
Fellow Shareowners:

Just a few months ago, Vlasic Foods International was created as an

independent company following our spin-off from Campbell Soup Company.

Since that time we have become more excited than ever about the

prospects for your company.

We have benefited tremendously from the high recognition and

exceptional consumer acceptance of our major brands. However, this year

we also had to take the difficult steps that all newly formed companies

face as we create an infrastructure and develop strategies that wiII help

us maximize olur potential for growth.

The investments necessary to get this company up and rolling have

been considerable and our initial financial results reflect this outflow. We

are highly encouraged by our brands' potential for growth and expect

that, in 1999 and beyond, the real value of Vlasic Foods International as a

free standing entity will be fully realized as we Unleash the Potential of

the company to maximize shareowner value.

FOCUS

Growttr: Unleashing a Power Brand
Growth: RevitalizinE an Icon

BRANDS

Vlasic
Swanson

Vlasic Farms
Open Pit
Freshbake
SonA
Swift
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Business T\rnarounds

To begin this turnaround we are developing and implementing a

5-part program to build strareowner wealth: 1) brand and volume

building initiatives; 2) cost savings actions across all businesses; 3) asset

management to maximize returns; 4) portfolio reconfiguration; and

5) capital structure management. As we progress through 1999 and

beyond, each of these elements will unfold as we take clear steps to build

long-term shareowner value.

Clearly, the future of Vlasic Foods International begins primarily

wittr our Vlasic and Swanson brands. And accordingly, our emphasis will

be on "investing to win" in these two prime enterprises.

Vlasic pickles and condiments and Swanson frozert foods bottr are

icon brands with commanding share positions. The challenge now is to

grow from this strong base. We wiII dramatically increase investments in

marketing, product development and advertising to grow ttreir top and

bottom lines. We are committed to growing these jewels, and we expect to

begin to achieve sustainable growth in 1999, only a year after our spin-off.ARGE)\IT]A!! ,
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To fund the growth and investment in these two premier brands, we

are fortunate to have the resources generated by our five other businesses -

Vlasic Farms fresh mushrooms and Open Pit barbecue sauces in the U.S.;

Freshbake frozen foods and Stratford-Upon-Avon grocery products in the

United Kingdom; and Swift meats in Argentina. We will focus on improving

financial results in these businesses to provide funds for growth.

Our commitment to focusing on our best businesses, and marshalling

resources to invest in them, also resulted in our decision to divest

Kattus, ttre gourmet German distribution business. Kattus does not fit

with our strategic focus because it is a distribution business and not a

Ieading, branded food business. This sale will generate cash for investment

and allow us to concentrate management attention on our biggest

opportunities: Vlasic and Swanson.

As we move forward, we plan to sustain the market leadership and

winning tradition that are so much a part of the Vlasic and Swanson

brand identities. With clearly focused marketing initiatives, strong

advertising support, innovative product development, and rigorous asset

and cost management, the potential for these brands is unlimited. It is up

to us to Unleash that Potential while we harness it to generate

maximum growth in shareowner value.

Unleashing a Power Brand - Vlasic

Vlasic is truly a power brand whose tremendous strengths will

be leveraged for advantage. It enjoys more than g5 percent consumer

awareness and holds a 32 percent share of its category, the leading

position. The Vlasic stork is one of the most recognized brand symbols in

the U.S., and carries our high quality competitive advantage to millions

of consumers. In fact, a survey cond.ucted by one of the world.'s leading

advertising agencies found Vlasic's brand strength and stature to be

among the highest in the food world.

In the years to come, we are committed to increasing sales through a

combination of exciting: new products, enhanced marketing, improved

sales distribution and cost containment.

Product Innovation Sustains Leadership

As the leader in ttre category, it is up to us to drive innovation. In 1995,

Vlasic revolutionized the category with the introduction of Sandwictt

Stackers@, an innovative new product that grew brand and category

of the most

brand s5rmbols in the

U.S., celebrates its 25th

birthday this yean The

stork delivers Vlasic's

high-quality product

messaEe to consumers.
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