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LETTER TO
STOCKHOLDERS

To Our Stockholders:

WINNERS LEAD
COMPETE AND DELIVER,
THEY ALSO REPEAT.

In 2011, despite challenging macroeconomic conditions,
including some of the highest commodity inflation in years

and ongoing economic pressures, our brands continued




Our ability to execute against these priorities is
exemplified by the wins we achieved in 2011.

® We grew Dr Pepper dollar share for the fourth
consecutive year, up 0.2 points in 2011.

® Snapple, the leader in premium teas, continued its
momentum, with volume up more than 7 percent on
top of double-digit gains in 2010.

* We took Sun Drop nationwide in early 2011,
delivering 9 million incremental cases and achieving
93 percent ACV in grocery. Sun Drop now holds the
No. 2 branded spot in the citrus category.

® We launched Dr Pepper TEN, a low-calorie version
of our flagship brand, after we achieved a 6 percent
volume lift for the entire Dr Pepper product line during
three months in test markets. Based on the positive
consumer response to Dr Pepper TEN, we're testing
additional TEN offerings in 2012 for 7UP, Canada Dry,
Sunkist soda, A&W and RC Cola.

e Canada increased market share for its priority brands,
with dollar share up 1.1 points.

® \We made gains on brands repatriated from
The Coca-Cola Co. and PepsiCo, Inc., exceeding
our internal volume targets.

e Building on our strategy to win in single serve and
immediate consumption, we added 43,000 fountain
valves and 25,000 cold-drink placements, focusing on
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quality placements and profitable assortment mix. In total,
our fountain foodservice volume grew 5 percent in 2011.

¢ Latin America Beverages grew volume 4 percent,
driven by increases for Squirt, Penafiel and Clamato.

® More than 1,200 employees participated in 90-plus
RCI projects across the company in 2011, improving
productivity and freeing up resources to redirect
toward growing distribution and availability and
increasing per-capita consumption of our brands.

Growing our Business

In 2011, we implemented strategies to improve both price
and mix across our CSD and non-carbonated portfolios to
help defray the significant increases in commodity costs.
These actions, the performance of certain repatriated brands
and the revenues associated with The Coca-Cola Co. and
PepsiCo, Inc. transactions helped offset a slight decline
in overall volume, resulting in the 5 percent increase in net
sales. Segment operating profit was up 2 percent, reflecting
net sales growth, partially offset by higher packaging and
ingredient costs and a one-time legal provision. Excluding
certain items, we earned $2.79 per diluted share, an increase
of 16 percent as compared with 2010.

Our opportunities to grow distribution and availability and
increase per-capita consumption in North America are well
within our reach. Many markets remain untapped, and we
believe that over the long term DPS has an 800 million case
opportunity to increase consumption for brands such as
Dr Pepper, our Core 4 (7UP, Canada Dry, Sunkist soda
and A&W), Crush, Snapple and Mott's.




Leading with Flavor

When it comes to flavor, DPS is the clear front runner.
We're No. 1 in flavored CSDs, and with more than 50
brands in our portfolio, we provide consumers with
choices that meet their needs. In addition to variety,
consumers want lower calorie options, improved nutrition
and convenient package sizes, and we're delivering on
all of these fronts. On the packaging side, we launched
Hawaiian Punch 10-oz. six-packs, multiserve Snapple
premium teas, CSD 20-oz. grip bottles and CSD 18-
pack cans in 2011. On page 7, you'll read how DPS is
also providing lower calorie options and healthy choices
with products such as Dr Pepper TEN, Snapple Lightly
Sweetened Teas and Mott's Medleys Sauce.

