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Forward-looking statements 

The following statements made in this presentation are forward-looking  and are made pursuant to the safe harbor provision 

of the Private Securities Litigation Reform Act of 1995: statements relating to (1) projected sales (including specific product 

lines and the company as a whole), profit margins, net income, earnings per share, and covenant compliance, (2) our branding 

initiatives, (3) our innovation and research and development plans, (4) our cost-savings initiatives, including plant closures and 

route reductions, and our ability to accelerate any such initiatives, (5) our plans related to our leverage and cash flow, (6) our 

planned capital expenditures, (7) the status of our litigation matters, (8) the impact of divestitures including the sale of 

Morningstar and tax payments related thereto, and the spin-off of a portion of our interest in The WhiteWave Foods Company,  

and (9) the timing or amount of any future disposition of our remaining interest in The WhiteWave Foods Company. These 

statements involve risks and uncertainties that may cause results to differ materially from those set forth in this presentation. 

Financial projections are based on a number of assumptions.  Actual results could be materially different than projected if 

those assumptions are erroneous.  Sales, operating income, net income, debt covenant compliance, financial performance 

and adjusted earnings per share can vary based on a variety of economic, governmental and competitive factors, which are 

identified in our filings with the Securities and Exchange Commission, including our Forms 10-K and 10-Q (which can be 

accessed on our website at www.deanfoods.com or on the website of the Securities and Exchange Commission at 

www.sec.gov). Our ability to profit from our branding initiatives depends on a number of factors, including consumer 

acceptance of our products.  All forward-looking statements in this presentation speak only as of the date of this presentation.  

We expressly disclaim any obligation or undertaking to release publicly any updates or revisions to any such statements to 

reflect any change in our expectations with regard thereto or any changes in the events, conditions or circumstances on which 

any such statement is based. Any disposition of the Company s remaining ownership interest in The WhiteWave Foods 

Company would be subject to various conditions, including the existence of satisfactory market conditions and Board approval, 

and in the case of a tax-free disposition, the maintenance of the Company s private letter ruling from the Internal Revenue 

Service. Certain pro forma adjusted and historical non-GAAP financial measures contained in this presentation, including 

adjusted diluted earnings per share, free cash flow, adjusted EBITDA, consolidated adjusted operating income and 

consolidated adjusted net income, are from continuing operations and have been adjusted to eliminate the net expense or net 

gain related to certain items identified in our earnings press releases, including the Morningstar divestiture.  A full reconciliation 

of these measures calculated according to GAAP and on an adjusted basis is contained in such press release, which is 

publicly available on our website at www.deanfoods.com/investors and at the end of this presentation. 
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Who we are 

ΚTrusted regional brands: 50+ 

ΚManufacturing facilities: 75+ 

ΚTotal employees: 19,000 

Κ3.0B gallons produced annually 

ΚOver 37,000 points of distribution 

ΚMore than 2/3 of U.S. households 

purchase a Dean Foods branded 

product annually1 

ΚNYSE: DF 

ΚMarket cap: $2.0B2 

ΚRevenues: $9.0+B  

ΚHeadquarters: Dallas 
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Marty Devine  
Chief Operating Officer  

Strong management team and vision 

Gregg Tanner  
Chief Executive Officer  

Rachel Gonzalez  
EVP, General Counsel  

Barbara Carlini  
Chief Information Officer  

Kim Warmbier  
EVP, Chief HR Officer  

Shay Braun  
SVP, Procurement &  

Operations Support  

Chris Bellairs  
EVP, Chief Financial Officer  

To be the most 

admired and 

trusted provider of 

wholesome, great-

tasting dairy 

products at every 

occasion 
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Operational imperatives 

Never compromise on quality, safety or customer service 

Volume  

Performance  

Cost 

Productivity  

Effective  

Pricing  

ΚDrive volume growth 

at appropriate 

economic returns 

ΚGain share through 

low cost, high service, 

valued brands model 

ΚAugment volumes  

with differentiated 

products like TruMoo® 

ΚBuild on unique 

opportunities to create 

a cost-advantaged 

position 

ΚExpedite closure of 

under-utilized plants, 

routes 

ΚUse cost savings to 

enable future growth 

ΚImprove pricing tools 

and protocols to 

ensure pass-through 

of commodity inflation 

ΚReduce commodity-

driven volatility 

Κ2012 success drives 

2013 performance 
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Dean Foods at a glance 

