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AMERICAS SIMPLE MEALS
AND BEVERAGES

Mark Alexander

President, Americas Simple Meals and Beverages
Campbell Soup Company



AGENDA

* Where We Are

— Our Center Store Strategy

— Today’s Marketplace

* The Direction VWe Are Headed
— The Americas F’18 Plan
— Campbell Digital & e-Commerce Update




WE ARE MAKING THE CENTER STORE DESIRABLE
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Real Food
Health and Well-Being

Challenger Brands

Innovation
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~ AMERICAS DIVISION SALES AND EARNINGS PROFILE
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Foodservice
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Simple Meals
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- OUTPERFORMING COMPETITION IN MAJORITY OF
- CORE CATEGORIES

PORTFOLIO MOMENTUM

($Retail Share pt chq)
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OUR INNOVATION HAS BEEN SUCCESSFUL

6 .\\ul NEW
o

Sweet Potato Corn Chowder

PICKED AT PEAN —

ASTED GARLIC

ltlian Vegetables with Farro 5097 |

BEANS, IUCEH NI & FENNEL




TOUGH ENVIRONMENT

Slow Growth Value Players

e

Value

Dollar % Change ' DOLLAR T Torgani'c
) _ Great
Shelf Stable Frozen Refrigerated” .

4.1%
3.3%

@ simple truth
organic

\ Gluten Free
All Purpose
BAKING MIX ©

M 3yr CAGR M Latest 52

IRI, MULO, L52 Weeks End 7-2-17.
*Excludes meat & dairy.
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~ TOUGH ENVIRONMENT

Challenger Brands

3Yr $ CAGR

<$500MM $500MM-1.5B

*RI, MULO, L52 Weeks End 7-2-17.




~ CONSUMER SHIFTS

Modern Consumer Mosaic

MODERN MALES
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OUR REAL FOOD AGENDA —YESYES LIST




CONTINUED ADVANCEMENT OF N/
OUR REAL FOOD AGENDA \ OVERALLSCORE

PRESERVATIVES

> NON-BPA
BLINING

i ) veEcan

NO
ANTIBIOTICS

(NON-GMO)

DAILY
VEGGIES

U.S. RETAIL REAL FOOD INDEX

Jom N0 N OSSN NUW

:x‘fh& 100%  67% 93% 100% 100%  100%

Sauces 97% 97% 100% 100% 100%  100%

Beverage 8% 100%  59% 75% 96% 100%

These numbers track the top selling SKUs from our U.S. Retail Simple Meals & Shelf Stable Beverages portfolio,
representing 80% of our current sales volume in that division.
Preservatives defined as artificial or synthetically derived (excludes secondary sources and/or naturally derived

sources, i.e. citric acid). August, 2017.



- OUR CHEFS ARE CONTINUALLY IMPROVING THE
- TASTE OF OUR TOP-SELLING FOODS

Chef Thomas Griffiths
VP, Campbell’s Culinary & Baking Institute
CMC Certified Master Chef




- THE PLAN FOCUSES ON:

|. Improve performance of soup and beverages;
continue to drive growth of simple meals

2. Connect with our consumers to build relevance
and drive demand




Tastes
Premium Kid Fun You Love

Conventional

SWANSON




Health &

Well-being MOST SUCCESSFUL LAUNCH IN A DECADE

Modern Expresswn of' Hea(fh & We({—bemg & Taste
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* NEW consumer target
* High trial & repeat purchases

* Strong retail customer support




Health &
Well-being

Ly Wmuhum,sop i

MUSHROOMS & CHICKPEAS

* 5 NEWV varieties

* Continued breakthrough
support













PACIFIC FOODS: A HEALTH AND WELL-BEING
ACQUISITION*




PREMIUM SOUP SEGMENT

$196 MM i
RETAIL SALES -

Premium

. : | = = | * 2 NEW varieties
7 W0V KETT e | (P B = * Continued in-store

support



Kid Fun

FUN KID SHAPES AND LABELS
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* NEW popular licensed
properties

