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Safe Harbor Statement 

This webcast presentation contains a number of forward-looking statements. Words such as “innovate," “maintain,“ “grow,” “drive,” 
“invest,” “begin,” “drive,” “anticipate,” “realize,” “remain,” “target,” “manage,” “build,” “improve,” “explore,” “develop,” "continue," 
"build," "execute," "expect," "will," and variations of such words and similar expressions are intended to identify forward-looking 
statements. Examples of forward-looking statements include, but are not limited to, statements regarding Kraft Heinz’s plans, execution, 
integration 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 Kraft Heinz’s control. Important factors that affect Kraft Heinz’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, increased competition; Kraft Heinz’s ability to maintain, extend and expand its reputation and brand image; Kraft Heinz’s ability to 
differentiate its products from other brands; the consolidation of retail customers; Kraft Heinz’s ability to predict, identify and interpret 
changes in consumer preferences and demand; Kraft Heinz’s ability to drive revenue growth in its key product categories, increase its market 
share, or add products; an impairment of the carrying value of goodwill or other indefinite-lived intangible assets; volatility in commodity, 
energy and other input costs; changes in Kraft Heinz’s management team or other key personnel; Kraft Heinz’s inability to realize the 
anticipated benefits from its cost savings initiatives  changes in relationships with significant customers and suppliers; execution of Kraft 
Heinz’s international expansion strategy; changes in laws and regulations; legal claims or other regulatory enforcement actions; product 
recalls or product liability claims; unanticipated business disruptions; failure to successfully integrate Kraft Heinz; Kraft Heinz’s ability to 
complete or realize the benefits from potential and completed acquisitions, alliances, divestitures or joint ventures; economic and political 
conditions in the nations in which Kraft Heinz operates; the volatility of capital markets; increased pension, labor and people-related 
expenses; volatility in the market value of all or a portion of the derivatives Kraft Heinz uses; exchange rate fluctuations; disruptions in 
information technology networks and systems; Kraft Heinz’s inability to protect intellectual property rights; impacts of natural events in the 
locations in which Kraft Heinz or its customers, suppliers or regulators operate; Kraft Heinz’s indebtedness and ability to pay such 
indebtedness; Kraft Heinz’s dividend payments on its Series A Preferred Stock; tax law changes or interpretations; and other factors. For 
additional information on these and other factors that could affect Kraft Heinz’s forward-looking statements, see Kraft Heinz’s risk factors, as 
they may be amended from time to time, set forth in its filings with the Securities and Exchange Commission. Kraft Heinz disclaims and does 
not undertake any obligation to update or revise any forward-looking statement in this presentation, except as required by applicable law or 
regulation. 

Non-GAAP Measures  
This webcast presentation also includes non-GAAP financial measures, including Pro Forma Organic Net Sales, Adjusted Pro Forma EBITDA 
and Adjusted Pro Forma EPS. These non-GAAP financial measures should not be considered replacements for, and should be read together 
with, the most comparable GAAP financial measures. A reconciliation of these non-GAAP financial measures to the most directly comparable 
GAAP financial measures can be found in the Appendix to this presentation. 
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Business Strategy 

Profitable 
Sales Growth 

Best in Class 
Margins 

Superior Return 
of Capital with 
Strong Balance 

Sheet 

• Big Bet innovation 
• Aggressive go-to-market 
• International expansion 
• Revenue management 

• Zero Based Budgeting (ZBB) 
• Management by Objectives (MBOs) 
• Footprint optimization 
• Centralized procurement 

• Investment Grade debt rating 
• Maintain dividend policy 
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2015 Review 

• Joined together two powerhouse food & beverage companies 

 Integration team implemented extensive action plan 

 Began necessary restructuring phase 
 

• Made significant investments in people and brands 

 Promoted 2,400+ team members 

 Invested in growth through Big Bets, innovation, expanded sales team 
 

• Set solid operating, financial base from which to grow 

 
2015 Pro Forma 

Net Sales: 
$27.4bn 

(incl. ~$0.3bn from 
extra week) 

2015 Adjusted 
Pro Forma EBITDA*: 

$6.7bn 
(incl. ~$0.1bn from 

extra week) 

2015 Adjusted 
Pro Forma EPS*: 

$2.19 
(incl. ~$0.03 from 

extra week) 

* Non-GAAP financial measure, see GAAP to Non-GAAP reconciliations at the end of this presentation. 
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U.S. Update 

• Driving profitable net sales 

 Lower promotional activity versus Q4 2014 

 Solid non-promoted consumption driven by 
ketchup, pasta sauce, Lunchables/P3, cold 
cuts, single-serve coffee, cream cheese 

• Q4 shipments below consumption 

 Driven by shipment timing versus Q4 2014 

• Cost savings initiatives ramping up 

 Integration savings beginning to contribute 

• Focused on turnaround opportunities 

 Rolling out Big Bets in RTD beverages, boxed 
dinners, frozen meals 

 Increasing investment in working media 

(1.2%) 
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Q4 2015 Kraft Heinz U.S. Retail Growth1 

FY 2015 Kraft Heinz U.S. Retail Growth1 

(0.2%) 
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(1) Source: Q4 2015 and FY 2015 data reflects A.C. Nielsen US xAOC data for the 13 weeks and 52 weeks ended December 26, 2015, respectively. 



