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MANAGEMENT DISCUSSION SECTION

Operator: Welcome to the Tyson Foods Quarterly Investor Earnings Call. At this time, all participants areina
listen-only mode. Questions will be taken after the presentation. [Operator Instructions] This call isbeing
recorded. Ifyou object, please disconnect now.

I will nowturn the call over to Jon Kathol, Vice President of Investor Relations.

Jon Kathol

Vice President-Investor Relations

Good morning and thankyou for joining us today for Tyson Foods conference call for the second quarter ofthe
2016 fiscal year. On today's call are Donnie Smith, Presidentand Chief Executive Officer; and Dennis Leatherby,
Executive Vice Presidentand Chief Financial Officer.

Our remarks today include forward-looking statements as defined in the Private Securities Litigation Reform Act
of 1995.These statements are subject to risks and uncertainties that could cause actual results to differ materially
from our expectations and projections. I encourageyou to read the news release issued earlier this morning and

our filings with the Securities and Exchange Commission for a discussion ofthe risks that can affect our business.

To be fair to other analysts in the queue, we ask that you limit yourselfto one question and one follow -up during
the Q&A portion ofour call. Ifyou haveadditional questions, pleaseget backinthe queue and we'll answer as
many ofyour questions as time allows.

I'll now turnthe call over to Donnie Smith.

Donald J. Smith

President, Chief Executive Officer & Director

Thanks, Jon. Good morning, everyone. Our transformation continues and our momentum is building with
another record-setting quarter characterized by strong performances across all segments. Versus Q2 last year,
operatingincome grew 27%to $704 million with an operating margin of7.7%, both records for a second quarter
whichistypically our mostchallenging. We delivered adjusted EPS of$1.07.

Our strategies for growth are working. Our team is focused on innovation and building our portfolio ofleading
products and brands. We're adjusting to consumer trends and shifts in the marketplace and we're capturing
synergies. Total synergies for the quarterwere $144 million. Year-to-date, synergies are $265 million and are
ahead of pace to exceed $ 500 million by the end ofthe fiscal year. Total synergies since the acquisition are $450
million.

Divinginto the specifics for the quarter, Prepared Foods, Chicken and Porkwere in or above their normalized
margin ranges while Beefjust missed its range after recovering from losses ayearago. Total volume was up 2.1%
excluding the divestiture of our Mexico chicken operation. Top line sales were down across the board as the
deflationary environment continued for beef, pork, and chicken prices.

Prepared Foods'operating incomewas $197 million with a10.9%return onsales, tying the previousrecord.
Operating income improved due to product mix changes and lower input cost. Total volume compared to Q2 last
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year was down 0.3%, salesdollars weredown 3.6%due to lower inputs and pricing actions at retail as we
positioned our portfolioto accelerate volume growth in the backhalfofthe year.

IRI dataindicates that our efforts to drive volume momentum is having the intended effect as volumes are up 4%
for the mostrecent four-week period in the Core 9 on the back of significant share gains, driven primarily by Ball
Park hotdogs,Jimmy Dean breakfast sausage and Hillshire Farm smoked sausage and lunch meat.

In Q2, we captured $111 millionin synergiesin the Prepared Foods segment with $41 million incremental to Q2 of
lastyear. We expect the segment's operating margin to be at thelowend ofthe normalized rangein fiscal 2016 as
we continue putting a good portion ofthe synergies backinto the business for innovation, new product launches,
and strengthening ourbrands to supportlong-term growth.

The Chicken segment produced operating income of $347 million and the 12.7%return on saleswasa Q2 record.
Volume was up 1.7 % while sales dollars were down 3.3%. Over the past five years, we'vedifferentiated our Chicken
business by being more consumer-driven. We've upgraded our mix to more value-added and branded products.
We've diversified our pricing mechanisms. We've optimized our cost structureby investing in our operations with
good ROI projects. We've implemented ourbuy versus growth strategy and we're providing industry -leading
quality and customer service.

Because ofthe actions we've taken and because they've proven to producehigher, morestable margins, we're
raising the normalized rangeto 9%to 11%. Although we're taking the range up to 11%on the top end, I'll hurry on
to say that we expect the Chicken segment to comein above 12%for 2016.And while it's early to talkabout fiscal
2017, we expect a similar operating environment next year.

