Profitably Growing Soup,
Simple Meals and Beverages

Mark Alexander
President — Campbell North America







Key Message: Significantly Improved Results

Step-Changed | Managing New Growth
Competitiveness Portfolio Avenues
In Core Categories Roles (Beyond Core)
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Good nutrition
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BETTER
taste

distinctive
Positioning

NEW Choices

Sharper
Execution
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Source: IRI Multi-outlet data. Latest 52 weeks ending June 30, 2013 vs YAGO.
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U.S. Soup & Simple Meals Performance
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NEW growth
outside the

CORE

Step-changed
COST

Improvements
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Core Categories and Segments within

Soup & Simple Meals

$4.5B WET SOUP +3.8%

CONDENSED BROTH

CATEGORY

CAMPBELL'S
POSITION
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Soup That Eats Like A Meale
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VIDEO:
Chunky
1:18
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Source: IRI Multi-outlet data. Latest 52 weeks ending June 30, 2013 vs YAGO.






VIDEO:
‘Wisest Kid’ Teaser
0:30
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$400MM RETAIL SALES

flavorful
cooking

Source: IRI Multi-outlet data. Latest 52 weeks ending June 30, 2013 vs YAGO.
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Core Categories and Segments within

Soup & Simple Meals

SIMPLE MEALS

ITALTAN MEXICAN
SAUCES SAUCES

CATEGORY

CAMPBELL'S
POSITION
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Source: . IRI Multi-outlet data. Latest 52 weeks ending June 30, 2013 vs YAGO; *Shelf stable jui ’r #
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$393MM RETAIL SALES

Family

favorite
me

Source: IRI Multi-outlet data. Latest 52 weeks ending June 30, 2013 vs YAGO.
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food &

FUN times

Source: IRI Multi-outlet data. Latest 52 weeks ending June 30, 2013 vs YAGO.




FOODSERVICE
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Beverages: Improvements Required

Shelf Stable Juices

Current Situation F’14 V8 Implications

« Category declining « Stabilize core V8

« Consumer Switching « Expand specialty drink

| _ _ range
« Growing Drink Options

* Improved cost
management
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* Higher costs
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HEALTHY

®

$340MM RETAIL SALES

vegetable
NUTRITION
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$208MM RETAIL SALES
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VIDEO:
V8 ‘Kick In the Rear’
0:15
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Campbell’s Foodservice

Key Challenges

« Consumer spending patterns

 Loss of major restaurant
customer

« Structural changes in industry
shifting profit pool

Current Situation

 Traditional foodservice
segment challenged

* Retall perimeter segment
performing well

Food Industry Trade Rate

+\% CAGR

16419
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Campbell’s Foodservice

Key Objectives

Accelerate
Packaged Fresh
Growth in Retall

Perimeter

Innovate to
Change the Game
with National
Accounts

}DARDEN.

Stabilize
Traditional
Foodservice
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VIDEO:
Skillet Sauces

‘Everyone’s Cooking’
0:30
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$78MM RETAIL SALES

growing PREMIUM
Soup segment

Source: IRI Multi-outlet data. Latest 52 weeks ending June 30, 2013 vs YAGO.
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VIDEOQO:
Nell Grimmer Plum Intro
1:45



NEW
products

New
Merchandising

NEW
distribution
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F’14 Messages

Pleased with
progress
..more to do

Sound
strategies

Strong
plans

Gamptells
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