© The Kraft Heinz Company – All rights reserved © The Kraft Heinz Company – All rights reserved 5 

Q4 and Full Year Financial Summary 

• Strong, persistent currency headwinds 

• Solid net pricing in all segments held back 
by lower pricing related to key 
commodities1 in U.S., Canada 

• Strong vol/mix growth in Rest of World 
offset by declines in U.S., Canada, Europe 

• Constant Currency Adjusted EBITDA 
growth driven by cost savings initiatives2  

• Adjusted Pro Forma EPS growth held back 
by taxes versus prior year 

(3.1%) 

Organic Net Sales*
(13 weeks)

Constant Currency
Adjusted EBITDA*

(14 weeks)

Adjusted EPS*
(14 weeks)

Q4 2015 vs. Q4 2014 Growth 

Price: 0.7% 

Vol/mix: (3.8%) 

Extra week: 
 ~4.5pp 

20.3% 

Key commodity costs: ~(1.5)pp 

(1.6%) 

Organic Net Sales*
(52 weeks)

Constant Currency
Adjusted EBITDA*

(53 weeks)

Adjusted EPS*
(53 weeks)

9.6% Extra week: 
 ~1.0pp 

Price: 1.0% 

Vol/mix: (2.6%) 
Key commodity costs: ~(1.0)pp 

FY 2015 vs. FY 2014 Growth 

Extra week: 
 ~5.4pp 

Extra week: 
 ~1.5pp 

10.6% 

10.7% 

* Non-GAAP pro forma financial measure that reflects the results of operations of Kraft and Heinz as if they had been combined in all periods presented. 
(1) The Company's key commodities in the United States and Canada are dairy, meat, coffee and nuts. 
(2) Cost savings initiatives include the Company's integration, restructuring and ongoing productivity efforts. 
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United States: Q4 and Full Year Results 

• Pricing neutral in both Q4, full year 

 Solid gains from better price realization, 
lower promotional activity offset by lower 
net pricing related to key commodities 

• Vol/mix decline driven by weakness in 
RTD beverages, frozen meals, boxed 
dinners, powdered beverages 

 Q4 2015 vol/mix weakness impacted by 
shipment timing, comparisons with Q4 
2014 promotional activity 

• Adjusted EBITDA growth acceleration 
driven by cost savings initiatives, 
favorable pricing net of input costs  

(4.4%) 
Organic Net Sales*

(13 weeks)
Adjusted EBITDA*

(14 weeks)

Q4 2015 vs. Q4 2014 Growth 

Price: 0.2% 

Vol/mix: (4.6%) 

Extra week: 
~4.5pp 

18.3% 

Key commodity costs: ~(2.0)pp 

(3.0%) 

Organic Net Sales*
(52 weeks)

Adjusted EBITDA*
(53 weeks)

FY 2015 vs. FY 2014 Growth 

6.3% 
Extra week: 

~1.0pp 

Price: 0.0% 

Vol/mix: (3.0%) 

Key commodity costs: ~(1.5)pp 

* Non-GAAP pro forma financial measure that reflects the results of operations of Kraft and Heinz as if they had been combined in all periods presented. 
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Canada: Q4 and Full Year Results 

• Currency headwinds strengthened as 
year progressed 

• Favorable net pricing driven by higher 
input costs in local currencies, partially 
offset by falling dairy costs 

• Vol/mix declines due to foodservice, 
coffee, refreshment beverages, 
condiments & sauces 

• Constant Currency Adjusted EBITDA 
growth from cost savings initiatives, 
lower marketing spending, partially 
offset by unfavorable vol/mix 

 Pricing net of local input costs favorable 
in Q4 2015, unfavorable for full year 

(4.8%) 

Organic Net Sales*
(13 weeks)

Constant Currency
Adjusted EBITDA*

(14 weeks)

Q4 2015 vs. Q4 2014 Growth 

Price: 2.3% 

Vol/mix: (7.1%) 

Extra week: 
~3.5pp 

9.4% 

Key commodity costs: ~(2.0)pp 

(2.8%) 

Organic Net Sales*
(52 weeks)

Constant Currency
Adjusted EBITDA*

(53 weeks)

FY 2015 vs. FY 2014 Growth 

2.6% 
Extra week: 

~1.0pp 

Price: 2.2% 

Vol/mix: (5.0%) 

Key commodity costs: ~(0.5)pp 

* Non-GAAP pro forma financial measure that reflects the results of operations of Kraft and Heinz as if they had been combined in all periods presented. 
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Europe: Q4 and Full Year Results 