Movingonto the Beefsegment, despite a challenging quarter, Beefshowed significantimprovementover Q2 last
year. Operating income was $46 million with a1.3%return on sales. Volume was up 2.8%due to an increase in
live cattleprocessed as aresult ofhigher fed cattle supplies while sales dollars were down 11.9%. We're pleased
with the performance ofour beefbusiness and we expect the segment's operating margin to be inits normalized
range of1.5%to 3%.

Porkhad a great quarter with $140 million in operating income and an 11.8%return on sales. Demand for pork
was strong and volume was up 3.1%compared to the same period last year resulting inimproved capacity
utilization. As pricing declined, sales dollars weredown 1.2%. With the increased hog suppliesin fiscal 2016, we
believethe Porksegment's operating margin will be above its normalized range at around 10%.

Let's move from our segments to consumer and channel trends. As we mentioned last quarter, our efforts to
expand retail branded total points of distribution and close pricing gaps were implemented slower than planned,
but we see the tide turning. According to IRI, total Tyson retail volume excluding raw frozen chicken and ground
beefchubsisup 3% in the latest four-week period versus flat in the 52-week view, driven, of course, by the growth
in the Core 9. So clearly, momentum is building and we feel great about our growth -driving initiatives throughout
the upcoming summerseason.

Inadditionto volume, Core g share is up as well. Dollar share isup 0.7 ofashare point and volume shareisup 1.6
share pointsinthe most recent four-week view.

Inthe macro environment, consumer sentiment is strong and disposable personal income continues to rise.
Economic optimism is driving growth in the fresh department, and attractive fresh meat and poultry pricing is
also a factor asvolumes are up nearly 3% for the latest 13 weeks. In foodservice, NPDis reporting growthinboth
traffic and checksize.
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While we play across all areas offoodservice, we're especially well aligned with the national foodservice chains
that are showing the most growth. Within broad-linedistributors, chickenisup 6%. Amongbranded chicken
companies, Tyson hasthe number-one shareby farin each ofthe eight major categories and we're growing share
in five ofeight categories.

To keep our products relevant with consumers, we must keep refreshing our offeringsthrough flavorand formula
updates, line extensions and disruptive innovation.In July,we'll be introducing Jimmy Dean stuffed hash browns
and Ball Parkfrozen sandwich meats, including pulled pork, meatballs and steakhouse burgers. Retailer
acceptance hasbeenvery good and sell-inis going well. In September, we're launching an extension ofthe
Hillshire Snacking platform and we'll roll out our new Tyson Naturals line of frozen chicken products featuring
all-natural ingredients and no antibiotics ever.

Asweinnovate, we'll align with customers to grow where the growth is. Non-storeretail, or e-commerce, is
projecting to grow three times faster than the rest of the market, so we've begun innovating with the e -commerce
shopper and retailer in mind. We'll continue to partner with the leading U.S. retailers, testing click-and-collect
models.

Additionally,as we announced at CAGNY, we're expanding our relationship with AmazonFresh to sell fresh
protein as well as partner with them around innovation. We plan to launch Tyson Taste Makers, aline ofchef-
inspired meal kits in premium proteins for home delivery with AmazonFresh this fall.

We have alotto be excitedaboutin 2016and we're generating momentum to carry us through 2017. Our portfolio
is aligned with consumer trends and marketplace shifts. The retail Core 9 continues outpacing total food and
beverage with volume growth that's accelerating. We're growing with growing customers. Our foodservice
portfolio is positioned with growing national accounts and categories in broad -line distribution. We're innovating
with new products across all channels. Our innovation pipeline is extensive and driven by consumerinsights.

We're valuing up our product mix. We're driving growth. We're in a good macro environment. We're capturing
synergies, we're buying back stock. We're on track for anotherrecord year, and we're raising 2016 adjusted
earnings guidanceto $4.20 to $4.30 a share, which wouldgiveus a full-year EPS CAGR of at least 21%. All that
addsup to agreatfiscal year, and we expect 2017to be even better. Through a game-changing acquisition and
continuous improvement, Tyson Foods is a different company.

Now, let's go to Dennis.

Dennis Leatherby

Chief Financial Officer & Executive Vice President

Thanks, Donnie, and good morning, everyone. Q2 was another recordquarter as we deliveredrobust results
across each ofour segments. With record second quarter EPS and operatingincome, we continue to deliver the
growth, synergies,innovation and operating income that is transforming Ty son from a protein company to a
demand-driven protein-centric food company. We were able to repurchase 6.9 million shares for $400 million in
Q2. So far during the third quarter ofthis year, we repurchased approximately 3 million shares for $200 million.
Intotal, over the past 10 months, we have now repurchased over 22 million shares for approximately $1.1 billion,
underscoring our commitment to continue returning cash to shareholders.

