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(Video Playing)

Unidentified Speaker

At Tupperware Brands, we know that women are the key to a successful future.

Unidentified Speaker

An empowered woman lifts the whole society. At Tupperware Brands, we see this as a huge opportunity.

2

THOMSON REUTERS STREETEVENTS | www.streetevents.com | Contact Us

©2015 Thomson Reuters. All rights reserved. Republication or redistribution of Thomson Reuters content, including by framing or similar means, is prohibited
without the prior written consent of Thomson Reuters. 'Thomson Reuters' and the Thomson Reuters logo are registered trademarks of Thomson Reuters and its
affiliated companies.

FEBRUARY 25, 2015 / 1:30PM, TUP - Tupperware Brands Corp Analyst Meeting

http://www.streetevents.com
http://www010.streetevents.com/contact.asp


Unidentified Speaker

Women are the world's greatest untapped resource that too often they face barriers that stand between them and their dreams.

Unidentified Speaker

(Spoken in foreign language).

Unidentified Speaker

(Spoken in foreign language).

Unidentified Speaker

At Tupperware Brands, our missions is to enable women to experience life-changing opportunities.

Unidentified Speaker

Chain of Confidence is our global mission to change lives. Our business model helps women remove the barriers that prevent them from going
after their dreams.

Unidentified Speaker

We earn a lot of money in Tupperware but no money could buy discipline.

Unidentified Speaker

Relationships are at the center of all that we do. We provide mentorship and tools that empower women to transform not only their lives but their
families' lives as well.

Unidentified Speaker

So my life started changing. I was able to pay the education for my children.

Unidentified Speaker

And above all, to discover confidence in themselves.

Unidentified Speaker

When you provide this opportunity to the women of Mexico, can you see a difference in their level of confidence?

Unidentified Speaker

(Spoken in foreign language). It's extraordinary. (Spoken in foreign language).
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Unidentified Speaker

(Spoken in foreign language).

Unidentified Speaker

(Spoken in foreign language).

Unidentified Speaker

A confident woman can change the world.

Unidentified Speaker

When a woman feels confident, she has influence, she begins to change her community and her country from the inside out.

Unidentified Speaker

(Spoken in foreign language).

Unidentified Speaker

And when women are empowered to participate in the economy, they are a global force for good.

Unidentified Speaker

(Spoken in foreign language).

Unidentified Speaker

If I appear confident today, that's Tupperware.

Unidentified Speaker

We're talking about a billion people, 50% are women. So I can't even begin to imagine the number of women whom we could impact positively
with Chain of Confidence.

Unidentified Speaker

Our mission is to transform millions of lives, create a global impact that is unmatched and unimagined by any other organization.

Unidentified Speaker

At Tupperware Brands, we know that the best confidence is shared confidence. Together, let's build a world of confident women.
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Lien Nguyen - Tupperware Brands Corp - Director Investor Relations

Please welcome our Chairman and CEO, Rick Goings.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Good morning everyone. And I want to also say welcome to all the people on the webcast. Let me tell you a little about today. I guess I'm serving
as a bit of the bookends, I'll open it up and be part of some of the Q&A. And then at the end, yes, we'll wrap it up.

First, what this is not, we just did earnings release three weeks ago on not only Q4 but the full year. So we're not here to make any financial
announcements, discuss acquisitions, change in share repurchase or dividend. But what we really, seriously are here today, is to talk about this
business and the future.

What we're going to be going through is really two things. I'm going to be taking you through, firstly, some of the new directions of the company,
what's going to be happening later in this year and what's going to be happening in the coming years. We're even going to risk taking you to some
things that are not at the point of perfection. We clearly believe in any kind of innovative business model that you design it, you launch it in a
learning laboratory phase, you fix it or refine it and then you spread it out wider. The dynamic organizations are always doing that.

We also believe that every successful business model works until it doesn't. And so if you don't have an attitude of constant innovation, you're
going to be yesterday's news. So I'm continually shocked by the number of companies that have gone bankrupt, and usually it's a leadership issue.
Yes, externals change, but the number one responsibility of the leadership team in place at Tupperware Brands, and I believe everywhere, is the
sustainability of the enterprise for all those involved. All the stakeholders, our customers, our sales force, our employees, as we call them, associates,
and clearly our shareholders. So that involves change. And sometimes the things we work on work, and sometimes they don't. We never want
them not to work on a major stage.

The second major thing we're going to really work today on is really sharing with you some of the talents that we have around the world. You're
going to see we have three group presidents. You're going to meet two of them today. And I'm really proud to say when I joined the company, we
had one woman managing director and now we have many women managing directors. And two of our three group presidents are women.

And it's interesting, I saw Christine Lagarde who was an acquaintance of mine from Davos over the years. I saw her a week before last. And it was
interesting, she just gave a speech this week and we were talking about this whole concept of gender parity. And I want people to get this thing
right, yes, gender parity is a nice thing to do under the whole banner of fairness. But Christine Lagarde thinks -- puts is as she says, gender and
equality is an economic principle.

There's my friend Nick Kristof here in New York. He was right when he and Sheryl, his wife, wrote that book Half the Sky. Why wouldn't you empower
and leverage half the world? So we're going to be showing you some of our talent here today. And there's a lot of other people out there as well.

You know the drill here, for those of you in the audience, with regard to forward-looking statements. And particularly this is the case when we're
talking about the forward things that we are going to be doing with this company. So I'd send you to our website on this.

This is our mission. I think you could see it in the opening video. It's all about to empower women to build their business. Did I ever really dig in to
eBay, I remember the first time I was trying to recruit Meg Whitman under the board of Boys & Girls Clubs of America. And first I was shocked, and
said, so let's go to your office and meet. She said, I don't have an office, I have a - let's go to my cubicle and meet.

And so we went and sat down. And she really got me to understand that the eBay business was really about creating a business model, a trading
model to build entrepreneurs all over the world. And that's when we got into discussion about Tupperware. Because that's what this company has
been doing since Rosie the Riveter came back from being engaged in the war effort working at a factory, for the first time, getting her own money,
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getting some time away from the kids. And she found out, you know what, I want to have my own life as well. That was the beginning of a big
women's empowerment movement.

This is our DNA. And this management team, we will not create -- take credit for creating it. But I will tell you we will take the credit, we were the
ones that really refined it, we put focus on it, we repackaged it and we spent a heck of a lot of time trying to make it something that matters all
around the world.

I've been deeply involved, as my wife, Susan, in the World Economic Forum and was just named the trustee on gender parity. We are talking the
talk.

A dozen years ago, in Davos, there wasn't a single discussion or assembly point talking about gender parity. There were 12 of them this past year.
Very pleased that we have now with the United Nation, former Vice President of South Africa, Phumzile is now the Undersecretary General of
Women's Issues.

And we have created a movement. There's only 10 of us CEOs that are really the key advisory group. It's called HeForShe. There's a lot of she-for-shes
out there, but when hes whether heads of states or heads of big companies, unless he is for she, it's not going to happen.

And I wrote a blog on Huffington. It basically said, at our current rate of gender parity, it will be achieved in 81 years. Not good enough. And so as
the core of our business, this is what we work to do, because it's good for business, it is leveraging great power.

Susan and I were talking -- my wife -- this morning. I was talking about levers and Archimedes and I loved when she said, you give me a lever long
enough and a place to stand, and you can change the world. We look at that with regard to empowerment of women, leverage this incredible
power.

So that's what we're going to be talking about today, how we make this opportunity better for her.

Women were behind this decade of strong growth where we grew from 5% to 9% top line since 2007. We're very proud of this. And by the way, I
would add, 2008 is when everything crumbled everywhere else, but because there were so many levers within our business to really be counter-cyclical
and to do something locally action-wise, then you can really, really counter those trends.

Women were behind too if you put $10,000 in Tupperware stock in 2007, it would be $40,000 today. It would be $17,000 if you did it in the S&P. I
am also happy that under that, at the same time, we bought in more than a $1.2 billion worth of shares in US dollars. We bought in1/5 of the
company at the same time. So we really believe we've returned this to our shareholders and we're very much committed to that.

This is what drives our business. It's interesting because I talk about formulas and models and why that matter. So often, somebody gets a great
idea and they want to start a new business. I can tell you from 25 years of service on bank boards, the number one area of risk with regard to new
business loans, you probably already know this, restaurants.

The average restaurant fails within five years. But look at some of the best names in the restaurant industries that come up with a franchise model,
they almost never close out there because they have a proven model and that enables a repeater kind of a formula out there.

Four pieces of our model there. The brand, and we're going to be talking about that. And you're going to see how we've morphed from a business
that was called food storage and was 85% of our business to -- we don't do food storage, that's what you do in plastic bags, instead, we're in the
food preservation business.

But I will tell you, it's less than 1/3 of our business because we're in so many new and different categories. And you mention our brand name in
most markets in the world, and it's put up there at the same plane as the best and most -- high quality brand names.

6

THOMSON REUTERS STREETEVENTS | www.streetevents.com | Contact Us

©2015 Thomson Reuters. All rights reserved. Republication or redistribution of Thomson Reuters content, including by framing or similar means, is prohibited
without the prior written consent of Thomson Reuters. 'Thomson Reuters' and the Thomson Reuters logo are registered trademarks of Thomson Reuters and its
affiliated companies.

FEBRUARY 25, 2015 / 1:30PM, TUP - Tupperware Brands Corp Analyst Meeting

http://www.streetevents.com
http://www010.streetevents.com/contact.asp


Our relationship selling method. We're going to share some more about that with you. And I'm excited about it because this new generation coming
along cares more about relationships than baby boomers.

When you put those two together, product, selling method, the power of the brand, and then we come up with a career path for her that she can
move from wherever she is now to however much more she wants to become. And I got to tell you -- to steal from the James Bond song -- nobody
does it better.

Our management teams around the world know the fundamentals of this kind of a business, how to recruit, train and motivate better than anybody.
They understand fundamentals on context, competition and recognition. And if you put those six things together, that's what drives this kind of
a business, very powerful model and business fundamentals.

Now, things are changing in the world. It doesn't feel like a very subtle world. And I remember a couple of years ago when I had a trip to Davos,
Fareed gave me a copy of his book, The Post-American World. And I never will forget, on one page, talking about this is in fact the least violent
time the world has ever known. Doesn't feel it, does it? But we didn't have CNN back then. We didn't have people on the ground back then. We
didn't have the Internet back then because it doesn't feel that way. A lot of externals out there. And the key pieces to find business models that
can navigate through those regardless of what happens.

Third billion this is what's happening. Well, what we mean by that? There's going to be another billion women that enters the workforce in the
near term, very interesting too. Most of those who are in emerging markets, we already have Beachheads there. We already have businesses set
up big opportunity for us because that's an emerging middle class. They're looking for brands and they break in to almost the Maslow's hierarchy
of needs, the base; food, clothing and shelter. We're household formation. We're right where that sweet spot is.

You'll hear from Asha Gupta our Group President of Asia-Pacific dramatic numbers who were entering the middle class most in Asia-Pacific.
Urbanization in 1950 there was only one country in the world where the bulk of their population live in an urban location and that was England
and it was London. Today the bulk of the world's population lives in urban locations and that number is going to double the estimate by 2050.
You're going to see how we're leveraging that with the new different kind of distributorship models rather than at the edge of a big metro center
you will see smaller distributorship.

Think moving from battleships to small frigates all closer to where people live. Think too of smaller kitchens less time, more time spent commuting.
Technology, technology isn't going to replace our relationships selling method. It is already, we've learned, enhancing it. And you'll see some of
that here today with Stein Ove Fenne.

And finally, millennials. I guess I'm most excited about this. Millennials generally are those born after 1981 which really some argue after '90s. It's
up the in air. It's the next generation entering the work force. And what is happening? These millennials they're different than baby boomer. I'm a
baby boomer. What's happening with millennials -- baby boomers wanted a job, millennials they want an opportunity, 58% want to be entrepreneurs.
They're interested in relationships. Baby boomers were much more private. They're 50% of the work force by 2020, 70% by 2025. So a lot of changing
externals. We know how to navigate and leverage these.

Two things we'll really get through today. How we contemporize our business models? And that is, from it is now to what it's going to be. Think
back, product, relationship selling method, the opportunity path and fundamentals you'll see here in the next two and a half hours how we're
changing that because we got to keep contemporizing it.

At the same time, how do we strengthen our core? We grew recruit almost 3 million people a year. How do we get more of those people to stay
with us? How do we get more productivity out of them? How do we make our distributorships more gazelle like? How do we get more effectiveness?
You'll see that today. All of that leads to more customers and more customers buying more.

Now the most important thing I'm thrilled to share with you today is for you to meet some of our talent. And I got to say we still have a business
to run so we couldn't bring everybody here for -- you'll see group presidents here today. But how we bring somebody generally into our company
in their 20s or early 30s.
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Headhunters don't care much for our company because we don't use them very often. Because companies where I've always believed, you try to
recruit the best people you give them opportunity, you give them development roles, a mentor, you reward them, they stay with you and they
grow with you. All a company is, is a collection of people.

We have had so many competitors over the past decade come after our people because they are generally known as the best trained in the world,
lost one. And I'm not going to say it's the one everybody wanted to go. And we're very, very proud of it.

Generally somebody starts I said in their 20s or early 30s if they're going to stay in the function, finance they move up and they get their ticket
punch in certain other finance areas. And then we send them off into a generally a different area of the world to learn it and then they come back
more senior. If they're on our general management track you'll see one of our group presidents started in HR and then moved her out of HR into
general management managing portfolios. And she's a group president today.

But it's been amazing what's happened. Since 2004 the investment we've made I've done more than 100 four-day chairman's retreat and it's a
group half the size of this. 25 people at a time, me sitting on a stool in the middle of the room, then them sitting on a stool in the middle of the
room, we take a part of the business, we dig into the model, we look at externals and we change it together, quickly.

Mike Poteshman you'll see him today. He's our CFO. Many of you have met Mike. But you see Mike just turned 50. He's been with us 21 years. Early
30s brought him back from Europe to be our CFO.

Georges Jaggy we just moved him from Europe. Georges has been an MD of multiple markets in Europe. He's in Luxembourger that you hardly
ever met one of those, also lived in Switzerland. Georges speak six languages. His real specialty was marketing. You'll hear from him. He's our Chief
Marketing Officer.

