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COMPANY DESCRIPTION~

R)R Nabisco is a world leadei in manufacturiug and marketing consumer plckaged .

goods. The company's brands, such as Winston, Saleriy Came1, Oreo, Chips Ahoy!, Ritz,

Premium; I:ife Savers, Planters and Care,Free, have been household names to generations

of families. These names -and hundreds mpre_ are synonymous with high quality and ,

superior value, characteristics that the company is dedicated to,preserving .
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FINANCIAL HIGHLIGHTS

1992 1991

Net sales

Tabacco

Food

$15,734

9,027

6,707

$14,989

8,540

6,449

Business unit contribution'

Tobacco

Food

Corporate _

3,522

2,687

947

(112)

3,543

2,726

920

(103)

Operating Income 2,898 2,934

Net Income 299 368

Net Income per share .20 .22

Income before extraordinary item 776 368

Income per share before extrordinary item .55 .22

Total debt 14,218 14,531

Total interest expense 1,429 2,113

Preferred stock dividends 31 173

• opemtmgincom.ebelreeamonlmtlonottmdemadsandgoodwilland[heneletfectsin1992o(aresnucmtlnPexpense1510s million)andagainontimsaleof
Ihemudyta-acemnlbusinessf59Nmillion). _

NET SALES
RJR NABI$CO HOLDING6CORP .

3 .9 " "
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,fT~l[[lona, , ' '

$(429) ,
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OPEEATING INCOME
RJR NABISCO $OLbINGS CO
iSBRLiENS, ' ,

$2:8 . . $2.9
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TOTALDEBT ,
RJR NABISCOHOLDING$ CORP .
"Sn¢uorvs, ' '

$18 .9 .

5

2.9

992 '

; $142
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Dear Fellow Shareholders :
Running a business these days is like running in a marathon . To win you have to be faster than

anyone else: But you have to haie a strategy for how, to run the whole race, sa that you don t run
so fast at the beginning that you fade at the finish lirie : And you have to be ready for surprises
along the way and be smart and nimble enough to turn the unexpected to your advantage .
That's a pretty good description of 1992 for RJR Nabisco . We ran i'ast to grab important growth ',-

,opportunities . We worked hard on our core business. strategies to build_lon.g term shareholder. . _; . .. '
~~.

value. We also bumped into a recession that lasted longer than anyone thought, faced ~
competitive wars in the store aisles, and met a recession-weary consumer alorig the tiray '

who was rethinking old shoppmg habrts . .

We expanded our food businesses in Mexico ; Brazil and. Venezuela. In the United States, we
We made major tobacco investments in Russia, Ukraine, Poland, Turkey, and Hungary

opportunrttes at home. '
markets where Carnriiunism and government monopolies were falling . We.also saw growth
grade company and gave us .the financial flexibility to take advantage of newly opened
We started the year having just completed a recapitalization that made us an investment-

strengthened our Nabisco biscuit franchise with the acquisitions of Stella D'oro and New York .

super-premium pies for in-store bakeries, and added to our presence at the candy counter
Style Bagel Chips, expanded our fast-growing food service business with Plus,h Pippin

All the white we continued to work relentlessly on improving our balance sheet . In 1992 we
with Phoenix Confections's Now and Later candy brand .

refinanced $3.62 billion principal amount of high-cost debt: At year-end we had lowered the
average interest rate on our debt by 230 basis points from where we started the year . Our
1993 interest bill will fall substantially as a result .
We maintained our high-gear, impatient pace throughout the.year because what we were V

doing was important to accomplishing our long-term business strategies: ~w

Groiu market share at ocn-domestic tobacco business anrl'restore its ability to grotv N
earniizgs ata predictable,anmtal rate .. 3

Expand rapidly in both existing and emerging international tobacco markets .
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• Build on our dominant position in cookies and crackers by edging out into the braader
baked goods category, and add depth to our non -biscu it North American foods businesses .

• Develop a portfolio of groming food businesses outside of North America that draaus from
ourNorthAmerican expertise in baked goods .

.l
• And, contintce to reduce debt and in terest expense, and free up more enpital to enhance
shareholder value.

The economy made implementing strategies and everything else tougher throughout the year,
especially for American consumer products companies. Consumers simply stayed at home, and
when they did venture out, it was too often to the allure of coupons, two-for-orie specials and
new, low-cost generic and private-label products .
We responded with considerable agility. Nabisco, for example, introduced more than 100 new

products last year to help lure reluctant consumers into the biscuit aisle and other parts of the
store where our food products are sold. -
Still, the economy took its toll on operating results at RJR Nabisco, even as our net income

more than doubled, absent extraordinary charges related to debt retirement, to $776 million .
Net sales rose 5 percent to $15.7 billion, but our operating income of $2.9 billion only
matched the prior year .
The severity of consumer penny-pinching is no doubt a short-term problem . Already by the

end of the year we saw better prices for our lower-priced domestic tobacco products . But even as
the economic recovery brings consumers back into stores, they will likely retain some of their
recessionary buying habits, like focusing on value . We will have to be leaner and more agile .
than our competitors in order to be successful meeting those consumer demands .
Despite the economic climate, our business units made considerable progress against their

strategic priorities . .
Our domestic tobacco subsidiary, R .J. Reynolds Tobacco Co., is stronger than it has been in

more than a decade. Operating income for 1992 declined, as we had expected, due to higher
marketing spending and booming growth in lower-priced products . However, Reynolds
finished the year with total unit volume growth of 3 percent, compared with virtually flat
industry volume.

INCOME .(LOSS) BEFORE •
EXTHAORDINARXITEM.
RjR NASI6CO S3OLDING3 CO_R_P,.
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All the while, we worked on firming our position in the full-price category
. Reynolds has one-of- -~the few full-price brands in the industry showing significant volume growth - Camel . We think

- - we have in place the essential dynamics to keep Camel growing in the years ahead. ~
The international tobacco market has seen more changes in the past year than in any

comparable time in its history- and virtually all of them are for the better. RI. Reynolds Tobacco
International invested in plants last year with a combined capacity of more than 80 billion units
in markets with tremendous demand for American-blend cigarettes .
We've nearly doubled the size of our international tobacco business over the past four years-

and we've barely scratched the surface of emerging business opportunities in the 50 percent of
the world market that has opened up to Western manufacturers in just the past two years . "~ .
Although seizing the best opportunities will require significant further investment, we still
expect to deliver solid sales and earnings growth . The prospects for this business are exciting

. Among the new products introduced by the Nabisco Foods Group, which encompasses our
NorthAmerican food businesses, was a new line of reduced-fat and fat-free cookies, crackers
and chips under the SnackWell's and Mr. Phipps trademarks . These products jumped off the
shelves, generating more than $65 million in sales in their first five months . The new lines
provide us with a new outlet for growth in the biscuit business - nutrition-conscious consumers, -___

-~the ranks of which are growing as the baby boom generation moves through middle age .
Many of our other new food products underscored the renewed emphasis on marketing we're

~taking in our non-biscuit food businesses, where we haven't been as dominant . We developed

new lines of flavored mustards under the Grey Poupon label, snack-size and spicy Planters nuts,
lower-fat Fleischmanns spreads, and Gummi Savers candy.
These and other new products helped us maintain volume in a tough economy . But far more

important, they provide a foundation for real volume and sales growth in the years ahead .
Food growth may have been slow in North America, but it was explosive in Latin America,

where we are investing heavily to expand our international food business . In fact, we see so
much potential in that and other markets that we created a separate food unit during the year
and brought aboard Rick Thoman to run it .
Latin American food sales topped $750 million in 1992 through a combination of internal

growth and acquisitions. We expect total international food sales of about $1 billion in 1993, and'

BUSINESS INVESTMENT -

. .199R 1991 ' 1992

tia[[IS~ON9l

RJR NABISCO ROLbINGS OORP .~
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are actively evaluating opportunities to enter markets in Europe and Asia .
You'll hear from the people who made all this happen - the senior management of RJR Nabisco -

in the remaining pages of this report . They're a tough-minded, chronically restless group with an
enormous sense of urgency . I'm proud and happy to work with them .
Those of you who have been following events at a number of America's largest companies know

how important culture is to a company's success - or to its failure . We 've been working hard on

our culture at RJR Nabisco . Four years ago a lot of senior people left the company, but a lot stayed
here too - talented people who wanted to play on a new team . We brought in some new players,
some of them battle-hardened from other turnarounds . We threw out all the old policy manuals

and procedure books and started over .
This management team owns a lot of RJR Nabisco stock - and not just free options . We bought

stock with our own money. People say that management in corporate America needs to think
more like owner-managers. At RJR Nabisco, we truly are owner-managers . We've got a lot on the
line with this company, and if that doesn't give us a sense of urgency to create shareholder value,

nothing will.
That owner's sense of urgency has served us well over the past four years . Our debt level has

been halved. Our financial status made investment-grade . Our business strategies are starting
to show results- in new products and product lines, in businesses acquired, in international
markets successfully entered, in efficiencies gained .
As an owner-manager, I can assure you we will continue to run fast in 1993 and beyond . '

- d-^-"--
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FOOD OPERATIONS Rlfi Nabisco's food operatimu in the U.S. and

Canada are managed by the Nabisco Foods

Gronp, while the cmnpany's operations in

The company's worldwide food sales were

$6 .71 billion in 1992, a 4 percent increase from

$6.45 billion in 1991. Businessunitcontribatdon

nmrkets oEttside of Nordh Amercia are ooerseen bY rose 3 percent, to $947 million in 1992 from

Grbisco inrernnrional, Tnc . $92o mifGon in 1991.
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NABISCO FOODS GROUP
Nabisco Poods Grotep's performance in 1992 is a stoiv aftlro!'res~ in a decidedlv tough business envirnnmanr. ---~

The economy stubbornly resisted recovery and continued to cut deeply into :consumerspending. That made volume .~~

growthextremelydiffrcttltforrrtanyofourNorthAmericanfoodbusinesses.Italsopromptedretailerstoconttnueto'=

pressire manufacturers, includingincreaseddemands fordeeperdiscounts. ~; -

n_. Y n ng . ou: yarea . .e. . gY . . gg . . . . . .P

(i) increased supportfor our core brands ; (ii) aggressive newbusinzss initiatives, (iii) a .dedication to unifnrmly

Weareexecutin 's• ''dstrate toaccelerate owthinvolumeand rofits b conce-trati` oa frk ="~"_t

high qualify in both the p'roducts we manufactttre and the services we prpvide to customers ; and (iv) an all out

Some of the results of this strategy took shape during the year. Nabisco introduced more than 100 new: items -_

including a_ promising new line of reduced- and no fat cookaes and crackers, new margarines aiui ngw Ivlexacan food4 .