Q2 revenues were $9.2 billion, representing a decrease 0f 8% due to continued declines in beef, pork, and chicken
prices. However, volumes grew 2.1%when excluding the divestiture of our Mexico operation in the prior year.
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Total company return on sales was7.7%, arecord for the second quarter. Operating income was $704 million,
representing a 27%increase over adjusted operating income from Q2 ayear ago and is also a record for the second
quarter. Our recordsecond quarter adjusted EPS of $1.07 represents a 43%increase over $0.75adjusted earnings
persharein Q2 lastyear.I would alsolike to note that on an adjusted basis,ourlast 12 months'EPS is $3.85.

Our operating cash flow through two quarters was $1.1 billion, and we spent $355 million on capital expenditures.
This outpaced our depreciation by $50 million as we continueto invest in projects with afocus on delivering high
ROIC. Our effective taxratein the second quarter was 32.7%on a GAAPbasisand 34.5%on an adjusted basis. Net
debtto EBITDA for the past 12 months was 1.8 times. Including cash of $254 million,net debt was $6.1 billion.
Total liquidity was $1.2billion, which isin line with our minimum liquidity target.

During the second quarter, we retired the 6.6%, $638 million 2016 notes that were due, and since the acquisition
of Hillshire in August 2014 we reduced ourgross debt by about $2.1 billion. Our rapid leverage reduction in under
two yearsreflects our commitment to maintaining investment-grade credit ratings. Net interestexpense was $63
million during Q2. For the quarter, ourdiluted shares outstanding were 393 million.

Now, here are some additional thoughts on fiscal 2016. We expect revenues of approximately $ 37 billion, which
includestheimpactofour fiscal 2015 divestitures and declines in beef, pork, and chicken prices. Through six
months, we captured $265 million ofsynergies and are ahead ofpaceto exceed $500 million by the end ofthe
fiscal year. Additionally,total synergies since the Hillshire acquisition are $450 million.Net interest expense
should approximate $ 245 million. We currently estimate ouradjusted effective tax rateto be around 35 %. CapEx
is expected to approximate $850 million as we continueto focus on projects that create long-term shareholder
value. Priorto adjusting for any additional share repurchases subsequent to this call and basedon our average
share price in Q2, we expect ouraverage diluted shares to be around 390 million.

Aswehave demonstrated, our capital allocation priorities are governed by ourdisciplined focus on driving long -
term shareholdervalue. Our priorities for deploying our significant operating cash flow are for investing in
consumer-preferred portfolio driven by innovation and brand building along with growing our businesses
organically through our operational efficiency and capital expansion projects, acquiring bu sinesses that support
our strategic objectives and returning cash to shareholders through sharerepurchases and dividends all while
maintaining plenty ofliquidity,investment-grade credit ratings, and continuing to expand ourdebt capacity.

Aswe've discussed on our earnings calls over the past few years, we've been transforming our Chicken business.
We have grown ourbranded products which are anchored in consumerinsights and innovation. We've reduced
our commodity sales as we created amodel thatis 9o %full and only 10% pushed to the market. And we have
implemented our buy versus growth strategy wherewe can purchaseup to 10%ofour chicken meatonthe open
market to margin up.

These initiatives havehelped transform our Chicken business to create a higher, more stable margin structure for
what we believe isanewlevel of profitability for the segment. As aresult, we are increasing the Chicken segment's
normalized range to 9%to 11%as this willmore accurately reflect the impact ofthe sustainable fundamental
businessimprovements in our Chicken segment as we accelerate growth.

Inclosing, we delivered record results in our second quarter, which is ty pically softer and seasonally more
challenging. As mentioned in this morning's release, we are raising our adjusted EPSguidance range to $4.20to
$4.30 pershareforfiscal 2016, up from our previousrangeof $3.85to $3.95. This new range is up more than
30% over 2015adjusted EPS. This new range also represents a compounded annual growth rateofatleast21%
adjusted EPS for the four-year period of2012 to 2016.
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We are excited aboutmomentum we have goinginto fiscal 2017 as we continue to transform our business with
leading brands in advantaged categories that put usin a unique position to drive lo ng-term shareholder value.

That concludes our prepared remarks. Charmaine, we're ready to begin Q&A.

