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EXHIBIT 6 PepsiCo v. Coca-Co!a. Revenue Results for Q1 2013

PepsiCo v. Coca-Cola: Revenue ~Contrtbutlon Thelr Two Blggest Operatmg Segments o
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Finance

For QI of ”(}I 3. Pcp'-l(‘u s mial mlume for Smu.k:. and Bcvcmges mn.rwwd 4 peru.nl .I.l'ld 3 percent
respectively. In international markets, PepsiCo’s snacks volume increased 5° “percent and hew..r.tg.e vol-
ume grew by 6 percent. However, PepsiCo’s mxu..arlxmatcd drink w.nlumc (Gamrmh. and: Tmmcana -
juices) dropped by 1 percent, whereas Coca-Cola’s uumpmnblc pmduw: rose 6 pcn.cnl Pcpﬁl(es; :
beverages volume increased | percent in Latin America, but declined 1 percent i in North America. For
Q1 of 2013, PepsiCo’s European revenues rose 5 percent to $1.94 billion, whereas i m Asia, Middle East, -
and Africa (AMEA) region revenue dropped 14 percent to $1.10 billion (largely as a result of Pcpal(u{::
refranchising its beverage h.l\lﬂt‘“ in (.‘hma) wlm.h hurl scgnu:m s rcvenue by 27 pcr(.cntage pmnls :
(organic revenue rose 15%5.. L ~ 5

Comparative information for Pcp'uCu vcr\us Ctx.a-Cula for QI of "-'Ul
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Income Statement

PepsiCo’s income 'alatunems a:e pm\'ldcd in E.xhlblt 7 Nole lhe l 52 pcrcenl dmp in revn.nu

Balance Sheets

PepsiCo’s recent-balance slicets are pmwdcd in Exhlbu 8. Note lhe 2.85 percent decline n property,
plant, and equtpmenl yel a 14, 47 pefcent lm.rcasc m Iong lerm dch 3 ;

Marketing

PepsiCo sales 10 W.l] mart Slnres 1mlud|ng ‘iam s (' Iub reprexcnlcd ahoul I pen.enl of total com-
pany revenue. PepsiCo’s top five retail customers comprise about 30 percent of the firm’s North
American revenue, with Walmart (including Sam’s) representing approximately 17 percent.

CBS’s 2013 30-second Super Bowl advertising spots sold for a record $3.7 o $3.8 million each,
compared with an average $3.5 million during the 2012 broadcast on NBC. The biggest repeat adver-
tisers were Anheuser-Busch, Coca-Cola Co., qu(‘n Frito- Ld) ‘and Hyundai. PepsiCo is spending
$600 million more in 2013 than 2012 to uf.lvcmw its beverage brands, with a focus on North America.

Anheuser-Busch InBev and PepsiCo did joint television and retail store prnmonom lcadm;_. up.to
the 2013 Super Bowl on February 3. New in-store signs showed bottles of Pepsi and Bud Light, .llung
with bags of Doritos and the Super Bowl logo. A-B InBev and PepsiCo spend a combined $1.17 bil-

- lion on measured media annually in the United States. There are rumors thal Anhcu'acr—Busch may be
SR interested in punha.smg Pl.'p‘\ICU s bcvcrage dwmon : : g : :

- hap

k qu( 0's revenue lrnm l.mcrg.mp, und dcvu.lopm;_, marlu:b. has gmwn more: th.m W perc. ual

last six years. To meet the needs of varied customers around the world: PepsiCo has ru,nped p 1ts ;

emphasis on innovation and R&D, increasing their investment in natura! sweeteners, p.uk.:gmg ind.

nutrition p!.alfurms hu‘ cxnmplc Pt.p*.l(' 0 reu:cnllv launchcd Quaker Rea Mndkys Qualur ( nngce

f'nmnnfacturers formed :m alli

:Ithm'bon Disciosur

- 432510
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578380 432510
- 315930 . 265750 203510

! : ~ 342010 349110 312630 22,9000
Scllmngencra -\dmlmsu’amc Expcnm Totalri 24,6750 244330 21.770.0  15.489.0

© Research & Development: e 0.0 388.0
L ;DcpreuanoﬁAmnﬂummn Shge 119.0 117.0 64.0
L g;lntu'est Expensé (Income), th Opcmung 0.0 0.0
- Unusual Expense (Im.m'm) e 2 1.044.0 0.0
“Other Operating [-.xpemaes. Total ) 0.0 0.0

. Operaﬁnglncome b R iy 6,959.0
‘lulcrw lnmme lFxpense) Ncl, nn‘Operukﬂg j 4 0.0 0.0
‘ As : 0.0 0.0
0.0 0.0

8,2320  7,045.0

 ncome T, Totl
;k?;:lnemAner 'l‘n k

2.372.0 1,894.0 1.879.0
6,462.0 63380  5,166.0

- Minority Interest ~(190)  —(180)  —240
< Equity In Affiliates 0.0 0.0 0.0
- US.GAAPAdjustment =~ - * =~ "~ 0.0 0.0 0.0
© Net Income Before Extra Items 61780 64430 63200 51420
_Total Extraordinary ltems 0.0 0.0 0.0 0.0
 Net Income 61780 64430 63200 51420

Source: Based on company documents.

breakfast product in China, Tropicana Farmstand, which is a fruit and vegetable juice, Tropicana

- Fruits in the Middle East, Mountain Dew Kickstart and Doritos Locos Tacos with their ke important
- distributor Taco Bell. New products and new innovation over the past three years accounted for about
.~ -8 percent and of PepsiCo’s 2012 revenue.

* Sustainability

First Lady Michelle Obama heads a campaign to end childhood obesity (titled Let's Move!). Mrs.

~Obama desires to encourage healthier food options in public schools, improved food nutrition labeling,

and increased exercise for children. In response to this initiative, PepsiCo, along with several food
called “Healthy Weight Commitment Foundation™ whose goal is to
co]lectwely cut one trillion caliries from their products sold by the end of 2012 and 1.5 trillion calories

by the end of 2015. Rival Coca-Cola has recently launched a massive anti-obesity marketing campaign.

~ PepsiCo recently unveiled the world’s first plant-based PET bottle. The bottle is made from
plant-based materials, such as switch grass, corn husks, and pine bark, and is 100 percent recyclable.
PepsiCo plans to use more by-products (of their manufacturing processes) such as orange peels and
oat hulls in the bottles. PepsiCo has identificd methods to create a molecular structure that is the

~“same as normal petroleum-based PET—which will make the new bottle technology. dubbed “Green

Bottle.” feel the same as normal PET. PepsiCo will pilot production in 2012, and on successful com-

:’pleuun of the pilot, intends moving to full-scale commercialization.

-Coca-Cola has developed the PlantBottle, which is 70 percent petroleum-based and 30 percent
sugar cane-based. Coca-Cola plans to transition all of its plastic packaging to PlantBottle by "(l"O
Coca-Cola's Dasani water brand is provided in PlantBottles. ;

In September 2012. PepsiCo was recognized by the Dow Jones Sustainability Index (DJSI) and
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