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Becoming more severe than previous recessionary periods, the 
current economic downturn, marked by declining wealth, 
rising unemployment, and record-high food prices, has 
seen consumer confi dence fall to its lowest level in 41 years.  
According to the USDA Economic Research Service, retail food 
prices are projected to rise by as much as 6% this year, on top 
of last year’s 4% increase—the highest annual increase since 
1990. Th e infl ationary environment is expected to persist into 
2009, with a 4% to 5% increase forecasted for the year. Th e 
fi nancial crisis on Wall Street has served repeated blows to Main 
Street, only exacerbating the anxiety that is building among 
consumers from all income levels as the more affl  uent are also 
feeling the pinch. According to a report released by Packaged 
Facts this June, 55% of households with $50,000 in annual 
income and 45% over $50,000 will change their spending 
habits to reduce expenditures. As economic conditions worsen, 
consumers are tightening their belts, which is impacting food 
purchasing behaviors.

Th e silver lining in this looming recession—people still need to 
eat, in good times and bad. However, a lack of disposable income 
will have an impact on what and where consumers buy. Value 
is the name of the game, and the impact of the recessionary 
economy is surfacing across all segments in the food chain. 

Economizing food
Branded and private label grocery products are gaining share 
from restaurants, according to Private Label Buyer. Consumers 
are shifting dollars away from restaurants towards food retailers 
as they prepare more meals at home.

BRAND “VALUE”
As stated, branded food companies are benefi ting from the trend 
towards eating at home. However, consumers have been forced 
to be more discriminating about their food spending,  and 
they are looking for value bargains. In response, producers 
are investing more advertising dollars to promote the value 
proposition of their brands and increase awareness among cost-
conscious consumers. 

New advertising campaigns, catering to the budget-oriented 
consumer, are touting comfort foods and playing up quality 
for value in brands. Th is represents a marked shift for 
branded food companies, whose most recent focus has been 
on marketing higher-priced, “premium” products. Producers 
will be balancing the need to provide lower-priced alternatives 
without sacrifi cing taste and quality—all with a sharpened 
focus on the bottom line as commodity pressures continue 
to impact earnings. “We clearly recognize there’s a value 
proposition there, and we’re going to exploit it,” commented 
Campbell Soup Company chief executive offi  cer, Douglas 
Conant, in the company’s fourth quarter 2008 earnings call 
in September, when speaking to the company’s lower-priced 
condensed soup off ering. 

Feeding the 
Penny-Pinched Consumer:

How Food Companies are 
Navigating Through the 
Tough Economy

Economy ads
Familiar food brands are being promoted with new angles 
on stretching the food dollar, illustrating the targeted 
eff orts being made by producers to win consumers in the 
strained economy. 

Campbell Soup - Promoting “bargain” condensed soups as the 
“original dollar menu” with targeted advertising and special in-store 
promotions and merchandising (e.g., 10 cans for $10). Previous ads for 
the soups focused on nutrition. 

Kraft - Marketing Kool-Aid powdered beverages as a cheaper 
alternative to soda. Television spots advertise Kool-Aid as a bargain, 
showing that four pitchers of Kool-Aid cost the same as one two-
liter bottle of soda (“delivering more smiles per gallon”). Kraft has not 
advertised Kool-Aid in eleven years. 

ConAgra - Promoting budget pricing on Banquet frozen dinners at 
$1.50 a meal (“so good for so little”). ConAgra hasn’t advertised its 55-
year old Banquet frozen dinners in more than a decade. 

Kellogg - Advertising staple cereal brands like Corn Flakes and Rice 
Krispies as “aff ordable breakfast choices.”

Retailers are also getting in the value game. Wal-Mart launched 
a new economy-centered advertising campaign telling 
consumers that the company is “there for them” through 
economic hardship. Some of the discounter’s recent 
advertising pitches have included:

“Making ends meet. It’s the number one issue on America’s mind this 
year. It’s been the number one issue on our minds for over 40 years.” 

“Shoppers spending $100 per week at a supermarket could save 
on average more than $700 a year* by purchasing the same kind of 
packaged grocery products at Wal-Mart.”

*U.S. cost comparison study based on 2007 sales of packaged foods by category (excludes fresh 
meat, produce and other random weight items). Global Insight, Inc., August 15, 2008 

“I think all companies should plan as if we’re 
going to be in a recessionary environment 
for the next 12 to 18 months, and that’s 
how we’re going to approach the business.” 

—Indra Nooyi

Chairwoman and CEO, PepsiCo
Beverage Digest, October 2008
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Heinz expects to grow despite tough economic times. “Remember, we’re not 
selling cars or washing machines. We’re selling one-, two-, three-dollar products,” 
said Heinz chief fi nancial offi  cer Art Winkleblack, in an investor conference in 
October. “A lot of our products are comfort foods, so in these tough times we 
have the right product for the right time.” It seems that Campbell Soup and 
Kraft would agree—consumers need comfort foods to ease them through 
these challenging times. Th e two companies are teaming up in an upcoming 
advertisement, pairing Campbell soups with grilled cheese sandwiches made with 
Kraft Singles cheese, pitching the meal with the tag line, a “wallet-friendly meal 
your family will love.”

PRIVATE LABEL 
Private label stands to substantially gain from the shift in consumer spending, 
as demand for such products will be heightened in the down economy. Th e rate 
of growth and extent of share gains will depend on how sharply consumers pull 
back spending and trade down from premium brands to less expensive private-
label products. Eduardo Castro-Wright, chief executive offi  cer of Wal-Mart’s U.S. 
Division, said in an October interview that the discounter is observing marked 
shifts in consumer buying behaviors, notably Wal-Mart shoppers have more than 
doubled purchases of private-label items. According to the Food Institute, overall 
private label sales have increased over 12% in the fi rst half of 2008, about three 
times the growth that was achieved in 2007.

Retailers are seizing this opportunity and aggressively promoting private label 
programs to expand share in the slowing economy, using store brands as a point 
of diff erentiation and loyalty builder in their stores. While consumers may be 
trading down—as store brands typically off er savings of 15% or more over 
brands—there is a growing perception that private label off ers the same or better 
quality as national brands.

Kroger views its innovative private label program as a critical growth opportunity 
in this economy. Th e company’s three-tier program—Private Selection, Store 
Banner, and Value Brands—is viewed to be one of the most extensive in the 
industry, with more than 14,400 items, and appeals to a broad range of customers 
on any budget. Th e company continues to see share gains, with private label now 
representing a record 26% of grocery dollar sales and a record 33% of unit sales, 
off ered chief executive offi  cer, David Dillon, in a September earnings call.

