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KeURIG Green Mountain at a Glance

Leadership Position

¢ Ranked #2 on Fortune’s List of Global

¢ Aleader in the specialty coffee and coffee
maker business with $1.2B* in revenue.

¢ Two operating segments: Specialty Coffee 100 Fastest-Growing Companies
business unit (“SCBU”) and Keurig (“Keurig”)
¢ SCBU sells coffee as well as K-Cup o #1 brand in total coffee maker dollar sales
portion packs® primarily through grocery and #2 in total coffee maker unit sales @
channel
¢ Keurig manufactures gourmet single-cup ¢ Owned portfolio of leading specialty
brewing systems regional coffee brands supplemented by a
« Brewers made for consumers at- strong portfolio of licensed brands
home and away-from-home settings o _
e Pursues a “razor / razor blade” strategy by ¢ #linsingle-cup Oﬁ'((:z‘? and hotel coffee
driving awareness of single-cup brewing and brewer placements
increasing the brewer (“razor”) installed base 1) Source: NPD Data

2) Source: Automatic Merchandiser Magazine

which drives K-Cup (“razor blade”) usage

Owned Brands
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keuric  Who Is Keurig

 Founded in the mid-90’s by coffee lovers who believed coffee should
always be served fresh — whether at home or at the office.

— Developed a patented single-cup brewing system and K-Cupe portion pack that work
together to deliver fresh, gourmet coffee in under a minute

 Launched first commercial single-cup brewer in 1998
— Today over 3.5 million K-Cups are brewed every day in Keurig brewers

« Keurig was acquired in 2006 by Green Mountain Coffee Roasters and
Is a wholly-owned subsidiary of GMCR

— Keurig remains committed to the multi-roaster strategy that is our primary point of
difference vs. other single-cup systems
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KEURIG

Keurig engineers, develops and sells
proprietary brewing systems through the
following channels:

¢ At-home (“AH"):

¢ Targets coffee drinkers through
upscale specialty and department
store retailers, select wholesale
clubs and mass merchants, select
supermarkets, and GMCR website

¢ Away-from-home (“AFH”):

¢ Targets office coffee channel with
broad offering of single-cup brewing
via a network of distributors in the
U.S. and Canada

Keurig also sells coffee, tea and cocoa in K-
Cups produced by a variety of roasters to
retailers and on www.keurig.com

Keurig Business Unit

Selected Brewers

B30 Mini

B70 Platinum
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KEURIG ~ Specialty Coffee Business Unit

SCBU Brands
¢ SCBU sells the following products:

Coffee Tea Dairy-Based Beverages
¢ Whole bean and ground coffee GREEN M ONTAIN
M 'UNTAIN COFFEE
. . Co '
e Proprietary K-Cup portion packs i i
containing coffee, tea and cocoa in Eféﬁf;;::

grocery channel

¢ Channels include grocery, foodservice,
away-from-home (“AFH”), clubs and
consumer-direct (www.gmcr.com)

New Beverages

¢ Over a dozen gourmet brands and more Perfect Iced T
than 200 varieties of coffees and teas Tea R A
Iced Coffee

A
ARIB?
© CorreE.


http://www.keurig.com/KCupResults.asp?Coffee=Emerils&mscsid=WCBD9K6L4DQF9JPUBC8MUV51XVH50TRB
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<euric  Attractive “Razor / Razor Blade” Business Model

Obijective Tactics

Away-from-home venues (e.g. Boston Market)

Drive Awareness of Single-Cup Brewing

Advertising / PR / Demonstrations

* Priced at or close to cost

A CERCRE TGN QR EVA I g R S U CTO M- IS{SI ¢+ Drive availability and distribution
* “Keurig Brewed” partnerships

c
% * Broad availability
5 Drive K-Cu p (“ Razor Blade” ) Usag e ¢  New usage occasions (e.g. Perfect Iced Tea)
% * More proprietary brands
o
<
[}
Z

* Quiet brew technology

Enhanced brew strength

L 2

Innovation / Replacement Cycle

* Increased cup sizes
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KEURIG Corporate Social Responsibility

We believe In using the
power of business to
make the world a better
place. Each step on the
long road from tree to
cup gives us an
opportunity to create
better coffee, and a
better world.
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KEURIG Pillars of Partnership

