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Safe Harbor Statement  
of Terms and Non-GAAP Information 
Safe Harbor Statement 
Statements in this communication that are "forward-looking statements" are based on currently available 
information, operating plans and projections about future events and trends.  They inherently involve risks and 
uncertainties that could cause actual results to differ materially from those predicted in such forward-looking 
statements.  {ǳŎƘ Ǌƛǎƪǎ ŀƴŘ ǳƴŎŜǊǘŀƛƴǘƛŜǎ ƛƴŎƭǳŘŜΣ ōǳǘ ŀǊŜ ƴƻǘ ƭƛƳƛǘŜŘ ǘƻΥ ŎƘŀƴƎŜǎ ƛƴ ŘŜƳŀƴŘ ŦƻǊ tŜǇǎƛ/ƻΩǎ 
ǇǊƻŘǳŎǘǎΣ ŀǎ ŀ ǊŜǎǳƭǘ ƻŦ ŎƘŀƴƎŜǎ ƛƴ ŎƻƴǎǳƳŜǊ ǇǊŜŦŜǊŜƴŎŜǎ ŀƴŘ ǘŀǎǘŜǎ ƻǊ ƻǘƘŜǊǿƛǎŜΤ ŘŀƳŀƎŜ ǘƻ tŜǇǎƛ/ƻΩǎ 
ǊŜǇǳǘŀǘƛƻƴΤ tŜǇǎƛ/ƻΩǎ ŀōƛƭƛǘȅ ǘƻ ƎǊƻǿ ƛǘǎ ōǳǎƛƴŜǎǎ ƛƴ ŘŜǾŜƭƻǇƛƴƎ ŀƴŘ ŜƳŜǊƎƛƴƎ ƳŀǊƪŜǘǎ ƻǊ ǳƴǎǘŀōƭŜ ǇƻƭƛǘƛŎŀƭ 
conditions, civil unrest or other developments and risks in the countries where PepsiCo operates; trade 
ŎƻƴǎƻƭƛŘŀǘƛƻƴ ƻǊ ǘƘŜ ƭƻǎǎ ƻŦ ŀƴȅ ƪŜȅ ŎǳǎǘƻƳŜǊΤ ŎƘŀƴƎŜǎ ƛƴ ǘƘŜ ƭŜƎŀƭ ŀƴŘ ǊŜƎǳƭŀǘƻǊȅ ŜƴǾƛǊƻƴƳŜƴǘΤ tŜǇǎƛ/ƻΩǎ 
ability to build and sustain proper information technology infrastructure, successfully implement its ongoing 
business transformation initiative or outsource certain functions effectively; unfavorable economic conditions 