One of the central tenets of Tesco plc’s (Tesco) retailing strategy is everyday low 
prices. Th e U.K. food retailer’s entry and aggressive expansion in the U.S. last 
year spurred discounters and traditional retailers to roll out new small format 
concepts that concentrate on private label products, including Wal-Mart, Safeway, 
and Supervalu. Th e retail concept of Fresh & Easy Neighborhood Market, Tesco’s 
retail banner in the U.S., is centered on its own store brands—more than half 
of the 3,500 SKUs and more than 70% of the sales in Fresh & Easy stores are 
private label. Over 80% of Fresh & Easy’s customers indicate its private label 
products are one of the main reasons they shop at the stores, according to a 
company statement. In September, Tesco announced that it will introduce more 
than 200 new private label products by the end of this year.

Wal-Mart is refocusing on store brands. In October, the discounter announced 
plans to create a new executive position to oversee private label, with the intent 
to grow sales, market share, cash fl ow, and awareness for its corporate brand 
program. Industry observers say the move signals a signifi cant directional shift 
for the discounter, which has deemphasized private label in the past 18 months. 
Private label currently accounts for more than $30 billion in packaged goods sales 
in Wal-Mart’s U.S. division alone. 

Even upscale organics retailer, Whole Foods Market, is urging shoppers to 
“check out store brands.” Th e company is expanding its lower-priced, private-
label brands like 365 Everyday Value and Whole Kids Organic and now off ers 
more than 2,000 types of private-label products, which is up 15% from last 
year. Private label sales continue to increase, currently representing 21% of total 
sales, up from 15% three years ago. Th e increased focus on store brands is in 
part a response to mainstream rivals like Kroger and Safeway which have been 
expanding their private label off erings of organic and natural foods.

Feeding the Penny-Pinched Consumer

Belt Tightening in Slowing Economy
U.S. consumers have signifi cantly cut back spending in the 
worsening economy, reducing away-from-home spending 
primarily by changing their dining habits. Restaurants appear to 
have suff ered the most, as consumers have substantially reduced 
expenditures for dining out, but are likely be the fi rst to gain 
when the economy improves. 

Key fi ndings from a recent survey* of consumer spending 
patterns:

Changes in consumer spending over past six months:

43 Percent of respondents eating out less

39 Percent of respondents choosing less expensive 
restaurants

32 Percent of respondents who are buying more private label 
groceries

Changes in consumer spending if economy worsens: 

62 Percent of respondents who would make signifi cant 
additional cuts in their dining habits with a 10% decrease 
in disposable income 

Changes in consumer spending if economy improves:

28 Percent of respondents who would bring back dining 
away from home

Permanent changes in consumer purchasing patterns:
Buying more private label groceries 

*September 2008 survey conducted by Booz & Company Inc. The survey polled nearly 1,000 
households distributed across representative income and age demographics. 

2007 was a record year in U.S. private label sales. Sales across 
major retail channels* increased by $5.4 billion to $74.2 billion, 
according to industry statistics from The Nielsen Company and 
the Private Label Manufacturers Association, with new all-time 
highs achieved in total private label sales as well as in private 
label dollar share. Compared to fi ve years ago, annual private 
label sales in supermarkets are up $5.8 billion, an increase of 
13.3%, versus national brands, which are ahead 7.1%. 
*Supermarkets, drug chains, and mass merchandiser channels plus Wal-Mart. 
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VALUE RETAILING
Rapid growth over the past several years in low-priced formats like supercenters, 
club stores, and deep discounters has been at the expense of conventional food 
retailers. And in the current economic climate, these formats are getting more than 
a second look from traditional supermarket shoppers looking to save money, better 
positioning them in the downturn. Several are reporting healthy gains in same 
store sales, despite the sharp pullback in consumer spending. Wal-Mart’s same store 
sales rose 2.4% in September, Costco 7.1%, and BJ’s Wholesale Club 10.4%, for 
example.

Aldi is seeing a rise in shopper demand and continuing to expand despite the slowing 
economy. Th e company entered two new markets this year, including Florida, a 
new region for the chain, and Rhode Island, an expansion of its footprint in the 
Northeast, which will bring its U.S. store count to roughly 1,000 locations by year-
end. Aldi brings no-frills merchandising and everyday low prices to a growing base 
of customers. Over 95% of Aldi’s inventory is comprised of its own private label brands, 
which the company off ers through small format stores. However, Aldi’s biggest 
draw is price. Th e company off ered in a recent press release, “Food prices rising…
ALDI the answer: Save an average of $115 per month.” Th e announcement follows 
a national market basket study that Aldi completed in May, which found that its 
select brands average ~16% to 24% less than discounters and big box retailers and 
40% less than traditional supermarkets for their store brands. “We’re not exactly 
trend chasers here,” Jason Hart, president of Aldi’s U.S. division, told Supermarket 
News in an August interview. “I would argue instead that trends are coming to us. 
Whether it’s the growth of the alternative format, the growth of the small footprint, 
the big growth of private labels, or the recent trend toward value. Th at’s what our 
business is all about.” Aldi is pursuing a national expansion strategy targeting 75 
to 100 new stores a year for the next fi ve years, according to Mr. Hart. Th e U.S. 
division generated approximately $5.8 billion in sales last year, as reported by 
Supermarket News. Aldi USA is a part of the $57.5 billion organization of the same 
name, which also owns natural and organic foods retailer Trader Joe’s. Aldi operates 
more than 8,500 stores worldwide and is a dominant food retailer in Germany, with 
more than a 40% share of that market, by some estimates. Th e company’s expansion 
has been funded entirely with cash generated from operations and without the use 
of acquisitions.

With its edited assortment, small-format stores, SuperValu’s Save-A-Lot chain 
is a leader in extreme value retailing. Private label brands account for over 80% 
of store sales. Save-a-Lot’s draw is its value proposition—the retailer’s prices 
are up to 40% less than conventional grocery stores. According to company 
estimates, roughly 44% of the U.S. population is value-oriented shoppers, which 
translates into a potential customer of base of 120 million people. More than 4 
million shoppers visit Save-A-Lot each week, according to company statistics. 
Th e deep discount chain has grown from 247 stores in 1999 to over 1,180 by 
mid-2008, with system-wide retail sales of more than $4 billion. Th e chain 
plans to continue its rapid expansion, believing it has the capacity to double its 
store count.

Feeding the Penny-Pinched Consumer

“Let the price wars begin, as retailers, even Whole Foods, 
have decided that value is the war to be won.” 

—Phil Lempert

Th e Lempert Report, September 2008

Source:  The Lempert Report, citing Trade Dimensions and TDLinx, services of The Nielsen Company
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Following several years of rapid growth through aggressive store expansion, 
discounters are well-positioned to capitalize on existing trends as value will 
drive retail food spending in the slowing economy. 

Warehouse clubs and supercenters posted their second consecutive 
year-over-year increase in excess of 10% during August, according to recent 
statistics reported by the Census Bureau and cited by The Food Institute. Sales 
at these retailers rose to a record-high $227.2 billion through September 1, up 
10% from the same eight-month period of 2007. 

