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CAUTIONARY STATEMENT

Certainstatementsin this presentationare forward lookingstatements. Bytheir nature,
forward lookingstatementsinvolvea numberof risks,uncertaintiesor assumptionsthat
couldcauseactual resultsor eventsto differ materially from thoseexpressedor implied
by those statements. Forward looking statementsregarding past trends or activities
shouldnot be taken as representationthat suchtrendsor activitieswill continuein the
future. Accordingly,unduerelianceshouldnot beplacedon forward lookingstatements.
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1 History & Introduction
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A BRIEF HISTORY
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Total UK ambient grocery market: £25bn

Source: Kantar Worldpanel, 52 weeks ending 19 June 2016, excludes Foodservice and out of home
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A FOCUSED PORTFOLIO IN AN AGILE ORGANISATION 
Business unit structure designed to deliver growth
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Sales        Marketing        Innovation        Technical
Commercial Finance Business unit Human Resources

Grocery Sweet Treats International
Corporate 
functions
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Procurement

Group finance

Corporate Affairs

Central Human 
Resources

Employees

Grocery
1,560

Sweet 
Treats
2,175

Group
3,735
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SUPPLY CHAIN INFRASTRUCTURE
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HEALTH & NUTRITION
Refreshed 3 year plan to encourage healthier choices
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Market context

Å Consumers increasingly looking for healthier options

Å Sugar has become a major focus 

Å Government to publish Childhood Obesity Strategy in 2016 

Comprehensive 3-year plan covering broad portfolio

Å Reduce sugar in cake, desserts and cooking sauce brands

Å Introduce calorie caps for individual cakes and expand 
single portion packs as % of portfolio

Å Launch nutritious new products with wholesome 
ingredients

Å Reduce salt levels further 

Å Continue voluntary front of pack traffic light labelling and 
tighten marketing restrictions



Why Invest In Us?
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OUR INVESTMENT PROPOSITION
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Focused on driving category growth

Broad stable of leading brands driving category growth through marketing and innovation

Diverse manufacturing processes provide wide scope to innovate

{ǘǊƻƴƎ ŎŀǇŀōƛƭƛǘƛŜǎ ǘƻ ǎŜǊǾŜ ǘƻŘŀȅΩǎ Ƴǳƭǘƛ-format retail environment

Continued cost reduction supports brand investment

Strong operational cash flows

Committed and experienced management team

V

V

V

V

V

V

V



WE ENJOY LEADING CATEGORY POSITIONS

12 12Share source: Kantar Worldpanel, 52 w/e 22 May 2016, IRI 52 w/e 21 May 2016

Flavourings & 
Seasonings
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CONSUMER FOCUSED APPROACH
Our innovation strategy starts and ends with consumers

Insight Innovation Execution

Building in depth 
consumer understanding

Developing new products 
that make consumers 

lives easier

Supporting with media 
& outstanding in-store 

execution

Macro 
Consumer 

Trends

Convenience Foodieness Wellness Indulgence

13



INNOVATION AND BRAND INVESTMENT
9 brands planned for TV advertising in FY16/17

Sales from innovation
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Consumer marketing (£m)

Source: IRI, New & Existing product development, 52 w/e 19 March 2016
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