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Safe Harbor Statement 

This webcast presentation contains a number of forward-looking statements. Words such as “navigate,” “will,” “manage,” “improve,” 
“capture,” “impact,” “launch,” “make,” “impact,” “invest,” “build,” “expect,” “continue,” “plan,” “target,” “grow,” “set,” 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, savings, investments, execution, growth, leverage, brands and integration. 
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 the business and operations of Kraft Heinz in the 
expected time frame; 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; 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, including our most recently filed Annual Report on 
Form 10-K. 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 Organic Net Sales, Adjusted EBITDA and Adjusted 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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Q3 Update 

• Successfully navigating a difficult environment 

 Managing through commodity deflation, increased retail competition 

 Holding, improving market share in majority of portfolio 
 

• Bending trends, capturing whitespace through Big Bets 

 Problem categories remain, more work to do 
 

• On track with cost savings, deleveraging 

 Integration Program delivered $330 million net savings in Q3 
 

• Setting the table for 2017 

 Focused on strong finish to 2016, momentum into 2017 

 Cascading MBOs, setting aggressive cost targets  

 Finalizing innovation pipeline, whitespace expansion plans 
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Q3 Financial Summary 
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• Growth primarily driven by Adjusted EBITDA gains 
and refinancing of Preferred Stock 

• Lower 3Q16 tax rate versus prior year period due to 
non-cash, discrete items 

 Continue to think ~30% effective rate 
representative of ongoing run rate  

(1) Non-GAAP financial measure, see GAAP to Non-GAAP reconciliations at the end of this presentation. 
(2) The Company's key commodities in the United States and Canada are dairy, meat, coffee and nuts. 
(3) Cost savings initiatives include the Company's integration, restructuring and ongoing productivity efforts. 

• Growth and margin expansion primarily driven by 
cost savings initiatives(3) in North America 

• Significantly less currency headwind than H1 

• Lower pricing driven by key commodity(2) 
deflation in U.S. and Canada 

• Gains from innovation, condiments globally offset 
by lower shipments in most developed markets 

$1,482  $1,803  

Q3 2015 Q3 2016

+22.5% constant currency 

$6,363  $6,267  

Q3 2015 Q3 2016

(1.0%) Organic(1) 

+88.6% 

Price: (0.7%) 

Vol/mix: (0.3%) 
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U.S. Update 

• Big Bets now having a measurable impact 

 Mac & Cheese portfolio, Devour, Capri Sun Organic, Heinz BBQ  

 Advertising about to launch on Velveeta mini blocks, Jell-O Simply Good 
 

• Consumption challenges isolated 

 80%+ due to cold cuts, R&G coffee, nuts 

 Improving trends with fixes either 
now in the marketplace or planned 

 Non-measured whitespace gains, new 
product pipeline benefit in Q3 
 

• Footprint initiative well underway, on plan 

 Service issues impacting cold cuts, Lunchables improving in Q4 

 Investment to make us more competitive across portfolio 

(1.2%) 

(0.3%) 

(1.9%) 

1.0%  

Category
Growth

Market Share
Growth

Non-
Measured
& Trade

Inventory

Q3 Pro Forma
Net Sales
Growth

(2.2%) Measured-Channel 
Consumption 
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$1,033  
$1,349  

Q3 2015 Q3 2016

United States: Q3 Results 

$4,449  $4,395  

Q3 2015 Q3 2016

• Strong growth driven by cost savings initiatives(2) 
and, to lesser extent, favorable pricing relative to 
key commodity costs versus prior year period 

• Gains partially offset by impact of lower 
shipments versus prior year 

• Pricing driven by key commodity deflation 

 Increased promotional activity versus prior 
year in select categories 

• Vol/mix gains led by Lunchables, Mac & Cheese 
innovation and gains in coffee more than offset by 
lower shipments in cold cuts, Foodservice and nuts 

Price: (0.7%) 

Vol/mix: (0.5%) 

(1.2%) Organic(1) 

+30.6% 
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(1) Non-GAAP financial measure, see GAAP to Non-GAAP reconciliations at the end of this presentation 
(2) Cost savings initiatives include the Company's integration, restructuring and ongoing productivity efforts. 
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$539  $550  

Q3 2015 Q3 2016

Canada: Q3 Results 

• Strong growth driven by cost savings initiatives(2) 
and favorable vol/mix 

 

• Lower pricing reflected commodity-driven pricing 
actions in coffee 

• Vol/mix growth reflected combination of early 
event-related shipments versus prior year and 
gains in foodservice 
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(1) Non-GAAP financial measure, see GAAP to Non-GAAP reconciliations at the end of this presentation. 
(2) Cost savings initiatives include the Company's integration, restructuring and ongoing productivity efforts. 

+2.0 % Organic(1) 

Price: (1.4%) 

Vol/mix: 3.4% 

$110  
$148  

Q3 2015 Q3 2016

+32.7% constant currency 
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$223  
$183  

Q3 2015 Q3 2016

$600  
$513  

Q3 2015 Q3 2016

(7.8%) Organic(1) 

Europe: Q3 Results 

• Benefits from manufacturing savings more than 
offset by unfavorable volume/mix, lower pricing 
and increased marketing investments 

• Currency headwind stepped up from H1 

• Pricing decline primarily driven by timing of 
promotional expenses versus prior period 

• Vol/mix decline reflected combination of 
shipment timing versus prior year and ongoing 
category weakness in UK and Netherlands 

(9.4%) constant currency 
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(1) Non-GAAP financial measure, see GAAP to Non-GAAP reconciliations at the end of this presentation. 

Price: (2.9%) 

Vol/mix: (4.9%) 
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$152  $150  

Q3 2015 Q3 2016

Rest of World: Q3 Results 

(1) Non-GAAP financial measure, see GAAP to Non-GAAP reconciliations at the end of this presentation. 
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• Benefit from organic sales growth more than 
offset by combination of higher input costs in local 
currency and investments behind new product 
initiatives 

• Currency translation impact turns positive 

• Pricing driven by price increases to offset higher 
local-currency input costs 

 Increased promotional spending to support 
new product, whitespace initiatives 

• Vol/mix gains driven by condiments and sauces in 
all regions 

(3.9%) constant currency 

$775  $809  

Q3 2015 Q3 2016

Price: 1.9% 

Vol/mix: 1.7% 

+3.6% Organic(1) 
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• 53rd week of shipments in 2015 to impact Q4 comparisons 
 

• Still targeting $1.5 billion savings net of inflation from 
Integration Program by 2017  

 Expect input cost inflation (ex. key commodities) to partially offset savings 

 Firming up 2017 plans, cost and net savings expectations 
 

• Investing to drive profitable growth  

 Finalizing Big Bet and whitespace pipeline for 2017 

 Stepping-up brand-building, working media 
 

• On track to reduce leverage(1) to < 3x over medium term 

 Continue to expect $2 billion of debt paydown by July 2017 

Outlook 

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