ƛƴ ǘƘŜ ŎƻǳƴǘǊƛŜǎ ƛƴ ǿƘƛŎƘ tŜǇǎƛ/ƻ ƻǇŜǊŀǘŜǎΤ ŦƭǳŎǘǳŀǘƛƻƴǎ ƛƴ ŦƻǊŜƛƎƴ ŜȄŎƘŀƴƎŜ ǊŀǘŜǎΤ tŜǇǎƛ/ƻΩǎ ŀōƛƭƛǘȅ ǘƻ ŎƻƳǇŜǘŜ 
effectively; increased costs, disruption of supply or shortages of raw materials and other supplies; disruption of 
tŜǇǎƛ/ƻΩǎ ǎǳǇǇƭȅ ŎƘŀƛƴΤ ŎƭƛƳŀǘŜ ŎƘŀƴƎŜΣ ƻǊ ƭŜƎŀƭΣ ǊŜƎǳƭŀǘƻǊȅ ƻǊ ƳŀǊƪŜǘ ƳŜŀǎǳǊŜǎ ǘƻ ŀŘŘǊŜǎǎ ŎƭƛƳŀǘŜ ŎƘŀƴƎŜΤ 
tŜǇǎƛ/ƻΩǎ ŀōƛƭƛǘȅ ǘƻ ƘƛǊŜ ƻǊ ǊŜǘŀƛƴ ƪŜȅ ŜƳǇƭƻȅŜŜǎ ƻǊ ŀ ƘƛƎƘƭȅ ǎƪƛƭƭŜŘ ŀƴŘ ŘƛǾŜǊǎŜ ǿƻǊƪŦƻǊŎŜΤ ŦŀƛƭǳǊŜ ǘƻ ǎǳŎŎŜǎǎŦǳƭƭȅ 
renew collective bargaining agreements or strikes or work stoppages; and failure to successfully complete or 
ƛƴǘŜƎǊŀǘŜ ŀŎǉǳƛǎƛǘƛƻƴǎ ŀƴŘ Ƨƻƛƴǘ ǾŜƴǘǳǊŜǎ ƛƴǘƻ tŜǇǎƛ/ƻΩǎ ŜȄƛǎǘƛƴƎ ƻǇŜǊŀǘƛƻƴǎΦ 
CƻǊ ŀŘŘƛǘƛƻƴŀƭ ƛƴŦƻǊƳŀǘƛƻƴ ƻƴ ǘƘŜǎŜ ŀƴŘ ƻǘƘŜǊ ŦŀŎǘƻǊǎ ǘƘŀǘ ŎƻǳƭŘ ŎŀǳǎŜ tŜǇǎƛ/ƻΩǎ ŀŎǘǳŀƭ ǊŜǎǳƭǘǎ ǘƻ ƳŀǘŜǊƛŀƭƭȅ 
ŘƛŦŦŜǊ ŦǊƻƳ ǘƘƻǎŜ ǎŜǘ ŦƻǊǘƘ ƘŜǊŜƛƴΣ ǇƭŜŀǎŜ ǎŜŜ tŜǇǎƛ/ƻΩǎ ŦƛƭƛƴƎǎ ǿƛǘƘ ǘƘŜ {9/Σ ƛƴŎƭǳŘƛƴƎ ƛǘǎ Ƴƻǎǘ ǊŜŎŜƴǘ ŀƴƴǳŀƭ 
report on Form 10-K and subsequent reports on Forms 10-Q and 8-K.  Investors are cautioned not to place 
undue reliance on any such forward-looking statements, which speak only as of the date they are made.  
PepsiCo undertakes no obligation to update any forward-looking statements, whether as a result of new 
information, future events or otherwise. 
 