Wealsocompletedfourstrategicacqtiisitiotisthatprq idesign~cantopportunftiesforustqexpandintonewsegmentS_.~

of the markets in which tve compete.

In thelastyear, we've invested more than $250 million in pla.ntand equipment upgrades, including the ongoing

moderni ati fou & k ie d ih iu i l "c le. z ono er san eco zstr a t ct onofanew,t chno ogi al y .

advanced margarine plantinlndiana .'We'vealso launchedadrive to,improvee

. efficiency an,d prodisctivity throughout the,organi.uition by'rethinkingand ~ .

redesigningalie way we dqbusiness in a .very,chhnging,and challenging markeG

N abisco Foods Group strategically

broadened the reach of its confec-

tions business by acquiring Phoenix

Confections, Inc . in 1992 . Phoenix

Confections, which had 1991 sales of

more than $35 million, makes and sells

Nabisco is integrating Phoenix

Confections into its LifeSavers Division,

which markets Life Savers candies,

Breath Savers mints, and Bubble Yum,

NowandLa[erbrandcandies,ataffy-fike '

product that is especially popular with

youngsters and teenagers - one of the

largest segments of the candy market .

CarekFree, Fruit Stripe and Beech-

Nut gums. Nabisco's sales and marke

expertise will build distribution for

Now and Later products in grocery, drug

and discount stores and also expand

sales in convenience stores, where the

brand has been sold primarily.

LifeSavers celebrated its 80th anniver-

sary in 1992 by introducing three

"wild" flavors - Tangy Fruits,

Tangy Watermelon and Wild Sour

Berries - developed for their high

appeal to children and teens .
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N abisco Biscuit Company

markets the nations

top brands of cookies and

crackers through a direct store

deli.Iry system that is widely

acknowledged to be the best in

thee food industry. The

company's 4, 500-person sales

;orc e enables it to provide

individually tailored service to

more than 100,000 retail outlets

each week . .. and to work with

those outlets to maintain

inventory and product displays

iii . :i ;cr.crate sales for Nabisco

and the retailer .

During the year, Nabisco

launched several initiatives to

increase its sales force

effectiveness. The company has

developed new merchandising

databases and infornration

systems to gain added

advantages by analyzing sales

promotion performance on a

customer-by-customer basis .

Nabisco also designs account-

specific programs on a

geographic, and store-by-store

basis, to combine the right mix

of cookie, cracker and snack

products with the right promo-

tlonal activity to maximize

sales. All Nabisco sales

representatives are equipped

with hand-held computers to

collect and access data .

Nabisco delivery trucks pull

up several times weekly to

major retailers like Safeway,

Kroger, Stop & Shop, Wal-itilart

and Kmart . But the familiar

Ritz or Oreo logos also can be

seen on a truck rolling along a

road in rural Pennsylvania

9

on its way to HosfehPsGeneral

Store in Stony Rtm . Like

thousands of other family-

owned retailers, it plays an

important role in bringing

Nabisco products to consumers

in every market in the country.

-i~
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NABISCO FOODS GROUP

N abisco's Fleischmann's

Division, dre nation's

second-largest margarine pro-

ducer, began construction in

1992 of a 300,000-sqtratti-foot

factory in Indianapolis. When

completed, it will be North

Americas largest margarine

production facility. The

$40 million project, which is

scheduled to begin production

in mid-1993, consolidates

operations of two older

plants . The new plant %dll

provide Nabisco with the

technological capabilities .

to continue expanding its

Fleischmann's and Blue Bonnet

margarine franchises, as well

as to enhance product quality

and to gain cost adcsntages

through improved manufac- turing efficiency

.

In 1992, the Fleischmamis

Division introduced several

new products as part of its

In May 1992, Nabisco Foods

Group acquired the trade-

marks and certain assets of the

New York Style Bagel Chip

Company, Inc ., the country's

leading producer and marketer

of bagel and pita chips .

The acquisition gives Nabisco

a new presence in the deli

section of the grocery store,

where bagel chips often are

sold, while it also expands

the company's portfolio of

snack products.

Nabisco is marketing the

products through Christie

Brown USA, a division of its

Canadian unit, Nabisco Brands

Ltd, which already sells a

number of popular specialtv

products in the United States,

inchtding Peek Freans cookies

growth strategy. Most signifi-

cantly, it launched nationally

"Move Over Butter," a spread

that combines the nutritional

characteristics of margarine

with the taste attributes and

visual appearance of butter.

and Stoned Wheat Thins

crackers. Plans are underway to

expand the New York Bagel

Chip franchise, which holds

over a 40 percent market share

of this small but rapidly

growing category Programs are

in the works to add a variety of

new products to the 20-item

line of bagel and pita chips, to

broaden their reach into new

markets in the U.S

. and to introduce them in Canada .
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Nabisco's Planters Division has embarked on a com-

prehensive campaign to revitalize and expand its

packaged-nuts franchise with new products, new

packaging and an aggressive push into the

portable snack arena .

Planters capitalized on the popularity

of spicy foods with a new

"Planters Heat" line of

spicypeanuts .

Launched in a new

foil pouch that allows

the product to be

displayed standing up on

store shelves, it competes

directly with other salty snacks like potato chips

and corn chips . The new recloseable pouch also

gives consumers the advantage of portability.

abieco Foods Group acquired

~N~:one of the nation's besi, known-,

' independent bakers of breadsticks, -

breakfast treats andspecialty cookies . . .

when it bought the Stella D'oro Co . .

~in1992 .

Stella D'oro, which tneans "gold star"

:, in Italian; wasfounded in 1932 as a

sttrall, farhily-owned bakery in Bronx,

. :N.Y It now has plants in New York

; St. Elmo; Ill. ; and San Leandro, Calif:

. . In 1991, .the company generated sales

. :of$.67inillaon .- -' .

Stella D'oro's pmducts are unique in

the ba,ked-goods market and add a new

. . dimension to Nabisco'scookies and -crackers

: For decades, Stella D'oro has '

had a loyal followingnf consumers,

particularlyin the Northeast and on the

West Coast. The acquisition provides .

new opportunities for Nabisco to use its

marketing~and distribution strengths to

a; .

introduce Stella D'oro to additional:

consumers throughout the country, as well as to enhance the popularity

: - of the brand in current markets: .

Planters began an ambitious year

for new products by introducing

"Munch'N Go Snacks," which

targets convenience store

shoppers with eight

varieties of nuts offered in

long, tubular packages that are

displayed in soda-cooler

merchandising racks . Research

shows that 80 percent of nut sales in

convenience stores are made with

beverage purchases . Even Mr. Peanut

has a'new look .' lnstead of his usual,

y

cross-legged pose, he's depicted

running in the displays - -

highlighting the portability of

Planters' new snacks .

r
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NABISCO FOODS GROUP

Nabisco Foods Group

launched one of the

most ambitious new product

efforts in its history in 1992,

introducing two new lines of

snack foods for nutrition-

conscious consumers :

SnackWell's and Mr. Phipps

Tater Crisps .

SnackWell's six fat-free and

reduced-fat cookies and

crackers stand out on grocers'

shelves because of their vivid

green packaging. For shoppers,

they represent the combination

of good taste and low-fat

content.

Research shows that, while

many customers want lower-

fat content in snacks, they're

unwilling to sacrifice taste.

The challenge for Nabisco was

to develop a line of products to

appeal to new consumers and

also to follow in the tradition

of superior taste that has led

D uring the year, the

Nabisco Foods Group

acquired the Plush Pippin

Corporation, a leading supplier

of premium quality frozen pies

to in-store supermarket

bakeries. Plush Pippin, based

near Seattle in Kent, Wash .,

also sells pies to wholesale

clubs and food service

accounts . A major portion of its

1991 sales of $22 million were

generated in the Western part

of the U.S ., where Plush Pippin

generations of families to enjoy

the company's products.

A significant investment in

research and developmentwas

critical to creating the high-

quality products that enabled

Nabisco to expand into this

new product area of enormous

consumer appeal .

Due in large part to the

results of consumer taste-tests

and technological research

conducted at its Schaeberle

Technology Center in East

Hanover, N .J., Nabisco consis-

tently ranks at the top of the -

food industry in new product

introductions. More than

10 percent of its sales comes

from new items every year.

Over the past four years, the

company's R&D efforts have

led to its receiving 219 patents,

the highest in the food

industry. As a percent of

sales, Nabisco's spending on

research and development

supplies more premium frozen

pies to supermarket bakeries

than any other company.

Nabisco is lookingto Plush

Pippin to broaden the scope of

its well developed food service

portfolio. The Food Service

Division markets Nabisco

cookies and crackers to restau-

rant chains and institutions,

along with such other well

known products as Grey

Poupon mustard, A .1 . Steak

Sauce, and Fleischmann's

is about double the food

industry's average.

Nabisco also introduced

Mr. Phipps Tater Crisps .

This baked potato snack comes

in three flavors and has less

than half the fat of traditional

potato chips .