Competing Differently

At DPS, our size is one of our strengths. It makes us
faster, more agile, able to leverage learnings and repeat
successes more quickly. These strengths are a decided
advantage when it comes to seizing opportunities at the
local level, where our sales teams are partnering with
our retail customers to develop strategies to increase
consumption in low per-capita markets and build long-
term equity for our brands. As you'll read on page 8, this
approach has helped grow volume in targeted markets
for Canada Dry and brands such as 7UP, Pefafiel
and Clamato, which are favorites among Hispanic
consumers. In addition, our allied brand partnerships
allow us to participate in emerging beverage categories,
and our third-party bottler agreements, which help fill
distribution voids, get our products into the hands of

more consumers.

Delivering Shareholder Value

On the strength of our brands and execution, we expect
our cash flow to remain healthy, and we will continue
to return excess free cash to shareholders in the form
of dividends and share repurchases. A key enabler
behind our strong cash flow is our focus on RCI, which
is increasing cash flow through capital avoidance and
the reduction of working capital. On page 10, you'll
learn more about our long-term commitment to providing
total shareholder returns in the top quartile of consumer
staple companies.

WE GREW

DR PEPPER
DOLLAR SHARE
FOR THE FOURTH
CONSECUTIVE
YEAR UP 0.2
POINTS IN 2011

ANNUALIZED
TOTAL
SHAREHOLDER
RETURNS

Compound annual growth &8te¥includes changes in
stock price since May 7, 2008, the day DPS became
a publicly traded company on the New York Stock
Exchange, and reinvestment of dividends. The Peer
Group Index consists of the following companies: The
Coca-Cola Co., PepsiCo, Inc., Monster Beverage Corp.
(formerly Hansen Natural Corp.), The Cott Corp., Jones
Soda Co. and National Beverage Corp.
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CASH FLOW
FROM OPERATIONS

(IN MILLIONS)
$2,936"
. P
2008 2009 2010 2011

FOUR-YEAR TOTAL: $4.87 BILLION

*Includes one-time licensing agreement payments
from The Coca-Cola Co. and PepsiCo, Inc.

PRIMARY SOURCES
& USES OF CASH

(THREE-YEAR CUMULATIVE TOTAL 2009-2011)

$4.2Billion
PEPSI/COKE $3.8Billion
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tary D Young

larch 2, 2012

Prgpsident & Chief Exdcutive Officer
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At DPS, Ravor innovation is at the center of everything
we do. Our research and development team works
closely with all our business functions, ensuring strong
collaboration, quick decision making and unwavering
execution on one clear goal:

CREATE GREAT-TASTING
PRODUCTS THAT
CONSUMERS LOVE.

Dr Pepper TEN and its proprietary blend of sweeteners
is bringing lapsed consumers back to the category.
Delivering the same 23 authentic Ravors as our 3agship
brand but with only 10 calories per 8-0z. serving,
Dr Pepper TEN, with its bold taste and even bolder OItOs
Not for WomenO marketing campaign, inspired consumers
to give it a try when it launched in October. During the
brst three months of national distribution, trial rates for
Dr Pepper TEN were nearly 9 percent, signibcantly
above other new innovation launches. The great taste of
Dr Pepper TEN, which is targeted at men who donOt like
the image of diet beverages, has resulted in consumers
D male and female D asking for more TEN options. WeOre
delivering, and quicfkl N 'ebru-e_lF)T2‘012, justf

Sun Drop is another example of how weQre leading with
Bavor and reaching a new generation of citrus fans. A
regional brand we introduced nationwide in early 2011,
Sun Drop has already captured a 4 percent share of the
highly competitive citrus market, driving 43 percent of the
growth in that category. A multi-year agreement with MTV
and the OThatOs How You Drop ItO campaign featuring the
Sun Drop Girl contributed to Sun Drop reaching more
than 80 percent ACV in grocery in its second month of
national distribution. In 2012, we introduced the Sun Drop
Guy to refuel the campaign and recharge loyal Sun Drop
consumers who crave their citrus.