Privately-held Aldi does not disclose financial information, though industry 
analysts say that the chain’s same store sales appear to be growing at healthy 
rate. As value resonates with consumers in the current economic 
environment, Aldi stands to benefit by drawing shoppers from conventional 
retailers. “If the company can lure in new shoppers—and prove to them that 
trading down doesn't lead to lower-quality food—it stands to make 
long-term gains,” said Jim Hertel, of supermarket consultant Willard Bishop.
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VALUE MEALS 
Consumers have signifi cantly pared back spending on food away-from-home, 
according to a recent survey conducted by Booz & Co (Page 2), by making 
fewer visits to restaurants and switching to cheaper fast-food alternatives. Th e 
U.S. restaurant industry is navigating through the most diffi  cult economic cli-
mate in 17 years, according to Hudson Riehle, chief economist for the National 
Restaurant Association. “Restaurant spending in 2008 is defi nitely weaker than 
it was in 2001, the last recessionary period. Th e previous weakest year was 1991 
for the industry, when real sales growth actually declined by 0.2%,” said Mr. 
Riehle. “Quickservice eateries generally are more optimistic than higher-priced 
establishments,” he added. According to Technomic, restaurant industry growth 
will remain challenged through 2009. In 2008, industry sales are expected to 
reach $517 billion, which represents a 3% decline from last year on an infl ation-
adjusted basis—marking the industry’s fi rst year of negative real growth since 
2002, and prior to that, since 1991. Projected industry sales of $526 billion in 
2009, infl ation-adjusted, refl ect a forecasted decline of 3%. Only once before, 
in 1980 and 1981, has the foodservice industry posted two consecutive years of 
negative real growth. 

Casual dining has already been hit hard by declining traffi  c due to decelerating 
consumer spending. In July, the well-known Bennigan’s Grill & Tavern and Steak 
& Ale restaurant chains, owned by parent company Metromedia Restaurant 
Group, fi led for Chapter 7 bankruptcy protection, closing the doors of its 200 
company-owned stores, illustrating the severity of the current environment. 

Consumers are on-the-hunt for bargains, so special off ers and value pitches 
are on the menu, according to market research fi rm NPD Group. To stimulate 
traffi  c, restaurant chains are ramping up value promotions much earlier in 
the year, like IHOP’s all-you-can-eat pancakes for $4.99, in an environment 
where higher commodity prices and escalating operating costs will likely erode 
margins. Restaurant chains have also taken to economy-centered ads reaching 
out to consumers, like Denny’s tag line “who’s going to bail you out,” which 
advertises a $4 pancake and egg and breakfast. Even java has lost some of its 
juice in the current economic environment. Findings released in October from a 
recent Morgan Stanley survey show that nearly one-third of Starbucks customers 
have cut back visits in the past three months, of which 84% blamed economic 
pressures for the reduction. 

Fast-food chains are weathering the storm, benefi ting from increased traffi  c as 
consumers trade down to lower-priced fare but are not immune to the downturn. 
Th e infl ationary cost environment may push once resilient dollar menus to price 
hikes. In addition, convenience meals, one of the fastest growing store brand 
categories among the nation’s leading supermarkets, are taking a bite out of fast-
food sales. A new report from Technomic, cited by Progressive Grocer, found that 
62% of consumers report purchasing more supermarket prepared meals than a 
year ago, and are doing so at the expense of fast-food restaurants. 

Feeding the Penny-Pinched Consumer

WITH ADVERSITY COMES PROSPERITY 
With challenges come opportunities. Companies that are the most successful 
in weathering this storm will continue to invest in brands and product 
innovation to maximize performance, despite the downturn in the economy. 
And while challenging economic times typically force consolidation, well-
capitalized participants are leveraging their strong cash positions to continue 
to seek out acquisitions to bolster growth. Major producers like Heinz and 
Tyson Foods have publicly voiced their intentions to pursue acquisitions, 
viewing the current environment as a unique buying opportunity. “Th e pool 
of potential acquisition targets is as deep as we’ve seen in recent history, and 
we continue to evaluate opportunities to grow our business with strategic 
acquisitions that add shareholder value,” said Heinz chief fi nancial offi  cer, Art 
Winkleblack. John Tyson, chairman of Tyson Foods, said, “We’ve got about 
$1.5 billion in the bank ready to take advantage of opportunities, whether 
they’re domestic or they’re in the three growth countries: Brazil, China, and 
India.” People will always need to eat. Companies that are able to innovate, 
adapt, and change to meet consumers’ needs will likely come out ahead of the 
competition when the economic situation improves.

Weathering the Storm
Turmoil in the broader fi nancial markets sent stocks tumbling in recent weeks. 
While market volatility has caused food stocks to decline, food indices have 
continued to outperform the broader market. A testament to the food industry’s 
resilience—Campbell Soup Co. was the only company in the S&P 500 index to 
post a gain on the day the Dow saw its largest one-day point decline in history, 
evidencing the staying power of a strong brand portfolio—products that will sell 
in good times and bad. 

Source: Capital IQ.
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Released in October, the results of a consumer survey conducted 
by Technomic show that the recent fi nancial crisis is likely to cause 
a high number (74 percent) of consumers to visit both quick- and 
full-service restaurants less often. Survey results also indicate that 
over 50 percent of consumers—and over 70 percent of higher-
income consumers—plan to spend less when they do visit either 
type of restaurant. 
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Mergers & Acquisitions
“BITE SIZED” ACQUISITIONS FEED MIDDLE MARKET DEAL 
FLOW IN THE THIRD QUARTER

SELECTED STRATEGIC TRANSACTIONS

BEVERAGE

Coca Cola Co. / China Huiyuan Juice Group Ltd.

In September, Coca-Cola Co. (Coke) announced its intention to buy China 
Huiyuan Juice Group Ltd. (Huiyuan) in a cash transaction valued at $2.3 
billion⎯marking Coke’s largest overseas acquisition and the largest takeover of 
company in China, according to Bloomberg data. With the acquisition, Coke 
will double its share in China’s fruit-juice market, where Huiyuan currently holds 
the largest share at 10.3%, followed by Coke with 9.7%. Coke expects more than 
80% of future growth to come from non-U.S. markets, including China, where 
its sales volume increased 18% last year. 

Huiyuan makes and markets about 220 beverage products including fruit and 
vegetable juices and nectars, the majority sold under the Huiyuan brand. Th e 
company’s other brands include Quan You and the Le Le Yuan brand of children’s 
juice products. Major Huiyuan shareholders, including founder and president 
Zhu Xinli (42% stake) and Group Danone SA (23% stake) have agreed to 
the transaction.