Partnering with
Supply-Chain
Communities

Supporting Local
Communities

Protecting the
Environment

Building Demand for
Sustainable Products

Working Together
for Change

Creating a Great
Place to Work




The Keurig Opportunity
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KEURIG

A Leading “Single Cup” System

Substantial Opportunity to Increase Installed Base

*

Today'’s limited marketplace
penetration leaves substantial
room for growth

Of the total 114 million U.S.
households, approximately
79%, or 90 million, own a
coffee maker

Based on Green Mountain’s
Segmentation Study, the
single-serve brewer
opportunity, defined as
households which drink at
least 2 cups of coffee per day,
is as large as 64 million
households, or 56% of all
households

Source: Company Segmentation Study

114mm Total U.S. HH

90mm U.S. HH
with Coffee Makers

64mm Potential Single-
Serve Brewer Opportunity

4.5mm Keurig
Brewers


http://www.millstone.com/
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keuric  1he Keurig K-Cup

- The patented Keurig K-Cup portion pack is the key to the perfect cup of

gourmet coffee.
Alrtlght (unlike pods) to lock in
freshness and flavor.
Pressurized brewmg takes place
inside K- Cup mini-brewer.

: | <4 | The perfect measure of coffee, tea
or hot cocoa in over 200 varieties.
A sophisticated filter for best

flavor extraction.
A great tasting cup of
gourmet coffee every time.
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<euRic The Keurig Brewer

- Keurig’s patented brewing technology delivers the perfect cup every time!

Microprocessor controlled technoloqgy

» Constantly maintains water at the
perfect brewing temperature

» Consistently delivers the exact
volume of water and precisely times
the brewing process for optimal
flavor extraction

» Constantly monitors water levels to
ensure a full cup every time
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kiuric The consumer is demanding...

Personalizaiien Convenience Qualiiy

Coffee Attribute Ratings 0
58.0%
49.0% 63.0%
39.0%
0
34.0% 32.0%
32.0%
32.0%
Having a | like to try I like to try | would like a | would like a | like to drink Having great tasting | like gourmet coffee

particular brand different brands different flavors coffee maker  coffee maker  coffee on the coffee is very

of coffee is very of coffee of coffee with no clean up ~ that makes way to work important to me

important to me needed coffee quickly

Source: Coffee Market Segmentation 2009
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keuric  ...and Keurig is delivering against these needs

Personalizaiion

Keurig is the ONLY single-cup
system that offers over 200
varieties of premium coffees, teas
and hot cocoa from 15 leading
brands

Cenvenience

By far the most consumer
friendly single serve system on
the market, offering a fast, hot
cup of coffee with little clean-up
required

’ :&'ﬁd

Patented Keurig K-Cups
combined with superior
brewing technology provides
a consistent cup of coffee
every time
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KEURIG Premium Branded Partners

K-Cups are available in over 250 varieties from 15 premium brands!

Glorla eam

Corpee®

( ELE:-,TmDu
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keuRic The Keurig Consumer

* 90% of Keurig consumers love their brewer!

* Over 95% of Keurig consumers would recommend
their brewer to a friend! Great loyalty among
Keurig owners who feel Keurig has positively
changed their coffee routine.

* Freshness and taste drive satisfaction.
» Keurig is changing consumer behavior. No more

grinding beans, measuring water and cleaning
up soggqy filters.

» Keurig consumers recognize the value of owning a
Keurig. In these tough economic times it’s much
less expensive to brew gourmet coffee at home
than hit the coffee house

Source: Keurig Satisfaction Survey
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Keuric  Keurig Brand Positioning

Keurig®is the way to brew the coffee | love.

- Simple andconvenient Keurig® brews coffee
- Choice and variety just the way I like it, to
— Gourmet coffee fit my every taste and

- Fresh, under a minute mood.