Snapple Lightly Sweetened Teas

Less sweet yet still refreshing, Snapple Lightly Sweetened
Teas will bring new consumers to the ready-to-drink tea
category, meeting the needs of those who prefer all-natural,
lighter-tasting options. DPS continues to outperform in
the premium tea category, with the new Snapple 64-oz.
multiserve package providing incremental growth and
additional take-home options for consumers in 2011.

Mott’s Medleys Sauce

As the No. 1 apple sauce brand, MottOs is leading with
Ravor and nutrition. MottOs Medleys Sauce, introduced
in 2011, contains one fruit and vegetable serving per

container and is the Prst nationally distributed fruit and



sWE COMPETE.

DIFFERENTLY

Flavors now represent more than 51 percent of all CSD including San Francisco, Calif., up 9 percent;

retail sales, up nearly 5 points in the last six years. Columbus, Ohio, up 12 percent; and Las Vegas,
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Sponsorship of The Latin GRAMMYe Awards in 2011
and related consumer events resulted in a 28 percent

volume increase for brands such as 7UP, Sunkist
soda and Squirt in participating retail accounts during
the promotion. In the Los Angeles market, these
efforts helped increase per-capita consumption
of flavors popular with Hispanic consumers by six
servings per person.

Allied Brands
Our distribution agreements with brands such as
Neuro functional beverages and Vita Coco, the

No. 1 brand of coconut water, allow us to participate
in emerging categories without significant capital
~ investment, while providing scale and efficiencies in
our direct store distribution. In 2011, Neuro added

- P ’

approximately 400,000 incremental cases to our
volume, and Vita Coco added approximately
300,000 cases.

Priority Brand Execution

Our priority brand agreements ensure that Dr Pepper
and Diet Dr Pepper are included in all core packages
and featured in all major merchandising events and
display activities by our bottlers. Our consumers are
able to enjoy our brands in multiple package offerings
and at different price points, enabling us to leverage
package innovation by our bottlers. Display and
merchandising tie-in activity helped drive awareness
and incremental purchases of our brands in 2011,
with display tie-in rates for regular Dr Pepper up
2 percentage points.

MARKETING
INVESTMENT
BEHIND OUR BRANDS

(IN MILLIONS)



At DPS, we are focused on cash generation and
shareholder returns. We've been consistent in returning
excess free cash to our shareholders, and expect to
continué to do so in the years ahead. In early 2012, we
announced the fourth increase to our dividend, once again
demonstrating our commitment to grow dividends over
time. Our annual payout is now $1.36 per share, giving
us a strong dividend yield in today’s market. Moreover, in
2010 and 2011, we repurchased $1.6 billion of our stock
and expect to buy back $350 million to $375 million in
2012, subject to market conditions.

ARKEY ENABLER BEHIND OUR
ONCSOING HEALTHY CASH
FLOVY 15 OUR ABILITY TO
CONTINUOUSLY IMPROVE.

\We operate in developed markets, reducing the need
for costly acquisitions as we work to get the best-tasting

CSDs, premium teas and juices into the hands of more

STRONG CASH FLOW
IS BUILDING
"SHAPEHOLDEI? VALUE

DIVIDENDS SHARE REPURCHASES

ANNUALIZED AMOUNT
(ANNU £ OUNTS) (INM&IUNS)

Y i $1.113°

consumers. Our goal is to grow the business organically,
allowing us to continue to return excess free cash
to shareholders.

Key enablers behind our ongoing healthy cash flow are our
continuing investments in our people, brands and systems
to ensure we are positioned to grow profitably over the long
term, as well as our ability to continuously improve in all
areas. At DPS, we calll this rapid continuous improvement,
and it's a growing capability within our company. RCI
focuses our processes on what is truly value-added to our
customers, eliminating waste and unnecessary activities
and thereby improving productivity.

While we are still in the early stages of our RCI journey,
we've made improvements in sales productivity, marketing
and innovation, while reducing costs and inventory, as
well as lowering certain capital requirements. In the
process, we're freeing up critical resources — people, time
and money — that can be redirected toward building our
brands, growing our business and contributing strong
total shareholder returns.







