including those made with olive or avocado oils. In the Natural channel as defined by
SPINS, LLC, Boulder Canyon is the # 2 potato chip brand, growing 27 % within the channel in 2023 and its “ Canyon
Cut ” rippled avocado oil- based chip is the # 1 selling salty snack item as of December 31, 2023. Our Power Brands also
include a number of our authentic craft brands including Zapp’ s, Hawaiian, and Golden Flake pork skins. For example,
Zapp’ s offers a line of premium kettle- cooked potato chips with bold, authentic flavors steeped in its New Orleans
roots, including “ Voodoo, ” “ Hotter ¢ N’ Hot Jalapeiio, ” “ Spicy Cajun Crawtators, ” and" Cajun Dill Gator- tators, ”
among others. Hawaiian is a premium kettle chip brand that evokes the feel of the Pacific islands, with exotic flavors like
“ Sweet Maui Onion, ”'" Luau BBQ, " Mango Habanero, ” and" Hulapeiio. ” Our Golden Flake brand, a part of
Southern culture since 1923, has a full line of Southern- style pork skins with flavors like “ Louisiana Hot Sauce ” and"
Sweet Heat Barbecue, ” which offer great taste and crunch with low carbohydrates. In fiscal year 2023, our Foundation
Brands included strong regional snacking brands, such as Golden Flake ® Chips and Cheese, Snyder of Berlin ®, and R.
W. Garcia ®; and BFY brands such as Good Health ®, as well as reasefis-may-in-partner and private label brands.
On February 5, 2024, the Company sold the Good Health and R. W. Garcia Brands to Our Home. We have historically
utilized the strong regional positions and relevance of our Foundation Brands to drive increased distribution for our
Power Brands. Products We produce a broad range of salty snack foods, including potato chips, tortilla chips, pretzels,
cheese snacks, veggie snacks, pub / party mixes, pork skins, ready- to- eat popcorn, and the-other fature-snacks which
include salsa and dips. Our products are packaged in a variety of different sizes and configurations, ranging from
individual packages to shareable bulk containers. We also sell certain third- party branded products through our
distribution network. We believe our ability to produce a wide range of products differentiates us from some of our
competitors whose businesses focus on a particular product type eause-because it-our broad product assortment enables
us to gain greater distribution and shelf space with our customers. Our in- house production capabilities across a range
of products also enable us to rapidly respond to evolving consumer needs and preferences and to better create new
innovative products to delight consumers. We also believe that our diversified product portfolio results in more
predictable and stable financial performance as we are not overly exposed to only one salty snack sub- category. Product
Innovation New product innovation is critical in the salty snacks category because consumers both enjoy long- time
favorites and like to experiment with new forms, flavors, textures, and ingredients. In particular, our brands have strong
competitive positions across an assortment of popular salty snacks, including potato chips, tortilla chips, pretzels, cheese
snacks, pub / party mixes, veggie snacks, and pork skins. In particular, Zapp’ s Sinfully Seasoned Pretzel Stix is proving
to be a very successful innovation. Launched with te-two flavors in October 2022, Voodoo and Jazzy Honey Mustard,
Zapp’ s Pretzel Stix has reached $ 20 million in retail sales and a top 10 pretzel brand in its first year. Voodoo
flavored Zapp' s Pretzel Stix was named “ Best Pretzel Stix ” in Self Magazine’ s February 2023 Pantry Awards and “
Best Pretzel ” in People Magazines July 2023 Food Awards Edition, while Zapp’ s Pretzel Stix was named “ Best New
Products ” in 2023 Progressive Grocer Editors Picks. Strong repeat rates on the targetcurrent line and the launch
seeuritiestitigation-two new on- trend flavors, Spicy Cajun and Sweet Cinnamon and Sugar in 2024 support continued
strong momentum for Zapp’ s Pretzel Stix. The Utz brand delivered flavor innovation on its core potato chips line with a
very positive partnership with Mike’ s Hot Honey. As a Summer Limited Time Offer (“ LTO ), Utz Mike’ s Hot Honey
potato chip dollar sales performed five times higher than the previously best Utz LTO. Hot Honey is a winning
combination of sweet / spicy and a go- to- flavor for potato chip consumers. Due to this success, Utz Mike’ s Hot Honey
Potato Chips were transitioned to an everyday item. Additionally, Mike’ s Hot Honey will appear as a variety in a new
line of flavored pretzels February 2024 called Utz Mixed Minis. On The Border Chips and Dip launched two successful
LTOs with Sam’ s Club including Creamy Salsa Verde and Southwest flavors. To capture incremental placement and



purchase of On The Border Café, seasonal packaging was launched during key holidays in Summer, Holiday and in
Football / Tailgate. We are taking advantage of consumers desire for convenient variety and multipacks with a portfolio
of innovation such as the Utz 40 count Classic Snacks Variety Pack, On The Border 30 count Café Variety Pack club