Non-GAAP Information 
Unless otherwise indicated herein, all references to EPS growth and division and total operating profit growth 
in this slide presentation are on a core constant currency basis. In addition, all comparisons are on a year-over-
year basis unless otherwise noted. 
tƭŜŀǎŜ ǊŜŦŜǊ ǘƻ ǘƘŜ άLƴǾŜǎǘƻǊǎέ ǎŜŎǘƛƻƴ ƻŦ tŜǇǎƛ/ƻΩǎ ǿŜō ǎƛǘŜ ŀǘ www.pepsico.com ǳƴŘŜǊ ǘƘŜ ƘŜŀŘƛƴƎ άLƴǾŜǎǘƻǊ 
tǊŜǎŜƴǘŀǘƛƻƴǎέ ǘƻ ŦƛƴŘ ŘƛǎŎƭƻǎǳǊŜ ŀƴŘ ŀ ǊŜŎƻƴŎƛƭƛŀǘƛƻƴ ƻŦ ŀƴȅ ƴƻƴ-GAAP financial measures contained herein.  

http://www.pepsico.com/


Agenda 

ωMacro trends and our business 

ωPower of PepsiCo 

ωSnack and beverage plan 

ωFinancial outlook 

ςGrowth and returns 

ς Commodities management 

ς Reiterate 2011 guidance 



Our Actions 

ωGrow in aggregate faster 
ǘƘŀƴ ŎŀǘŜƎƻǊƛŜǎΩ ƎǊƻǿǘƘ 

Objective 

ωGrow ahead of  
net revenue:  
ςPrice/mix and productivity 
ςPartially offset by market 

mix, investments 
 

Financial objectives 

ωShareholder cash 
returns a priority 

Net 
Revenue 
Growth 

EBIT 
Growth 

Returns 

ωHold or grow share in  
key developed markets 

ωInvest to gain share in 
key emerging markets 

ωAccelerate  
nutrition growth 

ωStepped-up productivity  
ωFlexibility to deal  

with competition and 
volatility 

ωDisciplined cash 
reinvestment in capex  
and acquisition 

ωMaintain prudent 
capital structure 



Continued investment in growth 

ωIncremental investments in brand building  
and emerging market infrastructure 

ςStepped up A&M, particularly in global beverages 

ςS&D to add capacity ahead of growth in  
emerging markets 
 

ωJudicious investments behind nutrition  



Commodities management 

ωCommodities costs ~ 30% of net revenue 

ωPepsiCo philosophy is to hedge 6 ς 12 months 
out with differences driven by market structure 
not market conditions 

ωOnly 70-80% of commodity costs are hedgeable 
but trend is increasing 

ωOver time, we expect to be able to price in line 
with inflation, but certain years may vary 



2011 Guidance 

Financial objectives 

MSD Core Constant Currency 
Net Revenue Growth 

ωOrganic Growth In line  
with LT Goal 

Long Term Goal 

MOCF Growth In Line  
With Net Income Growth  
(Rolling Three Years) 

ω7-8%* Growth 

+ Bottler Acquisition Synergies 

+ WBD Accretion 

+ Pricing/Productivity 

+ $2.5B Share Repurchase 

īExtraordinary Inflation 

īInvestments 

HSD Core Constant 
Currency EPS Growth 

* 2011 net revenue on a 52 week core constant currency pro forma basis including bottlers and excluding Wimm-Bill-Dann. EPS on a core constant 
ŎǳǊǊŜƴŎȅ ōŀǎƛǎ ŦǊƻƳ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ŦƛǎŎŀƭ нлмл ŎƻǊŜ 9t{ ƻŦ ϷпΦмо 

ωMulti-year goal only 



Indra Nooyi 
Chairman and Chief Executive Officer 

PepsiCo 



Take-aways 

ωPepsiCo has evolved into a global, powerful 
snack and beverage portfolio 

ωWe have delivered top tier operating and 
financial performance along the way 

ωOur cash returns to shareholders have been 
strong and accelerating 

 



ωtŜǇǎƛ/ƻΩǎ ǇƻǊǘŦƻƭƛƻ ƛǎ ǇƻƛǎŜŘ ŦƻǊ ŎƻƴǘƛƴǳŜŘ ǘƻǇ 
tier operating and financial performance, and 
excellent cash returns  

ςGeographic flexibility 

ς Portfolio flexibility 

ς GTM flexibility 

ς Enormous importance to retail customers 

ς Strength of our Management 

Take-aways 



PepsiCo evolution: 2000 ς 2005 

2000 2005 2010 

5-year CAGR 

10% 

32.1 

20.1 

*  The above is a Non-GAAP financial measure that excludes certain items. For a description of these items, please refer to "Reconciliation of GAAP and 
non-D!!t LƴŦƻǊƳŀǘƛƻƴϦ ƛƴ ǘƘŜ άLƴǾŜǎǘƻǊǎέ ǎŜŎǘƛƻƴ ƻŦ tŜǇǎƛ/ƻΩǎ ǿŜōǎƛǘŜ ŀǘ www.pepsico.com 