You will see too, Tricia Stitzel, just came back last year from a decade in Europe where she managed portfolios. Now she has all of the Americas
and is a Group President, the highest level.

Asha Gupta. Asha has been with us 16 years started as 25 years old in Delhi in sales and then marketing. After -- by the way, almost every one of
these people I'm sure has an MBA. I don't. But the goal was, you know, surround yourself with people smarter than yourself. Asha then, we send
her to Copenhagen that's a logical thing. And we had her spend years there to be head of marketing for our Nordics market. Then we sent her back
to India. She built that India business into one of her bigger businesses. Then she was moved into a portfolio and now she's Group President,
Asia-Pacific.

You'll see too, Michael Tziallas, 18 years in the business. Michael was 25 years old when he started in Greece. And then we sent him to Switzerland.
And then we sent him to Germany as marketing director. And then he got his first president MD assignment in Austria where he blew the roof off
that business. Then we sent him to Italy where he did the same thing. We just moved him four months ago to Singapore where now he has his first
big portfolio up there. Michael speaks four languages.

Niki Decker, our VP of Strategy. I'm going to turn it over to her in just one second. She's also our VP of Investor Relations prior to this. Prior to that,
she came out of internal audit. We find that they are in fact finance people who in fact have good personalities and we leverage that. Some of you
maybe that. But it works.

Now to make it all happen, next, Stein Ove. Stein Ove was a major in the Norwegian Air Force getting his graduate degree in the United States
when we noticed him, put him on a practicum. He, by the way at NATO, had a one star general's position there. He left the military after completing
two years duty more after getting his MBA, joined us 12 years ago. He served in the US. He's run all of the Nordics. Now he's head of our North
American business.

And Lien Nguyen eight years with the company, started in finance. And now we've just moved her up to the Head of Investor Relations.
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Quickly, I'm going to end with this slide later today. This is a so what of why I try to get somebody to say, "Why invest in Tupperware," first thing,
unequivocally, the talent that we have. I wish I could bring you the people that are not here today, you could see them. They're -- because there's
more of this out there. Our business model, I covered that. The emerging markets this is where the future of the world is emerging markets not
that Europe and the US are going to go away. But together, they're 10% of the world's population.

You're going to hear about our iROAR strategy today and that really is making our core business do better. And then Mike is going to take you
through what this means because that's the ultimate it's about returning cash to our shareholders.

With that Niki let me turn it over to you. And we'll -- I think I'm a couple of minutes over but you'll shorten yours. Thank you. Thank you. You're
welcome.

Niki Decker - Tupperware Brands Corp - VP - WW Strategy

So good morning everyone. It's great to see some familiar faces out there. And I'm so happy to be here today to share with you about our plans to
drive growth. As Rick shared, we're going to walk you through today how we planned to strengthen our fundamentals, strengthen our core and
what we're doing to extend our reach.

But before we get into the agenda for today, I just want to take you very simply through our business model. And Rick touched on the different
points, but we'll use this as our guide for later today. But before we get into that, let me tell you a little bit about how we drive growth and how we
think about the KPIs in the company. It's really, really very simple.

Our sales growth is all about having more sellers selling more. Pretty easy, right. And the KPIs that drive that for us are sales force size, getting them
active and then their level of productivity. So the way we grow our sales force size, it's recruiting more people under the business and retaining
more of those that joined us. Once we bring them in, we really need to make sure that they have the tools, the trainings and the support to be
successful. And we call activation.

And finally, to drive the earning opportunity for them, it's all about their level of productivity and we can increase that, they can increase that, by
selling to more consumers and by selling more premium priced products.

So throughout today, we're really going to drive how we're looking to leverage each of these levers of our business. And we'll use these icons
throughout at our summary slide so you can better understand which of these we're driving through the initiatives we talk about.

So with that, let's talk about the flow for today. We'll use our business model that Rick talked you through, as the guide and I'll be your guide to
walk you through that. So to start us off, Georges will talk about our dynamic brand and product and how we're really looking to leverage innovation
to drive activity and productivity of the sales force.

Michael and Lulu will talk with you about our relationship base selling method and how through the power of demonstration we have an opportunity
to increase our penetration and productivity especially in our emerging markets.

We know that every business model works, but we -- including ours. But we recognize the need to contemporize to appeal to today's consumers
and our sales force. So Stein Ove and Tricia will talk with you about what we're doing to contemporize our fundamentals.

Asha will then talk with you about how we're looking to increase our sales force size by capitalizing on a growing addressable markets.

And finally, Mike will wrap it all up for us and help us to understand how putting these strategy into place could look for us in the future. So we
have a lot to get through today. And I promise you you're going to want to make sure you have time to see it all.

So let me please ask you that as you have questions, that you write them down, and save them until the end. And we'll have time for Q&A. So with
that, let me please welcome Georges Jaggy to tell you about our dynamic products. Georges?
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Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Tupperware is a brand. Tupperware is also a product, product which is in millions of households all over the world. And when we think of developing
new products, we have very much in focus innovation. Innovation gives us the competitive advantage. Innovation makes us ready to answer
consumer needs tomorrow, and innovation mainly, develops the enthusiasm and the excitement of our sales force.

The power of innovation has been in the entire history of Tupperware, the main driver when developing products. Innovation creates new solutions
for demands of tomorrow. Innovation gives us competitive advantage when we speak about externals. We need to be addressing your needs, this
new millennials, this urbanization, these new trends going on. Innovation gives us the opportunity to set new price point. Indeed, if there is no
competition there is no price comparison. Innovation gives us this advantage.

Innovation strengthens our brand. If you have a product which is unique, you are recognized as a brand. And importantly, innovation excites our
sales force. The passion of our sales force around the product makes that sales force, is activated and is productive, that is extremely important to
us. There is a side effect to innovation which we appreciate quite a lot.

We have been recognized all over the world for our constant and beautiful design, as you might be surprised that our product are in many museums
all over the world, permanent collections and we continue to be awarded for our design and our functionality in the last years and we will continue
to work on that.

There is design, but there is also functionality. The functionality is extremely important to us. Innovation and functionality is a platform for Tupperware
for the future. We do have two research and development centers, one in Europe, one in the United States. Our engineers and designers are working
on new projects, we do have constantly more than 100 product concepts to be ready for the future to answer consumer needs and you might see
one of them later on.

We have more than 10,000 active utility and design patents, the highest of our history, of our 60 years old history. So, why are patents so important
to us? First of all, the patents protect our capital of innovation. As I said before, 60 years of innovation. Secondly, patents give the competitive
advantage our sales force can take advantage of. Indeed, if you have a product in your hand and you make the demonstrations, you can only find
that product with Tupperware, you can only find the solution to that question in your kitchen, in your home, in your room with Tupperware is a
true competitive advantage.

So, we continue certainly as we did in the last 60 years on our track record. Now, let me take you and show some into our product categories and
show some of the products to you and how innovation gives us this competitive advantage. How innovation answers to consumer needs. I would
like to start with food conservation. You would agree with me that this FridgeSmart does not have much in common with the first Tupperware
bowl, this FridgeSmart is a container for keeping food fresh longer.

Actually, it's pretty smart because we developed a venting system together with the University of Florida in Gainesville which helps just conserve
vegetables and fruit longer by adjusting the ventilation and moisture management system, it's very easy to use. You just check here on the pictogram,
for instance where is the broccoli, you put the broccoli inside, you adjust the vent system according to the broccoli and you keep just your food
longer.

What does it mean? It means for our customers hundreds of dollars saved by not throwing food away, it means for our sales force to be able to
reconnect our customers by having and suggesting an entire system which goes into the fridge. Food preparation, wherever you are nowadays
food preparation is a big subject. You open your television you can see cooking shows all over the world. Food preparation is actually a very
interesting and big domain for us, a big category.

I show you here our Power Chef System which is a system actually as you can see with a pull-cord which drives the mechanism inside which helps
you depending on a device which you use to either blend, chop, mix, or emulsify whatever you would like to do, interesting. You don't need
electricity this can be used at any place. Capitalizing on trends such as preparing food yourself and also giving a competitive advantage to our
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sales force. We are unique in this. On top of that as is this system, whenever we develop a new device, our sales force might re-contact the customers
who are in possession of the engine and suggest a new device for them to buy.

Next category is a category which obviously all of us are concerned because it's a category which is growing, on the move. You can see this product
here which is our CrystalWave container, you just take whatever food you want to take with you in the morning, you close it with the seal, it's spill
proof.

Wherever you find a microwave just put it in there, you don't need to open the lid, the little vents which you can see opens whenever it's getting
hot, steam gets out, you don't need to clean the microwave and the little trick was the four vents and the spoon on the top it's on the go. Solution
for trends of tomorrow, easy to handle, a clever product.

Cook like a Chef, is a category we really love. Who has never dreamt of cooking like a chef and was just unable to do so? I would like just to show
you our UltraPro, a high-tech resin which allows us to mold this kind of product which goes actually in the freezer, in the fridge, in the microwave
and in the oven, up to 450 degrees.

If you know where to buy a chicken, if you know where to buy vegetable, and if you know where your oven is at home you can cook like a chef. No
need to stir, no need to supervise, no need to control, no need to clean the oven after and amazingly even chefs, top rated chefs are really crazy
about this product because it has a moisturizing ventilation system inside, the food is always fantastic.

So, capitalizing on trends, capitalizing on making it easy to cook at home, and by the way, molding this kind of resin is not something competition
can do tomorrow. So also capitalizing on how we manufacture and giving competitive advantage. The big area in which we are, is clearly the
microwave. And I would like to show you one of our top products for microwave for re-steaming inside the microwave.

There's a lot about steaming in microwave, but this product here our MicroSteamer, MicroGourmet has the faculty that the microwaves don't even
touch the food. Interestingly that between the light green and dark green we have a layer of aluminum. Same goes for the container, see the little
holes here? The only thing which is sensitive to microwaves is this little basket which you fill with water. You put whatever food inside, we will see
a little bit later, the microwave heat up the water the steam goes up.

Again, no microwave touches the food only steam. Capitalizing on new trends, healthy, quick, every dish and every meal is done within 20 minutes.
Unique competitive advantage. Last category I want to share with you, drinking solutions. You have in front of you our Eco Bottle. Eco, why? Because
it's a product also like all the other ones in which we give our lifetime guarantee. So it's a sustained product. This is the kind of product we use to
get in to touch with new customers, more about that a little bit later.

On the right-hand side you can see our nano filter. Our nano filter is one of the top products sold in our Asian markets mainly China. It's a product
which filters water and brings it to top quality. We call it almost Evian on your stove top -- on your top. Now, this is a product which is sold for over
more than a thousand dollars in our Chinese markets, but answering demands on households in exactly those markets.

Now, I've taken you through the couple of products in our category, let me also share with you quickly how we launch new products. When we
have a new product first of all, build an entire story around it. The story is how we can merchandise the product, what kind of recipes would go
with the product, what kind of demands does this product answer, what kind of trends is this product for?

Whenever we have filled this entire merchandising story up we add value to the product. What happens then? At national events where we have
our sales force, they would receive the product as a premium, as a price for good work. They take the product home, they use it, they work with it
they are able, after that to demonstrate.

Second level, our host gets the product, she might get this product as an incentive for holding a party, she could maybe buy it at a very special
price, that's the way we cascade it down and only after the host got it a couple of weeks or months later, you will see our new product in the catalog.
This way of launching the product, make sure that we have the sales force which is excited, make sure that we have capitalized on all the trends
as much as we can, and it gives us also the first hints about how we have to forecast our supply in the different markets.
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Now, you have seen the power of our product innovation, we are answering solutions, we are ready for tomorrow, we can price our products in a
different way, it strengthen our brand and mainly, it's excites also our sales force. I would like to give you a little perspective also of the future. And
if you are very focused, you might get some fantastic surprise a little bit later.

Now, what if I told you that in a couple of months you would be able to bake your bread with a crispy crust with the smell you only can get in the
morning when you pass in front of a bakery, in your microwave oven with a Tupperware product? What if I told you if you could make and grill a
steak the way you want exactly with this fantastic brown color, with a Tupperware product, in the microwave oven?

Well, ladies and gentlemen, stay focused you might get a little surprise later. But in between, I would very much appreciate that Michael comes on
stage and gives you some perspective on how we get this products to life in demonstration. Michael?

Michael Tziallas - Tupperware Brands Corp. - Area VP - South East Asia & Australia/NZ

Good morning to everybody. How are you today? So, I'm Michael I'm from Greece but I lived many years in Italy so I'm southern Mediterranean.
And today, I will try to get some excitement because that's part of our culture. And I will talk about the power of the Tupperware demonstration.

Our heritage of Tupperware is a unique product demonstration. And I would like you to understand and see it a little bit how exactly this happens.
When we are doing a product demonstration in Tupperware, first of all we need the story around the product. Then you need the "wow moment"
and then solutions for the consumer, so there is a strong desire for purchase.

And actually our goal today is to influence as much more sales force members around the world, to use the product demonstration and the way
to do the Tupperware sales. To highlight this even better, I thought about bringing a guest here with me, he's not here, he's in the video, but he
doesn't speak English unfortunately. He speaks Italian. And what I wanted to highlight with that, is he's going to present to you a product which
I'm pretty sure, if you would see the shelf of a retail shop, you would not even spend $1 on it.

Actually, this product sells for $40. In Europe, Africa, and the Middle-East the last four months, because it's a new product, thousands of people are
buying this product every day at our Tupperware demonstrations. And what I wanted to feature with this video is that the demonstration and the
power of the demonstration doesn't have a language. Even if you don't speak the language, you get the magic. You get this "wow moment" and
you get this desire to purchase. Please enjoy.

(Video Playing)

Unidentified Speaker

(Spoken in Foreign Language).

Michael Tziallas - Tupperware Brands Corp. - Area VP - South East Asia & Australia/NZ

We are really excited about it. (Inaudible - technical difficulties) and this was our Magic Maker, we call it Magic Maker. But did you see it? I mean if
you ever see this product, would you ever understand what it really does? Actually, it's a culinary machine. So imagine this Tupperware demonstration
where this product is demonstrated, what effect it has to the consumer.

