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••WorldWorld’’s 6s 6thth largest food companylargest food company

••$12.5 billion in FY05 net sales*$12.5 billion in FY05 net sales*

••28,000 employees28,000 employees

••Marketed in more than           Marketed in more than           
100 countries100 countries

General Mills
The Company of Champions

General Mills
The Company of Champions

* Includes proportionate share of JV sales
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Championship BrandsChampionship Brands
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Championship BrandsChampionship Brands

• Differentiated products
- Competitively superior
- Value-added

• Premium priced
• Strong consumer marketing
• Strong trade merchandising
• Fulfill consumer needs

• Differentiated products
- Competitively superior
- Value-added

• Premium priced
• Strong consumer marketing
• Strong trade merchandising
• Fulfill consumer needs

Category LeadershipCategory Leadership
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CanadaCanada
$514 million$514 million

FY05 International
Net Sales: $3 billion
FY05 International
Net Sales: $3 billion

InternationalInternational
$1.2 billion$1.2 billion

JV*JV*
$1.2 billion$1.2 billion

U.S. SalesU.S. Sales

*Includes proportionate share of unconsolidated JVs
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International ExpansionsInternational Expansions

EuropeEurope
JapanJapan
S. KoreaS. Korea
MexicoMexico
Puerto RicoPuerto Rico
S. AfricaS. Africa
TaiwanTaiwan

ThailandThailand

ArgentinaArgentina
AustraliaAustralia
VenezuelaVenezuela

BrazilBrazil
IndiaIndia
IsraelIsrael
PhilippinesPhilippines

ChinaChina
ColombiaColombia
Hong KongHong Kong

LebanonLebanon

GreeceGreece
MalaysiaMalaysia
MoroccoMorocco
New ZealandNew Zealand

SingaporeSingapore

NordicNordic
CountriesCountries
Guam / Pacific Guam / Pacific 

Islands Islands 

PrePre--19941994 19951995 19961996 19971997 19981998 19991999 20012001 2002200219941994
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General Mills InternationalGeneral Mills International

• Operations in 33 
countries

• 8,000 employees

• Marketed in 
100 countries

• 19 self Manufacturing 
locations

• Operations in 33 
countries

• 8,000 employees

• Marketed in 
100 countries

• 19 self Manufacturing 
locations

$1.4 billion*$1.4 billion*

*Includes proportionate share of unconsolidated JVs
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Guangzhou, China
Nanjing, China

Berwick, UK

Inofita,
Greece

San Fernando, Argentina Brisbane, Australia

Melbourne, AustraliaJohannesburg, 
South Africa

Sydney, Australia

Auckland, 
New Zealand

Shanghai, China

Nasik,
India

Cagua, Venezuela

Arras, France

Lanus (Buenos Aires), Argentina 

International Manufacturing FacilitiesInternational Manufacturing Facilities

San Adrian, Spain
Labatut, France

Gunma, Japan

Belo Horizonte, 
Brazil
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Melbourne, Australia

Hong KongMiami FL

Targeting Opportunities
Regional Management

Targeting Opportunities
Regional Management

Nyon, Switzerland
Minneapolis, MN

Shanghai

China

Asia

Europe

Latin America & South Africa

Australasia
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Targeting OpportunitiesTargeting Opportunities

Flexibility is essential

• Global Brands vs. Local Brands

• Global competencies vs. Local concepts

• Established Markets vs. Developing 
Markets

• Aggressive Growth vs. Patient Growth

Flexibility is essential

• Global Brands vs. Local Brands

• Global competencies vs. Local concepts

• Established Markets vs. Developing 
Markets

• Aggressive Growth vs. Patient Growth
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MegaMega--BrandsBrands

Bakeries & FoodserviceBakeries & Foodservice

Local BrandsLocal Brands

International Portfolio of BrandsInternational Portfolio of Brands
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Häagen-DazsHäagen-Dazs

Over 500 Cafés around the worldOver 500 Cafés around the world
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Old El PasoOld El Paso

Market leader in Mexican food
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Green Giant

Premium specialty vegetables
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Dough and Baking MixesDough and Baking Mixes

Premium dough products
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China: Wanchai Ferry

#1 Brand: Guangzhou, Shanghai, Beijing#1 Brand: Guangzhou, Shanghai, Beijing#1 Brand: Guangzhou, Shanghai, Beijing
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Australia: Latina

# 1 Market position# 1 Market position
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Brazil: Forno de MinasBrazil: Forno de Minas

Market leader:Market leader:
A national snackA national snack
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China: BuglesChina: Bugles

Shaped snacks: #1
National brand in 200 cities

Shaped snacks: Shaped snacks: ##11
National brand in 200 citiesNational brand in 200 cities
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Development
Change

Surprise
Change

Managing Change 
- A given in International

Managing Change 
- A given in International

Flat World
Economic Growth
Business Growth

Catastrophes
Political Changes
Currency Fluctuation

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

Requires Agile and Resilient TalentRequires Agile and Resilient Talent
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Targeting Opportunities & Managing ChangeTargeting Opportunities & Managing Change

Balance 

Global Understanding

Entrepreneurial Spirit

Agile and Resilient Talent

Long Term View and Commitment

Balance 

Global Understanding

Entrepreneurial Spirit

Agile and Resilient Talent

Long Term View and Commitment
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A World of OpportunitiesA World of Opportunities