SnackWell's and Mr. Phipps

Tater Crisps round out a variety

of fat-free and reduced-fat

products introduced in the last

two years, including Pat Free

Fig Newtons, Mr. Phipps

Pretzel Chips, Fat Free

Mr. Phipps Pretzel Chips,

and Fat Free Premium

Saltine Crackers.

margarines and Egg Beaters

egg alternatives. ,

Nabisco's Food Service

Division is broadening Plush

Pippin's distribution into other

parts of the country and is

using Plush Pippin's expertise

with the in-store bakery

business to assess new distribution channels for .

other Nabisco products.
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"1992, we made tremendous progress on ourplan to build an,important RJR Nabisco international food bnsiness

~ that has consistent, highrates of proftgrowth through a combination of iiiternal growtkand acqetisitions At year-end,

In Latin America, we are one of the largest US.'multinationaLOonsclmerfood companies with bitsinesses in ,_

. total s,ales had crossed the $750 million threshold and we expect to generate sales ofapprpximately $1 billion in 1993 .

18"cottntries; moFe than 17,000 employees and 47factories . We have strong regional brand franchises, particularly under

" in Mexico, Brazit and'henezuelaas well as in expaiided and upgraded distribution systems and increased advertising "

. , anttGloriaandMaguaryinBrazil .In1992,.weinarlesignificantinvestmentstinnewbusinesses;plantsandequipment__

the Nabisco, Royal, and Fleischmann names, as well as important local brands, such as Lance and Yemin[i in Mexi,co,

. levels in our keymarkets. ~

. thatdrawsheaUilyfrornthe.expertiseinbakedgoods,marketinganddistributionofitsaffatiatesinNorthAmericctand

These investments are criticalto building a high-quality,globaiconsumer bnznded foods business in Latin Ameriea

providesan (rnportantstmtegicoutletforRJRNabtsco. -

aroxwgn Taoz\anN ~. -~ Although much ofoar manageinent resources and investinentdollars have beeri . . . c.N

. focused on Latin America, we see opportu'nfties in-other partsof theworld as well rxES.DENZ ._

an.dexpecttobeactivelyexpandingintheAsianandEiiropeanmarkets. :. . .Nws.sCorN:eiwarromAL,I

D uring the year, Nabisco acquired an

additional 43 percent interest in

Nabisco La Favorita, its Venezuelan biscuit

affiliate, increasing its ownership

interest to 93 percent . Nabisco

La Favorita markets Club Social,

the leading cracker brand in the

country, as well as Oreo and other

Nabisco brands . In addition to a

41 percent share of the Venezuelan

biscuit market, Nabisco International

holds the leading market positions in baking

powder, dry desserts and yeast with the Royal

and Fleischmann brands. The company also

markets canned fruits and vegetables under

Barquisimento to accommodate

the high level of demand in

Venezuela for premium cookies

and crackers and to enable

Nabisco La Favorita to increase market ,

share. The first line started up at year-end, and

the other two will be operational by mid-1993 .

license from Del Monte, and

Life Savers candy products . .

Nabisco also began a major '

expansion or its bakery in

Source: https://www.industrydocuments.ucsf.edu/docs/ffbb0067



NABISCO INTEBNATTONAL

I n 1992, Nabisco International acquired

Industrias Alimenticios Maguary, Brazil's

largest producer and marketer of packaged

and bottled fruit juices. Maguary had

sales of approximately $50 million in

1991, the year before the acquisition,

and has manufacturing plants in

three locations in Brazil . The

company markets such fruit juice

varieties as Passionfruit, Tamarind,

Mango, Pineapple, Grape and

Cashew, under the Maguary and

Tamba brand names.

In addition to its

leadership in Brazil,

Maguary

exports about

20 percent of

its juices to countries as far away as Japan .

The acquisition expanded Nabisco

International's presence in the large grocery

products business serving Brazil's 150 million

14

consumers, where the company already has a

major business with its Fleischmann's dry yeast,

Royal dessert mixes, baking powder and

drink mixes, and Gloria packaged milk

display.

A typical

Brazilian

"super store"

is the size of

an American

football field and has up to one hundred cash

register l ines serving thousands of customers

each day. Price checkers in the stores use roller

skates to move about. - ,

products. The company's grocery products

business generates more than half of

Nabisco International's sales in Brazil,

much of it in giant urban "super stores" such as the one shown here,

where a group of Nabisco sales

representatives have just com-

pleted a new product

Source: https://www.industrydocuments.ucsf.edu/docs/ffbb0067



N abisco International's Brazilian sub-

sidiary, Fleischmann e Royal Limitada,

increased its volume of cookie and cracker sales

by 31 percent in 1992 . The dramatic increase was

the result of a successful

effort to grow its line of

top-quality, premium-

priced cookies and crackers by introducing a

variety of new products, and supporting new

and existing products with aggressive advertising

and consumer promotions .

As the world's fourth-largest biscuit market,

Brazil is central to the company's objective of

category growth in Latin America. The company

began a major expansion of its

bakery in Piracicaba, about

100 miles northwest of

Sao Paulo, to double biscuit production capacity .

The first of the new production lines is scheduled

to begin operating in the second quarter of 1993 .

Nabisco International are an important base for . The combine.d businesses, . .

took two major steps in Nabisco Intentational's which have sales of more than

Mexico in 1992 to provide the expansion in Mexico's high- $140 million, provide Nabisco

:companywith a strong biscuit ~ growth food business ., :Intecnational with a strong

base on which to expand in Nabisco International also .- biscuit base in Mexico, the

Latin Americas 5econd-largest agreed to acquire several leading marketposition in

.- andsecond-fastest-growing. important food brands from pastawiththeYemina•brand

; • econonry.. '. , Mexico's largest biscuit com= - and critical mass in a number

The company acquired . pany including its Ritz .and of other product Iines that have'

Lance, a rapidly growing' Premiurri brands, which had . . significant growth potential .

Mexicaninarntfacturerof .

cookies and c"rackers, pasta, , flour an8 cake mixes based in

Mexico, City. Lance markets

its products under the brand

name "Tres Estrellas," which

,is Spanish for "ThreeStars ."

Lance's established brands

been distributed under license .

nc

Source: https://www.industrydocuments.ucsf.edu/docs/ffbb0067



TOBACCO OPERATIONS RJR Nabiscds worldwide tobacco operations are uolume rose 3 percent from 1991, net sales

managed in the U.S. by R .] Reynolds Tobacco Co. increased 6 percent to $9.03 billion from

and in the rest of the world's markets by $8 .54 billion, and business unit contribution

R.J. Reynolds Tobacco International, Inc. was $2.69 billion, slightly less than $2.73 billion

In 1992, the company's worldwide tobacco the year before .

N~
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Source: https://www.industrydocuments.ucsf.edu/docs/ffbb0067



RT REnvo L, s
TOBACCO COIVIPANY

~ At RJ ReynolCls, we continue to aggressively pursae strategies to stabilize market share for,our U .S tobacco business

andrestoreoperatingincomegrowth.In1992,amidstahighlycompetitiueenvironmentandrecessionarypressureson

' consumers,weincreasedouroverallshareofthedomestictobaecomarketAtthoughthisimprovedmarketperformance

, . positions tu well for the long teYm, our fmancial performance last year rejiected the impact of an intense price war '

. coupled with investments in retail sales and marketingcapabilities. - ". - - -

Improvingtheperforrnanceofordrfull-priczbmnds-particularlyWinston,SalemandCamel-cantinuestobe

our namber-one priority; atd we strengthened these bmnds in 1992 with successfttl inarketing programs and product ' introductions

.Butlastyearmanyconsumersflockedtotherapidlygrowinglower-pricedsegmentofthemarket, .andwe

decided it was necessary to defend our overall market position bycnmpetingmoreaggressively in thatsegment . We have

, donethisbypromotingourpomlbrandtodefenditsleadershippasitionamongdiscountbrandsandbyintroducing

. . neta brands, in the lowest-prtce category in response to corripetftors' moves . These efforts enabled tts to out-execute our _

competitorsinthesecategoriesandsuccessfullygrowmarketshareintltesavingssegn}ent .- .

. .Perhapsthemostimpartaruaccomplishmentin1992,hqwever,wasinstrengtheningourcapabilitdesatR .lReynolds.

. . Weinstitutedinnovativenrarketingpragrams,developednewprocessestotailorourpromotionaleffort .stospeciftc , .

. , geographies and retail outlets, and created new information systems .to execute and evaluate these programs. We also

increasedoarabilitytomarutfacttireproductsmoreeffciehtlythrooghquaiityand . ,

cost control initiatives in our plants .-

. , ' We're confident that 1992's improved marketplace performance and strengthened

internalcapabilitiesrepresentastrongbaseforthefiJture. -

O ver the past two years, Reynolds Tobacco has

made more than 100 separate improvements to

its flagship Winston brand to enhance brand

quality, attract adult smokers of competitors'

brands and provide tangible incentives to

preserve the loyalty of current smokers .

In 1992, the company introduced Winston Select, a

line with a completely different tobacco blend and taste

signature from Winston that is designed to attract interest

JAMES W. JOHNSTON

CIIAIRMAN & CEO

A . J. RtYNOLDE

TOBACCO COMk`ANY

among smokers of competitors' brands- Winston Select

provides smokers with a smoother, milder flavor

that the company believes will give smokers of

competitors' brands a new reason to rethink their

brand choice and try Winston. Select's advertising

and promotional activity reinforce the overall

emphasis on product quality, innovation and leader-

ship that are central to successfully repositioning the

entire Winston line as the nation's premium cigarette brand .

ra

Source: https://www.industrydocuments.ucsf.edu/docs/ffbb0067



R l. Reynolds Tobacco's

Salem brand is the best-
selling menthol cigarette in the

U .S . The company began tesr

ing a new advertising and

promotional campaign in

selected markets as part of an

effort to update the brand's

imagery and better address the

lifestyles and taste preferences

of contemporary adult

smokers. The campaign,

"Escape to the FreshSide,"

emphasizes leisure activities

that bring to mind many of the

most pleasurable moments in

life- travel, outdoor activities,

and music.