(Net Revenue ς $B)* 

http://www.pepsico.com/


5-Year Performance CAGR* 

Core Net 
Revenue 

Core 
Operating 

Profit 

Core 
EPS 

Management 
Operating 
Cash Flow 

Dividend/ 
Share 

Delivered strong financial performance 

2000 - 2005 

10% 
12% 

13% 

10% 

13% 

Total 5 Year Cash Returned to Shareholders $18B  

*  The above, except for dividends per share, are Non-GAAP financial measures that exclude certain items. For a description of these items, please refer to 
"Reconciliation of GAAP and non-D!!t LƴŦƻǊƳŀǘƛƻƴϦ ƛƴ ǘƘŜ άLƴǾŜǎǘƻǊǎέ ǎŜŎǘƛƻƴ ƻŦ tŜǇǎƛ/ƻΩǎ ǿŜōǎƛǘŜ ŀǘ www.pepsico.com  

http://www.pepsico.com/


PepsiCo evolution: 2000 ς 2010 
5-year CAGR 

12% 

2000 2005 2010 

5-year CAGR 

10% 

32.1 

57.8 

20.1 

*  The above 2000 and 2005 amounts are Non-GAAP financial measures that exclude certain items. For a description of these items, please refer to 
"Reconciliation of GAAP and non-D!!t LƴŦƻǊƳŀǘƛƻƴϦ ƛƴ ǘƘŜ άLƴǾŜǎǘƻǊǎέ ǎŜŎǘƛƻƴ ƻŦ tŜǇǎƛ/ƻΩǎ ǿŜōǎƛǘŜ ŀǘ www.pepsico.com  

(Net Revenue ς $B)* 

http://www.pepsico.com/


 
Continued strong financial performance 

 
5-Year Performance CAGR* 

Core Net 
Revenue 

Core  
Operating 

Profit 

Core 
EPS 

12% 
10% 

9% 

2005 - 2010 

Management 
Operating 
Cash Flow 

Dividend/ 
Share 

8% 

13% 

Total 5 Year Cash Returned to Shareholders $29B  

*  The above, except for dividends per share, are Non-GAAP financial measures that exclude certain items. For a description of these items, please refer to 
"Reconciliation of GAAP and non-D!!t LƴŦƻǊƳŀǘƛƻƴϦ ƛƴ ǘƘŜ άLƴǾŜǎǘƻǊǎέ ǎŜŎǘƛƻƴ ƻŦ tŜǇǎƛ/ƻΩǎ ǿŜōǎƛǘŜ ŀǘ www.pepsico.com  

http://www.pepsico.com/


Emerging/ 
Developed Markets 

Health & 
Wellness 

Green & 
Sustainability 

Digital 
Revolution 

Changing View 
of Brands 

Global trends shaping our business 



Shaping PepsiCo 

Net Revenue Mix  ς % 

International 

2010* 2000 

30 

44 

*  2010 PF includes pro forma bottlers and Wimm-Bill-Dann.   

21 

31 

2010* 2005 

Emerging Markets 



Portfolio transformation 

31% 

2000: Revenue $20B 

* 2010 includes pro forma bottlers and Wimm-Bill-Dann 

63% 26% 

Snacks 

69% 

Beverages 

11% 

2010: Revenue $62B* 

44% 

43% 

36% 
Snacks 

Beverages 

21% 
Good-For-You 

Good-For-You 11% 21% 

Good-For-You 



Emerging/ 
Developed Markets 

Trends shaping our business 

Health & 
Wellness 

Digital 
Revolution 

Green & 
Sustainability 

Changing View 
of Brands 



19 billion-dollar brands - 2010 

We have 19 billion-dollar brands 

$250 Million - $1 Billion Brands 



Wǳǎǘ bŀƳŜŘ !ƳƻƴƎ ǘƘŜ ²ƻǊƭŘΩǎ aƻǎǘ LƴƴƻǾŀǘƛǾŜ /ƻƳǇŀƴƛŜǎ 

A leader in innovation 

ONLY FOOD AND BEVERAGE COMPANY  
ON THE LIST 



PepsiCo focused and  
well-positioned in each category 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Savory Snacks 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Social Beverages 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Nutrition 