- Perfect, consistently



Keurig’s Distribution
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KEURIG Marketing & Distribution

€ Retail & supermarket locations selling Keurig Single-Cup Brewers and / or K-Cups

19.000 Retail Stores 13,450 Grocery Locations

BED BATH & BEYOND meije[ STOP:SHOP 3
@ *TOCYs KomLs

haws PUbIliX.  @loblaws

oo s we just scound the comar.™

Olaomingdales Walmart CIANT
TARGET. - =adaddd. gm ACME
—__—c OSIce
JCPenney se/ais m Here Everything's Better. c

Note: Location totals current as of June 2010


http://www.costco.com/Home.aspx?cm_re=1-_-Top_Left_Nav-_-Top_logo
http://www.sears.com/sr/javasr/home.do?BV_UseBVCookie=Yes&vertical=SEARS
http://images.google.com/imgres?imgurl=http://www.nature.org/joinanddonate/corporatepartnerships/images/logo_lowes.gif&imgrefurl=http://www.nature.org/joinanddonate/corporatepartnerships/partnership/lowes.html&h=206&w=448&sz=21&hl=en&start=23&usg=__8h2lVjD-X_o
http://www.bedbathandbeyond.com/rdDefault.asp?
http://www.macys.com/index.ognc
http://www.meijer.com/home.jsp?cmpid=HeaderMeijer
http://www.wegmans.com/webapp/wcs/stores/servlet/HomepageView?storeId=10052&catalogId=10002&langId=-1
http://www.shaws.com/index.html
http://www.giantfoodstores.com/index.html
http://www.heb.com/welcome/index.jsp
http://www.kroger.com/
http://www.google.com/imgres?imgurl=http://www.ilikebenfm.com/Pics/12 days/BJs_LOGO_CMYK1.jpg&imgrefurl=http://www.ilikebenfm.com/Contests/Register.aspx?ContestID=109188&usg=__85xWzdJeJ-JSlJ8HwSpFoCxKGUE=&h=1125&w=1200&sz=110&hl=en&start=15&um=1&itbs=1&tbnid=ZU2csixg-6MvPM:&tbnh=141&tbnw=150&prev=/images?q=bj's+logo&um=1&hl=en&sa=X&tbs=isch:1
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keuric  Coffee - The Category

Fundamentals of the category have shifted over the last 24 months...

Single Serve - New, innovative segment driving growth
Premium pricing - driving greater revenue for retailers

Basket and annual spend larger for single-serve vs. whole bean, ground, or
Instant coffee

Keurig K-Cups drove 76% of FDMX category growth last year, despite
Keurig’s brewer penetration being only 5% nationally!

FDMX $ % Change

103.3%

58.4%

3.1% 1.4% 0.8% 1.3%

-0.5% -2.1%

SINGLE SERVE COFFEE | GROUND COFFEE INSTANT COFFEE ~ WHOLE BEAN COFFEE

2009 m Latest 52wks
Source: IRI, 52wk ending Sept 5, 2010
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Keurig Has Fueled The Growth Season To Date

KEURIG
$140 - 0 Total Coffeemaker Dollar Sales
+16.5% $133.8M ffeemaker Doll
(in Millions)
$114.8M /
$105 - All Other
Keurig
+4%
$100.9M
$35 -
+88%
$32.9M
$0 [
2009 2010

Source: NPD All Channels

Note: Total Coffeemaker category includes all coffeemakers and espresso makers

NPD data does not include all retailers, and is estimated to represent 35-40% of the total market
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kKeuric  Keurig Unit Sales Trends

Keurig % of Total Coffeemaker Unit Sales Trend
January 2006 - September 2010

20.0% 18.6%

18.0% a

16.0%

14.0%
0 0,
12.0% 10.9&11.2% 11.3%

) ‘.——ql
10.0% 10/ "
0 7. 4% 6.8

8.0% 5 7 %
6.0%
4.0% 8.1% , 5, 2.6% 2.7%

2.0% | 059% 0.7% 0.7% L3% 0-9% 11% 1.3%" g AR
0.0%

L & K €6\ (\«6\ 6\ 66\ QQ% (\«Q‘b Q‘b F P R S @ N N O
S S S P A~
(@)

% X Y ¢
R SN AR S

Source: NPD All Channels
Note: Total Coffeemaker category includes all coffeemakers and espresso makers. NPD data does not include all retailers and is estimated to represent 35-40% of the total market



Keurig’s Marketing Support
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keuric Fall 2010 Marketing Program

Fall 2010 Marketing Campaign
Includes:

- National TV

- Buzz Events

- Mall Demos

- Online Advertising

- In-Store Demos & Merchandising
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keuric  Merchandising — Promotional Support

Four Foot Section in Supermarket

s g
s el e

single-serve savings from Keurig’ & Cuisinart’

ke IR 10558, e, 115,00 25090

LRI

CHODSE, BREW. ER[0Y."
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KeuRIG  Merchandising — Non-Grocery Retailers

BED BATH &
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