The FreshSide campaign also

builds on the product quality

S ome 15,000 retailers agreed in 1992 to use a

comprehensive program designed by

Reynolds Tobacco to make it harder For those

who are under-age to purchase tobacco prod-

ucts. The program, called "Support the Law-

It Works," provides training

and instructional materials

for store managers to help

them comply with

minimum-age laws on

cigarettes and other age-

restricted products. It was

developed jointly by the

company and retailers

nationwide and includes

in-store signs alerting

customers that age

identification is required to purchase age-

restricted products, including tobacco,

Reynolds Tobacco is making the training pro-

gram available free-of-charge to several hundred

attributes of Salem's Fresh Wrap

aluminuni coated polyester

overwrap, nrocteled after

Winston's successful FlavorSeal

packaging.FreshlVrap

maintains Salem at peak Cresh-

ness up to three times longer

than conventional packaging

and is viewed as a special -

competitive advantage among

menthol smokers, who are even

more sensitive to freshness

issues than smokers of non-

menthol brands.

thousand stores, in both English and Spanish -

versions . Major retail chains, including Dairy

Mart and Smv-On Drugs, already have started

using the program, and numerous retail trade -organizations, including the New England

Convenience Stare Associa-

tion and CAL-PAC South

Association in California

also have endorsed it-

1'he "Support the Law-

It Works" program is part of

Revnolds Tobacco's overall

youtlr non-smoking effort .

Other programs under the

company's "Right Decisions,

Right Now" campaign

includein-schoalinstruc-

tional materials for the use oCeducators, public

service announcements, trnd parental "coaching"

materials - all of which actieelc support the

compnm's position that kids shoulti not smoke.

2073272527
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RJ REYNOLDS TOBACCO COMPANY

n today's competitive envi-Ironment, RJ. Reynolds

Tobacco Co . is committed to

using all of its financial

resources as wisely as possible

in order to be able to invest as

needed in marketing programs

to continue to improve market-

share performance . The

company continued an

aggressive effort to reduce

costs in manufacturing, raw

materials and administration

in 1992, while maintaining its

commitment to producing the

highest-quality tobacco

products possible.

As part of a company-wide

effort to reduce costs while

continuing to improve product

and service quality, teams of

Reynolds Tobacco employees

have embarked on business

process reengineering

programsthroughoutthe

company that rely on their

recontmendations to increase

productivity and reduce costs .

In cigarette manufacturing

operations, such as those

shown here, employee teams

have identified new ways to -

improve productivity and qual-

ity. Their efforts in 1992 cut the

number or manufacturing

product rejects by more than

20 percent and also reduced

tobacco processing waste by

more than 12 percent through

changes in equipment

configuration and control

monitoring procedures.

Employee-led total quality

efforts generated some

$65 million in cost savings for

Reynolds Tobacco in 1992 .

za

Source: https://www.industrydocuments.ucsf.edu/docs/ffbb0067



R J

. Reynolds's Camel

brand was one of only

two full-price brands in the

U.S . tobacco industry to post

volume gains in 1992 and, in

fact, finished the year as the

country's fastest-growing

full-price brand.

Much of Camel's success can

be attributed to the appealing

brand personality Reynolds has

developed for it in recent years

with creative advertising,

innovative promotions like

the successful Camel Cash

premium merchandise cata-

logue, and responsive new

product line extensions, such

as Camel Wides, which were

introduced during the year.

The Camel Cash catalogue,

which offers adult smokers

premium, brand-logo

merchandise including Camel

mugs, cigarette lighters and

fishing lures, has proven to he

I nstead of following a marketing and merchandising strategy
that dictates a one-size-fits-all approach to marketing

nationally, Reynolds Tobacco decentralized its marketing

decision-making to allow its sales force to be

more responsive to local market dynamics . The

company roiled out its new marketing strategy,

called account-specific marketing, on a national

basis during 1992 .

Account-specific marketing empowers

Reynolds marketing and sales managers to make

decisions about brand placement, display and

in-store advertising placement that more closely

fit consumption patterns oFeach store. So, in markets or outlets

where there is an especially strong demand for the company's

Winston brand (as shown here) over, say, Camel or Vantage,

a cost-effective means for the

company to generate excite-

ment among adult smokers

and prompt them to

switch brands.

Camel Wides, which are

smoother and wider than the

average cigarette, were intro-

duced in March 1992 . So far,

the results are encouraging:

More than half of Camel Wides

purchases have cbmc from

smokers of competitors'

brands.

blost importantly, both

Camel Wides and the new

promotional programs have

contributed to an overall

marketing campaign that has

helped the Camel brand family

show strength in an extremely -

competitive environment .

Reynolds Tobacco representathes today develop tnilor-made in-store programs to take advantage of that interest and maximize

the sales potential of the company's most popular products there .

With more than 450 cigarette brand styles

currently competing for the attention of smokers,

retailers are very selective in stocking the right

product mix for their automers. For most stores,

cigarettes represent their largest inventory invest-

ment. Reynolda Tobacco made major investments

in computer technology in 19Y= to support the

more complicated togis-tics of accoum-specific

marketing pmgrams. The company made this

commitment because the program gives intaileis another reason

to give the company's bmndx the most atuncme retail space,

- which is central to rebuiltting its fullytrice band portfolio .

2073272529
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R1 REnvoLDs
TOBACCO INTERNATIONAL

Withottt questioit, 1992 was the mdst eventful year in the history of our company . It was a year of unparalle,lQd

business grmoth, as we staked out positions in a mrmber ofatiraetiue rrlarkets and dramatically expanded our uidrld- tvide business base

. We finished the yeca' a fitr differentcompany than IUe iueregoingin, wlth tialfagain as inqny ernploveesandasalesbq

.sef~dlyone-thirdlarger. .Yetourobjectiveforthecompanyrenainst@esameandthatisto -

grow this business as mpidly as possible while continuing to deliver strong earnings drtd cash floaw growtk=

During the year, we responded to openings in Eastern Eumpe and otherregions by acquiringor building -

rnanufactrning facilities and developing integrated operations in Russia, Ukraine, Poland, Hungary, and Turkey. -

At the sarne time we contintied to invest heavily in building brand franchises anil strengtheningmarket positions"in Europe, Asia, the Middle East and L'atin America

. These investments add a whole .new dimension to our business,

and significanily increase funure earnings potential . . . '

Whileour,prirna'ryfocnsinthepastyearhasbeenonbtdinessbuildeng,wewereagainabletodeliversolidsales --

and earningsgrowth

. Thatgrowth was due in large part to contirtuedglobal emphasis on our international brands- Camel,YVirsstanandSalern-whicharethreeofthestrongestsellingbrandsintheworldandthebackboneofour

. compmry.Thtssolid pefonnancerefectsthecorestrengthsofhurcompany :Ourstrongtrademarksapdclear-cut strategies

;ourabilirytoirlentifyandcapitalizeonnewopportanities ;randthe . , -

dedicated, cornrnitted people who are thedrivingforcebeh'ind otirsuccess These 6w4E s srserL

strengthswllhemninthecornerstont?ofmrrbtainessnstuelookaheadto'afuture PRESIDENT & CEO.
` . A. r. REYNOLDS YOBACCO

ofunboundedopporttmitiesinalargeandgrowingworldcigarettelnarket . rerrERNATroNan.iNC :

n 1992 . R .I . Reynolds Tobacco International entered into aI jolnt venture with the government-owned manufacturing

company Tabacalera S .A . of Spain to pro-

duce, distribute and market nvo of its flag-

ship cigarette brands, Camel and Winston,

in Spain .'Chese brands had been produced

tinder I icense by Tabacalera since 1983 .

As part of the agreement, RJR Tobacco

lnternational's manufncturing facility in

La Palma, Canary Islands, and its employees became part of

the joint venture . The new joint venture gives RJR Tobacco

International a substantial equity interest

in the business and provides It with a

greater share in future profit growth. It

also enables the company to step up the

level of marketing investment and assum

future growth for the company in an

important European market .

i~,.~

Source: https://www.industrydocuments.ucsf.edu/docs/ffbb0067



I n June of 1992, the

Hungarian State Property

Agency accepted RJR Tobacco

International's bid to acquire

the Satoraljujhely cigarette

factory, providing the company

with a unique opportunity to

expand its presence in an

Eastern European market

where its international brands,

such as Camel, are already

known .

The factory, located in north-

eastern [-fungary near the

Slovakian and Ukrainian bor-

ders, has an annual production

capacity of 5 .5 billion

cigarettes . Under new R1R

ownership, it will continue to

produce well-known

I lungarian ci garet te brands

while investment begins in

C onstruction began in

1992 on Rf R Tobacco
tnternational's new 135,000-

square-foot manufacturing

facility in Turkey. When

completed in 1993, the factory,

which is located fnTorbali,

some 12 miles from the

Aegean port of Izmir, will

have production capacity of

plant and equipment upgrades

to accommodate local manu-

facturing of RJR-trademarked

cigarettes-

10 billion cigarettes annually.

The $50 million construction

project represents the start of a

$100 million investment the

. company plans to make in

Turkey over the next decade .

After years of state control,

the Turkish tobacco market

only recently was opened to

foreign manufacturers .

Because the country is an

83-billion-unit market with

little penetration from western

companies, Turkey is an espe-

cially attractive deaelopment

opportunity for Rf R Tobacco

International .

The company has estab-

lished a new subsidiary,

Hungary is a 26-billion-unit

cigarette market of which the

Satoraljujhely factory's output

accounts for about 20 percent .

t3

R .J. Reynolds Reklam Ve

Pazarlama A.S., to oversee

marketing and sales of its

Camel and other American-

blend brands . Total employ-

ment is expected too reach

300 people.