So going forward and trying to highlight what I want to say is, the Tupperware demonstration gives us many, many benefits. Actually, it gives many
benefits to our sales force. First of all is differentiation from competition. Nobody has the Magic Maker. And it's much more obvious after the
demonstration you've seen.

It's much easier to sell. Because you don't sell the product, you sell the culinary aspect of the product around it, you sell the story around it. I can
be culinary very, very simple. Actually, it's a very simple product. You just press and you are a culinary chef.
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The other thing that it does is resell complimentary products around this product. So using the salmon -- salmon? They tell me that in US, salmon.
Because in Europe, we say salmon, it's salmon. So we sell salmon -- did I say that correct, salmon? Okay.

So you can sell with the salmon other products around it. So with this maker we have, the Magic Maker, we can sell our casseroles. Or we could sell
our serving items. So imagine the enhancement of the productivity of the demonstrator -- of Tupperware demonstrator through this Tupperware
demonstration.

The other thing it has, is the brand image. Like Rick said this morning, we are not a company who is selling food storage containers. And you don't
want the people who are around us, our sales force, and our managing directors or management companies to believe that we are that. We are a
culinary company, we are much more than that. And through this product and the product demonstration, that's what we are becoming slowly,
slowly, and this is our vision, to influence as many people as we can to move into the culinary aspect of our business.

And last but not least, we can sell much more premium priced items. And what do I want to say with that? What you have here -- actually, I lost it.
It's the Italian effect of the presentation. It's full of surprises.

(Spoken in Foreign Language). Okay, I speak Italian, all right? The technical people, they speak German. And this never worked in history. And it
will not work today. So that's why we have so many wars in Europe from history.

It never worked. Okay, so I'll try to talk about it. So the Tupperware demonstration provides two elements very, very important to our sales force.
Number one is the activity and the other one is the productivity.

The activity, why? Since it's easier to sell -- all right, I'll get back. All right. (Spoken in Foreign Language). So we go -- yes, you have sometimes to
talk to Germans.

Drive productivity, why? Because there is two ways to sell and demonstrate Tupperware products. One is, one-to-one and the other one is,
one-to-many. And we have, around the world, many members of our sales force who are doing one-to-one product demonstrations or one-to-many
product demonstrations. We are trying to influence in one-to-many product demonstrations.

So imagine the Magic Maker with 10 guests. All right, you have 10 people wanting to buy that for $40. That's $400. That's what productivity is all
about compared to one-to-one at $40 sale.

So sell to more consumers, sell more premium priced products, and then activity leads to the next demonstration event much more easier. Nobody
wants to have at his home today an event where storage containers will be sold. But many people want to have today a culinary event at their
homes. They want to look smart, they want to invite their friends, and they want to have fun around it.

And of course recruiting becomes much more easier. Because when you come to a company, you don't come to a company, again, who sells just
only food storage containers. You come to a company as a culinary consultant. You meet [Matea], you get drinks, you can go back to your friends
and look smart.

So last but not least, what we are doing today as a company, is we have an internal global team of experts. We meet around every six months. And
we try through that, to design a tool kit that we can apply to every market around the world how can they go into the group presentation selling
our unique Tupperware demonstration by using this culinary element.

And the demonstration took kit that we are developing has four elements. First of all is, the promotional strategies. How do you do that? Don't talk
about storage, talk about conservation. Don't talk about discounts, talk about recipes.

Then our celebrity chef, you met Matea. We have celebrity chefs around the world today. And who knows, maybe you'll get to meet one soon.
Then the Party Central concept that Tricia will talk about soon. And then the recipes. We don't sell recipes in Tupperware, but we use recipes to
demonstrate our amazing products.
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One of the countries that we really involved on this group of experts 12 months ago -- and I think it has done an exceptional job because as you
can imagine, this takes time -- a change of culture takes time. But the person in Tupperware Mexico who took over this project is an amazing
colleague, she's 18 years with the company, she's vice president of marketing of Mexico and Central America. And I would like her to show to you
what actually happened in Mexico. Thank you.

Lourdes Plaisant - Tupperware Brands Corp - VP - Marketing Mexico & Central America

Good morning. We bring you this concept alive in Mexico because we want to show and illustrate the products, the innovative products that we
have. Because nowadays, our consumers, they want to see, they want to touch, but always, they want to smell and to taste what they are preparing.
And we have the innovative products right now. So once they touch the product, see the product, we create the wow effect and always, they'll
want the -- they'll desire to have the product.

So in Mexico, we developed different tools that we are going to support this concept. The first is the experience. The experience that we will have
with the consumers, experience that we have with the sales force, different thing. Also, we have training. Training is very important. Training for
the associates and the sales force how to use the product.

We have also the mobile kitchen melocichip, the mobile kitchen to demonstrate the product which I mentioned, is mobile. So we can move this
kitchen, and we can have different experiences in different events.

Also, we have the recipe books. The recipe books and the chef which will help us demonstrate the product, but they will give you an inspirational
brand. We know that this will be a slow process. But first of all, we are going to start with our sales force and with the -- and they will replicate this
experience with the consumer.

And it's just very, very important that we consider three elements. [In the primary], that will be simple. And as we proceed, I will -- as Michael said,
because don't want to sell one-to-one. We want to sell one-to-many. And it's always big fun. So that's the reason why in Mexico we invited our
chefs to their office and we need to live the Tupperware experience, and we made a video. And I will show you a video because you can see in this
video the three elements.

So please join me to see the video.

(Video Playing)

Michael Tziallas - Tupperware Brands Corp. - Area VP - South East Asia & Australia/NZ

Okay. That's Mexico, right?

Lourdes Plaisant - Tupperware Brands Corp - VP - Marketing Mexico & Central America

That's Mexico.

Michael Tziallas - Tupperware Brands Corp. - Area VP - South East Asia & Australia/NZ

So what's this all about? (Spoken in Foreign Language) Americano or Mexicano?

Lourdes Plaisant - Tupperware Brands Corp - VP - Marketing Mexico & Central America

Mexicano.
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Michael Tziallas - Tupperware Brands Corp. - Area VP - South East Asia & Australia/NZ

Okay, Mexicano. So, actually, that's what's happening right now in Mexico. And it's not happening only in the office, it's happening all around
Mexico. The experience of the Tupperware demonstration. Do you think maybe we could bring that feeling also here to our guests, they would
enjoy that?

Lourdes Plaisant - Tupperware Brands Corp - VP - Marketing Mexico & Central America

I think that they'll love it.

Michael Tziallas - Tupperware Brands Corp. - Area VP - South East Asia & Australia/NZ

Yes?

Lourdes Plaisant - Tupperware Brands Corp - VP - Marketing Mexico & Central America

Do you want to live the experience? Yes? Sure? Everybody wants to live the experience. So let me think --

Michael Tziallas - Tupperware Brands Corp. - Area VP - South East Asia & Australia/NZ

Wait, wait, wait. Because there was so much passion around it, around it.

Lourdes Plaisant - Tupperware Brands Corp - VP - Marketing Mexico & Central America

Yes, yes.

Michael Tziallas - Tupperware Brands Corp. - Area VP - South East Asia & Australia/NZ

I'm so overwhelmed I cannot --

(Crosstalk)

Lourdes Plaisant - Tupperware Brands Corp - VP - Marketing Mexico & Central America

Tupperwares has the magic, everyone has the passion. So what do you think?

Michael Tziallas - Tupperware Brands Corp. - Area VP - South East Asia & Australia/NZ

Let's go. Okay. So you must teach me a little bit -- I said Mexican yesterday and she told me, "That's Spanish, Michael."

Lourdes Plaisant - Tupperware Brands Corp - VP - Marketing Mexico & Central America

Yes.
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Michael Tziallas - Tupperware Brands Corp. - Area VP - South East Asia & Australia/NZ

Okay. So you must teach me how to count. So I will just ask you to turn your heads right, all right? And look at this beautiful curtain so we can do
some magic here, right? So, uno.

Lourdes Plaisant - Tupperware Brands Corp - VP - Marketing Mexico & Central America

Uno.

Michael Tziallas - Tupperware Brands Corp. - Area VP - South East Asia & Australia/NZ

Dos.

Lourdes Plaisant - Tupperware Brands Corp - VP - Marketing Mexico & Central America

Dos.

Michael Tziallas - Tupperware Brands Corp. - Area VP - South East Asia & Australia/NZ

Tres.

Lourdes Plaisant - Tupperware Brands Corp - VP - Marketing Mexico & Central America

Tres.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Ladies and gentlemen, welcome to our Tupperware Party Central. This is how we envisage to see our distributorships tomorrow. You can see on
this side here where we would meet with the sales force, they would connect together and they would get their training. They will be sitting
together with the distributors.

But obviously what is also important is that we have our kitchen. So if you might be so kind enough, stand up, come over to the kitchen where I
would like to introduce you our host who is coming extra from France to you. Please just join over.

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

(Spoken in Foreign Language). Bonjour and welcome to Tupperware Party Central.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Just feel free. Come in.

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

It's so nice to meet you all.
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Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Let me introduce you to our chef, Gregoire. Gregoire is our chef in France. Like many of the major markets, we do have chefs, as Michael just
explained. And Gregoire is with the company for seven years.

He has a very impressive background. He used to be the chef of Louis Vuitton with [Anci] in Paris. He made his studies in Paris and he was working
even at the [Caldifrion].

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

Caldifrion.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Caldifrion which is one of the top restaurants which is now in Paris.

But why do we need chefs and why do we have chefs in our business? They actually have four functions. The chef helps us develop new products,
use the prototype, come up with the ideas about how to merchandise the new product. Then the chef is extremely important when it comes to
building up recipe books.

This gentleman who is standing in front of you has been building up recipes and books which was sold over 7 million times. It's quite impressive.
And our sales force uses it, uses those recipe books to merchandise our products. Thirdly, he will be there when it comes to launch the product on
the stage. He will be the one everybody's expecting when it comes to product. And fourth point, he travels throughout France to train the sales
force about new products the way you get the demonstration now.

Now, Gregoire, what did you prepare?

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

So we are going to prepare -- I didn't prepare anything. We are going to see the four different possibilities you have in the microwave. And let's
start with the first one that is steaming. For that, we have the Smart Steamer, the first product. And Georges explain here how it works.

Let's see what you can get as a result with a very simple recipe. So first if you want to make steam, you need water. Yes, thank you. So then, this is
the only part where the waves are coming in the microwave. The rest of the product is shielded.

Then in the first colander, we have -- we put some baby carrots that you can buy everywhere. Everybody knows that. So just simple ingredients.
Most of our recipes are really made with very simple ingredients everybody can buy easily.

So in the second colander, we have some chicken tenders, also very simple to find. But they're just basted with some pestos. So then you put
everything on top of each other. And then you just have to close it and put it in the microwave for like eight minutes. And you don't have to care
about it, you don't have to stir it, you don't have to watch it. You just have to -- you can do something else.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

We call that set and forget.
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Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

So the second possibility in the microwave is grilling with a very new product, the Micro Grill.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Yes. This is a product where you are the first ones to really see. It's a prototype. The final product will not have this shape. The final product will not
have that color. But it will have the concept.

And what you can see now is the way this functions. It's also a product where the shielding takes place but we have susceptors at the base and at
the top, and those susceptors are changing microwave energy into heat energy. And you will see the result on how quickly this can go. Amazing
what you can do with a microwave.

So Gregoire, you just put your steak?

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

Yes, we choose beef steak because it's something nice to grill. Of course, everybody likes steaks. And you can just baste it with a little bit of oil. It
helps fix in the flavors, especially the nice grilled flavors, and then some herbs to give it a Mediterranean taste. And then you just have to close it.
You can press a little bit and you get the food in between exactly like you would put it in between two pans.

And then, again, you just have to put it in the microwave for five minutes and you don't care about it, you don't care, it doesn't spill all over the
stove top, yes, correct. It doesn't spill over the stove top so you have really minimal cleaning. You can put everything in the dishwasher. It's really
simple to use and you have very nice result that you will see in a few minutes.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

And then you prepared something beforehand?

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

So, yes, the [start], the microwave that we have already for a long time is traditional cooking. In the products we have, you can make stews, you
can cook pasta, you can cook rice. Rice is a very good example. I have some here that just cooked in the microwave in about just 12 minutes. Again,
you put the rice in the microwave with some water. You just cover it and you put it in the microwave for 12 minutes without caring about it, without
watching it, and your rice is perfect.

And you have here this additional part. This is helping not to care about it. This is a part that avoid over-boiling. So you see -- maybe you can see
some white thing there that's -- during the cooking, it was -- it over-boiled in the first cover and then it doesn't over-boil in the microwave. So it's
totally carefree.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

This is typically a product which would be an entry product to get into the microwave. We sell this rice maker as a blockbuster all over Europe, all
over Asia, in the United States, in the Americas. It is truly, again, an answer to consumer needs.
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Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

So the first possibility -- it's actually a future possibility, is with the micro bake.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Yes.

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

We have --

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

This is, again, a prototype. It's a product where we are at the end of the design and the functionality. Here, you can see it inside, it has a little bit
the same functions with -- like the micro grill with the exception that there's a convection part on it, on the top. Whenever you bake, you need
some air. And whenever you need air so that the yeast is really taking up and that whatever you bake in there takes volume, that's the reason we
have conceived it this way. But, again, unique. Its top edge never existed before.

Now, you have a little beer there. You're thirsty or what's going on?

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

No, it's for the recipe. We choose to demonstrate this product. You have seen that I already used the product before to show you the end result
but we choose a recipe that is very simple and that is very popular in the Tupperware parties. It's the beer bread. Usually, they do it today in this
product in traditional convection oven, yes, that's right. And what they like about this recipe is that it's very quick to mix and it doesn't need any
raising time.

Normally, for bread, you need long raising time then you have to mix it again and then let it raise again. And here, you don't have all that.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Yes. And if I may, stay extremely attentive because it's going to play a role for you today.

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

So this recipe -- this beer bread recipe, we need some self-rising flour which will help the bread to raise, some -- a little bit of sugar, a little bit of
salt, and then you can mix it slightly. Then, of course, as it is a beer bread, you have the beer.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

You can take any beer, by the way. Whatever you prefer, just feel free. You can take Belgian beer and --

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

So the beer is not only for the name or for the taste, it's also because there is some yeast in the beer which will help the self-rising flour to raise.
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Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Yes.

