






1 Amounts exclude the impact of discontinued operations of the trading and merchandising business, the Knott’s Berry Farm business, and the Fernando’s business. Continuing operations are  
 referred to in this annual report as our continuing “food business.”
2 Gross profit is defined as net sales less cost of goods sold. 
3 Operating profit is defined as income from continuing operations before income taxes and equity method investment earnings, less interest expense, net and general corporate expense.  
 Refer to Note 22 to the Consolidated Financial Statements for a reconciliation of operating profit to income from continuing operations.

Dollars in millions, except per-share amounts MAY 31, 2009 MAY 25, 2008

Net sales 1 $ 12,731 $ 11,564

Gross profit 1,2 $ 2,841 $ 2,714

Operating profit 1,3 $ 1,540 $ 1,342

Income from continuing operations before income taxes and
   equity method investment earnings $ 960 $ 696

Income from continuing operations  $ 646 $ 519

Net income $ 978 $ 931

Diluted earnings per share from continuing operations $ 1.42 $ 1.06

Diluted earnings per share from discontinued operations $ 0.73 $ 0.84

Diluted earnings per share $ 2.15 $ 1.90

Common stock price at year-end $ 18.59 $ 23.38

Annualized common stock dividend rate at year-end $ 0.76 $ 0.76

Employees at year-end  25,600  25,000

FINANCIAL HIGHLIGHTS

OUR FISCAL ’10 MUST DO’S 

1 Build pride in ConAgra Foods.

2 Partner with customers to profitably and responsibly grow their business and ours.

3 Grow volume, market share and margins with superior quality and service and insights-driven 
 marketing and selling.

4 Continuously attack cost structure and invest savings in strategic priorities.

5 Innovate bigger, better and faster to drive sustainable growth. 

6 Nourish our people: attract, retain, engage and diversify talent to drive success.

7 Enhance stakeholder value by improving cash flows, strengthening our balance sheet and 
 managing enterprise risks.





THE TURNAROUND
I think the biggest accomplishment for us in fiscal ’09 was the turnaround of our Consumer 
Foods business. In fiscal ’08, we were knocked back by skyrocketing input costs, and it took 
some time for us to get on our feet. But by the second half of fiscal ’09, and, in particular, the 
fourth quarter, we made significant profit gains. We accomplished that through necessary price 
increases—most of which have held in the market—plus stronger demand from consumers, a 
more profitable mix of products sold, moderating inflation and savings from our supply chain.
 
Perhaps the most encouraging part of this success is that we delivered when the economy  
was the toughest it’s been in decades. The consumer desire for our brands was strong, even up 
against private label or other brands with deep discounts. In fact, in many categories where we 
already held the number one or two position, we gained share in fiscal ’09.The consumer pull for 
our products, even in a recession, makes sense. This is food ingrained in their lives. Food that 
gives people less to worry about and more to look forward to. Iconic brands, brands families have 
trusted for generations. And because of the inherent value of our products, we think our brands 
are at an even stronger competitive advantage now. While no one can be sure of the pace and 
timing of an economic recovery, we remain focused on exceeding customers’ expectations on 
quality, price and value.

Keeping pace with changing consumer needs and wants is essential to becoming even more 
relevant to their lives and is the oxygen for our growth. We’ve proved that we can deliver 
big innovation that works. Combining fresh innovation with value is crucial to our long-term 
portfolio success. 

Healthy Choice® Café SteamersTM entrées, which I mentioned in my shareholder letter last year, 
were named in 2009 as the number one new food item, measured by sales, across the grocery 
store in 2008.1 Following the success of Café Steamers, we reinvented the entire Healthy Choice 
brand with new products, new packaging, new marketing. That reinvention was a key element of 
the transformation of our entire frozen foods portfolio. We were losing share in this category—but 
now we are taking it back with the intent of regaining more. The frozen meals category—a large 
and profitable one for us and our customers—is one where we’ll build on our strength. Every day, 
consumers already buy more than 3 million packages of our frozen food off retailer shelves. With 
that kind of loyalty and further industry-leading innovation, we’re going to keep them coming 
back for more. 
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Frozen single-serve meals 2 +
Prepared pasta 1 +
Shelf-stable single-serve pudding 1 +
Hot cocoa mix 1 +
Microwave popcorn 1 +
Meat snacks 2 +
Seeds 1 +

Fiscal ’09 
Dollar Share Change 

from Fiscal ’08Category 

For 52 weeks ending 5/24/09.
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1 Source: Information Resources, Inc. 3/24/09.




