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Large Opportunities exist outside the
Traditional and Established Markets
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Large Opportunities exist outside the
Traditional and Established Markets
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General Mills
The Company of Champions

= \World’s 6" largest food company

«$12.5 billion in FYO5 net sales™*
28,000 employees

e Marketed In more than
100 countries
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Championship Brands
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Championship Brands

e Differentiated products
- Competitively superior
- Value-added

e Premium priced

e Strong consumer marketing
e Strong trade merchandising
e Fulfill consumer needs
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FYO5 International
Net Sales: $3 billion

U.S. Sales

Canada /
$514 million

NAVA
$1.2 billion

International
$1.2 billion

*Includes proportionate share of unconsolidated JVs
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International Expansions

Europe

Japan

S. Korea

Mexico Greece Nordic

Puerto Rico Argentina China Malaysia Countries

S. Africa Australia Colombia Morocco Guam / Pacific
Taiwan Venezuela Hong Kong New Zealand Islands

Pre-1994 1994 1995 1996 1997 1998 1999 2001

Thailand Brazil Lebanon Singapore
India
Israel
Philippines
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General Mills International
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e Operations in 33
countries

« 8,000 employees

e Marketed In
100 countries

e 19 self Manufacturing
locations

$1.4 billion*

*Includes proportionate share of unconsolidated JVs




International Manufacturing Facilities

Berwick, UK
Arras, France %
Labatut, Franc

San Adrian, Spain A
Inofita, " .
Greece Nanjing, Chlnai{? > Gunma, Japan

Guangzhou, China* Shanghai, China

Nasik, Y
India

Y¢ Cagua, Venezuela

Belo Horizonte,
* Brazil

San Fernando, Argentina e ¢ Brishane, Australia
v i Sydney, Australia
Johannesburg, Melbourne, Australia
South Africa *

Lanus (Buenos Aires), Argentina Yy

Auckland,
New Zealand
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Targeting Opportunities
Regional Management

Minneapolis, MN

w

*

Nyon, Switzerland
Europe
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Y - Miami FL

Latin America & South Africa

China
Shanghai

*Hong Kong

Asia

¥

Melbourne, Australia
Australasia




Targeting Opportunities

Flexibility I1s essential

e Global Brands vs. Local Brands

e Global competencies vs. Local concepts

e Established Markets vs. Developing
Markets

e Aggressive Growth vs. Patient Growth
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International Portfolio of Brands

Mega-Brands Local Brands

Bakeries & Foodservice
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LATINA

GENERAL MILLS

Australia:

Latina

AN
LATINA

Cappelletfi o

SMOKED SALMON
& MARSCAPOMNE CHEESE

el Cappalinfti fo o Samcapaus of brsbing neafor. Faducs. bint f sourmin
frr S minafes. Remove pafh o drnining spoon. Thlicipns Sarved mifh
Lafina Churry Tormafs, Prstmmd” ave Gae., SERVES 2




nesd Brazil: Forno de Minas
==t MINAS
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China: Bugles
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Managing Change
- A given in International

“The Pace of change is as fast as it has ever been
and as slow as it ever will be” oliver wight

Development Surprise
Change Change
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» Flat World » Catastrophes
» Economic Growth » Political Changes
» Business Growth » Currency Fluctuation

» Requires Agile and Resilient Talent
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Targeting Opportunities & Managing Change

» Balance
» Global Understanding

» Entrepreneurial Spirit
» Agile and Resilient Talent

» Long Term View and Commitment
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A World of Opportunities

GENERAL MILLS




