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President & Chief Executive Officer 
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NET SALES 

STRATEGIC 

VISION 
TO DRIVE 
SUSTAINABLE 
PROFITABLE 

GROWTH 
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> Stabilize and then profitably grow 

North America Soup and Simple Meals 

> Expand our International presence 

> Continue to drive growth in 

Healthy Beverages and Baked Snacks 
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COMMITMENT TO 
BRAND-BUILDING 

UNEXPECTED TURNS 

ADVANCE OUR 

STRATEGIES 

CHALLENGES IN OUR EXECUTION 

WE’VE MADE PROGRESS 

EXTERNAL HEADWINDS  



6 

OUR 

PROGRESS… 

6 
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CHALLENGING 
TIME FOR OUR 

INDUSTRY 

GREAT 
RECESSION 
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SLUGGISH AND UNCERTAIN ECONOMIC 
CONDITIONS THROUGHOUT THE WORLD 
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AGILE & 
CREATIVE 

PATIENCE & 
FORTITUDE 
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WE WILL NAVIGATE 
THESE TRYING TIMES 
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FOCUSED ON CONSUMERS 
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TODAY’S 
CONSUMERS 

SEEK OUT 
INFORMATION 
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UNIQUE 
MILLENNIALS’ 

TO FOOD 
RELATIONSHIP 

AND BRANDS 
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HEALTH & 
WELLNESS 
IS ONE OF MANY 

DRIVERS OF 
CONSUMER 

CHOICE 

FRESHNESS 

TEXTURE 
APPEARANCE 

SATIETY 
CONVENIENCE 

15 



16 

STRONGER 

DEMAND FOR 

FOODS 
FRESH 

FRESHNESS 

HEALTH 
WELLNESS 
CREDENTIALS 

16 



17 

CHANGE 

ADAPT 
& EVOLVE 

POWERFUL 

LANDSCAPE 
CONSUMER 

IN THE 

17 
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> Stabilize and then profitably grow 

North America Soup and Simple Meals 

> Expand our International presence 

> Continue to drive growth in 

Healthy Beverages and Baked Snacks 
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7 

41 

F'11 F'12 

41 NEW 
ITEMS 
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Number of New Items 
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LEADING 
MARKET POSITION 

DOUBLE DIGIT 
SALES GROWTH 
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RETAIL PERIMETER 
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President, Asia 

DANIEL SAW 

VP, Finance & Strategy, Asia 

LUKE CHEN 
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OPTIMIZE 

OF CONSUMER 
ALL DRIVERS 

DEMAND 
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SOLID 
GROWTH 
CONSUMPTION 

REBALANCED 

SPEND 
MARKETING 
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SEISMIC 

CONSUMER 
CHANGES IN 

ECONOMY 
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Solid Plans to Address Execution Issues 
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Return to Long-Term Growth Rates on Our 
Base Business Will Take Longer 

Long-Term Growth Targets 

Net Sales 3-4% 

EBIT 4-6% 

EPS 5-7% 
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COMMITMENT TO 

INNOVATION 

EXPAND 
PRODUCT PLATFORMS 

ACCELERATING 

INNOVATION 

32 NEW U.S. 
SOUP ITEMS 



32 



33 



34 34 

NEW PRODUCTS FOR 

 NEW CONSUMERS 
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PACKAGING INNOVATION 
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Multiple Drivers of Consumer Demand 
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INTERNATIONAL EXPANSION 

EXPAND 
OUR CATEGORY 

PLATFORMS 
IN OUR EXISTING 

MARKETS 

LEVERAGE 
EXTERNAL 
DEVELOPMENT 
IN EMERGING 

MARKETS 
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Our Global Footprint 

Campbell has more  

than 17,000 

employees worldwide 

Campbell products 

are sold in more 

than 100 countries 

Local Operating Markets Export Markets 
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BUILD SHAREHOLDER VALUE 
COMPELLING OPPORTUNITY TO 

STRATEGIC FIT WITH CAMPBELL’S CORE STRATEGIES 

THIS ACQUISITION PRESENTS 
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ONE OF THE 

INDUSTRY 

LARGEST 
HEALTHY 
BEVERAGE 
PLATFORMS 
IN THE FOOD 
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OPPORTUNITIES 
GROWTH 

EXPANSION 

TO OUR PRODUCT 
IDEAL COMPLEMENT 

STRONG 
PLATFORM 

PORTFOLIO 
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TERRAIN 
PLATFORMS 
CONSUMERS 
TECHNOLOGIES 

MARKETS 

NEW 
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FRAMEWORK FOR 

& SUCCESSFUL 

46 

DRIVING SMART 

MEANINGFUL 

CHANGE AT 
CAMPBELL 
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CURRENT 
BUSINESS 

ANALYZING 

PROSPECTS FOR 

GROWTH 

EVALUATING 

UNDERSTANDING 

BETTER 

THE VALUE 
OPTIMIZE 
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NORTH AMERICA SOUP BUSINESS 
EXTREMELY VALUABLE PROFIT ENGINE 
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LANDSCAPE 
CHANGING 

CONSUMER 
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Tend to Our Core Business in North America 
but Shift Our Center of Gravity 
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CONTINUE TO 

WATCH 

DONE THE RIGHT WAY 
RIGHT FRAMEWORK 

THE WAIT 
WORTH 