QUESTION AND ANSWER SECTION

Operator: Thankyou, sir. [Operator Instructions] Our first question comes from the line of Mr. David Palmer of
RBC Capital Markets. Sir, yourline is open. You may begin.

David Palmer

RBC Capital Markets LLC

Thanks. Good morning. Donnie, thanks for the detailed update and the guidance for 2016. I know it's early butI
knowinvestors'minds will be racing ahead to 2017 and thinking about how you're going to lap this strong year. Do
you anticipate 10% plus EPS growth nextyear? Isthatinthe cards? And ifso, what is cominginto focus that's
goingto helpyougetthereand what are some ofthe major unknowns or potential offsets that you're thinking
about? Thanks.

Donald J. Smith

President, Chief Executive Officer & Director

Thanks, David. So first of all, yeah, it's great to finish what looks like will be another recordyear forusin2016,
something ofa, what, 30%increase over last yearand well beyond our stated goal ofatleast 10% EPS growth over
time. So as we lookforward, we feel great about the momentum that we're generating, so let's talk a little bit about
what we know. So we know we're driving growth. If we see in the most recent four-weekdatain IRI, we're gaining
momentum as we move into and closer to Memorial Day and on through the summer season. That feels really
good. Our mix hasimproved.There was some private label volume that we did not renew but we feel great about
our opportunities to grow going forward, so we like our mix.

We're investing alotinlong-term growth, great advertising, alot ofinvestmentin innovation. We announced a
new processing plant for our Chicken business. We needed some further processing capacity in the par fryer
arena. We're getting that aroundus now. We've got good capacity in fully cooked so we feel great about that. Aswe
lookinto our Prepared Foods group, we've got really strong merchandising lined up for the summer season. I
think that will help carry alot of momentum into the fall and into next year. Great innovation pipeline, so we'll
have some good innovation to continue to add next year.

Our Chicken business hasreally improved. I feelrealgood aboutvolumegrowth inthe backhalfofouryearin
chicken. Porklookslike it's going to have anothergoodyearin 2017. We've got what looks like to be good supply
of hogs coming our way. Beef, same story. We've got a good supply of cattle coming our way, it lookslike in 2017.
So if you add all that up with great cash flow and our ability to continue to investin the business, it feels really
solid for 2017. Now for the stuffwe don't know, the commodity-related stuff, grain, et cetera, we don't know that
yet,but no reason to believe that we won't have. You'vegot a plan going ahead for anormal cropyear. So no
reasonnotto believe that wouldn'thappen now.

David Palmer
RBC Capital Markets LLC
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I'll passit along. Thankyou very much.

Donald J. Smith

President, Chief Executive Officer & Director

Y eah, thanks.

Operator: Thankyou, Mr. Palmer. Our next question comes from the line of Adam Samuelson of Goldman
Sachs.

Adam L. Samuelson

Goldman Sachs & Co.

Thanks. Good morning, everyone. Maybe first, I wanted to talk, Donnie and Dennis and team, on the new chicken
marginrange, the 9% to 11%, maybe help thinkabout it or give someclarity on what you think the biggerdrivers
ofthe 200-basis-point upgradewould've been and ifyoulookat 2016 performance, you would see that you're still
operating atleast 100 basis points above the high-end, maybethink about the areas that would causeyou to drift
downinto the lower —backinto the range moving forward. Thankyou.

Donald J. Smith

President, Chief Executive Officer & Director

Yes. So, Adam, what we do is we run a series of statistical models that take into accountthe changein our business
model. They would include mix, various pricing mechanisms, the supply and demand environment around g rain
and thatkind of thing and they look at all of those fundamentals over the verylong-term. And so inlooking at the
model, it showed clearly that it was time for us to raise our normalizedrange. As far as the over -performance goes,
we've got very strong volumethis year,we feel good about that. Obviously,our grain position is favorable this y ear
with thelow end of what we expect the five-year range ofgrainto be, and that helps over-delivera bit.

Andifyoulookgoing forward at what might cause any dip, it'sthatlevel of fundamentals, primarily driven around
the grain. But I tellyou, we've doneavery good jobofutilizing the pricediscovery mechanisms affordedto usto
be able to take a lot ofthe grain volatility out of our business. We've priced much moreofour products offin some
kind of agrain-based mechanism, so we feel good about the diversity of our pricing mechanisms, the price
discovery mechanismsthat we can employ on the grain side to stabilize those margins. So that's our view on the
guidance.

Adam L. Samuelson

Goldman Sachs & Co.