IMPROVING

OUR COMMUNITIES

At DPS, we believe in balancing the calories consumed
with the energy expended on physical activity. We've
introduced products with lower calories, such as our
TEN products and our Mott's for Tots juices, as well
as packaging to encourage portion control. We've also
set a goal to ensure that by 2015, half of our innovation
projects are focused on reducing calories, offering
smaller sizes and improving nutrition.

Let's Play is a community partnership led by DPS to get
kids and families active by providing the tools, places and
inspiration for play. Our first Let’s Play initiative is a $15
million, three-year commitment with non-profit KaBOOM !
to build or fix up 2,000 playgrounds, benefitihng an
estimated five million children. During the program'’s
first year, we awarded nearly $4 million in grants to
build or update more than 520 playgrounds across

LET’S

PLAY.

in New Orleans East thought it could be done. Now,
nearly one year after the playground build last April, the
community has sustained the effort, constructing garden
beds, a lagoon, a bridge and a beach volleyball court.
“The playspace was the jumpstart we needed to bring
hope back to our community,” said Cyndi. “We've since
launched a recycling program, and we'll welcome 200
kids to a summer camp this June.”

“The playspace was the jumpstart
we needed to BRING HOPE
BACK to our community.”




DR PEPPER SNAPPLE GROUP, INC.
RECONCILIATION OF GAAP AND NON-GAAP INFORMATION
For the Twelve Months Ended December 31, 2011 and 2010
(Unaudited)

The company reports its financial results in accordance with accounting principles generally accepted in the United States of America ("U.S.
GAAP"). However, management believes that certain non-GAAP measures that reflect the way management evaluates the business may
provide investors with additional information regarding the company's results, trends and ongoing performance on a comparable basis.
Specifically, investors should consider the following with respect to our annual results:

For the Twelve Months Ended
December 31,

Percent
2011 2010 Change
Segment Results — Segment Operating Profit ("SOP")
Beverage CONCENIALES ... ...t et e et ee vt e et e e e e eeens $ 779 0% 745 5%
Packaged BEVEIAGES. .. ... vvieiee et tet et e e vt 519 536 3)%
Latin AMerica BEVEIAgES. ... v v et et eee e e e et e e aen e e aeaenas 43 40 8%
TOMAl SOP ... .ttt e e e e 1,341 1,321 2%
Unallocated COrporate COSES .......oveviieiieiiiieeie e e e eeaas 306 288
Other operating expense (iNCOME), NEL.........c.vevieiiieriiineviniiieeeanns 11 8
INCOME FrOM OPEIALIONS. .. ..ttt et et et e e e e e e e e 1,024 1,025

Diluted earnings per share (""EPS") excluding certain items: Reported EPS adjusted for: 1) litigation provision, 2) the loss on early
extinguishment of a portion of the senior notes due 2018, and 3) certain separation-related tax items in 2010.

For the Twelve Months Ended

December 31,
Percent
2011 2010 Change
Reported Diluted EPS.....c.ccciuieiiuieiineeieneeieeeeneeneneencneencncecsssncsnsnnes $ 274  $ 2.17 26%
Litigation PrOVISION. ... ..ve e et et e ce st e et e e e 0.05
Loss on early extinguishment of debt.............coooi i 0.27
Kraft indemnity income related items..........c.oovviiii i, (0.04)
Diluted EPS, excluding certain items..........oeuveurereneeneneeneneeneneencncenn $ 279 $ 2.40 16%
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ITEM 7. MANAGEMENT'S DISCUSSION AND ANALYSIS OF FINANCIAL CONDITION AND RESULTS OF
OPERATIONS