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

So actually, I'm not doing that usually but we need quality check at each level of -- each process so just to check the beer. It's okay. So then you can
just mix the bread. It takes like half a minute maybe. When you want to have a nice dough without any lumps in it, try to always use a whisk instead
of a spatula.

Most of the people, they tend to -- when they do dough for cakes or bread, they tend to use spatula. But with a whisk, you can break the lumps
much easier. And usually, when you prepare the dough for the bread, you need to knead the dough with your hands for, like, at least five to 10
minutes. Let it raise and then knead it again for some time. Okay. Can you see inside the -- yes?

So once you have this texture, it's okay. It's enough. You can directly pour in the micro bake that I have just slightly basted with butter. The butter
helps to make the crust.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

So what is interesting also is this baking device for the microwave is that whatever you bake takes only half the time compared to conventional
oven. Whatever you bake, you don't need to heat up like you do with a conventional oven. That's the reason why it's more economic. That's the
reason why it's also answering needs such as being quick and fast. And Gregoire?

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

So then you just cover it and put it in the microwave for 25 minutes at full power.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

So we will not have the time to show you the result today but Gregoire, you have taken a little bit advance this morning, correct?

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

Yes, for the bread, but we'll come to that later. We have here, the meat is just ready.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

So let's come a little bit close and have a look at this -- the way -- wait, no, I hope this is going to function before anything else, yes?

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

You can maybe -- you can hear it maybe. You have your microphone?
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Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

I don't have my microphone but if you come --

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

Okay.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Actually, I hope this is working out, right?

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

Also so you can hear that it's grilling exactly like in a pan, and you have your meat.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Okay. Turn a little bit up here.

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

Wait just one second because it's hot. Can you see it? It's really grilled exactly like in a pan.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Let me just bring that around because it's -- I'm always impressed and you get hungry when you start seeing that, yes, so --

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

And then, of course, you have maybe the nice smell of the grilling but you don't have the --

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

In the microwave?

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

The horrible --

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

The grill -- as you normally would do on a stove top? Isn't that impressive?

21

THOMSON REUTERS STREETEVENTS | www.streetevents.com | Contact Us

©2015 Thomson Reuters. All rights reserved. Republication or redistribution of Thomson Reuters content, including by framing or similar means, is prohibited
without the prior written consent of Thomson Reuters. 'Thomson Reuters' and the Thomson Reuters logo are registered trademarks of Thomson Reuters and its
affiliated companies.

FEBRUARY 25, 2015 / 1:30PM, TUP - Tupperware Brands Corp Analyst Meeting

http://www.streetevents.com
http://www010.streetevents.com/contact.asp


Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

I give it like two --

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

So maybe you just --

(Crosstalk)

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

I know you always like to taste the meat --

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Of course.

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

In the grill. So you can do -- you can choose your way you like your meat. I mean, you can do it rare, medium rare. It just depends on the time you
leave it in the microwave. So here, it's just rare, between rare and medium rare, but you can set it for one minute longer and it will be more cooked
or even leave it less and then you have a gris on bleu and the meat is, like, just perfect.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

So meanwhile, we can have a look at the --

Gregoire Dettai - Tupperware Brands Corp - Chef - Tupperware France

The steamer is not ready yet. I spoke about pesto before when we had -- when I told you about the chicken. A pesto is very simple to make so you
don't have to buy it anymore. Just put some basil or arugula in your herb chopper then some parmigiano. You can then just chop it for a few
seconds. You can add also garlic if you don't have any appointment or dates after.

And then once it's chopped, it takes a few seconds, you can add some olive oil. And you have the exact same pesto I used for the -- for basting the
chicken. And then you can also use apple to make a nice sauce on your plate.

So let's see the result. So after just eight minutes, you have your chicken that is cooked perfectly. Can you see? And you have your carrots that are
also cooked. So it's really simple and it can be everyday cooking. You have fresh food. You have healthy ingredients. And that makes you the same
result as you could get in a restaurant but without being a chef. So I don't say that too often or otherwise maybe they won't invite me anymore.

But really, it's really, really simple. We always care about simple recipe and simple ingredients. But just -- let's come back to the bread. It takes 25
minutes but I prepared one in advance to show you the result and especially to show you the crust because it really gives the same result as in a
traditional convection oven. And here, you have on the bottom, you have also a nice color of it. And here, maybe we'll hear it. Of course, we'll see
it. But you have really nice crust on the top. And the middle is exactly baked like you would have in a convection oven. So it's really nice baking,
just in a shorter time and without having to watch it.
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Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

Right. So you will -- we will shortly be in a break. But before we get to the break, actually, you will be tasting the bread during the break. Before we
get to the break, a little information for you. I think you have been extremely attentive on what happened. And you can certainly now realize
whoever is a customer with Tupperware, you get the products, you get the ideas, you take home with you inspiration on how to do and that's what
we wanted also you to take home with.

So we have prepared for you exactly what you need to bake your own bread tonight at home. You have the bowl to mix. You have all the ingredients
which are inside. We have our Turbo Chef in order to make your -- whatever spread you would like to do. We have the UltrPro. We have everything
inside and we do have the recipe here which in case you might have forgotten, you can pick it up again with a QR code if you want to have visually
the recipe done again. Please just do it. And surprise whoever is at home with you tonight with self-made bread. Have fun with that.

So now, what happens next, we have a -- we have a little handout with our bread. We have a 10-minute break -- 10 to 12 minutes break. We have
the refreshments available over there. And please be back here at 10 o'clock. Thank you very much. There's also -- you can also walk over there.

(Break)

Tricia Stitzel - Tupperware Brands Corp - Group President - Americas

Welcome back. I'm Tricia Stitzel, Group President for the Americas. And I hope that you were surprised and delighted by what you found behind
the curtain. Just to remind you that you have here your UltraPros. That is in the gift that we've given you. And this UltraPro is -- the recipe that goes
in the oven is the one that we've given you to take home. The recipe that we showed you over in the kitchen was with the prototype. So obviously,
we're not giving away prototypes. That product hasn't really even been officially launched but we wanted to give you just a sneak peek of what
we're working on. And so you'll find this recipe in your package, the present that we've given you.

So this morning, we talked about during the first half, really the brand and the product and the relationship base selling method. And in this half
of the program, we are going to talk about our opportunity and our fundamentals.

So Rick said this morning our fundamentals are recruiting, training and motivating. And that is really what is most important in our business. And
we know that this happens in many, many places around the world. It happens everywhere from a living room to a distributorship. But what we
know is that it works best when it's in a fixed location and when it's done on a weekly basis.

Now today, our distributorship would look something like this. And this is where we would hold the meetings and you would find these
distributorships most normally off the beaten path of consumers. And you would find them normally in kind of an industrial park area as we have
the picture here.

So to be sure that we are more relevant, especially to the millennial generation that's coming up, we're looking to update the feel of these places
to make them more contemporary and to put them more into the path of consumers to make them more accessible to consumers.

And so that's what you experience in our party central. And what you experience with party central represents our version for an enhanced
distributorship and they are still owned and operated by our independent sales force with the primary purpose of training and recognition happening
there.

Now, the power of the place in bringing people together is that it creates a sense of community. And this sense of community creates relationships.
And in our business, relationships equal retention which absolutely has the power.

Now, we are not changing our approach to ownership, and I want to be very clear about this. It's not a retail store. Let me repeat that. It is not a
retail store. Our products will still be sold via sales force demonstration. But what's new about this is that we are taking ownership of the branding
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to have a more consistent and contemporary look and then also to focus the activities that are done there away from administration and more
towards consumer experiences like what you just experienced and also, training and motivation and recognition for our sales force.

Now, all these activities are the things that drive the business. And as we install new leaders or as leases expire, we will begin to update, rebrand
and change these locations gradually, along time. And we will also move the locations to make them to be more accessible. We would think more
main street than industrial park in terms of the locations that we would choose.

And our plan would be to support the investment that our sales force would need to make in these locations through redeployment of promotional
dollars so that they're going to be able to earn these different kinds of upgrades and things that we're doing.

Now, the look is important and we certainly want it to be contemporary but just as important or even more important than the look is what happens
in these locations, what goes on inside. Now, what happens in these locations -- [Stefan], can you help me again? What happens in these locations
is something called iROAR. So that stands for Inspirational leadership, Recruiting, Onboarding, Activating and Retaining.

And if you're still a little fuzzy on what iROAR is all about and how it works, I like to explain it like this, but I need you to imagine something for me.
So we'll try this again. There we go. So I need you to imagine that these fragile glass balls are new recruits. So we have three new recruits. And these
recruits have just come -- or have just gone to a distributorship. They went to the meeting and they received their new demonstration kits. And
they are so excited to start their first business and they're dreaming of all the things that they're going to do and how they're going to build their
business.

So I want to follow now the journey of these new recruits who are so happy and motivated to begin this new adventure. So let's start with recruit
number one. Recruit number one gets in her car, drives home and proudly walks through her front door. And her family is waiting there for her
and she's so excited. And the family -- someone in the family says -- what's that? She says -- that's my new demonstration kit with Tupperware. I'm
starting a new business. And they laugh at her and they say -- you can't sell anything. And just like that, we lose her.

Recruit number two also goes home motivated, happy, excited, thinking about all the things that she's going to buy with the money that she earns.
And luckily, she has a more supportive family. She walks through the front door. Her family is there -- what is it? It's my kit. I'm excited. Fantastic.
Goes to bed. The next morning, wakes up and does exactly what she was told to do, start making phone calls to date your first party. And she calls
her sister -- hi, can you host a Tupperware party for me? I'm starting my new business. Yes, I would love to. But you know what? My kids are sick
and we have this school trip coming up. Can we wait until next month to get started? Okay, sure. I'll call you back.

She calls her best friend -- hi, I'm starting a new Tupperware business. Will you host a Tupperware party for me? Of course. I would love to. But my
mother-in-law is here right now. Can we do it in a couple of weeks? Sure. So that goes on. And she doesn't date her first party before the next
meeting and she's a little embarrassed to go back to the next meeting. So weeks go by. She doesn't date her party. She doesn't go to the meeting.
And just like that, we lose her.

Now, don't despair. We still have recruit number three. And recruit number three has a secret weapon. Recruit number three has a unit manager
who is the person who recruited her, who brings her into the business and is with her at the meeting. And she tells her before she leaves -- hey,
listen, when you go home tonight, somebody might say something like this, and here's what you should do. And here's some tips and tricks to get
started and what I did. And tomorrow morning when you want to date your new party, I'm going to come over and help you. And she does.

So the next morning, they get on the phone. They date their first party. They have the party. The unit manager is there with her, holds the party
for her so she can watch. She gets trained. The party is a success. And they go back to the meeting the next week. At the meeting, she gets more
training. She's motivated. She gets a commission check, and her business is off to a great success.

And over time, little by little, our fragile glass recruit becomes more and more resilient so that over time, she becomes a bouncing ball. And that,
ladies and gentlemen, is iROAR. It's as simple as that. It's how we bring people into this business and make them successful. And it's not new. It's
been happening for more than 60 years.
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What we're doing now is creating systems in order that this happens on a more regular basis. So rather than leaving it up to every managing director
in every country, every distributor and every unit manager to decide how I'm going to make that person successful, we set up a system that we
know works. And we guide them through the path to make sure that we can bring the people into the business, to recruit more sellers, to make
them more active and productive and to make them stay longer.

And I'll give you an example of how we've done this in our US business. We have two programs there. One's called the Confident Start Program
and the other one is -- goes along with it is Success Formulas. Our Confident Start Program is a 13-week program in which we literally take people
by the hand and say here's what you do every step along the way.

And it's very simple, by the way. We have a formula for it. It's called One-Two-One, hold one party a week, book two parties from the one that you
hold, and identify one potential new consultant. And your unit manager is there along with you taking you by the hand and taking you step by
step. And in the Confident Start Program, you get rewarded along the way for making that happen.

So we started these programs in our US business in 2013. We got traction in 2014 and I'm pleased to share with you some of the results that we
see here. We see that after 30 days, we onboard and activate five points more people in this 30-day time frame. But what's really exciting is that
after 60 days, 12 points more people. After 90 days, eight points more people. That leads to the retention and that's what Rick was talking about
this morning where we have our opportunity is not necessarily in bringing in so many more people but just retaining and making more successful
the ones that we do. And so we see a lot of power in these programs which we're able to roll out and systematize.

Now, let's talk about what this means for an individual. How would that look for someone's business? Well, I'd like to introduce you to Lisa. Lisa is
an executive director in our US business and that means she has other managers and a director reporting to her. And Lisa has been with us for a
while and she has an okay business. Lisa had a team of about 120 people and sales of about half a million dollars.

She went to an iROAR success formula in the US business. And during the time of the workshop where we're talking about these principles and
teaching her how to apply them, they go through this exercise of understanding how many people do they onboard in their business. And Lisa
discovered that she was onboarding only about 20% of the people she recruited. She's so horrified at that number. And she said -- I want to make
sure that everyone is successful that comes into my business. So I'm really going to focus on this and I'm going to have the discipline to execute
on these programs and to see that through. And that's exactly what Lisa did.

And what we saw in 2014 is that Lisa, by applying these things, moved her onboarding and activating from 20% to 50%. And that allowed Lisa to
double her team count, double her manager count, and double her business. And I'm happy to say now that Lisa has moved her business from
half a million dollars to a million-dollar organization.

And Stein Ove and I had the pleasure just two weeks ago to recognize her on sales at our US leadership meeting and she was beaming. She was
so proud with her team gathered around her that she was making all these people successful. And so there is so much power in these principles
and we see the opportunities for growth.

Now sadly, not everybody is Lisa. So when we think about the power of these things, we know that there's opportunity there. We certainly don't
expect that everybody's going to double their business but clearly, there's some opportunity to be leveraged in there.

So let me just sum this up with our two key concepts, right? Number one is contemporizing our model, creating this kind of atmosphere where
you have not only the cooking demonstration but you have this powerful place for training and recognition that is contemporary, new and fun
and then through the system of iROAR and making that more disciplined in the execution that we do every single day all around the world.