Transaction Multiples: ~6.3x Revenue

INGREDIENTS

SOS Cuetara SA / Bertolli Olive-Oil and Vinegar Business (Unilever plc)

In July, Spanish food company, SOS Cuetara SA, agreed to buy the Bertolli 
Olive-Oil and Vinegar Business from Unilever plc (Unilever) for €560 million 
in a move to expand its presence in the U.S. With the acquisition of Bertolli, 
the company will strengthen its position as the world’s leading olive-oil bottler, 
increasing its global share of olive oil output from 15% to 20%. Bertolli will add 
€380 million in annual sales. 

Th e sale of the Bertolli Olive Oil and Vinegar Business is part Unilever’s continuing 
rationalization plan that includes the divestment of non-core businesses. Unilever 
is retaining the Bertolli brand for other foods, including margarine, pasta sauces, 
and frozen meals. 

Transaction Multiples: ~1.5x Revenue; ~9.3x EBITDA

NATURAL / ORGANIC

Kellogg Co. / Specialty Cereals Pty. Limited

In September, Kellogg Co. (Kellogg) announced the acquisition of Specialty 
Cereals Pty. Limited (Specialty Cereals) of Australia. Specialty Cereals 
manufactures natural, ready-to-eat cereals under the Vogels, Wild Oats, and 
Cerevite brands and reported revenues of $17 million in fi scal 2008. Under 
Kellogg’s ownership, Specialty Cereals will continue its 20-year relationship as a 
co-packer and co-manufacturer for the company. “Th e acquisition of Specialty 
Cereals provides Kellogg Australia with an entry into the fast-growing Natural 
Foods segment,” said Kellogg President and CEO David MacKay.

Acquisitions have been critical to Kellogg’s global expansion. Th e company 
acquired cookie and cracker maker, Zhenghang Food Company (China), and 
cracker, biscuit, and breakfast cereal producer, United Bakers (Russia), also this 

Domestic Food & Beverage M&A
Third Quarter 2008 Announced Transactions
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Mergers & Acquisitions
year. Th e Specialty Cereals acquisition also furthers Kellogg’s push into health and 
wellness. Kellogg completed the acquisition of natural foods product companies 
Wholesome & Hearty Foods (maker of “Gardenburger” vegetarian, natural and 
organic products) and Bear Naked (maker of all natural granola and trail mix 
products) in 2007. 

PROTEIN

Tyson Foods / Three Brazilian Poultry Businesses 

Announced in September, Tyson is again expanding its international presence, 
marking its entry to the Brazilian poultry industry with the purchase of 
controlling interests in three vertically-integrated poultry companies located in 
southern Brazil - Macedo Agroindustrial (Macedo) and Avicola Itaiopolis (Avita), 
both located in the state of Santa Catarina; and Frangobras (70% interest), in the 
state of Parana. Macedo is a strong retail chicken brand in Brazil and an exporter 
of chicken products to the United Kingdom, Belgium, Spain, Hong Kong, 
Japan, South Africa, and Yemen. Th e company reported sales of approximately 
R$102 million (1 USD = 1.779 BRL) in 2007. Tyson plans to double Macedo’s 
daily production capacity to 176,000 birds. Tyson’s investment in poultry 
start-ups, Avita and Frangobras, will enable each processing facility to increase 
daily chicken production to 320,000 birds. Both companies recently built new 
production facilities and have processing capacity to support signifi cant future 
growth. Avita supplies whole and cut-up chicken primarily for the foodservice 
industry, while Frangobras supplies foodservice and retail customers with whole 
and cut-up chicken products. Product from the two companies will be sold in the 
Brazilian domestic market as well as exported to several countries. Santa Catarina 
and Parana are leading corn- and soy-producing states in Brazil, and both have 
excellent access to major ports for exporting products, which were cited as key 
factors in the acquisitions.

Tyson has aggressive growth plans in Brazil since the country is currently the 
world’s leading chicken exporter and third largest producer behind the U.S. 
and China, according to company statements. Tyson expects Brazil’s developing 
economy and growing middle class to drive increases in per capita chicken 
consumption, which is currently greater than in the U.S. 

Tyson is also aggressively pursuing international expansion outside of Brazil. Th is 
acquisition news follows on the purchase of majority stakes in Godrej Foods, 
Ltd., a leading poultry producer in India, and Shandong Xinchang Group, a 
major poultry processor in China, both announced this year. In 2007, chicken 
accounted for roughly 30% of Tyson’s sales, or approximately $8.2 billion.

Marfrig Group / Pemmican Beef Jerky Brand (ConAgra Foods)

In July, Brazilian meat company Marfrig Group (Marfrig) acquired the Pemmican 
beef jerky brand from ConAgra Foods, strengthening its position in the branded 
snack meats market. Marfrig is one of the largest producers of beef and beef by-
products in Latin America. Th e company produces beef jerky from manufacturing 
units in Brazil, Argentina, and Uruguay that have a combined capacity of 27 
tons/day. Th e cash purchase price paid was $25 million. Th is acquisition follows 
Marfrig’s recent announcement in June that it was acquiring certain Brazilian 
and European meat businesses of U.S.-based OSI Group.

BAKERY

Kellogg Co. / IndyBake Products Inc. and Brownie Products Co. 

In addition to recent global acquisitions, Kellogg announced that it acquired 
the assets of IndyBake Products LLC and Brownie Products Co., a contract 
manufacturing company producing cracker, cookie, and frozen dough products. 

Kellogg CEO David MacKay commented that the acquisition will enable the 
company to expand in proprietary snacks and enable new product innovations. 
Combined revenues for IndyBake Products and Brownie Products were 
approximately $50 million in 2007. 

SNACK FOODS

Diamond Foods, Inc. / 

Pop Secret Microwave Popcorn Business (General Mills)

In September, Diamond Foods, Inc. (Diamond), a leader in culinary nuts and 
snack products sold under the Diamond and Emerald brands, extended its 
reach in the snack subsegment with the acquisition of the Pop Secret microwave 
popcorn brand. Introduced in 1985, Pop Secret is the number two brand in 
the $900 million U.S. microwave popcorn category with 25% share in grocery 
stores. Th e brand has a history of successful innovation, addressing key consumer 
trends in health and wellness and convenience with the introduction of low fat/
low calorie, whole grain, high fi ber, and snack size off erings. With roughly 39% 
of total SKUs comprised of healthier snack alternatives, the brand is currently 
outperforming in the better-for-you category and has substantial room for 
growth, according to a recent Diamond press release. 

Diamond has experienced rapid growth since its launch in the snack category 
in 2004, growing sales from $7 to $80 million by fi scal 2007. Th e company is 
targeting snack sales of $200 to $250 million by 2011, through a combination 
of organic growth and acquisitions. Th e Pop Secret acquisition meaningfully 
advances that target, adding approximately $85 to $95 million in incremental 
snack sales. Diamond is seeking additional premium branded products with 
attractive growth and margin profi les that leverage the company’s existing 
distribution channels.