Source: https://www.industrydocuments.ucsf.edu/docs/ffbb0067
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T he whirlwind of political

and economic reform in

what was once known as the

Soviet Union changed the face

of the world and opened up a

wide range of possibilities for

western businesses .

that an American

tobacco

company had

begun a major

manufacturing

venture in either

of the republics.

In Russia, the

companyacquired

a majority interest

in a new

partnership with

AS-Petro, one of

the republic's largest and most

modem cigarette factories, to

manufacture many of the

country's leading cigarette

brands . Based in St . Petersburg,

the newpartnership is known

as RJR-Petro. AS-Petro

(formerly the Uritski Tobacco

Factory) was the first Russian

cigarette company to return to

private ownership after being

state-owned for 72 years .

RiR Tobacco

International launched

business ventures in

two of the former Soviet

republics-Russia and

the Ukraine - in 1992,

marking the first time

RJR Tobacco Intemational is

making a substantial

investment in new, modem

equipment as part of a long-

term commitment to improve

product quality and signift-

candy increase production of

local cigarettes in Russia . When

installation of new machinery

in the factory is completed,

RJR-Petro s annual capacity

will increase to 22 billion units,

making the venture the largest

cigarette producer in Russia .

Russia currently has a deficit

of 100 billion cigarettes annual-

ly and RJR-Petro will play a

major role in alleviating the

chronic shortage of cigarettes

available to consumers there .

in addition to investing in new

equipment and plant improve-

ments at the factory,

RJR Tobacco International is

providing experienced

technicians for on-site training

in all areas of cigarette

manufacturing. RJR-Petro is

also working with western

suppliers to implement pro-

grams for improving Russian

tobacco, and manufacturing

supplies such as paper, filter

and packaging materials .

In the Ukraine, the second-

largest of the former Soviet

republics, RJR Tobacco

International entered into

two joint ventures in 1992 to

produce cigarettes in that

80-billion-unit market.

The joint ventures provided the

company with controlling

interests in the Lviv Tobacco -

Factory in the western

Ukrainian town of Vinniki, and

the Kremenchug Tobacco

Factory, located in the city of

the same name in the south

central region of the Ukraine .

The remaining interests in the

two factories are owned by the

Ukrainian government .

As in Russia, the company's

investments in the Ukraine will

include the purchase and

installation of technologically

advanced equipment and other

plant improvements to increase

production and product quality

in the two factories. Upon

completion of the moderniza-

tion project, total annual

production capacity in the

factories is expected to increase

to nearly 25 billion units, with

the potential for additional

expansion .

The joint ventures in both

countries produce high-quality

and affordable local filtered

and non-filtered cigarettes,

primarily using local tobacco

and inateriais. RJR American-

blend brands, such as Camel

and Winston, will be

introduced in the future.

24
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R fR Tobacco International began construction in 1992 on a

$33-million-cigarette production facility in Warsaw that

will be one of the most modern factories in Poland . The new

facility, which will encompass 132,000-square-feet and be

equipped with technologically advanced manufacturing

equipment, is scheduled to begin production in mid-1993 .

While awaiting completion of the project, the company has

already started to build a market presence - and in the process

has become the first Western cigarette company to begin

manufacturing in Poland - by using a temporary pilot plant near

Warsaw to produce its Camel brand . RJR Tobacco International

has already established its own marketing and sales company in

the city to handle its growing Polish business .

Capacity at the factory is expected to reach some 8 billion

units annually.
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RJR NABISCO PRODUCTS

NABISCO FOODS GROUP
NABISCO BISCUIT COMPANY
Cookles
BAKERSHONUSOa[tnealCookies ,
BARNUM'S .4NIM161LS Crackers
BISCOS

SugarR'afets
Waffle Cremes

Brown Edge Wafers
BUGS BUNNYGrzham Cookies
CAMEOCmmeSandwich
CHIPS AHOYI Real Chocalae Chip Coakies

Chewy
Mini
aockers
Sprinkled
Suiped

CHIPS .WOYISelectionsCOOkies
ChucolateChunkPecan
Chunky Chocolate Chip
HenshTaReeChunk
Wlrite PudgeChunk

ChocolateChlp Snaps
Chocolate Gtahams
Chaolatc Soaps
COOKIE BREAK VanillaCreme
Sandwich
COOKIES'N FUDGE

FudgeStdpedShortbread
PARTYGRAFIAMS

MR.PHIPPSPRETZELCHIPS
Far Free
Original
LighdySatted

MR. PHIPPS TATER CRISPS
Bar.B .Qne
Original
Sour Cream'n Onion

NAB Packs
Ch •ese Pexnut Butter Sandwich
PeanutButrerToastSandwich

Pie Cmsts
FIONEYbL1DG1L1HAbI
NILLA
GRFA

C/visr(e Brmon USA
EYI'ERTAINEItS Crackers
NEW YORKS'fFT.E

Bagel Chips
NEVYORKSTYLE

BiteSlzeBageIChips
NEN'YORKSfYLE _. ~EY

Plta LLa ~tGNE Chips C
kiP
Y

na esFREAEEK
REDOU.4LFAA\IS DLIPO
Crackers -QFU"""'"'"_""aw

p gTARD

LLFESAIERSPOps
AseortedFlavors
Chruurw Pops
Easter Pops
tlallmeeen Papx
Swirled
Valentine Pops Gift Box

LIFESAt'ERS tt'tLDlLAVORS
Tan69Fruia
TangyWatermebn
lVlld Saur Berries

NO{VarrdLrITER

Lpple Banana ~ Blue Raspberty tlubblc Gwn Cherry- Cmmn CmMy Grape Mystery Mix ~ Orange Pusiun Pmi[ Pineapple Radberry Rainbow Red, Whiteand Blueberry StrawberryTingIeberyltopiwlPUnchWumnnelom Wildbatry

FLEISCHM1LANN'S DIVISION
BLIIE BONNET Murgarines

Bcner Blend
gh[

FL[ISCIMGW NS EGG BEATERS
Cholestend-Feee 99% Real Egg Product

Cheese Ome•le«e hlix
Vegetable Omeleue Mix

- tp LJUN

Smiped Chocalare Chip
Suiped Wafers

Devil's Fuud Cakes
Famous Chocolate Wafers
FantoasCookleAssortment
HEYDAY Bap Fudge, Coramnl & Peanut
IDEiL Rars Chocolate & Peanut
Imported Danish Cookies
LORNA D00b'E Shortbread
SIALLOMARS Chocnlate Cakes
Ylarshnmllow PuRs Fud~e Cakes
MarshmallowTNlIRLS Fudge Cakes
MYSTIC blint Sandwich Cookies
NATIONALARROW-
ROOTBismir
NESVfONS Fruit Chewy
ConHes

Apple Fig
Raspherry
Strawberry Far Frce
Apple Fat Free Fig

NILU lVafe.s

SPECIALTY PRODUCTS DMSION
A .I.SteakSauce
BRER RABBIT Molesses Symps
COLLEGE INN Bmths
CREAM OF RICE Cereal
CREAM OF WHEAT Cereai

Instant
Mix'nEa[

} Q gular
'r DAVISBxkingPmvder

GREYPOUPOIVMustards
Country Dijon Honcy
FlorseradishParisianiPeppercorn

MILK-BONEBmnd
BUTCHER'SCHOICE
DogBiscuits
DogTrea¢
FlavorSnacks
Pup pyBlscuits
T.C. Biscuits
T.C. Rawhide Strips

MY-T•FINE Puddings and Pie Fillings
ORTEGAUexmanFOOds

Ohiles
GreenChillSalsa
Iaizpenos
Picanre Sarsm
TacoSeasoningML[es
Taca Shells end Kits
Thick&ChunkySalsa
Thick & Smauth Taco Sauce

FLEISCHMANN'S Margarines end Spreads
Dfcr
Ex¢aLight
Light
MOVEOVERBUTTER
Squeeze
Unsalted
lYmipped

FOOD SERVICE DIVISION
Note: Food Service Division sells praducts
fmm all of NFG's divisions, lr nlso sells :
PLUSHPfPPINPlES
CREME

eanana mavntiam Chocolate Coconm Getman Chocolme Key Liate PcanutRutterSOUrLemon

FRUI'1'
Ap pleApple/Rhuharb

.iNricotBWeberryCherry Du[chuFtewh APple ~
Marionbeny Pcach PineaVple Raisin RhubarbStmwbenyrRhubarb

MERINGUE

Choa•6ve Ctzronut German Chomlme Lemon
SPECIALTY

Coro t Cusmrd Geam Cheese {tmual French Silk Mince N
.can ~ Ptmspkio

NUTTERBUTTERCookics
PeanutBuuorSandwich
PemntCte:mePatlies _
Bltcs

Old Fnshiun Ginger SnaQ
OREO Chacolme Sandw¢h Cookies

Double Smf
FudgeCnvered
HalloweenTreats
Mini
LVni[e Fudge Covered

PECAN SUPREFIE Coakies
FINWHEELS Chocolate &

Marshmallow Cakes
Pure Chocolate Middles
SNACKWELLSCOOkies

ChocolateChip
Cinmmun Graham Snacks
Devil§ Foad Dkx
OatmealRauin

SOCLILTEABiscuiLs
TEDDY GRdHAhISGrabam Snacks

Chocoixte Cinnamon Honey Vanilla
TG. BFARWTCFf Graham Sxndwiches

Chocolate dinnamon -Peanut Butter
Oreme-lrenilW

REGINACookingWinesand4VlneVinegars
ROYAL

Gelatins
Instant Puddings and Pie Flllings
No Bake Deaserts
Puddin. . .. d Pie Flllinps
SugarFreelnstantPuddingsand
PleFillings
SugarFreeGelatins

