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FORWARD LOOKING 
STATEMENTS

This presentation contains a number of forward -looking statements. 

variations of such words and similar future or conditional expressions 
are intended to identify forward -looking statements. Examples of 
forward-looking statements include, but are not limited to, statements 
regarding the Company's plans, impacts of accounting standards and 
guidance, costs and cost savings, legal matters, taxes, impairments, 
dividends, expectations, investments, innovations, opportunities, 
capabilities, execution, initiatives, pipeline, and growth. These forward -
looking statements are not guarantees of future performance and are 
subject to a number of risks and uncertainties, many of which are 
difficult to predict and beyond the Company's control.

Important factors that may affect the Company's business and 
operations and that may cause actual results to differ materially from 
those in the forward -looking statements include, but are not limited to, 
the impact of COVID-19; operating in a highly competitive industry; the 

consumer preferences and demand, to offer new products to meet 
those changes, and to respond to competitive innovation; changes in 
the retail landscape or the loss of key retail customers; changes in the 
Company's relationships with significant customers, suppliers and 

leverage its brand value to compete against private label products; the 

increase its market share, or add products that are in faster -growing 
and more profitable categories; product recalls or product liability 

identify, complete or realize the benefits from strategic acquisitions, 
alliances, divestitures, joint ventures or other investments; the 

streamlining actions to reduce fixed costs, simplify or improve 

successfully execute its strategic initiatives; the impacts of the 

in the United States and in various other nations where the Company 

or a highly skilled and diverse global workforce; risks associated with 
information technology and systems, including service interruptions, 
misappropriation of data or breaches of security; impacts of natural 

indebtedness, as well as the Company's ability to comply with 
covenants under its debt instruments; the Company's liquidity, capital 
resources and capital expenditures, as well as its ability to raise capital; 
additional impairments of the carrying amounts of goodwill or other 
indefinite -lived intangible assets; foreign exchange rate fluctuations; 
volatility in commodity, energy, and other input costs; volatility in the 
market value of all or a portion of the commodity derivatives we use; 
increased pension, labor and people -related expenses; compliance with 
laws, regulations, and related interpretations and related legal claims or 
other regulatory enforcement actions, including additional risks and 
uncertainties related to any potential actions resulting from the 

as well as potential additional subpoenas, litigation, and regulatory 

internal control over financial reporting or other deficiencies or the 

changes or interpretations; the impact of future sales of the Company's 

to pay a regular dividend and the amounts of any such dividends; 
volatility of capital markets and other macroeconomic factors; a 
downgrade in the Company's credit rating; and other factors. For 
additional information on these and other factors that could affect the 
Company's forward-looking statements, see the Company's risk factors, 
as they may be amended from time to time, set forth in its filings with 
the SEC. The Company disclaims and does not undertake any 
obligation to update, revise or withdraw any forward -looking statement 
in this presentation except as required by applicable law or regulation.

Non-GAAP Financial Measures
This presentation contains certain non -GAAP financial measures, 
including Organic Net Sales, Adjusted EBITDA, Constant Currency 
Adjusted EBITDA, Adjusted EPS, and Free Cash Flow. These non-GAAP 
financial measures may differ from similarly titled non -GAAP financial 
measured presented by other companies. These measures are not 
substitutes for their comparable financial measures prepared in 
accordance with accounting principles generally accepted in the United 

not as an alternative for, the GAAP results in this presentation.

These non-GAAP financial measures assist management in comparing 

business decision -making by removing the impact of certain items that 

operations.

Please see discussion of non-GAAP financial measures and the 
reconciliations at the end of this presentation for more information.
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MIGUEL 
PATRICIO
CHIEF EXECUTIVE OFFICER
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WELCOME AND 
INTRODUCTION
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OUREXCITEMENT 
FOR THE FUTURE
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UNLEASH THE
FULL POWER OF 
KRAFT HEINZ

A NEW AND 
DIFFERENT

PLAN
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A SIGNIFICANT 
TRANSFORMATI ON 
OF OUR BUSINESS
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APPROACH

STRATEGY

MODEL

NEW
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POSITIONING 
KRAFT HEINZ
TO DELIVER
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EXPERIENCES

RESULTS

OUTLOOK

NEW
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A NEW 
FORMULA
FOR SUCCESS
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MORE 
RELEVANCE

GREATER 
EFFICIENCY

BETTER 
RESULTS

SCALE + AGILITY
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GROWTH PROFITABILITY RETURNS

Rebuild to consistent
Organic Net Sales(1)growth

Consistently grow
Adjusted EBITDA(1)

Strong Free Cash Flow(1)

generation to support current 
dividend, debt reduction

and strategy

(1) Non-GAAP financial measure. See Appendix to this presentation for more information, including GAAP to non -GAAP reconciliatio ns.
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SO HOW DO 
WE MAKE IT 
HAPPEN?
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01 02 03 04
WHERE WE
ARE TODAY