Now, another lever that we have in our business that we feel we have the power to really leverage is technology. And I would like to welcome to
the stage Stein Ove who's going to share more with us about how we plan to do that. Stein Ove?
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Stein Ove Fenne - Tupperware Brands Corp - President - US & Canada

Thank you, Tricia. I have to say how do you make -- with the fundamentals that we have, get all of this to come alive which you just experienced
with the power of the demonstration? And how do we use technology -- we all of us -- we have our cell phone. We have our mobile devices. And
the world has become smaller because of that.

Now, our question is, how do we connect, how do we engage with the millennial generation with this? How do we activate our sales force every
single week with enhanced digital tools? How do we reach more consumers with simple and easy-to-use applications?

So what I'm going to do is just give you a short flavor of some of the things that we are doing and really engaging in activating our sales force.
Now, the good news is that our primary and our secondary research shows that we are well positioned when it comes to the millennials because
when they look for companies, these are the attributes that they look for when they want to join, become an employee or even as a sales force
member.

Well, the good news is that we can put a check mark for each one of these. They are things that we're already doing. Even when we look at our
strong brand heritage, millennials look for companies like that. We do have that over so many years. And just looking at research in the US that we
did, there's actually an increased likelihood for millennials to buy Tupperware versus other generations, actually 64% of the millennials.

They love to cook and they want to be creative in the kitchen just like the experience we just have now. Our opportunity is really our time with
what we have to really engage the new millennials. So let me talk about some of the tools that we have already in place because across the world,
we have digital online ordering. We are using mobile devices but strategically, what we're going to do, we're going to take what we have in our
lead market and we want to cascade that across the world.

For example, on our -- I'm going to use now the US business as an example. But having a one-stop hub for all information, how to do your online
ordering, how to do your -- this live training product knowledge, it's all in one place. When we moved into this in the US, 40% of all of our
communication moved from Web-based into mobile technology. These are some of the things that we want to cascade into the world.

Other examples, we want it to be easy for the host portal. We want the host, the guest, the consultant to have easy tools so that they can do party
invitations, party planning, easy, simple processes while refreshing all of the look, all of the easiness to do that, and -- because we want the consumer
to order right at the party or right at where the demonstration is, to make it timely and make it efficient.

So another way that we drive activity across the world -- because we do weekly meetings every week in all of the countries that we're in. So regular
communication where we have several of the markets now that they have created their intra-company broadcast to engage and activate their
sales force. And it's all about local timely information, motivation, recognition.

What happens naturally, what we have found in this approach is that normally we have distributor to manager to consultant. Well, with this
approach, we can go direct to the consultant and react really fast. Let's just do a quick preview.

(Video Playing)

Stein Ove Fenne - Tupperware Brands Corp - President - US & Canada

It's a great tool to enhance, activate, and engage our sales force across the world. Now, using also -- we leverage social media across the world in
the same way. And I'm going to use two examples, one from the US and one from China. And you just saw the powerful demonstration that we
did with here the SmartSteamer with Gregoire. And you want to be part of that.

But how do you reengage and reach consumers out there to show them the power of what you just saw? Well, we created a youthful, edgy, and
a fun campaign, two shades of green. And we engaged consumers through recipe competition, through a caption competition. And actually, the
winner was -- Let me take you back to my plate. And with increased consumer engagement, increased sales.
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Going to China, in China, we don't have the traditional in-home parties model. But we have our consultants that go to the consumers homes to do
personalized, customized kitchen organization. Now, in China, we use WeChat. It's a an app with 440 million users. Consumer takes picture before,
after, share it with friends, relatives and neighbors. A million hits later, increased sales.

Another initiative that I'm extremely excited about, it's in the Learning Lab. It's called Party Plus. And you can see -- if you think about the power
of the demonstration you just saw with Gregoire, think if we could have two, three more guests at this demonstration and have a technology
platform that can create that engagement and that relationship.

And so we're developing this Party Plus concept. Because what if you have a sister in another state, what if you have a former college roommate
that you would want to be part of the party, or like we've had in the last couple of weeks, horrible weather, traffic, you can't come to the party.
We're creating this platform to see how we can engage and have more productivity by having more guests at the same party.

With the Learning Lab, we just have also found that it cannot be the same as the party in a beta testing that we're doing now because the ones
that come online -- like his sister from out of state -- we move them in to the specifically just the demonstration part. Because they don't have the
same retention time that you have when you're there live. But we always find exciting things that this can bring to us as we are going through the
beta.

Hoping that by end of the year, by starting 2016, this is something that we should be able to launch. I would definitely want it before next winter
comes. But I have to say that what we see, we are in the early stages in many of our digital tools initiatives. But what we see from the lead markets
that are using them, we do engage the millennials, we do increase activity with our sales force, and we see that we are reaching more consumers.

So taking you from now the fundamentals and into the opportunity, please welcome Asha Gupta, our group president for Asia Pacific.

Asha Gupta - Tupperware Brands Corp - Group President - Asia Pacific

Hi, everybody. You just saw high-tech marrying high-touch. And through the morning, different things have been illustrated from innovative
products, wonderful compelling opportunity that we have for our sales force getting enhanced through various enhancements that we're doing
to contemporize our business model. And indeed this is the future of our company.

And everything that we do, in fact, we do to dial up the true and the real opportunities that we offer to our sales force. Rick talked about the power
of women as he started off today's meeting. And this is something that I want to press on a little bit to help you understand that behind all of this
is an important force, and that is our sales force. And expanding our sales force is really key to the success. Because everything that you have seen
so far, that will materialize as our sales force take it onboard and start to share it with their consumers.

So we say in Tupperware that confident women are a force for good. But they're also an important force for our growth. Now, typically, our sales
person gets into our business. As she gets trained -- and Tricia talked about the iROAR fundamentals -- she starts to build up confidence. And
confidence is vital for everything that she's about to accomplish in our business.

So we help her become a better sales person. And depending on her level of engagement, she can move on to become a leader in our business.
We have over 3 million sales force, but they're being led by leaders in our business. And this is the true tangible opportunity that we are offering
them today. And this is important for them because training, contact, recognition, motivation, these are the key elements that starts to build her
confidence to become the person who becomes a role model later on.

We do talk about our mission being one that wants to empower women. In fact, we've been doing it for 60 years. We haven't talked much about
it. But today we feel that the world is sort of ready to hear about it. So we're digging into this as a key differentiator for our business. It's a unique
platform, if you will.
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And we talked about Chain of Confidence to you, and I want to illustrate a little bit how that works. Just imagine the sales person -- I mean Tricia
talked about the bouncing rubber ball. She's resilient, she starts to build her confidence. Soon with her success, she starts to dream bigger and
achieve things that helps her impact her family better. And through that, she starts to impact others, her society, the community at large.

And soon we say in Tupperware -- behind the success of every woman, there's stands another woman. True enough, this is the power of role models,
positive role models that we create in our business. And this is something that you see palpable across all parts of the world that we're in. In fact,
we call that a ripple effect.

So in order to tell the world a story much better, we've been communicating it through a powerful platform which truly embodies our vision, and
that's called Chain of Confidence. And Chain of Confidence is important to us. It is our unique differentiator.

Just imagine, if you will, confident women around the world being connected by one single force. It's intangible. But, yes, it's differentiated. They
feel it and they support each other to develop each other. And this is an important part of how we build our sales force.

So the key things that we work on as we look at Chain of Confidence, the first way the success manifests itself is through their financial independence.
And true enough, be it in the emerging world or in the developed world, financial independence is an important element of our opportunity. That's
what makes it all stick.

And, of course, how do we do that? And this is what differentiates Tupperware purely because we give her support and we make sure that she has
the right ability or the right circle of friends who help her be nurtured, and brought into the business and made successful. So Chain of Confidence
truly is the ripple effect now that we're creating through the world.

And, Rick, through the work that he's doing with the UN now and other forums is, of course, talking about it. And in our individual markets, we're
talking about it even more. And it has high resonance across the world, emerging and developed.

Now, I want to showcase Chain of Confidence in action. And one of the examples that I wanted to showcase this morning to you was Indonesia.
You would all know that Indonesia is our biggest market in the world, truly a great business that we have made over our many, many years. But in
this chart, what I want to illustrate to you was how the Indonesian business, which have been sort of growing in moderate CAGR of about 9%.

As we started to work with the fundamentals of the business, the iROAR fundamentals or actually training and onboarding and started to talk more
about Chain of Confidence positioning this business as something that truly empowers women started to dial up their performance significantly.

The story, as they say, is pretty obvious right now, 42% CAGR over the last several years. Now, the important part is that Chain of Confidence has
to be communicated to the world outside. And that, our Indonesian business has done pretty nicely.

Now, moving forward, what does this mean for our other markets? Of course this means a lot. Because if you could replicate the success that
Indonesia has had in other markets, it would be wonderful, and that's what we want to do. A part of my job is to travel around and meet our sales
force. And that's a really exciting part of it.

So today, I wanted to share with you a story that truly illustrates the power of Chain of Confidence, how we get an ordinary person, typically a girl
next door, to start to do extraordinary things with her life, and how this opportunity truly empowers. Of course, assume that you're about to see
has been made in a context that it can be shared with the external world. So I wanted you to view it as such.

But remember, it's a real story, office manager. A leader in Tupperware called Upi and how her journey has panned out with Tupperware. So let's
take a look.

(Video Playing)
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Unidentified Speaker

In Indonesia, the majority of women are still expected to dedicate their lives solely being wives and mothers. Upi Herawati, a 39-years old woman
is one of them, but she wants a change.

Upi Herawati - Tupperware Brands Corp - Sales Representative

(Spoken in Foreign Language).

Unidentified Speaker

Four years ago, Upi started thinking of ways to control her family's household spending as they were living paycheck to paycheck. She immediately
thought about joining Tupperware.

Upi Herawati - Tupperware Brands Corp - Sales Representative

(Spoken in Foreign Language).

Unidentified Speaker

Upi really enjoyed her days with Tupperware. On one rainy day, after delivering orders to Tupperware products, Upi and her son were out in the
rain. Her son said something that really touches her heart.

Upi Herawati - Tupperware Brands Corp - Sales Representative

(Spoken in Foreign Language).

Unidentified Speaker

(Spoken in Foreign Language).

Upi Herawati - Tupperware Brands Corp - Sales Representative

(Spoken in Foreign Language).

Unidentified Speaker

(Spoken in Foreign Language)

Upi Herawati - Tupperware Brands Corp - Sales Representative

(Spoken in Foreign Language)
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Unidentified Speaker

Upi Herawati, a high school graduate has transformed herself, her family, and her society.

Upi Herawati - Tupperware Brands Corp - Sales Representative

(Spoken in Foreign Language).

Asha Gupta - Tupperware Brands Corp - Group President - Asia Pacific

That's a rubber ball for you, resilient, confident who is a role model for many. And this is not the only story and we have thousands and thousands
of stories as we start to work through our market. But these are untold stories, so the aim with Chain of Confidence for us is to really start to relay
these stories out and to have our market start to use Chain of Confidence and the second power of this opportunity and relay to the outside world,
really, to amplify the message.

So obviously we need a systematic method in order to do this. It's something that we've always had but never talked about. So, now we're working
with the Vision 2020 team to put together a toolkit that will allow us to cascade these kinds of messages out there. And to make sure that our
opportunity can be seen in light of what we really do.

So, this is very important, but it's also extremely significant because we're looking at three important megatrends that are today shaping the world
and this for us is an important part of our addressable market that we're looking at. Rick talked about it this morning and I want to quickly walk
you through three important trends that we feel would be significant for us.

The first of course is the third billion. There's additional 1 billion women who are going to come into the global work force. They say that most
countries are not prepared to receive them, they're not ready yet. But we know at Tupperware we're doing everything that we possibly can to get
them ready, get ourselves ready to receive them into our sales force.

But we know already that what we have as an opportunities has high resonance for the women who are coming into the global work force. Women
will always be women and they will have the same challenges no matter what century it will be because that's pretty much the balancing act that
they have to do as they embrace and entrepreneurial opportunity.

The first of the challenges that most women have is that they are of course main caregivers and they need flexibility in order to get to work. So
now, the Tupperware opportunity offers flexibility. Now, they can balance their family, their other commitments and still work and have financial
independence and even career opportunities on their own will and I think that's an important part of what we offer.

Secondly, they would acquire financial support and in our business we have always been -- we've been doing this and we talk about it even more
now and our kids which get started in this business is actually micro finance. So, we make sure that she doesn't have to cough up a lot of money
and put together upfront investment to get started. Thirdly most women who come in to the workforce need education and training and our
model makes sure that we address that. You heard us talk through the iROAR mechanism which includes robust training and handholding -- actually
practical training that will help her win every day.

And lastly, we've seen this and at least I've seen it a lot in emerging markets where getting to start a job or a business has cultural barriers, whom
are you going to work with, is it going to be an atmosphere that is accepted by the family. And what we see is that what has very, very resonance
is the fact that they work in the company of friends.

We give them a good place to work in and I think that helps them overcome this barrier. So, I think we have everything going for us in terms of
how we're poised to address this next billion coming through. Importantly we have the emerging middle class and Rick talked about it this morning.
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In Asia-Pacific alone we will have about 1.7 billion middle class coming through by 2020. And this is an important addressable market for us, we
look at them as consumers and we look at them of course as sales force who will lead this opportunity. The brand is important for them, their
lifestyles are changing and they will come in and start to consume other -- lead the income opportunity like never before. And we know that we
are ready with our business model and all the enhancements that you've heard of since morning to be able to address this market.

And lastly, Stein Ove talked about it and so did Rick, the millennials. Now, the millennials will overtake the baby boomer generation, so this is an
important part of the market that we're looking at. So, clearly contemporizing the model is important, but also we know that one of the unique
things that we offer the millennials today is our social model.

Now millennials they say, will praise or punish. Now, the praise is clearly for brands that have a good cost built into it. So, while many companies
will search for a way to actually define themselves in such a way Tupperware has always had this, what drives our economic engine is also the social
engine. So we can see that over 76% of our millennials would prefer brands that have this as cost.