LTO, Hawaiian Island 18 count Variety Pack and the new line- up of 10 count multipacks offered in customer favorites
such as Utz Original Ripples, Utz Party Mix and Utz Cheese Balls. In the BFY space, we continue to innovate. Boulder
Canyon known for BFY oils, such as avocado oil, launched two successful LTOs under the Boulder Batch line, Spicy
Green Chili, to take advantage of the hot & spicy trend that has now proven to be the # 1 flavor in salty snacks, and a dill
flavored kettle chip in partnership with Grillo’ s Pickles, the fastest growing pickle brand. Given our long- standing
customer relationships, broad production capabilities, and scalable distribution platform, we plan to continue expanding
our presence in certain salty snack sub- categories that we believe are highly synergistic to our existing business. We
intend to continue to expand our presence in key salty snack sub- categories through a combination of line extensions of
our existing brands, new brand introductions, licensing partnerships with established brands, and / or acquisitions
shareholder-aetivism-. Seeuritiestitigation-We believe our expanded presence across key salty snack sub- categories will
enhance our competitive position with customers and allow us to leverage our existing manufacturing and distribution
infrastructure. As such, the level of new product innovation and the speed to market with these innovations are critical
components of our business. Our innovation process begins with our marketing team, which understands our brands
and consumers, and works collaboratively with our research & development and innovation leaders to identify new
product opportunities that best suit our and-brand sharchelder-aetivism-positions. We develop insights about unsatisfied
consumer needs using our market research capabilities, and we track competitive product introductions to ensure
appropriate responses. We also collaborate with third- party seasoning and flavor houses to understand the latest trends
in consumer flavors and emerging consumer flavor preferences. Going forward, we intend to increase our investments in
market research and other resources to generate more consumer insights and new product innovations. We also utilize
our flexible manufacturing and distribution platform to streamline the new product innovation process from idea
conception through development and commercialization to market. The strategic location of our primary corporate
office adjacent to our largest manufacturing plants facilitates strong coordination between our marketing, sales,
research & development, and manufacturing professionals, leveraging the innovation experience of senior management
and our in- house innovation leaders. Our broad in- house manufacturing capabilities across different product forms
and packaging allow us to develop and commercialize new products quickly, and we have the manufacturing flexibility
to handle many types of ingredients potential-proxy-eontests-on- trend BFY oils such as avocado and olive. Our
DSD distribution system allows us to efficiently experiment with new products at retail stores driven by the ability to
quickly place new items and collect immediate feedback on sell- through trends. Finally . eould-result-given the
importance of in - store presence, we are working with world- class design agency partners to implement new packaging,
impactful point- of- sale materials, and retail- ready displays. Marketing, Advertising, and Consumer Engagement Our
marketing strategy is focused on driving stronger consumer pull for, and building brand equity of, our Power Brands.
We conduct marketing efforts through three principal sets of activities: (i) consumer marketing and advertising,
including digital and eCommerce, social media, sponsorships, and other consumer promotions; (ii) consumer sales
incentives including coupons and rebates; and (iii) trade promotions to support features, displays and other
merchandising of our products by our customers. Historically we have relied more heavily on sponsorships, trade
promotions, and in- store merchandising for consumer engagement; however, we are making shifts of spending into
more consumer awareness and brand- building advertising. In fiscal year 2023, we spent approximately $ 12. 3 million
related to consumer marketing and advertising expenses and $ 29. 8 million in cooperative advertising. Consistent with
our value creation strategies, we intend to continue to increase our investments in digital and social consumer marketing
and advertising focused on our Power Brands as well as continue to allocate our current mix of media spending toward
activities with the highest return on investment. We will continue to expand our investments in digital and social media,
including as part of our strategy to grow our eCommerce and retailer marketing investments. We believe these
marketing strategies will drive long term net sales growth by increasing brand equity, supporting geographic expansion.