TOASTETTES
Frosted
Regular

VERh10NT>LIIDSycup
Breaktast
Lite

WRIGHT'S Llquid Smake

PLANTEIISDIVISION

PLLYf£RS Oi!-RaasredNnts
Cashews
CocktailPearmts
Mixed Nuts

- Select Nfix
SeszmeNUt>lix
SNACKSdCKPeanurs _

SpaniShPeanuts -SwecbN-Cmnchy Peanuts
PULNTERS Honey Raasred Nu n

Cashews
Mixed Nuts
PemlutY
PeanutlCashew Mix

NABISCO BRANDS LTD (CANADA)
AYLMER

Canned Fruits and Vegerables
lam
Soups
Tomato Products

CHRISTIE
Coakies
Cmckers
Snacks

CORONSf 1ON Candiments
DAD'S Cookies
DAVIDCOOkIes -
DELb10NTE' Bevera~e s

Canned Fruits
Canned Vcgetables
Pudding Cups
TomamPmduds

FIdRNOIS Cookes
IDEAL Canned t'egembles
MAGIC Raking Poadcr
M1LK-BONE Pet Snaaks
NEtV YORK STYLE Bagel Chips
PEBK FRE4NS Biscuits and Cmekers
RED 0\AL FARM Crackers
ROYAL ROSE Gnned \'egemhlea

'Registered user of the trademark
from Del Monte Corp.
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Grnekers
:\MERICANCL\SSICCrackers Cmckcd Whe[ Dairy•Butter

GaWenSesame
%]irnedOnlon
'I'onsted Poppv

Bacon Flxcared Crackers
BETTER CHEDDARS Snack Thins

LowSalt
CHEDDAR WEDGES Cheese Crackeus
Cheese TIDBIT Crackers
CHICKEN IN .41315A1T Flaeorcd[rackers
CROIYN PILOT Crackers
GARDENCRISPSVegetableCrackets Graham Crackers

HARVEST CRISPS Snack Crackers
Fhe Grain Oat Rice

HONEYhUVD
ClnnnmonGsuhams
HonepGmhams

NIPS Cheddar Cheese Snack Crackers _
OAT THINS SnackCraekers
DYSTERETTESSOUp &OysterCrnckers
PRESIIUM Saldne Cradrers

Bits
Fm Free
LowSalt
PlusWholeWheat
SoupandOyster
UnsahedTops

PIANTERS Dry-Ransred Nls ts
Cxshews
MixedNUts
Peannrs
SunflawerSeeds

PLUVTERS Snncking Nu ts
BULLPEN CHEW Suniloaer Seeds
Cashcsvs
Fmit'N Nut blix
Honey Raasteed dlmonds
Honey' Roas[ed Cashews
Honey' Roasted ML[ed Nuts
Honey Roasted Peanuts
Hanec Roasted Pecxns
mr edNuts
Peanua
Pls[achlos
Spanish Peanu¢
SunFlon'erKernels
SunnotverSeeds

PLWTERSC.cu_rerSnad's -
CheezBalls
CheezCUrls
CunsChips
KlngCarnChlps
Ivn<ho Cheese Cheex Balls
Nacho Chene Cheez Curls
PretzelTwists -

NABISCOINTERNATIONAL,ISC .
.49SEL\II

Cdokies
Crackers

AURORA
Gelatins
Puddings
Flan

BUBBLEYUhI
BubbleGum

CAMEOCUOkies
CHIPSAEfOY.Cnokle .
CORONACUm Mills
DELMONTE

Frnbs
VeLrembles
Toma[o Producr•

FAb1OSACookies
nndCrackets

rIesrAChncnlate
Candy

FLEISCHSIANN
AniBcial Plamrs
Bakery Pre lii .te:
Dough bnpmser
Yrases

Source: https://www.industrydocuments.ucsf.edu/docs/ffbb0067



RITZ BITS Mini RITZ Crackcrs
Cheese Pizza
Cheese S:mdwiuhes
LoaSolt
Nadm Cheese
Peanm Butter Sandwiches
With Whole Wheat

RITZCmckers
LoseSai[
SV'ithW'Iwle Wheat

RITZSnackMix
ROYAL LUNCH Milk Ceackels
SNACKIVELCS Crackers

Cheese
Whsat

SNORKELS Eun Crackers
Cheddar
Pirza
Ranch

SOCbIBLESCmckers
SWISS CHEESE Snack Crackers
TRISCUI'rtVafers

fleli-St1'fe R}•e
Garden Herb
LomvSale
\Vheat'N Bran

TNqG55esamelCheese Snack 5[icks
UNEEDA Biscuits. Unsalted Tops
\'EGETARLE THINS Flawred Crackers
4YAVERLYC nckers

Imv Salt
6}IEATSWORTH Stone Ground

WheatCmckers

P(ANFERSSing(e
SeroeNutsand
Snackr
Cashews
Cheese Squares
CheezBalls
ClreezCurls
Com Chips

flallaween Bags
Peanuts
FeanutBmteeSandwiches
CheeseSquures
Round Toast

PretzelTr~is[s
PLfA?£RS GOIDMEASURPBnking&

CookingNnts
Almonds
BlacktValnuts
Nu[Topping
Pecans

GLORIA MilkPralucts
IIONY BRANCracker
IRACEMACasbews
FONITOSCOakics
I:R\KER BR-\N Cmcker
LIFES4YERS

RaltCandy
Lallipnps

bIAGUdRS' luices
AIARTIN501V Candies
OMEG\Gum
OREOCookie>
PEPITO Bubble Gum
PLANTERSSnaeks
PO}IMY

Condiments
MusMmams

PORTENAS Cookles and Crackers
1'REMIIIMCrackers
RITZC,nckers
R05'Al .

Baking Pmsder
Cake )Bxes
Drink Slises
Flan
(iel.lllls
bu Creal» Mlx
SIilkShakc Slix
Puddings

ItOl'nl INA tChole Milk Pmrder,

l1HEAT TtIINS Snack Cmckurs
Loa 5 .1,
\lulti-Grain
Nut[y

ZINGSCmckerChips
CheddarOriginalRench

Z1tlEBACK
StellaD'oraProducrs
AlmondToastlmandel)
Amaretti
.4NGELBARS
ANGELPUpFS
AM1GELtVINGS
9NGELICAGOODIES
A .tiGINETTI
AVISEfTE
A/\ISETTESFONGE
ANISETTETOASf
BiscmtfniCashews
Bread9icks

Diet
DietSesameOnion
YlultiGrain
Pizxa
Sesame
Wheat

BRFN.'FeVSTTREATS
CASTELE'S -

Chocolate
CHINF3E DESSEKf CAOKIES
CoconutBars
Coconut Macaroons

RawSpanishPeanuts
Walnuts

PGWTERSMUNCH'NGO
BBQ SunflonerKernels
CheeseSlpures
HEATHotSpicyPeanuls
HoneyRoasted Peanuts
No-ShellPistachios
PeanutVarietyPack
RoundTOast
SaltedCashe .
Salted Peanuts ,
SunOawet Kernels
SunBowerSeeds
; PLINTEBSOtLs ,

Peanut
Papcom

PLINTPRSPeanulCandy
Original Peanut Bar
Mr. t'eznut Chacobte Candy

LIFESAVERSDMSION
BEECH-NUTGUrn

Cinnamon
Peppermint
Spearmint

BREITHSAVER55ngarFreeMtnes
MintCinnaman
Peppennint

SAROMA
Cookies
Crackers
Gelalin
DIe1GeWlin
Puv4Eng
Diet Pudding
Flan
DrinkMixes

SsuraROncandy
TR\KINASCUOkie s
TRES ESTR[LLAS Caakies

alvl Cmckers
Utilb'CRS4L 1s~~

Blcnders
Fa s
Pressure Cookers
killeu

IE :dINAPasta

CAMO DELIGHT
DEEP NIGHT FUDGC Cockies
Diet Caconut Cookics
Diet Kichel
DietPastry

ApplePeach
,4prlcn[Prune

DulchAppleBa¢
EggBiscuits

Drcl
Sugared

EGG7UMB0
Fruit Slices
GOLDENBARS
Holidav

Ring& Stars
Trlnkets

HosessASSOrtmeat
LIDYSTELLA

ASSORTMENT
LOVECOOfiTES
MARGHERITE
Pfetkrnusse
REGINA(Sesmne)
ROMAN EGG BISCUITS

ArdseRum & BrandyVanilla
ROYAL NUGGETS
SWISS FUDGE

Speanniln
Winte[green

BrBBLEYUMGmn
BmlanabenySplit
Grap
Itallm<een Bag
Regular

SomCherry
SuawbetrySlripe
Thtee Flavor
Wet'N WIId Walermelon

Sugnrleu BUBBLE ylllt Gunl
Grape
Peppermint
Regulat
Sua

.vbernCARE•FREESUgarless Gnnt
Cinrtamon
Peppemrlnt
Speumtin[
Regular Flavm Bubble Gum
Wild Cherry Flavor Bubble Gum
Winrergreen Elavor Bubble Gum

FRUITSTR/PEQmI
Bubble Gum
Regulm

R.J. REYNOLDS
TOBACCO CONIPANY
GgareneBrandFa,nilier
tVinsmn
SAcm
Canrel
Dnml
tmntage
ore

60tV

tuntunL'.~rt
Sleding

R.J. REYNOLDS
TOBACCOINTERNaTIONAL,INC.
InlenmtionuiClgarette Brnnds
Camel
Winston
SJlem
More
Vantage
YSL
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OtlrerPrudecrs
COMETCups

RainbasvCups
Sugar Cones
Waffle C nes

DOO DADS Stutck Ylix

E.5SYCHEESEPasleurized
PmcessChee5e5pread

- Amerlcan - Cheddar Cheese'n Bacon
NachoSharpCheddar

CRACKERMEAL
Fat Free PREMItIM Cracker Crumbs
Graham CrackerCrumbs
MISTER SALTY Pretzels