You should read the following discussion in conjunction with our audited financial statements and the related notes thereto

included elsewhere in this Annual Report on Form 10-K. This discussion contains ard-looking statements that are based on
management's current expectations, estimates and projections about our business and operations. Our actual results may differ
materially from those currently anticipated and expressed in such forward-looking statements as a result of various factors including
the factors we deseribe under "Special Note Regarding Fopward-Looking Statements s/ Risk I . olsewhere in this

I\
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5,903 § 5,636

For the Year Ended
December 31,

2011 2010

$ 719 % 745
519 536

43 40

1,341 1,321

306 288

11 8

1,024 1,025

111 125

100
(12) (1)

garnings of unconsolidated

$ 925 § 821
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Total NCB volume dereased 1%ompared to the year endBécember 31, 201@eclines in Mott's of 9%and Hawaiian
Punch of 4%lrove the decrease in the NCB category. Mott's decline was a result of larger-than-normal price increases associat
with the significant increase in the cost of apple juice concentrate and promotional activities in the prior year that did not recur i
2011. Hawaiian Punch's decline was due to price increases partially offset by favorability due to new package innovation. The
decreasewere partially offset ban8%increasen Snappleasaresultof distribution gainsandpackage innovation.

Net sales increased $194 million for the year eridlecember 31, 2011, compared with the year efdEmber 312010
Net sales were favorably impacted by price increases, $83 million due to the repatriation of certain brands and favorable packe
mix andincreases ircontract manufacturing, partially offset aglume declinepreviouslydiscussed.

SOP dereased $17 million for the year ended December 31,2011, compared with the yeBresedelder 31201Q primarily

due to higher costs for packaging materials, sweeteners, apple juice concentrate, fuel and other commodities, incremental c
associated with the repatriation of brands, and an $18 million legal provision associated with the litigation against The Americe
Bottling Company. These costincreases were partially offset by the increase in net sales, ongoing RCI-related and other productiy
savings, lower warehouse costs and a reduction in our IT investments in the current year. Additionally, the favorable comparis:
of $19 million of higher expenses associated with labor, co-packing, unfavorable yield, and an underabsorption of manufacturir
overhead as a result of the strike at our Williamson, New York manufacturing facility in the prior year further offset the costs
increases thecurrentyear.

/IDWLQ $PHULFD %HYHUDJHV

The following table details our Latin America Beverages segment's net sales and SOP for the y&ecamdedr 31, 2011
and2010(in millions):

JRU WKH <HDU (QGHG
'HFHPEHU
&KDQJH
Net sales $ 418 $ 382 $ 36
SOP 43 40 3

Sales volume icreased 4%or the year ended December 31, 2011, as compared with the year ended Decehti€r Blie
increase in volume was driven by a T8érease in Squirt volume due to higher sales to third party bottlers,iacs8ase in
Pefafiel and a 26%crease in Clamato due to targeted marketing programs and distribution gains. These volume increases we
partially offset bya 18%decrease iCrushvolumedriven bypriceincreases.

Net sales increased 9fdr the year ended December 31, 2011, compared with year Bedethber 312010, primarily due
to favorable product mix, increases in sales volume and price increases. The favorable impact of $7 million in foreign currenc
changes was partially offset by the $6 million reclassification of certain transportation allowances to our customers from selling
general anéddministrative expensés net sales.

SOP irtreased 8%or the year endeBecember 31, 2011, compared with year erldedember 31201Q primarily due to
the increase in net sales partially offset by higher costs for packaging materials, sweeteners, and other commaodities. This incre
was further reduced by the unfavorable impact of changes in foreign currency on our expenses, increased logistic costs, hig
depreciation expensand highecompensation costs.
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<HDU (QGHG 'HFHPEHU &RPSDUHG WR <HDU (QGHG '"HFHPEHU
&RQVRO2Z&EHDWLHAEL R Q V

The following table sets forth our consolidated results of operation for the yearsDecember 31, 20: and200¢ (dollars
in millions).