Customers In fiscal year 2023, our top 10 customers, all of which are retailers, represented approximately 40 % of our
invoiced sales, and one customer provided in excess of 10 % of our net invoiced sales in fiscal year 2023. Although orders
are processed through purchase orders, as opposed to volume commitments, we have historically benefited from long-
term relationships with our key customers, having a sales relationship for more than 20 years on average across our top
15 retail customers. International Substantially all of our invoiced sales occurred in the United States in fiscal year 2023,
and we are focused on growing our business in the United States. Since substantially all of our business is in the United
States, we believe we have more limited exposure to global economic conditions and foreign exchange fluctuations than
companies with more international sales and operations. Competition Our products primarily compete with
other salty snacks but also compete more broadly for certain eating occasions with other snack foods. We believe that the
principal competitive factors in the salty snacks industry include taste, convenience, product variety, product quality,
price, nutrition, consumer brand awareness, media and promeotional activities, in- store merchandising execution,
customer service, eosts— cost- efficient distribution, and access to retailer shelf space. We believe we compete effectively
with respect to each of these factors. The salty snacking industry is competitive and includes a number of diverse
participants. Our identified competitors include PepsiCo (Frito Lay), Campbell’ s (Snyder’ s- Lance), Kellogg’ s
(Pringles), General Mills, Grupo Bimbo, Hershey’ s, Hain Celestial, and Arca Continental (Wise), among others. Our
products also compete with private label or retailer- branded salty snacks. However, private label branded salty snacks
represented only approximately 5. 1 % of US category retail sales for the year ended December 31, 2023, less than its



approximately 5. 5 % share of retail sales since 2018. Historically, the salty snacks category has benefited from favorable
competitive dynamics, including low private label penetration and category leaders who compete primarily via
marketing and innovation. Importantly, as of December 31, 2023, we are the # 2 brand platform in our Core
Geographies, representing over 7 % of total salty snacks category retail sales based on Circana data. As of December 31,
2023, in our Core Geographies, we have the # 2 position in pork skins and in pretzels with 17 % and 15 % of sub-
category retail sales, respectively. We have the # 3 position in potato chips, cheese snacks and tortilla chips with 12 %, 7
% and 4 % of sub- category retail sales, respectively. We believe we have a strong and defensible position in our Core
Geographies with a significant opportunity to enhance our national position by expanding sales in Expansion
Geographies (where we represent 2. 8 % of category retail sales). As of December 31, 2023, we are the # 3 salty snack
brand platform in the US, representing 4. 4 % of total salty snacks category retail sales. Notably, in 2023, approximately
$ 2. 8 billion of salty snack retail sales were generated by approximately 1, 200 smaller competitors, each with retail sales
of less than $ 200 million. We believe this fragmented group of smaller brands provides and-- an divert-attractive
opportunity for us to expand our retail sales by either acquiring or displacing smaller regional or product- specific
competitors. Supply Chain Sourcing. The principal ingredients used to manufacture our products include potatoes, oil,
flour, wheat, corn, cheese, spices, and seasonings. Our primary packaging materials include flexible films and rigid
containers, such as barrels, lids, cartons, and trays. All of our core ingredients are purchased according to rigorous
standards to assure food quality and safety. Our principal ingredients are generally available from multiple suppliers,
but became more difficult to source beginning in 2021 and continuing into 2023 due to ongoing supply chain constraints.
We do not source any of our top 10 inputs under any single- supplier arrangement. As such, we have been able to make
satisfactory alternative arrangements in the event of this interruption of supply from our suppliers. No single category of
direct material purchases represented more than 15 % of our Cost of Goods Sold in fiscal year 2023. In addition to raw
ingredients and packaging, we source energy and liquid fuels for our manufacturing facilities and in- house distribution
assets. We utilize various buying strategies to mitigate the impact of changes in input prices, including fixed- price
forward purchases as well as commodity hedging arrangements with third parties (particularly for energy, vegetable
oils, wheat, and corn). A number of external factors such as weather, commodity markets, and governmental or
agricultural programs can affect the cost of raw materials used in our products. To provide greater visibility and
mitigate risks, we typically look to enter into pricing arrangements covering a meaningful portion of our forecasted
purchases over the next 3 to 18 months. As of December 31, 2023, we estimate that we have entered into pricing
arrangements covering approximately 36 % of our budgeted direct material needs in fiscal year 2024. Manufacturing.
As of February 14, 2024, we manufacture our products primarily through 10 company- operated manufacturing
facilities across the United States. These include three legacy Utz facilities and seven facilities that were added over the
last ten years from acquisition (for more details see Item 2 “ Properties ” in this Annual Report on Form 10- K for more
details). Our facilities have the capacity to produce approx1mately 500 million pounds of salty snacks annually, after the
effect of the Our Home Transaction, based on management’ s estimate and-board-of direetors™attention-and resetreesfrom
available capacity, excluding weekly sanitation, over a seven- day work schedule, providing us with significant available
capacity to accommodate increased sales. We believe this available capacity across our manufacturing footprint will
enable us to leverage ex1st1ng fixed costs to generate hlgher margms on mcremental orgamc sales otit-- or acqulred




-ﬁﬂanetal—sta-tefﬁeﬁts—\\ e have beeeme—sabjeet—a program to ensure approprlate malntenance capltal expendltures are
undertaken. We also utilize several co- manufacturers for certain products, with the most significant being our OTB
branded tortllla chlps as well as branded salsa and queso In add-rt-teﬂal-—— addltlon ﬂs-ks-aﬂd-&neertam&es— pursuant

2 d 6 e at-fray-be ec-t0 addressmatters
fe}ated-te—lht fest&terﬁeﬂts—Our Home Transactlon and—seru-t—my—under rec1pr0cal co- manufacturlng agreements Our
Home will co- manufacture certain of the-SE€-our products and we will co- manufacture certain Good Health ®
products. During fiscal 2022, we began investing in talent and process improvements, associated with setting up our
Integrated Business Management " IBM") process, whlch uses supply and demand planmng to optlmlze manufacturlng