Dutch
Fat Free Sticks -
FatFreeTsvisl9
Mlni
Sticks
Twists

LIFESAVERSHnrdRol[Candy
BunrRum
Canls'nCandy -_
CImO .blon
Cryst-OMinc
Easter Variety EGGSORTMFNT
EatwyFruits
Pive Flsvr
Halloween Bag
HolldavKeepsake Tin
Pep-O bMc
Spear-O-Mint
Sunhme Fruils
Sweet Story Book
TIDpicalFUuils
Valenune Book
WsldChelry
Wint-OGrcen

LIFE SAVERS GUMHI SAVERS
Five Flaeor
Mised Berries

TangyFruits UFESAVERSFIOIPS
FiveFlacror
FLle-O-Wecn Bag
IsLandFmils
OuttaSeuuslcFmiry
SmrshineFruits
Tangerine
tYnt-O-Green

KryNmional Bramis
United Kirgdom
DOKhesler
Dickens&Gan[
Beigbrlll/LIL[elni)nlrrg
St .Miehel
Gerrnauy
Club
Iteynu
<herstolz
Mirldfe£rrst
MonleCUrb
Gold Coast
Doral

pWinchesler
Canadn
Export'lj -
Macdoaald

Selecl
Macdmuld

Special
Chiv
Goldclr Bridge
Sprinl

441101REW

Source: https://www.industrydocuments.ucsf.edu/docs/ffbb0067



CORPORATE INITIATIVES
During 1992, RJR Nabisco made significant progress on a number of company-wide initiatives

intended to better position the cornpany for the future . The company undertook a multi-billion-dollar

debt refinancing effort and launched an employee education and training initiative that was singled

out by a variety of labor relations experts for its responsiveness and level of commitment. The company

also completed the third year of its funding commitment of a

$30 million investment program in public school reform intended KARL M
. VON DER xaxnErv

to move the country toward a better educational system-
EUGENE R. CROISANT

Some of the highlights follow. LAWRENCE R. RICCIARDI

I n March 1992, RJR Nabisco

became the first corpora-
tion ever to launch an all-out

effort to put post-secondary

education financially within

the reach of the children of all

of its U.S. employees . The

program is part of a compre-

hensive initiative to put the

company's commitment to

improvingAmerica's

educational system and work-

force into practice with its

own employees.

As part of the initiative, the

company offers employees a

variety of financial aids, includ-

ing matched savings, loan

subsidies and scholarships to

provide that no child of an

RJR Nabisco employee will be

denied post-secondary

education for lack of funds. The

financing program is part of an

effort to ensure that all of the

company's employees are

prepared to meet today's

workplace challenges, and that

future employees will have the

necessary skills to succeed in a

more competitive, global

economy. Other parts of the

program include work skills

28

training for all employees who

need it and release time to

enable .parents to accompany

their children to school when

necessary. The company also

sponsors employee workshops

that help employees become

more active in reforming local

school programs and awards

cash grants of up to $2,000 to

help employees fund special

programs or major changes in

their local school systems .

So far, more than 2,500

RJR Nabisco employees have

taken advantage of the new

program, which the company

views as an important invest-

ment in its ability to compete

in the future.

Source: https://www.industrydocuments.ucsf.edu/docs/ffbb0067



A fter completing a
dramatic drive to reduce

debt, add equity and gain

financial and operating Rexibil-

iry in 1991 that left it with a

debt-to-equity ratio of a com-

fortable 1 .7-to-1, RJR Nabisco

continued to take major steps

to improve its balance sheet in

®

f1m

®

1992 by substantially reducing

its interest costs. The company

accomplished this by success-

fully completing seven major

offerings of senior notes total-

ing $3 .1 billion . The invest-

ment-grade bonds have an

average coupon interest rate of

8 .1 percent. These proceeds, as

b'„ik•+45

(~/~~~~~~'~N'~'CN 5t, .t29

T he company's RJR Nabisco Foundation awarded $9 million
to 14 public schools in 1992 to develop promising new

educational initiatives aimed at reforming elementary, middle

and secondary education in the U.S . The grants, part of the

, foundation's Next Century Schools program, brought the total

funding committed to these programs to $30 million, and made

the foundations program the largest corporate cash contribution

ever made to public schools .

The Next Century Schools program supports the efforts of

pioneering educators by bypassing government bureaucracy and

directly providing schools with venture capital for bold ideas with

the potential to bring solutions to the nations educational crisis .

The program challenges front-Iine educators to devise revolutionary

proposals to improve student achievement and demonstrate the

potential for adaptation of the proposals by other communities

throughout the country. Over the three-year duration of the

program, the foundation has invested in the pioneering efforts of

43 different schools in 24 states and the District of Columbia.

The most successful programs, now in their third year, have

been invited to apply for a one-year grant to fund their ideas for

replicating the programs in other schools.

well as other borrowings, were

primarily applied to repurchas-

ing the company's high-cost

debt and thereby lower the

company's overall cost of capital .

The refinancings completed

in 1992 will significantly reduce

RJR Nabisco's net interest costs

through 1994, when the

52,1 t3

s3,ono

company would have been

able to redeem the debt .
The program also will reduce

the level of refinancing needed

in the future to retire the

remaining debt related to

the company's leveraged

buyout in 1989.

' TOTALINTHRESTEXFENSE' .
RIR NABISCO HOLDINGS CORP. "

4990 . , 1991.' 1992

$3;000 .$2,113 „81,429
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CONSOLIDATED CONDENSED FINANCIAL INFORMATION

CONSOLIDATED CONDENSED
STATEMENTS OF INCOME
YEARS ENDED DECEMBER 31

R)R Nabism Huidings Corp.
(5 miilians, except per sham)

SeeRook2fotcansolidatedfinancial
statements, relared foomates and
management's discussion and
analystseffinanclaicondition
andresultsofoperatlons .

CONSOLIDATED CONDENSED
STATEMENTS OF
FREE CASH FLOW
YEARS ENDED DECESIBER31

RIR Nabisco Noidings Carp.
5 millions)

See Baak 2 for consolidated finencial
slatements,relaledfoomocesand
anaGemem§ dismssion and

anahsi> of financiat condition
andeesuhsofoperwinns .

1992 1991

Net sales $ 15,734 $ 1-4,989

Cost of products sold 6,326 6 .088

Selling, advertising, administrative ,_ -

and general expense 5,894 5,358

Amortization of trademarks and goodwill 616 609

Operating income 2,898 -. .2,93d

Interest expense (1,429) (2,113)

Amortization of debt issuance costs _ (20) (104)

Other income (expense), net 7 (69)

Income before income taxes 1,456 648

Provision for income taxes 680 . 280

Income before extraordinary item

Extraordinary item-loss on early

776 368

extinguishmentsofdebt,netofincometaxes (477) __ -

Net income 299 368

Preferred stock dividends 31 173

Net income applicable to common stock $ 268 $ 195

Net income per common and

commonequivalentshare $ 0.20 $ 0.22

Average number of shares (in thousands) 1,363,549 887,622

1992 1991

Operating income $ 2,898 . - $ 2,934

Amortizationofintangbles 616 - 609-

Restructuring expense, net of gain on the sale .

of the ready-to-eat cold cereal business . 8 -

Business unit contribution 3,522 3,543

Depreciation and other amortization 530 515 _

Other income (expense), net (1) f69I

Earnings before interest, ta .xes,

depreciation and amortization 4,051 3,989

Increase in operating working capital (I96) (4451

Capital expenditures (519) (459)

Change in other assets and liabilifies (297) _ 192__

OperatingcashRow" 3,039 _. 3,277

Taxes paid (116) (368)

lnterestpaid (1,102) (1,397)

Dividends paid (214) (2051

Other, net . . . 31 (2081

Freecashflow $ 1,638 . $ 1,099

~ npemnng cuh tlmv. which i ., use,l a. an internrd measurement for eraluaing business pe,fnmmnce, includes, in :Wdiuium to nei caah IWw fmuuustd in,
opemting aetivides as rceorded Iu ihe Cun .olidated Smmmevt ufGssh plows. pmeeNS from the sale of .pital mses less nryiml e..pendimrev and is m{iu'ted

m eseludetncome taees end imms of a nnnncial nature (such as inlerest paid. interest Income, and nthe, mi .uelhmemu fn,mninl inoome ur e.prnee Imun .

2073272538
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CONSOLIDATED CONDENSED Assets 1992 - - - 1991

BALANCESHEETS
YEARS ENDED DECEMBER 31

Current assets :

Cash and cash equivalents 99 434

NRNnbiscn HoldingsCorp . Accounts and notes receivable, net 1,356 800
/Smillions)

Inventories 2,776 2,704
See oouk2 for consolidated finanelel
staaements, rela¢d faomomsand Prepaid expenses and excise taxes 345 282
managtment's demsslon antl
erutvsisoffinoncizlcandiuon Totalcurrentassets 4,576 4,220
and ms,dsofopecarians .