JRU WKH \HDU HQGHG 'HFHPEHU
SHUFHQWDJt¢
'ROODUYHUFHQWOODUYHUFHQDQJH

Net sales $ 5,636 100.06 $ 5,531 100.0% 2%
Cost of sales 2,243 39.8 2,234 404

Gross profit 3,393 60.2 3,297 59.6 3
Selling, general and administrative expenses 2,233 39.6 2,135 38.6
Depreciation and amortization 127 2.3 117 2.1
Other operating expense (income), net 8 0.1 (40 (0.7

Income from operations 1,025 18.2 1,085 19.6 (6)
Interest expense 128 2.3 243 4.4
Interest income 3 0.9 4 0.9
Loss on early extinguishment of debt 100 1.8 — —
Other income, net (21) (0.9 (22 (0.9

Income before provision for income taxes and equity in

earnings of unconsolidated subsidiaries 821 14.6 868 15.7 (5)
Provision for income taxes 294 5.2 315 5.7

Income before equity in earnings of unconsolidated

subsidiaries 527 9.4 553 10.0
Equity in earnings of unconsolidated subsidiaries, net of tax 1 — 2 —
Net income $ 528 9.4% $ 555 10.06 (5)%

O9ROXPH %&6

Volume (BCS) increased approximately 2% for the year ended December 31, 2010 compared with the year ended December
2009. CSDs increased 2% and NCBs increased 3%. In CSDs, Crush increased 18% compared with the year ago period du
expanded distribution, the launch of Cherry Crush during the first quarter of 2010 and the limited time offering of the Lime
extension. Dr Pepper volume increased 3% compared with the year ago period, which resulted from increases in our regular
diet extensions partially offset by decreases in Dr Pepper Cherry and Cherry Vanilla. Our Core 4 brands were down 1% compal
to the year ago period as a high single-digit decline in Sunkist soda, a mid single-digit decline in 7UP and a low single-digit declir
in A&W were partially offset by a double-digit increase in Canada Dry. Pefiafiel volume decreased 8% due to decreased sales
third party distributors. Squirt volume increased 5%. In NCBs, 10% growth in Snapple was due to the successful restage of t
brand, the growth of value offerings and increased marketing. A 3% increase in Mott's was the result of new distribution and strot
brand support. Additionally, a 6% increase in Hawaiian Punch was partially offset by declines in third party NCB brands, such &
AriZona.

Although volume (BCS) increased 2% for the year ended December 31, 2010, compared with the year ended December '
2009, sales volume was flat for the same period. The sales volume decreased as a result of a decline in contract manufactul
which is not included in volume (BCS) and lower concentrate sales as third-party bottlers purchased higher levels of concentre
duringthefourth quarteiof 2009.

In both the U.S. and Canada and in Mexico and the Caribbean, volume increased 2% compared with the year ago period
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IH®WDOHV

Net sales incread $105 millior, or 2%, for the year ended December 31, Z compared with the year ended December 31,
200¢. The increase was primarily attributable to volume increases in NCBs, the favorable impact of foreign currency, concentra
price increases, and $37 million in revenue recognized under the PepsiCo and Coca-Cola licenses. These increases were par
offset by a $53 million decline in contract manufacturing, decreases in price/mix primarily attributable to CSDs, and an unfavorabl
productmix.

*URVYV 3URILW

Gross profit increased $96 milli, or 3%, for the year ended December 31, Zcompared with the year ended December 31,
200¢. Gross margin of approximately 60% for the year ended December 31, 2010, was higher than the approximately 59% grc
margin for the year ended December 31, 2009, primarily due to the favorable product mix as a result of the decline in contra
manufacturing and ongoing supply chain efficiencies, partially offset by $19 million of higher expenses associated with labor, cc
packing, unfavorable yield, and an underabsorption of manufacturing overhead as a result of the strike at our Williamson, Ne
York manufacturing facility as we continued to produce product and service customers during this work stoppage, which ende
on September 12010andhighercommodity costs.

