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Dear Shareholders,
2012 was another year of solid growth for Tupperware Brands. It is the strength
of our brand and the flexibility of our business model that enables us to sustain
our position as the premier, direct–to-consumer, global marketer of quality
innovative products. For a number of years, we have consistently increased
sales in local currency, and our adjusted pre-tax return on sales has gone from
5% in 2003 to over 14% in 2012. Our emerging markets now comprise 61% of
our total revenue and grew 11% in local currency in 2012. Our established
markets’ local currency sales were down slightly for the year, but I’m pleased
to say that through the strength of our management teams and their knowledge
of direct selling fundamentals, we saw trend improvements in a number of these
by year end. We are an AND story – a business with solid footing and a strong
model that works well in both emerging AND established markets. 

One of the many strengths of our business model is that it generates strong
cash flow with limited investment required to support growth. We don’t have to
invest significantly in bricks and mortar to enter new markets or more-and-more
to support our existing markets either. As a matter of fact, today we source
about 40% of our product through third party vendors and contract
manufacturers. We also don’t need acquisitions to fuel our growth. We have
enough organic opportunities to continue to grow our revenues and profit in line
with our 2014 and forward target of 6-8% annual local currency sales increases,
along with improvement in our return on sales. 

What really powers our growth is the expansion of our sales force, which stood
at 2.8 million as we closed 2012. Our sales force brings our Tupperware and
beauty products to an even larger base of external retail customers. As a result
of ongoing innovation, our sales force is able to bring new product and
categories to existing customers, as well as to attract new customers. Together
with having the correct selling situation in each market - in 2012 there was a
party happening every 1.4 seconds – and the right compensation and career
programs for our sales forces, we plan to capitalize on the significant runway
we have in front of us in both our established and emerging markets. The
flexibility of our business model enables us to match the product offering, selling
situation and earning opportunity to fit the environment. In established markets
like France and Germany, the white space for us is in the urban areas around
the larger cities. In many of our emerging markets, we have only just begun to
penetrate the large pool of addressable consumers. In fact, our assessment is
that we are in less than 25% of the homes we can target in countries like India,
Indonesia and Brazil. In many emerging markets of the world, where there are
few opportunities for women to find jobs to support their families, the earning
opportunity we provide through our Tupperware and beauty businesses can be
life-changing. We have a lot of room and reasons to be able to grow! 

We grow our business with confidence. In fact, this past year an independent
study of our sales forces in Mexico by the Global Fairness Initiative showed
involvement with our business had a dramatic impact on a woman’s confidence,
income and connectivity. We work to have the same impact on our sales forces
around the world. Through training, recognition and a meaningful earning
opportunity, we help to change positively both their lives and the lives of their
families. We are confident in the future of our business.

As a result of all of this, we’ve been able to return significant amounts to our
shareholders through dividends and share repurchases. In 2012, through these
avenues we sent out $5 per diluted share, and over the last three years we
generated a total shareholder return of 42%. We’ll continue to generate
significant cash for our shareholders going forward and in January 2013
announced a 72% increase in our quarterly dividend and an $800 million
increase in our share repurchase authorization to $2 billion. It is with this
confidence that we look forward to returning even more to our shareholders,
our partners, in the years ahead.
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Rick Goings, in one of 32 countries visited in
2012, as he conducts training seminars for
global sales force and management teams.