So, not only will they buy our products but they'll recommend it to friends, they've been very quick to like us. And on the contrary companies who
do not have this kind of mission built into their model, will also suffer the wrath of millennials as they say. So I think we are pretty clearly poised
with some of these trends. I mean Rick said there's more pluses than minuses today, but if you have to dial in, these are some of the key trends that
will support what we are about to accomplish as a company.

So, in summary I would like to say that confidence is really this concept, this is the phenomena, it's our secret sauce and it's a powerful weapon
that we have underleveraged up until now. So, we're going to dial it up many notches and clearly it will drive sales force expansion and it's going
to support our business. But in order to tell you how all of this will add up together and how this will fit in terms of numbers, I want to invite our
CFO, Mike Poteshman.

Mike Poteshman - Tupperware Brands Corp - CFO

Thank you. Okay. Thank you, Asha and good morning, everybody. It's great to be here with you. So, you've had a walkthrough our business model
this morning and a couple of things to think about and takeaway.

There's sort of two angles to what we're saying here. We talked about iROAR doing the things that we've done over the last 60 years, but packaging
them in a better way to allow us to be more systematic in how we're executing them and bring the message through to our management team
and to our sales force. We see some upside there and doing what we do better.

But taking it beyond that to the more we talk today about -- Tricia talked about Party Central, it's one example of a way to modernize and take the
model to a new level as well as the technology tools that I know we talked about which go towards tools for our sales forces to be able to run their
businesses better, but then also ways for us to reach consumers primarily through our sales forces to be able to connect with them in different
ways and better ways to continue to drive the business. So, that's how our iROAR model and the more go together under our business model.

Many of you have seen that our longer range guidance has been for sales to grow 6% to 8% a year in local currency and for us to be able to improve
our pre-tax return on sales without items by 50 basis points a year up to the mid to high teens.

And I suspect that many of you are in hopes that many of you are hearing what we've said today and saying, well, there's a lot of leverage behind
what you're doing with your sales force and allowing them to be successful and there could even be more beyond that 6% to 8%. And that's clearly
the case that if all these things go well, that we would do better.

The reason that we talk about 6% to 8% is because we realize that there's been [puts and calls] in our history and we've operated [most years] in
that range. And so while we're working for these other things to happen, we think the right place to call it when we model out several years in the
future is that 6% to 8%. You should take away that because of what we're doing, there's some flexibility built into what we're saying that some of
these things are going to go very well, some of them might not go as well, they might not go as well at the beginning and so we'll see where we
go from there, but that's a way to think about that 6% to 8%.
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As well on the profitability side that 50 basis points is not the best case and I'll talk with it in a couple of minutes a little bit more, but this is really
built on the volume leverage coming off of the 6% to 8% sales growth that we're going for from an external outlook point of view. So, our opportunities
for growth; clearly our biggest opportunity is to further grow the size of our sales force, a lot of this have to do with emerging markets, just looking
at where we are.

And so I'm going to walk through a couple of places where our biggest growth opportunity is from the sales force side and also speak to an example
of where one of our larger emerging markets to explain where we are in the penetration cycle and why we're not done. So, we've spoken a bit
about this in a couple of other ways, but if you look at this bright circle here that encompasses 40% of the world's population being China, India,
and Indonesia. And our overall business last year, we did 64% of our sales in emerging market, we had 86% of the world's population is an emerging
market. So we're not done in that sort of overall sense.

But when we look at the two biggest population countries, China and India, we're fortunate that we have two very good businesses. So we've had
good sales growth over the years in these businesses. China in fact became our 9th business unit in 2014 that had over 100 million in sales, India
is still under that mark, but where are we in terms of penetration?

If we look at India, Asha joined one of our earnings calls earlier in 2014 and pointed out that in the cities that we're in and we're in many but not
all the cities that we need to be in, our penetration might be in the 30% range. So, clearly not done in that sense, you can see one consultant for
4,900 people. On the China side we operate under an outlet model and we had about 4,700 outlets in China at the end of 2014, we probably
potentially could quadruple that number.

So, just taking a static retail metric of sales per square foot and applying that, you would get sort of that linear track and of course we're able to do
things like the water filter that we talked about $1,000 price point and with the demonstration aspects we use in the outlets and the people that
we have, shop assistance we call them, selling out of those outlets, we have the opportunity to continue to increase our productivity as we have.

So, those are the two largest population countries where we are with penetration. Beyond sales and profit we've been very cash flow positive in
these countries and have been able to access that cash over time, so we expect to continue to be able to do that. This is a map of Brazil, of course
one of our three business units in 2014 where we did more than 200 million in sales has joined that exclusive club last year. And so where are we
in terms of penetration in Brazil and are we done?

Well, we're not done, we have 1.2 consultants per 1,000 people in Brazil, that's where we stand. The white dots on the map there, are where we
have our 78 distributorships in the business unit and the 2.1, 2.1, 1.2 that's the penetration that we have currently in those geographies, so you
can see it varies quite a bit there.

We've also highlighted that our two largest channel competitors in Brazil have a much greater penetration more like five to one opportunity if we
were to get all the way there. Now, we will acknowledge that based on our go-to approach we're not a campaign merchandising business in Brazil
whereas these channel competitors are and so you would expect them to have more consultants for 1,000 than we do. So, we're not saying we're
going to do five times just on more consultants in Brazil but clearly we have a long way to go even though it's a very large business for us.

So, leveraging iROAR and the activity and the retention that could go beyond that. So, you've heard a lot about iROAR, you've also heard about
these pluses to that, but let me just highlight some of them. So, the contact points for Party Central can allow us to get more consistency of
performance, more people into the business and understanding where they can take their Tupperware careers and businesses.

Clearly, we've done a lot of good things with products and Georges gave you some more depth on how we go through that process and how we
leverage those products which also came through in Michael's presentation. And I touched a bit on technology and Asha just spoke to Chain of
Confidence.

So, these are things that can take us beyond what we're doing from penetration and building out on our footprint and getting more sellers, just
in the basic, but the potential to be able to do even more with those things through activation retention because our first step is always to have
more sellers.
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A little bit more on this and Asha spoke to where we're going with middle classes in Asia and Central and South America from 700 million in 2009
to 2 billion in 2020. How does that play out for us? We've got a very well-recognized brand in almost every place that we operate, but it's also a
very aspirational brand.

So as people get more spending power move into the middle class and as we're able to get in front of them more and more with demonstration
and group demonstration selling and spend more time and market to getting more training to the sales force to make all of this happen we're able
to present these products with these higher price points at a time and in a way when people are going to accept and want to step to these kinds
of price points.

So, it's not a matter of going away from the higher volume products but with a more differentiated and higher price points and being able to talk
to them, speak to them, then that -- when you then show the catalogs, if they see the catalogs online, then we sell a lot of those more basic products
as well.

So, how can all of this come together and moving on these levers? Again, the sales force size grows, the activation and productivity can be cream
on top of that story. In terms of activation, you've seen in our numbers as you followed them quarter-by-quarter, that we activate, and by that we
mean somebody is turning in an order in each ordering cycle anywhere from 25% to 33% of the sales force in each ordering cycle. To the extent
that we're able to do these things that we talked about today and as we get them further integrated into our sales force system. If we're able to
improve that activation by a point, the leverage behind that is around 100 million in company sales per year.

And that isn't something where you would expect the activity to just rise indefinitely. But what we're talking about, are using these mechanisms
to perhaps over time, get to a new plateau that really gives us better leverage on that base of more sellers. So as they're coming through the system
and they're active at these higher plateau rates that we hope to reach that's where you really get to pay off on top of those people coming into
the business and being successful.

On the productivity side one point of greater productivity in the sales force also has a benefit. It's not as big on the activity side but it would be 25
million in annual sales to the extent we're able to get one more point of productivity both to the success of our sellers.

So turning to profit improvement; our basic paradigm of course is that we're going to grow profits through having more sales and the profits that
comes along with it. And when we talk about the 50 basis points a year, what that really based on or built on is having a fixed cost base that we
can leverage in each of our business units such that we get in terms of the contribution margin from higher sales in the high 30 something
approaching 40% of a contribution margin to work with. And we realize that there's a lot of investment opportunities out there within our businesses
operating expense type investment.

So we'll spend somewhere in the $20 million to $25 million range per year on things that we know are good for our business and believe are going
to help us but aren't going to necessarily generate incremental sales in year one. And so that's been in our model and will continue to be in our
model. So with that level of operating types of investments the volume leverage on the 6% to 8% growth that we talked about leads to the 50
basis points. So it's not an either or in that sense.

What we've talked about a little bit less systematically and comes through on a business unit by business unit basis, is that there are efficiency
opportunities or said in another way, things that should be going on in our business units value chains that aren't where they should be today.
And that can be on the one hand a flexibility driver if we're not getting the volume leverage as we improve in the value chain in some of these
businesses or it can be something incremental if we're able to get more things to click then it would lead to that 50 basis points.

Of course the biggest example of that in 2015 which we highlighted on earnings call and built into our guidance is better profitability in the
BeautiControl business which is the one that needs the most improvements. So that's in there. And as we move through the year we'll have more
to say about that.
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So another take away from today's meeting that you should have versus our longer range guidance and how we're going to succeed is we're not
saying we need to break our paradigm in order to get to this new level. We need to execute better on what we're doing and there's certainly going
to be more to come from the more opportunities with the kind of things we've talked about today.

So what has that been? To reiterate on that, in 2007 and 2014 again, we've grown our local currency sales anywhere from 5% to 9% in the different
years. And so that's of course consistent with being in the 6% to 8% longer-term range that we're talking about.

On the profitability side we've been on a journey that really started in 2003 when we were at 5% pre-tax return on sales without items to -- and
which improved to 13.9% last year. We've had some numbers that even been higher than that and we've taken hits in the mix as we've had some
currency devaluation if that's come to the numbers.

So it's not talking about transaction hits where we didn't do something in our value chains we're able to overcome those kinds of things. It's the
translation itself with some of the higher ROS business units to have been places where the currencies have devalued. But that's a new baseline
now. What that's meant is about 70 basis points per year on average in the 2003 to 2014 timeframe in terms of local currency ROS improvement.

And so that's something that you would be -- compared to the 50 basis points we've talked about going forward. Acknowledging that it's easier
to grow and there's more things to work on when you're at 5% than when you're in the 14% range. So we get that. And that's considering why we
say what we say.

In terms of returning cash to shareholders and that's very important to us. Many of you have heard our approach to using the cash our business
generates. Of course the first thing we do is invest in the business. So we said that we expect to have capital spending overtime in $78 million to
$80 million per year range. The guidance we gave for 2015 in January was for $75 million. We'll continue to that.

We've got the operating expense type of investments that I talked about in the $20 million to $25 million range which is based or built into our
modeling and our algorithm for how we grow and what happens when do grow. So all of that is there.

We've talked about at being unlikely that we're going to have future acquisition. So when you look at our business we -- because we have a very
aspirational brand, we've added a lot of subcategories over the year. Sometimes people asked us, "Well, why don't you do other things and get
into other things? Why don't you buy those businesses and sell those great products in your channel?" We actually think about things like that.
But because we are such an aspirational brand, when we go to cookware we sell it under the TupperChef's name. We don't need to buy a company
that sells cookware and take a brand that we don't want to leverage, to take them out and do that.

On the channel side, there's more white space in the direct selling channel, in party plan and in house wares than there is in more beauty businesses
or in other things that are more crowded. So what you've seen us doing the last two years is we've added businesses in Bangladesh and to Vietnam,
Columbia and South America. So this is where see the white space opportunity.

So in terms of cash going back to shareholders, these bars are accumulative. So it's starting in 2007. And the blue are the share repurchases which
we highlighted have been $1.3 billion, about 20% of our shares since 2007. There's a lot in there as we went to the leverage target that we did in
2013 the 1.75 times debt to EBITDA. So we'll continue to execute under that model with the dividend coming first and it's targeted at 50% of trailing
earnings per share without items. We're at 272 right now in terms of annual dividend. So it's a yield approaching 4%.

So we'll continue to work on that and we're fortunate to have a very profitable business model one that generates a lot of cash as well that we're
able to access despite our international footprint. And that's why we've been able to send back the $33 per share.

So with, that I'm going to turn the mic back over to Rick for a quick wrap and then we'll open up for Q&A.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Thanks Michael. Thank you. Michael, thank you very much. So this is called manual labor. Thanks guys. Michael, thank you very much.
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A couple of things what I'm going to try not to do is be redundant and saw a sawdust. At the very core, though, I want to talk about -- this is most
important thing about our company experience management team. Just a concept of -- because they're not -- they don't share much in business
school on leadership. Actually they don't teach much leadership in business schools these days.

But I'm always suspect -- I told you search firms don't care for us very much because they don't get much billings from us. When you see companies
out there repeatedly looking for CEOs on the outside what's the signal of that? What the hell have they been doing on growing people from the
inside? People come with us, the bulk of them develop with us, they move through. They -- I happen to have a personal belief that part of our whole
life may sound like the Dalai Lama is that, through this life is to move, to create the best version of ourselves. We try to have that operating philosophy
in our company and mentoring is a big part of it.

So just like Tricia showed, you coaching somebody who starts in our business is a sales force member you can imagine this really happens inside
the company as well. So I got to tell you if somebody said, "What's your biggest source of competitive advantage?" I'd say, "The people that we're
bringing along."

Outside consultancies don't care for that much. Also who really doesn't get any business from us? You don't see these strategy consulting firms at
Tupperware. As a matter of fact when I joined the company, week one, we did a $100 million write-up and I look over in the shelf in the office at
my predecessor every major consulting firm had been there and the company was going out of business. So when they would call my office, would
basically tell them, "Rick has put snipers on the roof for that. So you're not welcome here."

We developed inside, a model, that we have internal strategy teams. And we recruit the same people they would have recruited and we develop
them. And we cycle them through those assignments and then they become directors, officers, moving up to the senior levels of the organization.
So when somebody's coming to look at a problem we're having in South Africa, it's a team of four of our strategy people who are rotating two,
three or four years assignments and they know our business.

And so they're not coming in, they're spending three months learning our business, market it up and telling us what we should have been doing
ourselves. It's our job to grow leaders. It's our job to understand how to recreate new relevant business models for the future.