,QFRPURPSHUDWLRQV

Income from operations decred ;60 millior for the year ended December 31, z compared with the year ended
December 31, 20(. The year ended December 31, Zincluded one-time gains of $62 million primarily related to the termination
of certain distributioragreements.

Our annual impairment analysis, performed as of December 31 andl®00, did not result in an impairment charge for
201Cand200¢.

Therewere norestructuringcostsfor the yeargendedDecember 31, 20: and200¢.

SG&A expenses increased $98 million for the yended December 31, 2( compared with the year ended December 31,
200¢. Significant drivers of the increase were primarily due to higher marketing spend related to targeted marketing, changes
foreign currency, unfavorable comparison of the changes in fair value of commodity derivatives used in the distribution proces
higher benefit costs, the one-time transaction costs associated with PepsiCo and Coca-Cola agreements, increased stock-b
compensation costs, an unfavorable comparison of the actuarial adjustments for certain insurance plans and higher producti
office investments. These increases were partially offset by lower compensation costs and a one-time curtailment gain on cert
U.S.postretirement medical plans.

/RVR'QDUQOWLQJIXL\RKABQW

In December 2010, the Company completed a tender offer on a portion of the 2018 Notes and retired, at a premium,
aggregate principal amount of approximately $476 million. The loss on early extinguishment of debt included the $96 millior
premium for the tender offer, a $3 million write-off of a portion of the debt issuance costs and unamortized discount associate
with the2018Notesand $1million of associated reacquisition costs.

, Q W HJ $IV QIVOIBW K, KU R FOHH W

Interest expense decreased $115 million compared with the year ago period, reflecting the repayment of our Term Loan
during December 2009 and our Revolver in February 2010 combined with lower interest rates on our outstanding debt obligatio
during2010.

Other income, net of $21 milliiand $22 million in 201 and 200, respectively, is primarily comprised of indemnity income
associated with the Tax Indemnity Agreement with Kraft. For the year ended December 31, 2010, indemnity income of $19 millio
included $10 million of benefits not expected to recur driven by our separation related tax losses and the impact of a Canadi
auditin 2010. For the year ended December 31, other income, netincluded $6 million related to indemnity income associated
with the Tax Indemnity Agreement and an additional $16 million of one-time separation related items resulting from an audi
settlement duringhe thirdquarterof 2009.
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The effective tax rates for 2010 and 2009 were 35.8% and 36.3%, respectively. The most significant factor affecting thi
comparison of the effective tax rate between the periods was a favorable change of Mexican law, which allowed DPS to relec
in 2010 $14 million of tax accrued in 2009 when the law was enacted. The decrease associated with the change of Mexican |
was partially offset by increased state tax rates, which increased our deferred tax liabilities. Adjustments made to deferred t
including the adjustment to deferred tax related to a Canadian change of law recognized and disclosed in the quarter ended Mz
31,2010,werenotasignificant driver fotthereductionin theeffective taxrate from2009.

5HVXOWYV RI 2SHUDWLRQV E\ 6HIJPHQW

We report our business in three segments: Beverage Concentrates, Packaged Beverages and Latin America Beverages.

key financialmeasures management useadsess the performance of our segmamreet salesand SOP. The followintables

set forth net sales and SOP for our segments forand @00, as well as the adjustments necessary to reconcile our total segment
resultsto our consolidated resuligresented imccordance with).S. GAAP (dollarsn millions).