Assessment

Strategy

Long-Term 
Outlook

WHAT WE
ARE BUILDING

People with Purpose

Consumer Platforms

Productivity:
The Ops Center

Q&A

HOW WE ARE 
GOING TO GET 

THERE

Our United States 
and Canada Plans

Our International 
Plan

Q&A

WHY WE ARE 
EXCITED FOR THE 

FUTURE

Financial Plan

Closing Thoughts

Q&A
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MIGUEL PATRICIO
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WHERE WE ARE 
TODAY 
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To determine our new 
approach, we 
conducted a thorough 
review of the Analyzing Kraft Heinz 

across regions, 
categories, brands, 
marketing, operations, 
sales channels and 
people

14ASSESSMENT
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1. PEOPLE WITH PURPOSE

ÅDo we have the right 
people and capabilities?

ÅHow do we live our 
Purpose through ESG?

2. PORTFOLIO

ÅWhere can we invest
to grow faster?

ÅHow can we grow
our brands?

3. PRODUCTIVITY

ÅCan we be more
innovative and efficient?

ÅCan we leverage more 
data and technology?

4. PARTNERS

ÅAre we a good partner?

ÅCan we sell more 
effectively?

5. PERFORMANCE

ÅWhat is blocking 
consistent performance?

ÅHow good is our 
operating leverage?

Key
Questions

ASSESSMENT 15
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That will guide us in 
the transformation 
of Kraft Heinz

INVESTOR DAY
2020

We discovered
some key insights
and takeaways

ASSESSMENT
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Building a strong, global team to 
create a healthier and more 
sustainable world

STRENGTHS OPPORTUNITIES

Culture of ownership Build talent and critical expertise

Meritocracy over bureaucracy Work without silos and as one team

Clear, concise ESG mission Increase diversity of perspectives

Engaged, ESG-minded employees Integrate ESG into the business

People with 
Purpose
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We have great brands that can 
be enhanced and grown more 
effectively

Our Portfolio

STRENGTHS OPPORTUNITIES

Large portfolio with breadth
and depth

Simplify portfolio by organizing 
efforts around consumers

to build around 
Leverage understanding of consumer 
needs

Accelerate in higher growth spaces



INVESTOR DAY
2020

97%

82%
77%

68%
65%

60%

53% 51%
47%

Kraft Heinz US 
Household 
Penetration

Amazon Prime 
Members

Decorate a 
Christmas Tree

Own a Pet Food & Beverage 
Peer Average

50K
Household

Income

Voted in 2018 
Election

Member of 
Worship 

Community

Own a Landline

We are present
in almost all US 
households, but 
still have a 
significant 
opportunity to 
reach more 
consumers 
across our 
brands

19

Penetration of US Households 
2019

ASSESSMENT

Average household 
penetration across all of 
our brands ~25%

(1)

(1)

Source: Nielsen Consumer Panel. Period represents 52 weeks ending 7/18; Consumer Intelligence Research Partners, Christmas Tree Association, US Elections Project, Census Bureau.
(1) Household Income Distribution and Landline Ownership Only Available for 2017.
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We have room to 
grow in our 
current 
categories and 
markets

20

We Operate in Growing 
Categories

ASSESSMENT

Increase Emerging Market Footprint
(currently ~10% of our business)

Sauces 2.7%

Meats and Cheeses 1.5%

Meals 2.6%

Coffee 1.5%

Beverages 1.8%

Nuts 1.1%

Industry Total 1.9%

Source: Nielsen, Euromonitor. 
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Integrated and powerful 
capabilities are a key advantage 
to unlock 

Our 
Productivity

STRENGTHS OPPORTUNITIES

Production scale Continuous improvement mindset

Strong R&D capabilities and technical 
knowledge

Meaningful innovation from R&D 
expertise

Industry -leading quality and safety Integrate supply chain with business

Enhance digital capabilities
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Big opportunity to enhance and 
grow our relationships

Our Partners

STRENGTHS OPPORTUNITIES

Capabilities across all retail and 
foodservice formats and channels

Build stronger partnerships

Growing eCommerce presence and 
capabilities (now >$1B in net sales
and >100% growth(1))

Improve customer satisfaction

More proactive, long -range planning

(1) Based on 2020 eCommerce estimated net sales and 2017 2020 estimated net sales CAGR.



