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Brands on the Go
Fiscal 2011 Financial Summary

Net Sales $1,841 +6%

Segment Operating Profit $306 +16%

Segment Operating Margin 16.6% +150 bps

($ in Millions, Except Margin)

$/% Change



33

Portfolio Transformation

SKU Count 5,500 2,100

Business Units 14 8

Manufacturing Locations 33 9

Sales Force Broker Direct

2005 2011
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Brands on the Go Today

58% of Sales 30% of Sales 12% of Sales

Bakeries & National

Restaurant Accounts

Foodservice

Distributors
Convenience Stores

http://www.pueblounitedway.org/Events/Flavor/Sam's Club Logo.jpg
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Fiscal 2011 Brands on the Go
Net Sales Growth

Foodservice Distributors

+3%

Key Channels Key Brands

Convenience Stores

+11%

Cereal

+3%

Yogurt

+6%

Snacks

+11%
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Cereal
Share Points

Grain Snacks
Share Points

Salty Snacks
Share Points

Share Gains in Convenience Stores

Primary

Competitor

6

+2.4

+0.6

Primary

Competitor

+0.2

-0.2
Primary

Competitor

+1.8

-1.1

Source:  AllScan.  Latest 52 weeks, period ended June 12, 2011.
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Driving Sales Growth
in Foodservice Channels

Source: Technomic , 12 Months Ended March 2011

+3%

BOTG Industry

+0.3%

K-12 Schools

Hot breakfast

Customer

Events

Colleges/Universities

Yoplait Parfaits

Winning with Capabilities

Latest 12 Months
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Sustained Earnings Growth Momentum

$128
$151

$170 $178

$263

$306

2006 2007 2008 2009 2010 2011

CGR = +19%

Operating Profit

($ in Millions)

Profit

Margin 7.5% 8.4% 8.6% 8.9% 15.1% 16.6%

Fiscal Years
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Industry Outlook

Household Incomes Declining

• 2000-2007: Income flat

• 2007-2009: Income –
4% CAGR

Changing Demographic Trends

• Plateau in Growth of Women 
Entering Workforce

• Boomers – More Food 
Consumed at Home

209
211

209

205 206 206
209

207 207
204

195

'00 '01 '02 '03 '04 '05 '06 '07 '08 '09 '10

Annual Meals Purchased Away From Home

Source: The NPD Group’s CREST® Service, Years ending Feb.

Annual Per Capita Meals Purchased at a Restaurant
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U.S. Food Expenditures

47%

Away-From-

Home

53%

At-Home

2011

46%

Away-From-

Home

54%

At-Home

2015 Forecast

Source: Technomic
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Projected Sales Growth by
Foodservice Channel

Nominal Percent Growth Rate across Channels

Source: Technomic

-3.8

3.5
3.0

1.5

-14.0

-2.9

-10.0

0.7

3.5

2.0 2.0

7.5

0.5

-2.1

1.9
2.8

6.1

1.6

4.0

6.0

2.6 2.5 2.3

Total 
FoodService

College &                    
University

K-12 Hospitals Lodging Restaurants Business              
& Industry

Convenience                     
Stores

2009

2010

2011 Est.
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Brands on the Go
2012 Keys to Growth

• Expand Retail Brands

• Branded Product Growth in Foodservice and 

Convenience Stores Channels

• Manage Margins in Bakery and National Restaurant 

Channels

• Win with Capabilities
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2012 Convenience Store Initiatives

New Products Organization 

Focus
Capabilities

http://images.google.com/imgres?imgurl=http://i287.photobucket.com/albums/ll157/midmichigandining/Circle_K.gif&imgrefurl=http://midmichigandining.com/2008/06/30/strange-things-are-afoot-at-the-circle-k/&usg=__whmWPGX27iKhXsz6EzeiAGGAMcI=&h=179&w=180&sz=9&hl=en&start=4&tbnid=pzVLl-gQZ4diNM:&tbnh=100&tbnw=101&prev=/images?q=circle+k&gbv=2&hl=en&sa=G
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2012 Foodservice Initiatives

New Products Channel

Solutions
Customer Events

1
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Expansion of Direct Sales Force

Benefits to General Mills

• Improved Capabilities

• Tripled Operator Touch 

Points

• Increased Distribution at 

Convenience Stores

– 3-year CAGR +9.8%

70%

2007 2008 2009 2010 2011

Direct Sales Force Coverage
(% of Total Away From Home Channel Net Sales)

Fiscal Years
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Brands on the Go
Customer Recognition

“Top 3” “Top 3”
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Brands on the Go
Fiscal 2012 Financial Summary

• Pricing-driven Net Sales Growth

• Segment Operating Profit Below 2011 Results

– Expect Profit Growth Excluding Grain Merchandising 

Impact

• Well on Track to Deliver 2015 Targets