Diamond purchased the brand from General Mills for a cash purchase price of 
$190 million.

Transaction Multiples: ~2.0x - 2.2x Revenue

Houchens Industries Inc. / Tampico Beverages Inc.

Houchens Industries Inc. (Houchens) acquired Tampico Beverages Inc. 
(Tampico) from AEA Investors LLC in a cash transaction in July. Th e Tampico 
brand of refrigerated juice drinks and value-added fruit juice concentrates is sold 
in more than 36 countries. Tampico has had annual sales growth of approximately 
10% and generated retail sales in excess of $350 million in 2007. Houchens’ 
other food and beverage holdings include grocery stores, convenience stores, and 
restaurants. Over the decades, the company has built a network of hundreds of 
grocery stores under such banners as Food Giant, Foodland, Houchens Markets, 
IGA, Piggly Wiggly, and Save-A-Lot. Th e company acquired regional grocery 
store chain Buehler Foods in June of this year. Buehler operates a 22-store retail 
network with locations in Indiana, Illinois, and Kentucky.

Houchens is one of the country’s largest 100% employee-owned companies, 
with sales approaching $3 billion. Th e company’s diverse holdings include 
retail, insurance and brokerage, construction, manufacturing, recycling, tanning 
supply distribution and software and Website development. Houchens President, 
Spencer Coates, commented that the company would continue to look to add 
more companies.

B A K E R Y  A N D  S N A C K  F O O D S

B E V E R A G E
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Mergers & Acquisitions

Campbell Soup Co. / 

Wolfgang Puck Soup Business (Country Gourmet Foods)

In July, Campbell Soup Co. (Campbell) acquired the Wolfgang Puck Soup 
Business (Wolfgang Puck) from Country Gourmet Foods, further supporting its 
commitment to wellness and extending the company’s off erings in the growing 
organic and natural segment of the soup market. Wolfgang Puck is one of the 
leading organic soup brands in the United States. Th e brand’s three main product 
lines, including “red label” ready-to-serve soups, organic and natural “green 
label” ready-to-serve soups, and natural and organic stocks and broths, generate 
annual sales of approximately $22 million. Commenting on the acquisition, 
Campbell CEO, Douglas Conant, said, “As the world’s leading soup company, 
Campbell must expand its role in the organic segment of the market. Combining 
Wolfgang’s brand and reputation with Campbell’s distribution and marketing 
capabilities creates the opportunity for signifi cant growth.” In addition to 
extending its wellness and organic product off ering, Wolfgang Puck’s positioning 
as a high-quality premium brand brings opportunities for product line extensions 
in premium soup off erings. Campbell’s other organic product off erings include 
tomato juice (V8 brand), pasta sauce (Prego), salsa (Pace), and broth (Swanson). 

Ian’s Natural Food Inc. / Healthy Handfuls LLC

Ian’s Natural Foods Inc. (Ian’s) acquired California-based Healthy Handfuls LLC 
in September. Th e acquisition extends Ian’s product line in all-natural and organic 
meal and snack off erings for families. Founded in 2002, Healthy Handfuls makes 
animal-shaped USDA certifi ed organic snack foods for children in portable snack 
boxes and pouches.

PRIVATE EQUITY

Centre Partners Management LLC / Connors Bros. Income Fund 

In September, Centre Partners Management LLC (Centre Partners) announced 
the take-private of Connors Bros. Income Fund (Connors Bros.) in a transaction 
valued at approximately $660 million. Connors Bros.’ operating subsidiaries, 
Clover Leaf Seafoods, L.P. and Bumble Bee Foods, LLC, make up North America’s 
largest branded seafood company. Th e businesses manufacture and market a full 
line of consumer food products, including canned tuna, salmon, sardine, and 
specialty seafood products under such leading brands as Clover Leaf, Bumble 
Bee, Brunswick, Snow’s, and Beach Cliff , as well as a full line of canned chicken 
products in the U.S. under the Sweet Sue brand name. 

In connection with the transaction, Hanover Foods Corp. (Hanover) agreed to 
acquire Castleberry’s red meat business. Hanover will acquire the Castleberry’s 
brand, inventory, and certain equipment related to the chili, stew, hash, and 
other meats products. 

Transaction Multiples: ~.7x Revenue; ~7.5x EBITDA

Wind Point Partners / Ryt-Way Industries, Inc.

In August, Wind Point Partners (WPP) acquired Ryt-way Industries Inc. 
(Ryt-way), a leading contract manufacturer and packager serving the food industry. 
Th e company provides primary and secondary co-manufacturing, logistics, and 
inventory management services with current capabilities focused on ready-to-eat 
cereals and meals, snack foods, crackers, mixes, and convenience foods to leading 
consumer food companies. WPP acquired Ryt-way in partnership with food 

industry veterans David Finch, formerly with Johnsonville Sausage, who will join 
the company as CEO, and George Bayly, former Chairman and CEO of Altivity 
Packaging, who will assume the position of Chairman of the Board. Senior debt 
fi nancing for the transaction was provided by CIT Group, GE Capital Markets, 
and ING Capital. Norwest Mezzanine Partners provided subordinated debt. 

WPP also owns Santa Maria Foods (Santa Maria), Canada’s largest manufacturer 
of Italian-style deli meats, whose retail brands Mastro and San Daniele are 
the leaders in the Italian specialty food market. Th e company is also a leading 
provider of imported Italian specialty foods such as premium coff ee, water, and 
olive oil, and is the exclusive importer of the Lavazza and San Benedetto brands 
in Canada. WPP acquired Santa Maria in partnership with CEO Fred Jaques in 
January 2007. In March 2008, WPP sold Nonni’s Food Company (Nonni’s), a 
manufacturer and marketer of specialty premium baked goods, such as biscotti 
and bagel and pita chips, to Vivartia SA.  

Linsalata Capital Partners / Hospitality Mints LLC

Linsalata Capital Partners (LinCap) acquired Hospitality Mints LLC (Hospitality 
Mints) in August. Th e North Carolina company is a leading manufacturer of 
customized, individually-wrapped promotional mints and candies for foodservice, 
retail, and ad specialty channels, reaching restaurants, hotels, resorts, businesses, 
events, and grocery, and party store outlets. Th e company’s senior management 
invested in the transaction alongside LinCap. Hospitality Mints marks LinCap’s 
fi rst platform in the food space following a targeted search initiated last year to 
pursue food-related investments. LinCap purchased the company from private 
equity fi rm American Capital, Ltd. 

Richelieu Foods (Brynwood Partners) /

Sauces and Dressing Business (Sara Lee Foodservice)

In August, Richelieu Foods acquired the Sauces and Dressing Business of Sara 
Lee Foodservice, which produces sauces, salad dressings, and mayonnaise for 
national restaurant and foodservices distribution customers. Richelieu Foods is 
a portfolio company of private equity fi rm Brynwood Partners, which acquired 
the company in April 2005. 