Proper[y, plant & equipment, net 4,858 4,816

Trademarks, net 8,959 9,290

Goodwill, net 13,062 13,250

Otherassets and deferred charges 586 - - 555

Total assets $ 32,04 $ 32,131

Liabilities and stockholders' equity 1992 1991

Current liabilities :

Notes payable 5 298 $ 369

Accounts payable and accrued accounts 2,869 2,795

Current maturities of long-term debt 379 819

Income taxes accrued 300 72

Total current liabilities 3,846 4,055

Long-term debt (less current maturities) 13,541 13.343

Other nottcurrentliabilities 2,203 2,313

Deferred income taxes 4,075 4,001

Stockholders' equity 8,376 - 8,419

16tal liabilities and stockholders' equity $ 32,041 $ 32,131

PJ
O
V
W
fV

N
N
W
W
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OPERATING UNITS

NABISCO FOODS GROUP

I 1'VVLS~

NABISCO INTERNATIONAL

[JABLSC.O
INTERNATIONAL0

H. John Greeniaus Harold J. Lees SPECIALTY PRODUCTS DIVISION

PRESIDENT PRESmENT Daniel L Clark
STELITD'OROCb VICEPRFSIOENTAVDJoseph W. Farrelly

SENIOR \ICE I'RESI DENT A6D lames R . Chambers GENERALM1IDNAGER

CHIE[SFORRLn10NOFFICER SENIOR VICE PRFSIDEN'r

EALES
FOOD SERVICE DIVISION

lames A. Kirkman III Henry R . Lambert
SENIOR\1CEPRESIDENT .IND Thomas G. McBrady

LENERiLC0U4SEL SENIORRVTCEPRESmENT
VICEPRESIDENTAND

OPERATIONS
GENERAL,WWAGFA

Lawrence H . Kleinberg
SENIOR IICE PRESIDENT Douglas R . Conant SALESANDINTEGFATEDLGGISTICS _

FINANYE SENIORl4CEPRESIDENT 1ohnC.Mitchell
M1LllLIEnNG

_
SEMORVICEPRESIDENTJohn E Manfredi

SENIORqCEPRESmERr PLANTERS DIVISION AND NABISCO BRANDS LTD - CANADA
EITER\iLAYO LIFESAVERS DIVISION
GoViRNYIENT A[rAiRS Raymond J. Verdon

BruceI.Wood
C. Michael Sayeau PRESIDENT

PRESIDENT

SE.SIORVICEPRE9DENT Murray G. Douglas
HUFL1.. RESOURCES Steven L . Brown PRESIDENT

VICE.PRESIDERTAAO OROC[RYDMSIONRobert E . Smith GEYEULMANAOER
SENIORIICEPRESIDENT LIFESAWTSDMSION 1. Robert Hall .
RESEARCH PRESIDENT

Sumner C. Putnam

NABISCO BISCUIT COb1PANY VICE FRESIDENTAND
CHRISTIEBRDWN & CO,

GENERALIAANAGER M. Robert Langille
Ellen R. Marram PIAM1TERSDOVISION sEMORVICEPRESmENT
PRESIDENT ' FINANCEANU

CHIEFFLW.NCW.OFFICER

G. Richard Thoman Stanley Heat1L Thomas J. Pesce
PREIOENr' ARErPRESIDENT.LATWMtERICA VICEPRESIDENT,FINANCE

li. F. Pow'ell
E%£CUTR'EOCE PRESmENr

Michael I. Hickey
WCE PRESIDENT. PERSONNEL

Jonathan E Rich _
GENERALCOUNSEL

R,J. REYNOLDS -
TOBACCO COMPANY

~' .

James W. Johnston
CHAIRLLlNTND
CHIEP ETE,CUTIVE OFFICER

David 1. Anderson
EClCUTnE VICE PRESIDENT
FII~A.\tE .PID ADMINISTRATION
i3DCFilEPPINANCIALOFFICER

Thomas C. Griscom
EXECUTIVE VICEPRESIDENT
E[TERNALREfAT1ON5

M. B. Oglesby, Jr.
E%ECUTIVEVICEPRESIDC.V'I'

GOVERNMEM1TRELaT10NS

Andrew J. Schindler

David N . lauco
SENIOR VICE PRESIDENT
n4VtRETING

Wayne W. Iuchatz
SENIORVICPRESIDENT
SECRETACY AND GENERTL COU NSEL

Richard W. Kauffeld
Carl I1' Ehmann, M .D.
EECUT6ENCEPRESIDE]T
RESEARCH AND DEVELOPb1ENt'

Yancey W Ford, Jr.
EYECUTIVE VICE PRESIDENT
SALES

ECECUTIVEVICEPRESIDENT
OPERATIONS

fames C. Schroer
E%ECUTIVE VICE PRESmENT
h4\RKETINGANDSALES

Robert R . Gordon, Jr.

VICEPRESIDENr
_9USINESSPLWNING

Kenneth J. Lapiejko
VICEPRFSIDENT
FI NM`CE AND ACCOUNTIIVG

SENIORVICEPRFSIDFNr

PERSONNEL

Joseph fl, Sherrill, fr .Dale E SiselR.J. REYNOLDS TOBACCO
PRESIDENTPIIESIDENTAND

INTERNATIONAL, INC . CHIEF ECECUTIVE OFFICER ASIA PACIFIC

Edward L Lang
PRESIDENT
,{\IERIC .iS

Klaus D. Langner
PRESIDENT
EUROPE, MIDDLE E\ST AFD AFRICA

Thomas E. Marsh
PRESIDENT
E6T,CE]TR\LEUROPE,
CJb.,NRREY,SI'CCIN .SIARKE'rS

Iames H Brandhors4lr.
VICE PRESIDENT
bIARKEFING

Wolfgang D . Dahne
VICE PRESIUENT

RFSFARCH AND DEVELOPMENT

Jeremy P. R . Harris

49CEPRESIDEM
BUSINESSPLWNINGAfiD
DEVELOPfIENT

Aan T. Kirby
VICE PRESIDENT
IIUh1AN RESOURCES

Richard i. Marcotullin
VICEPRESIDENT PURLICAFF
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RJR NABISCO INVESTOR INFORMr1TI0N

CorporateOtHces - Investor%elaationsfnquiries November(payment'-in,kindthrough RJRNabisco;Inc. .
RJR Nabisco, Inc. Office of Imrestor Relations 1Tay 1, 1994 ; payment-in-kitid at the 7i'a%Ndtes Due 2003
1301 Avenue of the Americas
New York, NY 10019

RJR Nabisco, Inc.
1301 Avenue of the Americas .

company's option thmugh 1999 : _
cash payment thereafter) . '

Interest Rate : T9a%, payable
semiannually on the 15th of Potarch

(212)258-5600. - ' . NewYark, VY 10019 . and September (cash payntent) .
. RJRNnbrs,co,frlc.

FormlO-KandaddlLLonal Pu6lidyTradedSecurities SubordinaledDiscountDebentures RJR Nabisco, Inc.
information '

'
AvarietfofRlRNabiscosecuritiesis Due2001 ~ Bj/.R, Notes Due 2002

Form I0-K is tlu companys annual
report filed with the Securities and

publicly traded. The follmvfng ls a list
ofthemostmddelyheldsecurities,all

bnere'st Rate' 15vA yield-to-maturirY.
fssued'atadiscounitopar.Payscash

Interest Rate : e%48, payable
semiannuallyonthelsraffuneand

ExthangeCommission.Copiesofthe ofwhicharetmdedontheNewYark interestsemiannualiyafter Deeember(cashpayment),
Form 10-K and other financial S[ockETchange. ' SIay15,1994 .
informationare avaiiablewithopt RJRNabisco,Inc. . _

' charge bvwriting to : RJR Nabisco Holdings Corp . RJR Nabisco, lnc . ' 8.3%Sen3or Notes Due 1999

EVorldwideCommunicztiuns ' , CommonStock" ' . Paymlent-in-Kind6ubordinated InterestRate:8 .3%,payable
RJRNabiscp,Inc: Symbol:R?I , DebenturesDu,e2U01 semiannualiyonthe15thofApril

1301AvenueoftheAmericas
Newtbrk NY10019 '

:
RJR Nabisco Holdings Corp ..

. InterestBate:15%,payablesemi-
annuallyonthel5thofhfayand

andOctober(Cashpayment) . .

,
. . , $.835Depusi[ary Shams „ . vovember(Finyment-in-kindorcash ' RJRNablscu,lnc-
Tlrecomprmyalsohasa4a'ilahlea - (E9chDepositarySharerepresents atthecontpanv'sop[IonthroughYLry 8.75% Senior Notes Due 2004
report an its.Corporaie Cirizenship
aclivin'.Sharehuldersinterestedin '

one-quarter of a share of5eries A
CommrsionPreferredStock .)'

15, 1994 : cash payment thereatler) . '
-

Interest Raie: e .7548 . payable .
semiammallyon[hel5thofApril'

receiringudoclrmentshouldwriteto: QtlarterlyDividend :$ .20875Jier RfRNabisco,Inc-. . . andOctobei(cashpayntent) .
lS'orldwideCammunicatiolts Depositan'Share. 13'k%SubordinatedDebentures .
R1RNabisca lnc 'Due 2001 RJR Nabisco, Inc. .. .
1301 dvenne of [Ite Ameticas .. RJR Nabisco Holdings Corp. [nterest Ra[e : 13', ',F.% payable e°5 No[zs Due 2000- ~
New 5'ork, NYd0019 . ' , Codvertible Preferred Stock . semiannually on the 15th of IGlay and Interest Rate : 8%, pa}'ahle

Stated 1Slue: $25 per share Nocember(cashpayment). . ' semiannualtyonthel5thof_lanuary
Shareha'rInquiries , Quarterly_Dividend :5.71875 andluly(cashpa}•ment) .
First Chicago Trust Company - pershare. . RJRRhbisco,lnc. '

of New YorK ' , IOYz%ScniorNntesDuet998 . TransferandDividendDisbursing '

P O B 3981 RIR Nabisco Holdings Corp. Interest Rate: 10Ihi6 a able Agent for Common Stock, Preferred, . ox .
Senior Conv rtin Debentures

, p y
SharesSt k&D itaChurch Street Stalion

'

e g
'Due2009 ' .

semiannuallyonthe15thofApril
t '

ac epos ry
'o Trnst CompanyFirst ChicaNetv York, NY 10008-3981

' Interest Ratei 173'o4fi payable
and Oc aber (cash pay'inent) . g

afNewYork - '212)791-6d22(
, ,
semidnnually on the Ist af blay and ' . P.O-Box3981

. ' ChurchStreetStation . '
. NetvYork, NY 10008-3981 ' . .
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