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Continue to Drive Growth
in Snacks 
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Dual Mandate
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Advancing our Dual Mandate

MAINTAIN STRENGTH 
OF CORE

EXPAND INTO HIGHER 
GROWTH SPACES

• Sustain growth trajectory
• Savvy consumer connections 
• Iconic brands

EXECUTIONAL EXCELLENCE 

• Targeted innovation
• New consumers
• New categories 
• New usage occasions
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F'06 F'07 F'08 F'09 F'10 F'11 F'12 F'13 Proj

Net Sales

Pepperidge Farm’s Growth Trajectory 

Net Sales
F’06-F’13

+5% CAGR
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Source:  Symphony IRI Group, State of the Snack Industry, 2013
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Macro-Snacking Trends:  
Increase in Snacking Occasions Creating Opportunity
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Source:  Symphony IRI Group, State of the Snack Industry, 2013
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Macro-Snacking Trends:  
Mini-Meals Consumed Across the Day 

% of Consumers Snacking Almost Daily by Daypart – 2010 v 2013



8



9

Snacks Will Continue to Win Based on Iconic 
Brands, and Savvy Consumer Connection 

F06 F07 F08 F09 F10 F11 F12 F13 Proj

CAGR
+6%Emerging Growth Platforms

Sweet Snacks

Goldfish

CAGR
+10%
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VIDEO:
Finn & Friends Episode 2

:45
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Built Momentum in Sweet Portfolio 

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

FY2012 FY2013

Net Sales - % Change 
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VIDEO:
Milano Dinner

:30
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Consistent Outstanding Customer Service Has 
Delivered Share and Shelf Space Gains

Source: IRI Infoscan: MULO, Data Ending 5/5/13

More than Fair Share
Post-Hostess
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Bakery Category Performance Improved Following 
Hostess Exit

-2.2 +0.4

Category Performance

Pre & Post Hostess Exit
12 weeks 

US Mulo Dollar Sales Penetration 
Premium +6.5 +0.3
Mainstream -8.3 -5.6

Private Label +3.4 +0.6

Sources:  Symphony IRI Infoscan through March 10, 2013 & Symphony IRI National Consumer Panel All Outlet – 12 weeks ending 03.10.13
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Retailers Reaping Benefits of Improved Profitability

$43.26

$14.17
$9.81

Weekly Sales Weekly AGP Weekly TP
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$0.11 incremental True Profit Per Sq Ft with Trade Up to Premium/Brands 

Source: Willard Bishop Grocery 2012 SuperStudy™ 

$43.54

$14.28
$9.91

Weekly Sales Weekly AGP Weekly TP

Bread Performance Per Square Foot of Facing
(Prior to Hostess Exit)

Bread Performance Per Square Foot of Facing
(Post Hostess Exit)

$ Per Sq. Ft. $ Per Sq. Ft. $ Per Sq. Ft. $ Per Sq. Ft. $ Per Sq. Ft. $ Per Sq. Ft.
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Penetration 
Volume

HH + kids
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• We will continue to grow
• We will strengthen our core through savvy consumer 

connections on iconic brands
• We will expand into high growth spaces through targeted 

innovation 
• We will continue execute with excellence
• FY’14…continue to grow top and bottom line 

Summary


	Slide Number 1
	Slide Number 2
	Dual Mandate
	Advancing our Dual Mandate
	Pepperidge Farm’s Growth Trajectory 
	Macro-Snacking Trends:  �Increase in Snacking Occasions Creating Opportunity
	Macro-Snacking Trends:  �Mini-Meals Consumed Across the Day 
	Slide Number 8
	Snacks Will Continue to Win Based on Iconic Brands, and Savvy Consumer Connection 
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Built Momentum in Sweet Portfolio 
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Consistent Outstanding Customer Service Has Delivered Share and Shelf Space Gains
	Bakery Category Performance Improved Following Hostess Exit
	Retailers Reaping Benefits of Improved Profitability
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Summary