N A T U R A L  /  O R G A N I C

Middle Market LBO Multiples

*Middle market transaction values less than $500 million.

  Source: Standard & Poors LCD.
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Mergers & Acquisitions

Source: Thomson Financial and Capital IQ

Selected Food Industry M&A Transactions - Announced in Third Quarter 2008
($ in millions)

Announced Enterprise

Date Business Target Country Acquirer Rationale Value (EV) 

Sep-08 Protein Connors Bros. Income Fund Canada Centre Partners Management LLC Private Equity $660.7

Sep-08 Snack Foods Healthy Handfuls, LLC United States Ian's Natural Foods Inc. Product Line Diversification n/a

Sep-08 Protein Macedo Agroindustrial Ltda. / Avicola Itaiopolis / Frangobras Brazil Tyson Foods Inc. Globalization n/a

Sep-08 Cereal Specialty Cereals Pty. Limited Australia Kellogg Co. Globalization n/a

Sep-08 Distribution Centerplate Inc. United States Kohlberg & Company, L.L.C. Private Equity 215.3

Sep-08 Beverages Café Moka Brazil Sara Lee Corp. Globalization n/a

Sep-08 Beverages China Huiyuan Juice Group Ltd. China Coca-Cola Co. Globalization 2,366.8

Aug-08 Snack Foods General Mills Inc. (Pop Secret Popcorn Business) United States Diamond Foods, Inc. Product Line Diversification 190.0

Sep-08 Bakery IndyBake Products LLC / Brownie Products Co. United States Kellogg Co. Consolidation n/a

Aug-08 Condiments Sara Lee Foodservice Ltd (Sauces and Dressings Business) United States Richelieu Foods, Inc. Consolidation n/a

Aug-08 Ingredients Optimum Nutrition, Inc. United States Glanbia plc Product Line Diversification 315.0

Aug-08 Confectionery Hospitality Mints LLC United States Linsalata Capital Partners Private Equity n/a

Aug-08 Pet Food Old Mother Hubbard, Inc. United States Berwind Corporation Private Equity 400.0

Aug-08 Nutritional Products Pure of Holland, LLC United States Marwit Capital Private Equity n/a

Jul-08 Condiments Bénédicta S.A.S. France HJ Heinz Co. Globalization 117.0

Aug-08 Ingredients Amstar Foods, LLC United States MaMa Rosa's LLC Product Line Diversification n/a

Aug-08 Ingredients Land O Lakes Inc. (Pet Food Cheese Facility) United States International Ingredient Corporation Product Line Diversification n/a

Jul-08 Protein Shandong Xinchangn Group Co. Ltd. China Tyson Foods Inc. Globalization n/a

Jul-08 Ingredients McCormick & Co. Inc. (Season-All Salt Business) United States Morton Salt Company Brand Dominance 15.0

Jul-08 Beverages Tampico Beverages, Inc. United States Houchens Industries, Inc. Private Equity n/a

Jul-08 Protein ConAgra Foods, Inc. (Pemmican Beef Jerky Brand) United States Marfrig Group Globalization 25.0

Jul-08 Protein Peterson Farms, Inc. (Broiler Operations) United States Simmons Foods, Inc. Consolidation n/a

Jul-08 Ingredients Bertolli (Olive Oil and Vinegar Business) Italy SOS Cuetara SA Globalization 891.7

Jul-08 Bakery Amalfitano's Italian Bakery United States Gatehouse Holdings, L.L.C. Private Equity n/a

Jul-08 Ingredients Unilever plc (Turkish Olive Oil Business) Turkey Ana Gida Otomotiv Ve Ihtiyac Meddeleri Sanayi Ve Ticaret AS Brand Dominance n/a

Jul-08 Agricultural Tate & Lyle plc (Intl Sugar Trading and Marketing Division) United Kingdom Bunge Ltd. Product Line Diversification n/a

Jul-08 Natural Country Gourmet Foods, Inc. (Wolfgang Puck Soup Business) United States Campbell Soup Co. Brand Dominance n/a
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Market Monitor
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Commodity prices have exhibited sharp declines in recent weeks, falling to lows 
from their summer peaks. Corn dropped below $4/bushel in October, down 
nearly 50% from an $8/bushel high in July. Soybean prices are down over 40% 
from their July high, dropping below $9/bushel in October, and wheat has 
declined nearly 60% from a March high, falling below $6/bushel.

Volatility in the global equity markets, driven by the recent fi nancial crisis and 
fears of a global economic slowdown, has resulted in sharp declines in major 
commodities, notably crude oil, which is now near $60/bbl and down nearly 
60% from a record-high $145/bbl in July. Natural gas prices dropped below 
$7/MMBtu, down from a high of $13/MMBtu in June. Falling oil prices and 
reduced speculation in the commodities markets has led to sharply lower prices 
of corn and other commodities in recent weeks.

Supply/demand fundamentals do not appear to be driving the recent volatility in 
commodity prices, although the expectation of increased production may have 
some impact in lower prices: 

Th e 2008 corn crop, estimated at 12.2 billion bushels, is expected to be the • 
second-largest ever in the U.S., according to the USDA’s October 10 Crop 
Production Report. Also in the report, the USDA forecasted the largest 
wheat crop in over ten years, and the fourth-largest soybean crop on record. 
In a subsequent release, the USDA reported that the Iowa corn harvest 
is at least three weeks behind schedule due to wet weather and delayed 
crop development, which could result in lower corn yields. No more than 
20% of Iowa’s corn harvest is complete, according to reports from Storm 
Exchange. Th is contrasts with Iowa’s soybean crop, of which 90% has been 
harvested. Industry sources suggest that farmers have become more patient 
because of the sharp drop in corn and soybean prices and are holding off  
harvesting their crops in anticipation that prices may improve.

U.S. corn ethanol production is expected to reach 9.3 billion gallons • 
in 2008, surpassing the original forecast of 9.0 billion gallons, which is 
signfi cantly above 2007 production (6.5 billion gallons), according 
to the U.S. Grains Council. 

Rice production is forecast at 204 million cwt, up 3% from last year. As • 
of late September, 52% of the U.S. acreage was harvested. Late spring 
planting pushed crop maturity back in Arkansas, Mississippi, and Missouri. 
In September, Hurricanes Gustav and Ike brought heavy rains and wind, 
and as a result, many growers in Louisiana and Texas will be unable to get a 
second crop this year due to fl ooding.

Food infl ation over the past three months has continued to increase, despite 
successive decreases in corn, wheat, and soybean prices. Industry sources comment 
that higher commodity prices will continue to work way their way through the 
value chain, causing input cost pressures to remain an issue in the near-term. And 
recent price increases put through by food companies are likely to remain “sticky” 
as producers will be slower to lower prices given the infl ationary environment 
that has persisted over the past year. 