1HW VDOHV
Beverage Concentrates
Packaged Beverages
Latin America Beverages
Net sales

623
Beverage Concentrates
Packaged Beverages
Latin America Beverages
Total SOP
Unallocated corporate costs
Other operating expense (income), net
,QFRPH IURP RSHUDWLRQV
Interest expense, net
Loss on early extinguishment of debt
Other income, net

, QF
XEVLGLDULHYV

RPH EHIRUH SURYLVLRQ IRU LQFRPH

34

JRU WKH \HDU HQGF

'"HFHPEHU

$ 1,156 $ 1,063
4,098 4,111
382 357

$ 5,636 $ 5,531

JRU WKH \HDU

'"HFHPEHU
$ 745 $ 683
536 573
40 54
1,321 1,310
288 265
8 (40)
1,025 1,085
125 239
100 —
(21 (22

HQGH

WD[HV DQG HTXLW\ LQ HDUQLQJV R

$ 821 $ 868




%YHYHUDJH &RQFHQWUDWHYV

The following table details our Beverage Concentrates segment's net sales and SOF and 200 (dollars in millions):

JRU WKH \HDU HQGHG

'"HFHPEHU

&KDQJH
Net sales $ 1,156 $ 1,063 $ 93
SOP 745 683 62

Net sales increas £93 millior, or approximately 9¢, for the year ended December 31, z, compared with the year ended
December 31, 20(. The increas was primarily due to concentrate price increases million in revenue recognized under the
PepsiCo and Coca-Cola licenses, as well as a favorable impact of foreign currency. Concentrate price increases, which w
effective in January 20, added an incremental § million to net sales during the year ended December 31. Z8&8e increases
were partially offset by the loss of concentrate sales which resulted from the repatriation of brands associated with the Pepsi
transaction anttansferof concentrate sales the Caribbean taur Latin America Beverages segment.

SOP increase 862 millior, or approximately 9, for the year ended December 31, z, compared with the year ended
December 31, 20()rimarily driven by the increase in net sales and lower compensation costs. The increase in net sales we
partially offset by an increase in marketing spend primarily related to targeted marketing programs for Dr Pepper, Sunkist so
andCanada Dry.

Volume (BCS) increased 1% for the year ended December 31, 2010, compared with the year ended December 31, 20!
primarily driven by a 3% increase in Dr Pepper, primarily led by Diet and regular Dr Pepper. Crush increased 18%, primarily
driven by expanded distribution, the launch of Cherry Crush in the first quarter of 2010 and the limited time offering of the Lime
extension. These increases were partially offset by a double-digit decline in Hawaiian Punch, Squirt, and Vernors, as well as a -
decrease in our Core 4 brands. The decrease in our Core 4 brands was primarily driven by a double-digit decline in 7UP a
Sunkist soda, which was partially offset by a high single-digitincrease in Canada Dry. The decreases in 7UP, Sunkist soda, Hawai
Punch, Squirt, and Vernors were primarily driven by the repatriation of the brands to our Packaged Beverages segment and tran
of concentrate salés the Caribbeaio ourLatin America Beveragesegment.

3SDFNDWH®HUDJHYV

Thefollowing tabledetails ouPackagedBeverages segmentistsalesand SOP fo201( and200¢ (dollars inmillions):

JRU WKH \HDU HQGHG

'"HFHPEHU
&KDQJH
Net sales $ 4,098 $ 4111 $ (13
SOP 536 573 (37

Sales volumes decreased for the year ended December 31, z, compared with the year ended December 31,. The)
majority of the decrease was the result of a decline in contract manufacturing, which negatively impacted total volume b
approximately 3¢ The decline in contract manufacturing was partially offset by volume growth in our NCB category. Repatriation
of brandsassociated witthe PepsiCdransaction increased totadlume byl1%.

Total CSD volume was flat for the year ended December 31, compared with the year ended December 31,.20@08ume
from the repatriation of the Vernors and Squirt brands associated with the PepsiCo transaction increased our CSD volume 1
Volume for our Core 4 brands decreased 1%, due to a mid single-digit decline and low single-digit declines in 7UP, A&W an
Sunkist soda, respectively. These decreases were partially offset by a double-digit increase in Canada Dry due to targeted marke
programsDr Pepperolumesdeclined 1%.

Total NCB volumencreased®% asa resultof a12% increasé Snapple duéo thesuccessful restage 