Global 
Position 

#2 

Global 
Position 

Clear #1 

Global 
Position 

              #3 
Among 

Top 

Source: Euromonitor 2009; pro forma Wimm-Bill-Dann 



Our framework for growth 

Build and extend our macrosnacks portfolio 1 

2 Sustainably and profitably grow  
our beverage business worldwide  

3 Unleash the power of Power of One 

4 Build and expand our nutrition businesses 

5 Ensure prudent, responsible financial management  

  



We are a global snacks powerhouse 

ωSavory snacks category large, growing  
and profitable 

ωLeading salty snack position in most countries 

ωAdvantaged go to market systems, tailored for 
local retail environments 

ωLarge stable of billion dollar brands, and many 
local high share brands 



We are a global snacks powerhouse 



Strong Brands ς [ŀȅΩǎ ¦Φ{Φ 

Top of Mind 

43 

Unaided  
Awareness 

36 

88 

Tastes Better 
than Other brands 

67 71 

55 

83 

Lay's Coca-Cola

41 

Brand  
You Love 

Source: Millward Brown Health Tracker, company data 



Sample of global market shares 

Salty snack value share LTM Nov 2010, Source: IRI GDMxC, Nielsen 

PepsiCo Value Share Country 

76 

75 

64 

64 

58 

56 

46 

37 

68 

TURKEY 

MEXICO 

AUSTRALIA 

UNITED STATES 

CANADA 

BRAZIL 

EGYPT 

UNITED KINGDOM 

INDIA 



Leadership across the globe 

Clear leadership with  
sizeable opportunity for growth 

Savory Snacks 
Chips 

Extruded 
Corn 

Popcorn 
Pretzels 

 

10x relative 
market share 



Our powerful franchise delivered across all 
geographies and economic conditions in 2010 

ωExtended global savory snack leadership 

ωMaintained RMS in Americas 

ωStrong emerging market top line growth 

ςRussia: +27%, China: +20%, AMEA: 5 consecutive quarters  
of double-digit volume growth 

ωSolid 2H top-line volume momentum in Europe +3% 



We have considerable  
runway on per capita consumption 

 

US UK  Western  
Europe 

 Eastern 
 Europe 

 Latin  
America 

 Asia  
Pacific 

 ME 
Africa 

3.5 

6.0 

1.4 
0.4 0.2 

1.0 

9.1 

* 2009 Savory per capita consumption, est. Source: Euromonitor, Nielsen data, company analysis 

(kgs)* 



We will continue to grow our  
salty core per caps and share globally 

P
e

p
si

C
o
 S

a
lty

 S
h

a
re 

Grow Salty Per Caps  
to Establish Category 

Grow Salty Per Caps  
to Scale Category 

Drive category growth  
to our advantage:  

Grow Penetration  
& Frequency 

Build/establish  
the category: 

Grow Penetration 

Grow share  
with disruptive  
proposition: 

Grow Frequency 

Extend 
share/position: 

Look for  
Adjacencies 
 

Grow PEP Macrosnack Share 

Grow PEP Salty Share 

Brazil 
Argentina 
India 
Russia 
South  
Africa 
Turkey 

US 
Canada 
Colombia 
Mexico 
UK 
Australia 
Spain 

France 
Germany 
Italy 
Japan 
 

China 
Indonesia 

Salty Category Per Caps 



In FLNA, our plans for 2011 start with  
ǘƘŜ ŎƻƴǾŜǊǎƛƻƴ ǘƻ ά!ƭƭ bŀǘǳǊŀƭ LƴƎǊŜŘƛŜƴǘǎέ 

~50% of Frito Lay U.S. 
portfolio will be 
made with All 
Natural ingredients 
 
Up to 25% sodium 
reduction across 
potato chips 

~50% of Frito Lay US revenue 