One other thing I do want to say is we're going through this. Asha, thank you very much for going through Chain of Confidence. I can tell you from
being out there often within investors when we talk about women's empowerment and chain of confidence, they think this is soft, and they don't
care. We don't care that they don't care. We care. And we know people will work for a living but will commit their life to a cause.

We are a business that we take it very seriously. And that's why as one head of state recently said to me, he said, "You guys aren't just selling products
and training entrepreneurs. You guys are engaged in nation building because we do it from the inside out." It really resonates with those who
understand the whole picture.

You often heard too, me say, "Perhaps I'd like to have 15 investors just 15." And that we, at the end of the year we decide, "What are we going to
do with the cash with this company?" We keep working into that. And Lien knows very well, she brings me into a meeting with a 250% turnover
group. I said, "Lien, you're creating a pothole. They're going to be in this stock, act like a day trader. We got to replace them." And she said, "That's
kind of direct, isn't it?" I said, "Direct works." I said, "Get us those kinds of meetings."

More and more of our shareholders I am proud to say are in Europe because they tend to hold, they tend to look for the kind of model that we
have and the way we take care of our shareholders.

Final thought I want to add to what Michael had said with regard to our model of dividends comes first, then we do share repurchase. We have
worked very hard to change the cash needs of our business and something that isn't talked about very much is, how we've changed our model
which regard to product supply.
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Joining the company, we were a manufacturing company. We had 17 manufacturing businesses and everything we sold, we make. I mean, even
in Germany the slicer we sold had a resin blade on it. Imagine trying to keep a sharp point on a resin blade was ridiculous. We moved our product
line into a hub and spokes of many new categories.

And I learned from friends at Nike on that. Nike basically all they made was insoles. And I said, "We'll go find the best people to become our partners
to make those products under our brand name." Now I'm happy to say the company has tripled the size and 40% of the products that we market
as Tupperware brands, or as TupperChef, it is a third party that manufactures for us. So it's just a different capital structure.

It truly is a Tupperware facility. We just didn't have to invest the cash. And so that you've seen that in the last 20 years our capital expense has gone
up just nominally that allowed us to have more money to invest in the business in other ways and to return it to shareholders.

So you've seen this and why don't I invite up here Mike back again, Georges Jaggy, both our Group Presidents Asha, Trish come on up here. And
we'll open it up for questions. And as they're walking up here you already got the business model. These opportunities in the emerging markets.

I hope you understand this iROAR really matters, the concept of leveraging this to increase our profitability. And finally this is what it's all about.
And I would add to this last chart, this significant return of capital to shareholders and the sustainability of this enterprise.

So guys please join me and we'll open it for Q&A. We've got about a half hour. And then you're welcome to -- can we get the people with microphones
up here? Can we get right there, Olivia? Olivia, I am convinced even though what you said you could make something in the kitchen. That's the
height of her skill set. I'm referring to -- hi, Olivia.

Q U E S T I O N S  A N D  A N S W E R S

Olivia Tong - Bank of America Merrill Lynch - Analyst

Hi. Good morning. Thank you.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Yes.

Olivia Tong - Bank of America Merrill Lynch - Analyst

I want to talk a little bit about --

Rick Goings - Tupperware Brands Corp - Chairman, CEO

[What's up guys].

Olivia Tong - Bank of America Merrill Lynch - Analyst

I wanted to ask you about the iROAR program a little bit more. How that's been deployed in all markets, how fast should we see improvements?
Tricia talked about the US, but has it been deployed across the globe? Because sales force is growing but it has decelerated and the active is a little
bit challenged right now. So I'm just trying to understand that. I know there's a bunch of noise in those numbers but just want to understand that.
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And then to the long term target of 6% to 8%, can you walk through the key initiatives and key markets that are going to get you there in 2015
and so on? Thanks.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Right. I'm going to turn over part A of that to, first, to Trish and really Asha. They're our group presidents there. And they by the way along with
Niki have been the leaders of what we call the 2020 Group which is about 20 people who we get together every six months.

It's not the 20 most senior people in the company but they're from all over the place. We meet at a remote location, four days and dig into all of
these. And more came out of that.

So why don't you comment please.

Tricia Stitzel - Tupperware Brands Corp - Group President - Americas

Okay. So what we see is that, in many of our businesses we will have either success formulas or we have an onboarding program. And so it's not
that it's something new for every single business. So pieces of this in markets and -- are at different stages.

What we're doing right now is really trying to consolidate it into one program. And we plan -- we're pulling this together now through the work
of this Vision 2020 Group, and we plan really to roll this out later this year in terms of it being a synchronized program for the two different parts.
But that's not to say for example that you'll see impact, for example we had in the US where you see both parts.

So some markets already have pieces of it but we'll roll it out to formalize later in the year.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Asha?

Asha Gupta - Tupperware Brands Corp - Group President - Asia Pacific

Hello? Yes. So what I see we're doing, and to echo what Tricia has said, is so all these programs that are strengthening the fundamentals are being
deployed, right? But there are markets that are in need of different things to ensure the business growth.

For instance, in Asia Pacific, we would look at the group presentation setting and the key imperative because we'd like to raise productivity and
then through our sales force. So that's an underleveraged aspect in a business which does much more one-to-one selling or the one-to-one
demonstrations, so we'd like to dial that up. That is an imperative you'll see much more in play in some of our key emerging markets in Asia Pacific.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Yes. And I would add to the other part of the question. Firstly, think of the iROAR, the onboarding, activation and the retention, and think of the
more different kinds of programs, [the GPS], et cetera, think of this as a buffet line, but were in many markets of the world. And when you go in,
almost like you were a doctor doing grand rounds in the morning, different patients need different things. And you got to have, if you're a generalist,
particularly different skill sets. But you draw off that buffet line.

Asha made a wonderful example that only Australia in Asia Pacific really does a lot of group presentation selling. And why that matters is if you
present one product, and let's say it's a $40 product, then you have invested, let's say, it's 15 minutes or half hour. And you make that $40 sale and
you make a 25% commission. Okay, interesting.
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But what if you had -- Stein Ove gave you an example, if you had five people there, plus two people who are on the TV in our new really Party Plus
kind of a program. So you had seven. And if five bought, then it's a $200 party. And then she has made almost $50 during that period of time. So
what it does is it enhances her earning opportunity and that's going to lead to greater retention.

Other big piece. The biggest lever that's going to grow our business, Olivia, is growth in the size of our total sales force. And we may have -- I think
we've caused ourselves problems when we go forward with what the average actives is because we have different kinds of business units out there
which have different kinds of activity levels.

But if you were to ask me, Rick, what's the single greatest predictor of what's going to happen in our business? Look at the size of the total sales
force. It may be off one or two points, but it is very close. And that total sales force leads to what the total sales are, and then we continue to work
on what our operating margins are.

Next.

Jason Gere - KeyBanc Capital Markets, Inc. - Analyst

Hey, Rick. Just I guess one part of the business that you didn't really talk much about today was -- oh sorry -- was the beauty business. So I think
you may have mentioned it in one sentence today.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Yes.

Jason Gere - KeyBanc Capital Markets, Inc. - Analyst

So it's about -- I think it's varied of the portfolio, the profitability has come down over the years. Can you talk about the role of this business in the
portfolio when we're seeing the strength of the product innovation, iROAR, the use of technology, things like that, and obviously the emerging
market growth? So where does it fit in the portfolio and are there any sacred cows?

Rick Goings - Tupperware Brands Corp - Chairman, CEO

In the beauty business?

Jason Gere - KeyBanc Capital Markets, Inc. - Analyst

Talking about beauty, yes.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Yes. Well, firstly, part of the 2020 team are our beauty company representations there. Every single one of the things that we're doing in iROAR are
applicable to our beauty businesses.

Mike has just informed me we're a little under 20% of our businesses are beauty businesses. And I want to reconfirm our business there. We initially
did the BeautiControl acquisition because we know Latin spends about $20 billion a year on beauty products and about half of it is through, not
on a retail environment but in some kind of direct selling environment, we need to participate.
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Often a sales person in Latin America will carry more than one line of products. It was like the old wagon jobbers here in the US. We needed to
participate in that. Well, then what happens is the Sara Lee's businesses were for sale, opportunistically we came in because that gave us the big
Fuller business in Mexico.

So our primary focus in beauty continues to be to serve Latin America and Mexican consumers. However, as a part of that, we got the Avroy Shlain
business which Mike quoted we've been up double digits Avroy Shlain in South Africa. So it's, wow, we're happy with that. And our Nutrimetics
business is getting stronger.

We've also seen a couple of quarters of progress at our BeautiControl business. Clearly, it would have been distorting today to do a bunch of beauty
presentations and Tupperware. We said 80% of our business is core Tupperware.

I will say on a positive note also, that our Brazilian business which grows very dynamically, double digit. But there's big competition there. They
carry our beauty products now and the percent of beauty contribution is going up a point or two at a time. It's kind of like a Trojan horse strategy.
We're in there with Tupperware and at the end of the presentation, boom, we share our beauty products.

So we're looking at it, Jason, and still committed to it.

Jason Gere - KeyBanc Capital Markets, Inc. - Analyst

Okay. So then I guess the other point to look at it is beauty is kind of keeping you from the 6% to 8% organic. Without it you should be able to kind
of hit those targets.

So I guess as we maybe focus on the US side, I know there are some other beauty direct selling companies out there that might be for sale or not.
So I'm just wondering is that something that -- I know M&A is the fourth in your priority of cash flows. So is that something that being opportunistic,
would you look at that or is that something of the past in making acquisitions at this point?

Rick Goings - Tupperware Brands Corp - Chairman, CEO

We're not in the least bit acquisitive. We made that acquisition because we wanted to have beauty in Latin America. And I think as Mike showed
you we have such a big runway in our core Tupperware business and to get into getting to new and different product categories which the consumer
will decide that for us.

Mike, would you add to that at all?

Mike Poteshman - Tupperware Brands Corp - CFO

I think that's right.

Jason Gere - KeyBanc Capital Markets, Inc. - Analyst

Okay.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Thanks. Good seeing you.

Please, [Heather], hand it up there.
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Hi, Lin. Good morning.

Linda Bolton Weiser - B. Riley & Co. - Analyst

Hi, Rick. Could you talk a little bit more about the Party Central concept because I found it very interesting but you declared they were not retail
stores? So can you give us some idea about numbers of roll out? Do you have any targets in just the US or in other countries?

And is this something where a consumer could walk in the front door? And how much inventory would be kept at the location that they actually
purchased an item? A little more color on that.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

I'll try to open it and then I'll turn it to Tricia then because of what we've learned and what our almost 5,000 outlets were learning in China, so if
you could carry on with that.

Firstly, this is not a revolution. It is an evolution here. We're basically, as leases become expired, we're really evolving our core distributorship models
into smaller units.

Let me give you an example here. A typical big distributorship in Europe would be one distributor -- and they had to work to become a distributor,
work their way up. They'll have on average 40 unit managers, and under that total of 40, there will be a sales force of about 400. Picture now not
just that one distributorship but that distributorship would have under it other locations which are smaller which had proximity to where the sales
force was.

And I'll answer that last piece and then I'll turn it over to Tricia. You know what, it's very much like -- they used to have -- I saw when I lived in Asia,
Singer sewing centers and that a retail customer could walk in but they generally would go to their house with them. They'd enroll them in sewing
lessons, et cetera.

We want to build the brand -- and I tell you, you could walk in on one of the main streets in Buenos Aires and you could walk in and you could be
part of a demonstration going on there. But you would be connected to a sales force member and we would try to get you involved either on
below this level as a really great customer support but linked to a sales force member or we bring you in to the business.

So on -- but why don't you add to that and then we'll talk about transition periods.

Tricia Stitzel - Tupperware Brands Corp - Group President - Americas

Okay. So as Rick said it's going to be an evolution. We already have some of them in place. In fact, I didn't say this but the one that you saw on the
picture on the screen on that slide was in Korea. And we planned -- we put together the guidelines and we planned to begin rolling these out first
of all in Canada.

And what we're looking to do is really find the right people to go into these locations. And so we want to make sure that they're going to have the
right approach and that it's really at the core about sales force training and recognition. We also want to engage consumers in activities like you
experienced so that you begin to understand what the products are all about. And so many people assume they know Tupperware but I would
imagine that if we asked you today, did you learn something new about the product today, everybody would raise their hand.

And so that's the experience that we're going for to be able to engage consumers in that way and still do the activities that we always do in the
distributorship
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Rick Goings - Tupperware Brands Corp - Chairman, CEO

Do a quick scan of the distributorships in the US that are large enough, have -- are enthusiastic about the idea. How many you've got that are --
that we're going to filter through the wine press?

Tricia Stitzel - Tupperware Brands Corp - Group President - Americas

We have about 60 candidates we would say on the short list for this. And that's a process that we'll work through over the course of the next couple
of years.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Yes. And Linda, I would tell you, that may translate into a dozen opened by the end of this year or a dozen making the transition. But that's what
it's going to be. And transitionally, we're getting closer into town, more proximity. I'd say you guys have got lots of experience with it.

Asha Gupta - Tupperware Brands Corp - Group President - Asia Pacific

So in China, we have the different business model, it is an outlet model.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Hold it even closer. Yes.

Asha Gupta - Tupperware Brands Corp - Group President - Asia Pacific

Yes. But interestingly, one of the learnings that we have from that business model, as Rick mentioned, we have almost 5,000 outlets there. They
are very close to the consumer and they give us the ability today to evolve over time.

So initially these outlets are very different per generation. We were just trying to find how to get these orchestrated. Now you have the third
generation outlets, uniform branding, constant consumer experience. From a sales force standpoint, it's really about enhancing.

But what's important is the activities that go on these outlets. So the GPS, or the group presentation selling, the cooking classes that get orchestrated,
consumers walking in there, experiencing our products. Our sales force members have the opportunity to demonstrate products there.

And you'd appreciate in China the homes are very tiny. So they would like to have a place where they can go to.

So taking a leaf out of that book, for instance in Korea right now, a similar situation but we have established large distributorships. And these
distributorships are now morphing into this new look and feel to pretty much orchestrate these types of activities inside these outlets. Again, you
have to appreciate it, it's very pro sales force and it's extremely for our consumer.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Yes. Very interesting. Linda, I'd add to that. Rents where we have most of these locations in China are very, very low and you frankly you couldn't
replicate that model in the rest of the world. So we will do versions of it out there.