* No MSG added

* No artificial colors or
flavors




Tastes CLASSIC SOUPS FOR TODAY’S CONSUMERS

You Love
VARIETY » VERSATILITY « VALUE K »
MADE Fﬂnvﬁ, REAL LIFE"

CHICKEN
MEAT WITH

ANTIBIOTICS

* Chicken meat with * Continuation of * Original recipe
no antibiotics in all breakthrough
varieties campaign
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REDESIGNED Zampteti Kitchen.com
A B |

For modern New functionality Personalized
experiences... and content... and interactive...

New Website New Meal Mail Innovation

Slow-Cooked Thanksgiving:
Oven Space Problems
Solved!
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Campbills

stories about
real, real families
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e
ENERATIONS

Campbills

stories about
real, real families
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CONQUER LIFE'S

i CHUy” SOUPS THAT EAT LIKE A MEAL

* NEW insights
* NEW products

; * NEW breakthrough
- 4 advertising




TODAY’S MAN
IS NOT
CONSTRAINED
BY TRADITIONAL

ROLE DEFINITIONS
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NEW LOOK -

* Contemporary label design
* Protein claim on all varieties

* Limited edition NFL team cans




* NEW range
* Contemporary varieties

* Convenient packaging




SOUP THAT EATS LIKE A MEAL <










Swanson is #1 Brand in Broth
INCREASED Superior... Flavorful... Cooking...

COMPETITIVE . More C titive Advertisi
p ore competitive verdisin
ACTIVITY _ HighlightinI; Our Superiority -




HOMEMADE SOUP WAS NEVER SO EASY

ORGANIC

STOCK

* 2 NEW items
* NEW soup kit platform
* Strong competitive plan

* Increased communication
and merchandising




Tastes
Premium Kid Fun You Love

Conventional

SWANSON




GROWING AND GAINING GROUND

TALIAN SAUCE

I Traditional

. N L(#_
Favorite v \ _

Italian
Meals




SICKED AT PEAK — g
ASTED GARLIC
| P ol aus

Premium
Segment

, Sy

Successful 3, FARMERS

Launch = .-_\"." ¢ & ' 4 . MPHHKET
Continued

Support
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| PLUM ORGANICS BABY BOWLS

NEW! Baby Bowls

from Plum Organics®

Inspired recipes. Intuitive design.




85+ Years of

Shelf Stable Juice £ ’ .
"2 " Vegetable Nutrition Expertise

Category Context

* $7.6 billion category / -1.3% g * Vegetable nutrition

- Shift to proactive health * Naturally low sugar and calorie

* Increased demand for healthier * Good taste

products

Dﬂ.l ﬂiﬂ' d
* Concerns about sugar 935"*“*‘”‘%.'

*IRI, MULO, L52 Weeks End 7-2-17.
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3 BENEFIT AREAS REPRESENT GREATEST OPPORTUNITY

Nutritional Smart
Lifestyle Health
Investment

38 4 . N s128 4

* Pick me up

* Thicker texture « Thinner texture

* Satisfying meal . Proactive benefits | ¢ * 35+ mom target

replacement § * Good energy source [#5s

« All day usage * Morning usage + On-the-go




' Nutritional

REBUILD ORIGINAL V8 RED JUICE

Lifestyle

Support

V8 reminder messaging works

V8 Original Retail Sales Dollars

F’'lé6 F17
4.9%

1.7%

-5.4%

L52w L52w L26W

Continue 365 relevant / “always on’> programming

% g_» Wheel of Fortune (. \WhesloiFortune

& Pat, Vanna & @V8 are always greatl ;)
Keep tuning in this week for a chance to
win $1,000! bit. IyNBsweep

o =z
Vanna White, Pat Sajak and V8

THERE'S NOTHING LIKE THE

ORIGINAL V8 10 FUEL A FULL DAY.

LEALN MORe

Beveriber 398

i There’s nothing
like the original.

