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With the completion of another successful year that included local 
currency sales growth of 6% and adjusted EPS growth of 9%, I take a 
moment now to look back at the year. We had a number of units, both 
established and emerging, that performed well, and we had a few where 
challenges, both macro- and internally-influenced, caused performance 
to not be as good as we would expect. However, our well-balanced 
global portfolio enabled us to achieve our revenue and earnings growth 
targets. One of the key strengths of our business model is our global 
management’s knowledge of our selling method and business model. 
We learn from both our successes and our challenges, and we are using 
this knowledge to make our businesses even stronger going into 2014. 

Our emerging markets continued their strong revenue trends, growing 
13% in local currency in the year and generating 65% of our revenue. 
Over 80% of the world’s population is found in these countries, and while 
our brand recognition is good, our overall market penetration is fairly 
low. The exploding middle class growth in these markets, especially in 
the Asia Pacific area, provides us a continuing growth opportunity. We 
expect our expansion to continue in these markets for the foreseeable 
future at a low double-digit rate. Overall, our established markets 
were down 4% in the year. Quite a number of our established market 
businesses, however, did perform well. France and Italy were both up 
mid single-digit and several of our smaller businesses – Austria, Belgium 
and Portugal, to name a few – were up mid to high single-digit. But some 
of our larger established market units, such as Germany and Tupperware 
United States and Canada, did not perform well. We remain focused on 
our underperforming markets in order to drive overall established market 
growth back into the plus column.

We are very much an AND story. Our products, selling method and 
sales force compensation models are relevant in established markets 
and emerging markets, and we remain focused on the growth and 
profitability of both types of markets. In fact, there was a party or group 
selling demonstration happening around the world every 1.3 seconds 
in 2013. Tupperware Brands has a relevant, dynamic, vibrant business 
model. Every year, more and more parties are happening as Tupperware 
Brands’ products are being sold around the world, and the lives of our 
sales force and their families are being changed for the better.

Core to our continued growth and success are our business fundamentals; 
our ability to recruit, train and motivate our sales force is what sets us 
apart from our competitors. We developed a global strategy called 
iROAR that we’ve taken to our leadership. Its emphasis is to maintain 
focus on the key fundamental success factors of our businesses.

Rick Goings hosting one of many training seminars for sales force and 
management teams around the world, driving the company’s mission 
to build confidence, empower and change lives.
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•	 inspirational leadership is where it all begins, and it starts at the 
top, in both the top of our local management teams and our sales 
force leadership and radiates outward focusing on encouraging, 
motivating and inspiring our sales force. 

•		Recruiting is a fundamental requirement and key for the continued 
growth of the business. We attract sales force with a purpose of 
changing lives, not just with a prize or income alone. 

•		Onboarding is ensuring we equip our sales force with the skills and 
tools they need to be successful. It’s taking the recruit by the hand, 
helping to get them to training and gain knowledge of the business. 

•		Activation is contact and engagement in the business. Helping our 
sales force member to contact her customers and date parties, 
which perpetuates her business and ultimately provides income.  

•		Retention is driven by contact, friendly competition and recognition 
of our sales force. She’s seen how the income from her business can 
positively change her and her family’s lives. Now she is recognized in 
front of her peers for her accomplishments, dramatically improving 
her self-image. She is no longer just bringing in extra income to 
support her family; she is also being supported and recognized by 
her peers, as they grow their confidence together.

 
Tupperware Brands is not just about the product. Around the world, 
the Tupperware® brand and products are recognized, admired 
and respected. But, just as significant, and maybe more so, is the 
importance of our channel, our 2.9 million global sales force. In 
2013, we enlisted the Global Fairness Initiative to perform a study on 
the impact of Tupperware on women’s lives in our largest business 
unit in the world, Indonesia. Similar to a study we performed 
with our Mexican sales forces, they found that women in our 
Indonesian sales force not only increased their income but that their  
self-image and self-confidence also improved. They found our sales 
force had improved relationships with their spouses, friends and 
family, and many became role models and inspirational leaders in their 
communities. This goes to the heart of our commitment to our Chain of 
Confidence mission to enlighten, educate and empower women. Our 
business model is really a relationship selling model. Our sales force, 
sharing products they love with people they care about. These are 
not just motivational ideas. They are actionable strategies that will help 
drive and sustain our growth for years to come. 

A continued benefit of our business model is the cash we generate. 
Cash we continue to return to our shareholders in the form of 
increased dividends and share repurchases. Between dividends 
and share repurchases in 2013, we returned almost $10 per share 
to our shareholders, and our stock price appreciation and dividend 
generated a 56% return to our shareholders. As we look forward to 
2014, there will continue to be puts and calls among our business 
units, but the power of our brand and channel provide for confidence 
in the sustainability of our growth for years to come.