ΚLargest U.S. processor and 

distributor of fluid milk, 5x 

the size of the next largest 

competitor 

ΚPortfolio of trusted brands, 

complementary products ï 

milk, ice cream, cultured 

dairy products, creamers, 

ice cream mix, and other 

dairy 

ΚBest-in-class nationwide 

distribution platform with 

extensive refrigerated 

direct store delivery  

systems 

ΚCost control is part of our 

DNA 
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Distribution: Broad nationwide distribution across channels 

The country s only coast-to-coast processor and distributor of fresh milk 

Κ 75+ manufacturing facilities 

Κ 6,500 direct-store-delivery routes 

Large Format 69%  Small Format 11%  Foodservice 13%  School/Govt 7%  
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Portfolio: Strength across the dairy case 

Dean Foods - fluid milk and 

more  
 

Dean Foodsô percent of national 

branded share has increased 

over the past three years 

 

Ice cream, cultured products, 

creamers, juice, tea and water fill 

out the Dean Foods portfolio 
3%  

FRESH 

CREAM (1) 

2%  
ESL & ESL  

CREAMERS (2) 

4%  
CULTURED 

5%  
OTHER 

BEVERAGES (3)  

9%  
ICE CREAM (4) 

2%  
OTHER (5) 

26%  
DEAN BRANDED WHITE  

40%  
PL WHITE AND FLAVORED  

74%  
FLUID MILK  

(1) Includes half-and-half and whipping cream 

(2) Includes creamers and other ESL fluids 

(3) Includes fruit juice, fruit-flavored drinks, iced tea and water 

(4) Includes ice cream, ice cream mix and ice cream novelties 

(5) Includes items for resale such as butter, cheese, eggs and milkshakes 

8%  
TRUMOO 
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White milk is a compelling, sustainable market opportunity 

Fluid Milk Category Dynamics 

ΚUbiquitous: in 90% of U.S. homes, over $20B of annual U.S. retail sales1 

ΚStrong health & wellness credentials 

ΚOne of the largest, most profitable categories for retailers 

ΚIndustry remains fragmented, large sophisticated platform provides significant competitive advantages 

Relatively Stable Long -term  

White Milk Consumption Trend 2 

Coffee 

25% 

Cereal 

30% 

Cooking 

15% 

Beverage 

30% 
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1. Symphony IRI Group, ñRefrigerated Conventional White Milk Overview: Category Decline Reviewò, July, 2010. 

2. IRI Panel, Total All Outlet, Calendar Year 2009 ï 2012, 2006-2008 from IRI study  published in 2011 
 



Scale: Dean Foods is the largest player in milk 

Κ We have the #1 

or #2 position, 

as measured by 

sales of branded 

white milk, in 

80% of the IRI 

defined 

geographies in 

which we 

operate 

($
 b

ill
io

n
s
) 

38% 

8% 8% 8% 

6% 

34% 28% 

-150 Players 
 averaging 0.2% 

share each 

4% 
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Brands: Leveraging TruMoo 

ΚFlavored milk is a $1B category, and TruMoo is 

the largest flavored milk brand 

 

ΚTruMoo was recently ranked as the fourth most 

successful consumer packaged goods brand of 

2012 by Information Resources, Inc. (IRI)  

 

ΚTruMoo is Dean Foods  largest national brand at 

$636M of retail and school sales in 2012 

 

ΚNo high fructose corn syrup, lower total sugar, 

low fat, all the great nutrition of milk  

 

ΚRetail volumes up 7.6% in 2012 

 

ΚMarketing is working: TruMoo is at 75% HH 

awareness, 14% trial, and repeat rates are at 

60% and growing (above CPG norms)1 

1.SymphonyIRI MULO data ending 52 W/E 12/31/12 
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