*RIl, MULO, L52 Weeks End 7-2-17.
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JEL YOUR DAY
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~ originc
100% i






REIMAGINE V8 BLENDS

Smart NEW
| Health Benefit Focused
fivestment Label Design

NEW Product
Claims
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| ACCELERATE V8 +ENERGY

Energy

STEADY
ENERGY

FROM
GREEN
TEA
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4 EXPERTLY BLENDED
\ /'~ ENERGY FROM
. GREENTEA..
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FANS SAY IT GIVES THEM
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- THE PLAN FOCUSES ON:

|. Improve performance of soup and beverages;
continue to drive growth of simple meals

2. Connect with our consumers to build relevance
and drive demand
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~ OUR GROWTH AGENDA AND FOUR STRATEGIC IMPERATIVES
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Be the Leading Health and Well-being Food Company

Strategic Imperatives

N\ - N
Strengthen - 4 Real Food, Transparency| | IS i Digifa( &
Our Core B & Sustainabilify - e-Commerce
AN
\
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Faster-Growing |Eugss/c Y, o((-bein 23 Ehe
Spaces ‘ J

Snacking
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Food & Beverage e-Commerce Sales

GROCERY U.S. $ Billions

66
E-COMMERCE
57
(o)
HAS ARRIVED 38%
45
32
7 g
28%
— 13
8 10
6
2013 2014 2015 2016 2017 2018 2019 2020 2021
Growth 23% 23% 39% 56% 52% 40% 27% 16%

Source: Proprietary e-Commerce sizing model




~ ACROSS THE COMPANY WE HAVE SEEN
" POCKETS OF SUCCESS

Bolthouse Farms Americas Dash Buttons

Chefd
Sampling Partnership Peapod Meal Kits




IT
HAPPENED
IN

Entertainment

Netflix DVDs iTunes Subscription
by mail movie rental streams

IT
HAPPENED
IN

Apparel

Basics Specialty items = High fashion




~ OUR E-COMMERCE STRATEGY

Objective Invest in Digital and e-Commerce to Build Business

Enterprise >cale the Create an Drive Develop a
Strategies company’s integrated digital and new supply

digital approach to  e-Commerce chain model
marketing e-Commerce innovation
capabilities




- I SCALE THE COMPANY’S DIGITAL MARKETING
. CAPABILITIES

Marketing Technology Data Analytics

Create and distribute Reframe marketing Focus on consumer
product and brand technology infrastructure behavior at more
content at more around consumer moments of truth.
journey moments. relationships.




I CREATE AN INTEGRATED APPROACH TO
~ E-COMMERCE

ONE ORGANIZATION
for Digital Marketing & e-Commerce

Sales * Marketing * Supply Chain ¢ Insights

Top Talent & Capabilities




COMMERCE INNOVATION

El DRIVE DIGITAL & E




Kyle Ransford

’igFounder and CEO at Chef'd
On behalf of the 250 employees here at Chef’d,
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: Kl DEVELOP A NEVV SUPPLY CHAIN MODEL

New Model: Flexibility to support new channels and partners

Multiple Pallets & Club
& Formats @ Value Bundles @ @
Flexible Distribution
Manufacturing Mixing Center

Brick & Mortar

Customer Warehouse Retail Store Shoppers

e-Commerce Bundles @

Late stage e-Commerce
differentiation | Customer Warehouse

Shoppers

Direct to consumer packages and bundles

Shoppers




- NEW HEAD OF CAMPBELL DIGITAL & E-COMMERCE

Shakeel
Farooque




~ OUR E-COMMERCE STRATEGY

Objective Invest in Digital and e-Commerce to Build Business

Enterprise >cale the Create an Drive Develop a
Strategies company’s integrated digital and new supply

digital approach to  e-Commerce chain model
marketing e-Commerce innovation
capabilities




' OUR F'18 PLAN FOCUS

LEADING CHANGE BUILDING FUTURE COMMERCE