10

Industry Valuations

NOTE:  Figures in bold and italic type were excluded from median and mean calculation.

(1)  Company is target of announced acquisition.

(2)  As of 10/30/2008.

(3)  Market Capitalization is the aggregate value of a firm's outstanding common stock.

(4)  Enterprise Value is the total value of a firm (including all debt and equity).

Source:  Capital IQ.

($ in millions, except per share data) Current   % of Market Enterprise Total Debt/ LTM

Company Name Ticker Stock Price (2) 52W High Capitalization (3) Value (4) Revenue EBITDA EBIT EBITDA Revenue Gross EBITDA EBIT

PROCESSED FOODS
Campbell Soup Co. CPB $37.94 92.9% $13,694.4 $16,228.4 2.0x 10.4x 12.6x 1.7x $7,998.0 39.7% 19.6% 0.0%
ConAgra Foods, Inc. CAG 17.18 65.5% 7,680.9 10,773.2 0.9x 8.1x 10.5x 2.6x 12,050.2 22.3% 10.7% 8.2%
General Mills Inc. GIS 67.58 93.8% 22,581.0 29,531.1 2.1x 10.6x 12.7x 2.7x 14,077.4 35.0% 19.0% 15.7%
The Hain Celestial Group, Inc. HAIN 22.26 64.1% 894.0 1,174.4 1.1x 10.9x 13.4x 2.9x 1,056.4 27.6% 10.2% 8.3%
HJ Heinz Co. HNZ 43.65 82.4% 13,632.3 18,335.6 1.8x 9.7x 13.8x 2.6x 10,405.7 36.3% 18.2% 14.9%
Hormel Foods Corp. HRL 28.13 65.8% 3,792.4 4,107.4 0.6x 6.3x 11.5x 0.7x 6,557.7 23.0% 9.9% 15.3%
The J. M. Smucker Company SJM 43.48 76.7% 2,383.5 3,029.8 1.2x 8.4x 7.8x 2.2x 2,626.9 30.7% 13.8% 7.9%
Kellogg Co. K 49.99 85.4% 18,966.5 23,831.5 1.9x 10.1x 10.2x 2.3x 12,683.0 42.8% 19.2% 11.3%
Kraft Foods Inc. KFT 28.95 82.0% 43,949.4 63,805.4 1.6x 10.1x 11.9x 3.2x 42,684.0 33.4% 15.1% 16.3%
Nestle SA VIRTX:NESN 38.39 79.3% 144,451.5 168,890.7 1.8x 9.7x 11.9x 1.9x 107,220.2 57.2% 17.0% 12.7%
Sara Lee Corp. SLE 11.25 66.4% 7,952.7 9,875.7 0.7x 6.2x 11.5x 2.0x 13,212.0 38.4% 12.0% 14.1%
Treehouse Foods Inc. THS 29.70 94.0% 934.0 1,518.8 1.1x 11.2x 9.2x 4.3x 1,370.9 20.0% 9.9% 8.1%
Median 80.7% $10,792.5 $13,500.8 1.4x 9.9x 11.7x 2.4x $11,228.0 34.2% 14.4% 12.0%

Mean 79.0% $23,409.4 $29,258.5 1.4x 9.3x 11.4x 2.4x $19,328.5 33.9% 14.5% 11.1%

BEVERAGE
Coca-Cola Co. KO $44.66 68.1% $103,323.4 $106,763.4 3.3x 11.0x 12.7x 1.2x $32,149.0 64.4% 31.0% 26.9%
Cadbury plc LSE:CBRY 9.03 77.0% 12,272.6 15,053.0 1.1x 7.0x 8.5x 1.7x 16,505.2 48.2% 15.9% 13.0%
Constellation Brands Inc. STZ 12.73 50.7% 2,784.3 7,597.2 2.0x 7.9x 9.5x 6.7x 3,867.5 36.9% 18.7% 14.4%
Diageo plc LSE:DGE 15.18 83.2% 38,510.1 50,225.7 3.8x 11.4x 12.4x 2.9x 16,091.5 58.9% 31.3% 28.5%
Hansen Natural Corporation HANS 25.45 37.9% 2,350.1 2,145.3 2.2x 8.7x 8.8x 0.0x 988.3 51.1% 25.1% 24.8%
Median 68.1% $12,272.6 $15,053.0 2.2x 8.7x 9.5x 1.7x $16,091.5 51.1% 25.1% 24.8%

Mean 63.4% $31,848.1 $36,356.9 2.5x 9.2x 10.4x 2.5x $13,920.3 51.9% 24.4% 21.5%

BAKED GOODS/SNACK FOODS
Flowers Foods, Inc. FLO $29.28 89.6% $2,757.4 $2,779.6 1.3x 12.5x 18.0x 0.1x $2,166.3 47.9% 10.3% 7.1%
George Weston Limited TSX:WN 50.41 89.0% 6,507.1 13,588.7 0.5x 8.6x 13.5x 3.7x 32,140.7 NA 5.8% 3.7%
Grupo Bimbo SA de CV BMV:BIMBO A 4.95 88.2% 5,816.6 6,121.0 1.0x 8.8x 12.0x 0.7x 7,371.8 52.2% 11.6% 8.6%
Lance Inc. LNCE 20.37 80.9% 641.1 728.0 0.9x 13.7x 32.8x 1.7x 794.9 38.5% 6.7% 2.8%
Ralcorp Holdings Inc. RAH 68.52 92.5% 1,765.1 2,367.6 0.9x 8.9x 13.6x 2.7x 2,559.1 16.9% 9.9% 6.4%
Median 89.0% $2,757.4 $2,779.6 0.9x 8.9x 13.6x 1.7x $2,559.1 43.2% 9.9% 6.4%

Mean 88.0% $3,497.5 $5,117.0 0.9x 10.5x 18.0x 1.8x $9,006.5 38.9% 8.9% 5.7%

DAIRY
Dairy Crest Group plc LSE:DCG $4.90 47.9% $651.6 $1,406.7 0.6x 6.1x 9.4x 3.7x $3,118.5 28.8% 8.5% 5.4%
Dean Foods Co. DF 20.97 71.7% 3,194.8 7,880.4 0.6x 9.8x 13.8x 5.9x 12,528.0 22.2% 6.4% 4.5%
Groupe DANONE ENXTPA:BN 54.90 66.6% 26,212.5 40,492.9 2.3x 12.6x 15.4x 5.1x 21,967.1 51.6% 17.3% 14.0%
Glanbia plc ISE:GL9 3.45 48.4% 1,011.7 1,403.4 0.5x 6.7x 8.4x 2.7x 3,578.9 15.1% 6.8% 5.3%
Saputo, Inc. TSX:SAP 20.71 76.7% 4,274.4 4,589.6 1.1x 10.2x 12.0x 0.8x 5,092.0 NA 10.6% 9.0%
Median 66.6% $3,194.8 $4,589.6 0.6x 9.8x 12.0x 3.7x $5,092.0 25.5% 8.5% 5.4%