INVESTOR DAY
2020 23ASSESSMENT

We have the engine to drive 
growth but need some 
adjustments

Our 
Performance

STRENGTHS OPPORTUNITIES

Leadership in select categories and 
geographies

Strategic resource allocation

Fixed-cost discipline
Invest more, and more efficiently to 
drive growth

Strong operating margin Allocate resources into core brands 
to drive greater returns

Improve variable cost management
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We knew we 
needed a 
revolutionary 
new approach

INVESTOR DAY
2020

Kraft Heinz has some 
very valuable assets 
and powerful 
competitive 

ASSESSMENT
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UNLOCKING THE 
POWER OF OUR 
COMPETITIVE 
ADVANTAGES SCALE
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AGILITY

REVOLUTIONIZING THE 
WAY WE OPERATE

STRATEGY
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WE ARE 
CREATING A 
POWERFUL
FUSION

SCALE    + AGILITY

27

Leadership

Size

Penetration

Reliability

Operating efficiency

Integration

Speed

Innovation

Relevance

Execution efficiency

STRATEGY
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THIS FUSION
IS DRIVING OUR  
TRANSFORMATION STRATEGY

MODEL

EXPERIENCES

RESULTS

OUTLOOK

NEW
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STRATEGY
KRAFT HEINZ MODEL

PARTNER 
PROGRAM

Driving partnerships, 
go-to-market processes, 
capabilities and reach

OPS 
CENTER

Driving integration, 
improved planning, streamlined 

processes and efficiencies

CONSUMER 
PLATFORMS

Driving consumer experiences
to create growth

PEOPLE WITH 
PURPOSE

Driving rejuvenation of talent, 
expertise and ESG initiatives

FUEL OUR GROWTH

Reinvesting efficiency gains and 
applying agile portfolio management to 

accelerate strategy
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Taste Elevation (1)

(Global)
$7.0B

$4.3B

$2.2B

Easy Meals
Made Better (1)

(Global)

Real Food 
Snacking (1)

(US/Canada)

Fast Fresh Meals (1)

(US/Canada)
$5.9B

$0.9B

$1.5B

Easy Indulgent 
Desserts (1)

(US/Canada)

Flavorful 
Hydration (1)

(US/Canada)

6 consumer 
driven platforms 
designed to 
drive growth

STRATEGY

1

2

3

4

5

6

Note: Figures above do not reflect $3.2 billion in 2019 Organic Net Sales which occurred outside of the six referenced platfo rms.
(1) Figures represent 2019 Organic Net Sales, a non-GAAP financial measure. See Appendix to this presentation for more information, including GAAP to non -GAAP reconciliations.



INVESTOR DAY
2020 31

Grow
~50% Sales(1)

ἒ Stabilize
~20% Sales(1)(2)

ҦGlobally

ҦHighest growth potential in 
Brazil, Russia and China

ҦPrimarily US and UK ҦUS and Canada

US/
Canada

Taste 
Elevation

Global

US/
Canada  

US/
Canada

Easy Meals
Made Better

Real Food 
Snacking

Fast Fresh 
Meals

US/
Canada

Easy
Indulgent 
Desserts

US/
Canada

Flavorful 
Hydration

Clear platform 
roles to guide 
our resource 
allocation and 
investment 
decisions

Inter -
national

Easy Meals
Made Better

STRATEGY

1

2

3

4

2

5

6

(1) Represents the percentage of 2019 Organic Net Sales, a non-GAAP financial measure, by platform role. See Appendix to this presen tation for more information, including GAAP to non -GAAP reconciliations.
(2) This calculated percentage for the Stabilize platform role includes $3.2B of 2019 Organic Net Sales which occurred outside of the six referenced platforms.
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Manufacturing

LogisticsProcurement

$2B Gross 
Savings

2020 2024

Unlocking 
consistent 
improvement 
through 2024 
to fund 
reinvestment

Savings are 
already being 
delivered

STRATEGY
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GROWTH
Rebuild to consistent

Organic Net Sales(1)growth

PROFITABILITY
Consistently grow
Adjusted EBITDA(1)

RETURNS
Strong Free Cash Flow(1)

generation to support current 
dividend, debt reduction

and strategy

1% 2%
Organic Net Sales (1)

Growth

2% 3%
Adjusted EBITDA (1)

Growth

4% 6%
Adjusted EPS (1) Growth 
with 

Flow (1) Conversion
(1) Non-GAAP financial measure. See Appendix to this presentation for more information, including GAAP to non -GAAP reconciliatio ns.
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Prior Today

Growth Inorganic consolidation Organic expansion

People Siloed functions Integrated expertise

Portfolio 55+ fragmented categories 6 consumer platforms

Marketing Pro-rata cost Strategic investment

Partners Transaction-oriented Relationship -oriented

Scale Advantage To cut costs To power agility

Savings Do more with less Reinvest to fuel growth

LONG-TERM OUTLOOK
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We are rapidly 
transforming our 
company to 
better leverage 
scale and agility

ҦResults are coming in 
stronger than expected

ҦPlaced consumers at the 
center

ҦCOVID-19 tested us and we 
responded

ҦAllocating resources with 
greater focus and priority

ҦAttracted great talent ҦBuilding a strong foundation

ҦAligned team through 
collaboration

ҦAggressive but achievable 
goals

LONG-TERM OUTLOOK

We are excited for the future
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