• Strong, unfavorable currency translation 
diminished slightly in Q4  

• Favorable net pricing driven by lower 
promotional spending in UK beans and 
price increases in ketchup and mayo 

• Vol/mix decline driven by UK beans, Italy 
infant nutrition, ketchup, UK foodservice 

 Lower UK soup volumes added to rate of 
Q4 volume/mix decline 

• Constant Currency Adjusted EBITDA 
growth driven by gains from cost savings 
initiatives, improved product mix 

(5.9%) 

Organic Net Sales*
(13 weeks)

Constant Currency
Adjusted EBITDA*

(14 weeks)

Q4 2015 vs. Q4 2014 Growth 

Price: 0.4% 

Vol/mix: (6.3%) 

Extra week: 
~4.0pp 

16.7% 

(3.8%) 
Organic Net Sales*

(52 weeks)
Constant Currency
Adjusted EBITDA*

(53 weeks)

FY 2015 vs. FY 2014 Growth 

15.5% 
Extra week: 

~1.0pp 

Price: 0.7% 

Vol/mix: (4.5%) 

* Non-GAAP pro forma financial measure that reflects the results of operations of Kraft and Heinz as if they had been combined in all periods presented. 
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Rest of World: Q4 and Full Year Results 

9.6%  

Organic Net Sales*
(13 weeks)

Constant Currency
Adjusted EBITDA*

(14 weeks)

• Strong organic growth 

 Negative currency translation stepped up 
in 2H 2015 due to Venezuelan bolivar 
devaluation 

• Favorable net pricing driven by input 
cost-related price increases in RIMEA, 
higher net pricing in Asian sauces 

• Vol/mix growth driven by sauces across 
Asia, ketchup & condiments in all 
geographies, partially offset by decline in 
India nutritional beverages 

• Constant Currency Adjusted EBITDA 
growth driven by vol/mix growth, gains 
from cost savings initiatives 

Q4 2015 vs. Q4 2014 Growth 

Price: 3.2% 

Vol/mix: 6.4% 

Extra week: 
~6.0pp 

43.3% 

9.2%  

Organic Net Sales*
(52 weeks)

Constant Currency
Adjusted EBITDA*

(53 weeks)

FY 2015 vs. FY 2014 Growth 
28.2% Extra week: 

~1.5pp 

Price: 6.3% 

Vol/mix: 2.9% 

* Non-GAAP pro forma financial measure that reflects the results of operations of Kraft and Heinz as if they had been combined in all periods presented. 



© The Kraft Heinz Company – All rights reserved © The Kraft Heinz Company – All rights reserved 10 

Integration Update 

• Program on track 

 Organizational structure synergies 

 Rightsizing through Zero Based Budgeting benchmarks 

 Supply chain footprint efficiencies 
 

• Costs to date consistent with expectations 

 Incurred $829mm costs, ~$225mm in capital expenditures in 2015 

 Continue to expect $1.9bn pre-tax costs, including ~$1.1bn cash 

 Still anticipating $1.1bn of capital expenditures 
 

• Continue to target cost savings of $1.5bn by 2017 

 Realized ~$125mm savings in 2015 
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• Committed to strong dividend payout 
 $0.575 dividend per common share to be paid on April 8, 2016 to shareholders of 

record at the close of business on March 18, 2016 

• Remain confident in reducing leverage1 to < 3x over medium term 
 Targeting June 2016 refinancing of Preferred Stock 

Historical Dividends 

Kraft Foods Group, Inc. Kraft Heinz 

Indicates dividend that has been declared but not yet paid. 

Superior Return of Capital, Strong Balance Sheet 

(1) Leverage defined as Net Debt (including Preferred Equity) divided by Adjusted Pro Forma EBITDA. 

$0.500  $0.500  $0.500  

$0.525  $0.525  $0.525  $0.525  

$0.550  $0.550  $0.550  $0.550  

$0.575  $0.575  $0.575  

4Q12 1Q13 2Q13 3Q13 4Q13 1Q14 2Q14 3Q14 4Q14 1Q15 2Q15 3Q15 4Q15 1Q16
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• Manage ongoing currency, consumption trend headwinds  
 

• Focus on profitable sales growth 

 Build on innovation success through Big Bets in each segment 

 Increase working media investments behind brands 

 Improve sales execution in a challenging retail environment 
 

• Make progress towards achieving best-in-class margins 

 Deliver ZBB savings, ramp up manufacturing footprint, procurement scale 
 

• Lay groundwork for future growth 

 Build out revenue management capabilities in North America 

 Explore whitespace opportunities … foodservice, international markets 

 Develop performance-driven culture inside Kraft Heinz 

2016 Agenda 
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Appendix 
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Appendix 
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Appendix 
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Appendix 
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Appendix 
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Appendix 
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