Mean 62.3% $7,069.0 $11,154.6 1.0x 9.1x 11.8x 3.6x $9,256.9 29.4% 9.9% 7.7%

PROTEIN
JBS S.A. BOVESPA:JBSS3 $1.86 38.3% $2,634.1 $3,666.8 0.3x 12.3x 21.3x 7.3x $15,623.6 8.8% 2.6% 1.5%
Pilgrim’s Pride Corporation PPC 0.99 3.3% 73.3 1,529.7 0.2x 8.7x NM 8.6x 8,570.6 4.0% 2.1% NM
Sanderson Farms Inc. SAFM 29.30 58.1% 594.4 751.3 0.4x 7.6x 12.7x 1.8x 1,690.3 6.9% 5.8% 3.5%
Smithfield Foods Inc. SFD 9.81 30.5% 1,387.2 5,357.1 0.5x 9.7x 18.8x 7.9x 11,876.3 9.1% 4.3% 2.0%
Tyson Foods Inc. TSN 8.30 42.6% 2,946.9 5,969.9 0.2x 7.1x 17.6x 3.7x 27,406.0 4.4% 3.1% 1.2%
Median 38.3% $1,387.2 $3,666.8 0.3x 8.7x 18.2x 7.3x $11,876.3 6.9% 3.1% 1.7%

Mean 34.6% $1,527.2 $3,455.0 0.3x 9.1x 17.6x 5.9x $13,033.4 6.7% 3.6% 2.1%

RETAIL
Koninklijke Ahold N.V. ENXTAM:AH $10.63 79.0% $12,453.5 $14,300.4 0.4x 5.4x 8.3x 1.9x $44,536.9 25.3% 6.8% 4.3%
Costco Wholesale Corp. COST 56.97 75.7% 24,592.5 23,745.7 0.3x 8.8x 11.7x 0.9x 72,483.0 12.4% 3.7% 2.8%
Delhaize Group ENXTBR:DELB 53.15 61.8% 5,284.5 8,452.1 0.4x 4.9x 7.6x 2.0x 28,932.4 25.1% 7.2% 4.7%
Kroger Co. KR 27.47 88.6% 17,923.5 25,345.5 0.3x 6.7x 10.5x 2.0x 74,530.0 23.5% 5.1% 3.2%
Safeway Inc. SWY 21.50 59.7% 9,217.1 14,704.3 0.3x 4.9x 7.8x 2.0x 43,644.5 29.6% 6.8% 4.3%
SUPERVALU Inc. SVU 13.92 32.1% 2,947.6 11,823.6 0.3x 4.4x 7.3x 3.4x 44,171.0 23.1% 6.0% 3.7%
Wal-Mart Stores Inc. WMT 54.75 85.7% 215,385.2 255,117.2 0.6x 8.6x 11.0x 1.5x 397,383.0 24.5% 7.5% 5.8%
Whole Foods Market Inc. WFMI 10.57 20.7% 1,482.8 2,298.4 0.3x 4.5x 8.5x 1.6x 7,908.4 34.3% 6.4% 3.4%
Median 68.8% $10,835.3 $14,502.3 0.3x 5.2x 8.4x 1.9x $44,353.9 24.8% 6.6% 4.0%

Mean 62.9% $36,160.8 $44,473.4 0.4x 6.0x 9.1x 1.9x $89,198.6 24.7% 6.2% 4.0%

DISTRIBUTION
Nash Finch Co. NAFC $38.57 81.0% $493.1 $819.3 0.2x 6.4x 9.2x 2.6x $4,500.7 10.0% 2.8% 2.0%
Sysco Corp. SYY 25.31 71.8% 15,219.4 16,648.2 0.4x 7.4x 8.9x 0.9x 37,522.1 19.2% 6.0% 5.0%
Median 76.4% $7,856.3 $8,733.7 0.3x 6.9x 9.0x 1.7x $21,011.4 14.6% 4.4% 3.5%

LTM Enterprise Value LTM Margins



BGL’s dedicated Food & Beverage Group provides comprehensive M&A, private capital-raising, and fi nancial 
restructuring services to private and public companies spanning the global food & beverage industry.

Complementing our extensive transaction 
experience is a deep, real-time knowledge of 
the food and beverage industry, including 
a strong understanding of current raw 
material prices, supply-chain dynamics and 
latest consumer trends, and how each aff ects 
our clients.

Fruits & Vegetables• 
Bakery & Grains• 
Protein & Seafood• 
Dairy• 
Agricultural Inputs• 
Ingredients• 
Beverages• 
Restaurants• 
Retail & Wholesale Distribution• 

Th e information contained in this publication was derived from proprietary research conducted by a division or owned or affi  liated entity of Brown Gibbons Lang & Company LLC.  Any projections, 
estimates or other forward-looking statements contained in this publication involve numerous and signifi cant subjective assumptions and are subject to risks, contingencies, and uncertainties that are outside of our 
control, which could and likely will cause actual results to diff er materially.  We do not expect to, and assume no obligation to update or otherwise revise this publication or any information contained herein.  
Neither Brown Gibbons Lang & Company LLC, nor any of its offi  cers, directors, employees, affi  liates, agents or representatives makes any representation or warranty, expressed or implied, as to the accuracy, 
completeness or fi tness of any information contained in this publication, and no legal liability is assumed or is to be implied against any of the aforementioned with respect thereto.  Th is publication does 
not constitute the giving of investment advice, nor a part of any advice on investment decisions and nothing in this publication is intended to be a recommendation of a specifi c security or company, nor is 
any of the information contained herein intended to constitute an analysis of any company or security reasonably suffi  cient to form the basis for any investment decision.  Brown Gibbons Lang & Company 
LLC, its affi  liates and their offi  cers, directors, employees or affi  liates, or members of their families, may have a benefi cial interest in the securities of a specifi c company mentioned in this publication and 
may purchase or sell such securities in the open market or otherwise.  Nothing contained in this publication constitutes an off er to buy or sell or the solicitation of an off er to buy or sell any security.

For questions about content and circulation, please contact editor, Rebecca Dickenscheidt, at 312-513-7476 or rdickenscheidt@bglco.com.
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312.658.1600, x4753
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312.658.1600, x4764

As the exclusive U.S. partner of Global 
M&A, BGL has access to global buyers, sellers, 
and fi nancing sources throughout Europe, 
Asia, Australia, the Middle East, and North 
and South America that is unparalleled in the 
middle market.


