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13% Dear Fellow Shareholders

Rick Goings, Chairman & Chief Executive Officer

2014 was another year of solid local currency growth for Tupperware 
Brands, in spite of a challenging external environment.  Our competitive 
advantage is our powerful and flexible business model composed of 
multiple levers: innovative and demonstrable products; a relationship-
based selling method; proven direct-to-consumer fundamentals, 
including training, motivating, and recognition; and a compelling earnings 
opportunity.  Our model, driven by our talented global management team 
enables us to sustain our position as the premier relationship-based 
global marketer of quality innovative products and brands.   For a number 
of years, we have consistently increased sales and return on sales in local 
currency.

We continue to diversify our global portfolio as China became, in 2014, 
our ninth unit with over $100 million in annual sales. Brazil stepped up 
and became our third unit with over $200 million.  Over 90% of our sales 
are from outside the United States. Our emerging markets contributed 
66% of our 2014 revenue and grew 10% in local currency.  While our 
established markets’ local currency sales were down 4% for the year, 
a number of them showed sequential trend improvements quarter to 
quarter in 2014.   

Our path to growth is to strengthen our core and to contemporize our 
model.  In early 2014, we introduced iROAR as a way to systematize 
through our inspirational leaders, the way we Recruit, Onboard, Activate, 
and Retain our sales force. With these initiatives, we are improving our 
messaging, training and execution through our internal management and 
to our sales force leadership.  Another major component of iROAR is 
to focus not only on bringing in new sales force members, but equally 
emphasizing the things that will build their longevity. Even as we continue 
to grow our global sales force, our mindset is to treat each new recruit as 
if she were our last, dedicating ourselves to her success.

We are contemporizing our business model by modernizing the look 
and feel of our current contact points including sales force meeting 
locations, and also looking for opportunities to move these locations 
to high traffic suburban and urban areas. Here we can engage and 
draw consumers to our sales force to showcase our powerful product 
demonstration approach, innovative products and our earnings 
opportunity. Technology continues to play a large role in updating 
our model, and we see it is an “and” to the party, serving as another 
method to contact, engage, and grow our sales force and, through 
them, our consumers.

When we look at our runway for growth, we see opportunities for both 
our emerging and established market businesses. In emerging markets, 
we look at the white space we have in countries where we already 
have good established businesses, such as China and India.  In large 
units, such as Brazil and Indonesia, we still have opportunities to grow 
our sales force through expanding in underserved geographies and by 
addressing the growing middle classes.  More consistent execution 
and addressing underserved geographies, and capitalizing on mega 
trends like urbanization and the coming of age of the millennials, are 
what will enable our growth in our established markets.

Over the last several years, we’ve provided significant returns to our 
shareholders through dividends, share repurchases and a higher stock 
price.  In 2014, through share repurchases and dividends, we paid out 
$4.26 per diluted share, and over the last three years, we generated 
a total shareholder return of 25%.  We’ve bought back almost $1.3 
billion in shares in the open market since 2007, which, combined with 
our dividends has sent out $33 per share from 2007 to 2014. In fact, 
if $10,000 was invested in Tupperware in January 2007, it would be 
worth almost $41,000* with reinvested dividends. That’s compared 
with a value of $17,600 if the same $10,000 was invested in the S&P 
500.  

With our powerful business model, our potential for growth, and our 
talented management team at the helm, we are confident in our future. 
With that confidence, we look forward to returning even more value to 
our shareholders going forward.

For over 65 years, Tupperware Brands has provided tools, 
training, and support that enable women to empower 
themselves to build their businesses, gain financial 
independence and ultimately change their lives.  I am proud 
that Tupperware Brands continues that commitment today.  It 
is through partnerships such as the UN Women’s Private Sector 
Leadership Advisory Council, in which we are one of ten global 
companies, that we can leverage and accelerate initiatives 
that strengthen women’s economic empowerment around 
the world.  As we train and support our next wave of leaders, 
we continue to focus on developing women in management. 
Of our country Managing Directors, 30% are women, two of 
our three group presidents are women, and four out of eleven 
board members are women. 

*Values of Tupperware stock and S&P 500 are based on $10,000 invested on January 3, 2007 through February 20, 2015.

Rick Goings
Chairman & Chief Executive Officer
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