If anybody ever travels to Mexico, yes, you can walk into a Starbucks, but if you walked into an espresso and you've had like a cup of coffee they
don't sell coffee. What they basically do is engage you in the brand Nespresso in their machines, then they have a sales person come see you.
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So it's going to kind of work like that for us where you really get the end effect of it. And we're already noticing people are starting to say, this is a
whole different brand than what I thought it was.

Please, next. You had your hand up. Yes. Can I have -- and can you get back there so I know what's next? Okay. Thanks.

Frank Camma - Sidoti & Company - Analyst

Yes. I have a question about China in particular. You had mentioned that water filtration device does particularly well for a $1,000 device. But it's
not surprising that a water device would do well in China. Do you have any low-end filtration devices that --

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Oh, yes. I gave a speech, do we have low end products in China. I gave a speech at Beijing business school. And I was talking about -- I asked the
class do they have access to clean water, most of them said, yes. And I said, raise your hand.

And they raised their hand and they had -- it was -- by the way 75% of them were women because 75% of the business school classes are women
because it's based on merit. They raised Tupperware Drinking Flasks and those things are less than $25. So, yes, at all levels.

Frank Camma - Sidoti & Company - Analyst

Because it seems like $1,000 dollar device, even if a middle class emerges, I mean, how many can you realistically sell? Because $1,000 device even
middle class in the US --

Rick Goings - Tupperware Brands Corp - Chairman, CEO

But what would you pay for a drug if it was going to save your life?

Asha Gupta - Tupperware Brands Corp - Group President - Asia Pacific

Yes. Exactly.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

There isn't any major city in China where the water you can -- most of us are raised in a place where the reason you have bottled water here in the
US isn't because you can't turn the spigot on and get clean water to drink. It's pure convenience here.

There, we show a slide that says, number one source of water filtration in China, and you know what their source is? The human body. It shows
water coming in, how the human body -- I mean, it's just horrible.

But Asha, you had anything else on products in China?

Asha Gupta - Tupperware Brands Corp - Group President - Asia Pacific

No, you're pretty spot on. But that's really the thing because there is a clear [impression] problem with the quality of water there.
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But increasingly the Chinese consumers are very quality conscious. When it comes to food, they're making the right choices now. When it comes
to water, this is just not purified water, it's actually mineral enhanced water. Georges said it's almost like having a (inaudible) out of your desk which
is a small luxury to people.

So indeed, we sell that quite significant volume in China.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Yes. Very interesting on brands in China. A friend of mine who is the past CEO of Gucci, when they were doing well, I asked him, Robert, how are
you guys doing in China? And I said -- he said, we're up like you are, 25%. I said, it's the land of knock-off Gucci, no enforcement, intellectual property.
He said, Rick, you don't understand. Chinese would never buy a fake Gucci. That's for Australians and Americans. Okay?

They want real Gucci because what it says to their friends, I'm not poor anymore. And that's what Tupperware does too, it's when cheap pulls out
of Tupperware flasks, we're not -- this is not an American company and we don't think of ourselves. It is a global prestige brand on that first level
of food, clothing and shelter and its enhancements. You can go to the Philippines, you can pawn Tupperware.

Next. In the back there please, [Niki].

Dara Mohsenian - Morgan Stanley - Analyst

Hey, Mike, can you tell us what percent of your business globally has iROAR rolled out now? And as you look at the US and Canada example, do
you think that applies similarly in terms of retention benefit as you look to international markets relative to the US and Canada?

Rick Goings - Tupperware Brands Corp - Chairman, CEO

What do you think?

Mike Poteshman - Tupperware Brands Corp - CFO

Yes. I mean, when we talk about iROAR in a roll out concept, this is the basics of our business that we've been using since we've been in the Party
Plan channel for 60 years. So it's not really so much of a question of a roll out in that sense. What we're doing is systematizing how we articulate
what we're trying to do, how we train our management teams, and then through our sales force in order to get that kind of leverage.

And so that's really what we're talking about. So the concepts are everywhere. And like Asha said, we go towards the one -- excuse me -- that need
the most.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

It's about same old, same ole. Frankly, this is the old, what gets measured gets done. We've never measured -- we've always measured recruiting
and activity. We've never gone in with management teams and said, and what's your retention level like? And they know they're not going to have
great retention if they don't have selective kind of recruiting, if they don't onboard right, if they don't activate right.

So what are these bringing to life, there are things you really need to do. And frankly, it was across the board out there. And I think -- and this is an
industry where -- this is an industry where everything is a bit about the front door and almost never about the back door.

We want to be known not to anybody else but to ourselves as nobody does it better. And we refer, to we get them in and we get more of them to
become successful. And that require different actions, doesn't it?
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Asha Gupta - Tupperware Brands Corp - Group President - Asia Pacific

Absolutely. Yes. So the iROAR, when you look at -- as Mike said, we've had that in some shape or form in all markets. So the new consultant onboarding
systems have existed.

What we're attempting to do now is to globally have the best practices which have higher sticking power to get to stick so we roll them out
uniformly. And we start to measure the retention on account of that. Because we know that wherever we apply it, the retention level improves. So
I think it's all about execution now.

Tricia Stitzel - Tupperware Brands Corp - Group President - Americas

And awareness. I mean, I think -- as I told you the story of Lisa. Lisa had an okay business and she was happy. And then when she realized by
attending one of these workshops that it's important to make sure that we're onboarding the people in the right way, it was just this light bulb
went on and she then focused her efforts to go from 20% onboarding activating to 50%. And so I think it's the power in that, that really holds the
key.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Thank you. I'll know you're next if somebody gave you a microphone. Thanks.

Stephanie Wissink - Piper Jaffray - Analyst

Hi, Rick. A question for the panel just related to kind of the food culture of the world and what you're talking about as a culinary experience company
now.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Georges.

Stephanie Wissink - Piper Jaffray - Analyst

Yes. Maybe just talk a little bit about food media and how that influences what you're seeing in some of the developing areas versus some of the
mature markets.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

You mean media?

Stephanie Wissink - Piper Jaffray - Analyst

Yes. Media influence. So whether it's things like the Cooking Channel or Food Network that's reinforcing this kind of foodie culture.

Georges Jaggy - Tupperware Brands Corp - Global Marketing Officer

This is the most powerful leverage we can have. I mean, we are really taking advantage of this.
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Let me quickly take an example of Tupperware France, all right? I was in France up to 2009. It was one of the market in my portfolio. And from 2007
up to 2011, France doubled their sales, doubled their profits. What it did is take out the Tupperware Party and make a culinary event. (Inaudible).
It's a workshop.

And this has an important -- a crazy impact not only on our KPIs such as recruiting and activating the people but we found really open doors with
our clients all in France, giving exactly this advantage of you decide what your child is going to have in his dish, you decide what kind of food you
will serve and how you want to process it. And this is giving us a tremendous advantage actually not only for France, I'm just taking this as an
example, but all over the world.

And all the trends are going this way. Do it yourself, organic, health, and also quick, with speed but in a way that you can manage it. It's a big, big,
big leverage for us indeed.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

But the interesting thing about France too as well, it is probably in Western Europe the most difficult business environment to do direct selling.
And most major direct selling companies have exited France.

And we doubled the size of our business. And remember right in the middle of that was 2008. And so now we're selling $150 products. Our average
French distributor is twice the size in total sales of other distributorships in Europe.

And let's say you really start to talk about distributorships doing in the area of $2 million, $3 million, $4 million, $5 million a year in sales they make
7% or 8% of that. So you start to sit there and see, "Whoa. This is a very serious business."

And I believe we're still the biggest seller of cook books in France, aren't we?

Unidentified Audience Member

We sell over 1 million cook books in France every year.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Yes. And it's -- and that's what its early days have converting to that in Italy. Michael doubled the size of the party at the time he ran our Italian
business. He's incredible at running a business not so good with a clicker. But, I mean, this -- and he had utilized the same things we did in France.

So big opportunity for us and it's kind of one thing I want to footnote there. With all this technology around us. And as they said the world shrunk
every market in the world is in a process of maturing. And you go in to India; Delhi is not the same now. [It's up in northern Punjab] area. And we're
utilizing right in our quiver all these things we've learned as markets matured. So Asha created when she was MD all these high price products
went to the emerging middle class. It was a whole different group of products.

Asha Gupta - Tupperware Brands Corp - Group President - Asia Pacific

Yes. We even made it to different catalogues because surely our food contribution business is one side of this. But then you have all the penetration
[products] you see. But the upper middle class really wants to have the simplicity that Georges talks about this [quick life pack]. How do I [relay]
the recipe in no time? The consumption of these media channels are extremely high.

Amongst the top 10 asked on iTunes, you would have food apps amongst the key ones. So really we're capitalizing in all of these trends and it
resonates all over the world over. (Inaudible).
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Rick Goings - Tupperware Brands Corp - Chairman, CEO

Yes.

Lien Nguyen - Tupperware Brands Corp - Director Investor Relations

do we have any other question?

Connie Maneaty - BMO - Analyst

Hi, I hope I'm not asking something you touched on earlier in your presentation. But I'm wondering if you would talk about the dynamics in Brazil
over the last year because it seems to have ended so strongly. And I'm wondering what accounted for if it was Tupperware sales, if it was the beauty
sales, if you're taking sales people from other direct sellers and what the outlook is there as GDP slows?

Rick Goings - Tupperware Brands Corp - Chairman, CEO

I'll start with the first part of that and Tricia I'm going to turn it over to you. We have -- back to this thing [Connie], that I was talking about earlier
today. Strongest thing about our company is the leadership team, Brazil is no different[example]. And if I would ask Asha or Tricia, how much time
do you spend mentoring this next group going to line? And as Stein Ove -- I was talking to Stein Ove about who's doing all those new video
programs and the new programs with regard to Party Plus they're in their early 20s and 30s. And we will keep those people.

So Connie what I'm getting to here is, we don't ever recruit from other direct sales companies. You generally, you don't get much. We recruit our
own and really grow. We've never been predatory with regard to that.

The leader of our Brazilian business really interesting 43 years old -- because it's about people that's all we are. 43 years old, she's Chilean Jewish.
Why do I mention that? Because she decided to go to high school in Tel Aviv and then did hers Israeli Defense Forces and (inaudible) looks like a
model. I was trying to picture her with a gun. And then she moves back, starts in finance in Chile and then we move her to Brazil where she works
in finance in the factory. She's 43 now.

And then she moves up in the marketing and then eight years ago we give her the Brazilian business and it's been -- we have our two biggest
distributorships in the world in Brazil they're not in San Paulo or Rio. They're up at [the mouth of the Amazon] each one is over 20 million in sales.
And think of 7% to 8% profit, think of what kind of money they're making. But boy did we mess it up on providing back end supply. And therefore
I'll turn that over to Tricia.

Tricia Stitzel - Tupperware Brands Corp - Group President - Americas

Well, thank you so much. Well, let me just first say that we have a very robust business in Brazil. And it has been fueled by how Rick described the
earning opportunity. I mean, we have some of our biggest loyalty, biggest distributor in the world there and I've attended several of their meetings
and there is such power in the room when you talk about the opportunity.

And they're sharing the opportunity and doing these concepts that we talk about with Chain of Confidence in building women and giving them
opportunities. And that has such a strong momentum to it. And we are primarily a Tupperware business there. So that's the product that's fueling
it.
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Rick Goings - Tupperware Brands Corp - Chairman, CEO

93%.

Tricia Stitzel - Tupperware Brands Corp - Group President - Americas

Yes. And -- but it's a very robust business and even in spite of some the tougher externals that they have right now, it's the momentum that's
moving that.

And we did have some supply chain issues given the raise of growth we had not made the investments that we needed in order to keep up with
the rate of growth. And so we suffered a bit last year in trying to keep up with the sales growth and moving that forward.

So we were able to diagnose what we thought some of the key issues were there. One of the things that we did was to change the leader and the
manufacturing and operations distribution side. And also make some investments into technology and improving the efficiencies in the plant. And
we're in a much better place now. So we still have more to do when it comes to the supply chain but we've been able to run now much better in
the fourth quarter there.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Coney, I would add. It cost us to do a scan of the whole world on how do we make sure we don't have this happen again. Because part of the
problem was, we just didn't have confidence that the growth would continue with that level and we were financially a little bit too conservative.
And we were little too I think willing to let kind of an old guard plant manager keep up with it. So we needed some new people.

I think we've got time for one more. This is it. And then we're going to have to go. Then I'll turn it over, Lien, to you.

Sofya Tsinis - JP Morgan - Analyst

Thanks. So you've mentioned the importance of India to your success longer-term obviously you've had some challenges in this market over the
past year. Can you talk about what you're doing to turn that business around? And what gives you confidence that you could get back on this
growth platform here?

Asha Gupta - Tupperware Brands Corp - Group President - Asia Pacific

Sure. So I was running (inaudible). And as Rick mentioned, it was a business of a very small in size in these eight years. We had a fantastic good
trajectory. We've put in large distributors. We've penetrated the market key cities. We have an excellent business there.

And every business goes through that point of [inflection]. So this business was built in a robust foundation. And last year we had -- of course that's
externals but beyond that we also saw that the business model needed more tweaks in order to give us that next wave of growth.

So what we've doing since the second quarter of last year, of course has been to work with the business model, made some tweaks that we help
us recruit better, more importantly retain better.

In terms of the product portfolio we've done some rechecks to make sure that we have products that can be sold to the upper middle class which
is a market that's waiting for us. Our reach is not all that great. And we are also expanding into some of the secondary cities there. So with all of
these measures, I'm pretty confident that we should be able to restore that business back to growth.
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Lien Nguyen - Tupperware Brands Corp - Director Investor Relations

This now concludes our formal presentation. Thank you for attending and hearing our 2015 Analyst Day. Please feel free to stay and experience
some more product demonstrations. We have a gift for you on your way out and we also have a box lunch. Thank you.

Rick Goings - Tupperware Brands Corp - Chairman, CEO

Guys, thank you very much. We really appreciate you coming here. Thank you. Thank you. Thank you.
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