That's very helpful. And thenifI canjusthave afollow-up, asIlookat the second quarter, typically it was through
the prepared remarks, usually the second quarter is the seasonal low point for the year, but ifI would bet any even
just the second level performanceto the backhalf, you'd be above the high-end ofthe guidance range. So maybe
help us think about why the normal seasonality through your business wouldn't apply in2016 or ifthere was
something unusualinthe first halfof 2016 that was extrabeneficial.

Donald J. Smith

President, Chief Executive Officer & Director

So, we're obviously offto areally good start, right? Our Prepared Foods has done —our Prepared Foods business
has performed very well. The volume was a little bit light for us, particularly in Q2, getting our price gaps reflected
onthe shelftookalittle longer than we had expected, and that costus alittle bit of volume, but that's about the
only thing that youcan say. There might have been alittle softness in pizza toppings but that's about the only
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thing you couldsay negativeabout our Prepared Foods business.Itis doing very well and it is really building
momentum.

The Chicken segment, greatquarter, right? A lot of things came our way, grain was good, volume was up alittle
bit. We've improved our mix, so that feels really good. Beef, so much better than last year. Good cattlesupply
around us, looks like that will continue on through the rest of the summer. So, I feel good about wherewe are
certainly. I thinkwe're in a good spot for nowin our guidance.

Adam L. Samuelson
Goldman Sachs & Co.

Great. Thanks very much.

Donald J. Smith

President, Chief Executive Officer & Director

Youbet.

Operator: Thankyou, Mr. Samuelson. Our next question comes from the line of Ken Goldman of JPMorgan. Sir,
yourlineisopen.

Kenneth B. Goldman
JPMorgan Securities LLC

Hi. Good morning, everyone. Thanks for taking my question.

Donald J. Smith

President, Chief Executive Officer & Director

Good morning.

Kenneth B. Goldman

JPMorgan Securities LLC

Hey, Donnie, just in response to Dave Palmer's question with a follow-up, you said that the company's goal is for
10%plus EPS growth quote over time. That's the same terminology you used at CAGNY, but it is a little different
than what Tyson previously said,which wasfor 10%plus every singleyear.I think — so I just wanted to clarify,
personally for me, it's more reasonableto expect10%pluson averageat every singleyear,butI just wanted to,
again, clarify. Isthe goal double-digit growth, 2016, 2017, 2018 every single yearor is it more that sort of CAGR
over alonger period you expect to get that?

Donald J. Smith

President, Chief Executive Officer & Director

Well, we've tried to be pretty consistent about saying 10% EPS growth over time,but our goal is to always grow
our earnings, grow ourvolume. We've got a great growth story and we want to take every advantage ofthat we
can. We've got a great consumer-relevant portfolio. We've got superinnovation pipelinelined up. And so, yeah, we
should be able to expect good EPS growth. It'stoo early to call what we think2017 will be here, but for all the
things I mentioned in, you know, for David's question, feel great about our opportunity for 2017 to be even better.

Kenneth B. Goldman

JPMorgan Securities LLC
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Okay. And for my follow-up, Pilgrim's announced it's going to convert an entire facility into organic chicken. Just
curious for yourtake on this. I's this something Tyson would consider given the consumer shifts out there, oris
organic less ofa priority for the company right now?

Donald J. Smith

President, Chief Executive Officer & Director

Well, we go where the consumerleads us. I mentioned alittle earlierwe're building that a new par -fry plant.
We've got great demand for that processing type,and so we're building that plant for long-term growth. We've got
some great organic products today in our portfolio. So far, we're able to source that meatoutside ofour
production, but we'll continue to focus on the consumer and whether it's no antibiotics ever or natural offerings,
organic, whatever it may be, we're going to be aconsumer-led company and we'll respond accordingly.

Kenneth B. Goldman
JPMorgan Securities LLC

Thank you, Donnie.

Donald J. Smith

President, Chief Executive Officer & Director

Youbet.
Operator: Our next question comes from Farha Aslam of Stephens, Inc. Yourline is open.

Farha Aslam
Stephens, Inc.

Hi. Good morning.

Donald J. Smith

President, Chief Executive Officer & Director

Good morning, Farha.

Farha Aslam

Stephens, Inc.

My first questionis on Prepared Foods. In your release, you highlight that youhavea three -year pipeline. Would
thatinvolve incremental more spending than what you're doing today, or isthere a way you can pare it back? And
how should we think about those Prepared Foods margins going forward overthe next fewyears?

Donald J. Smith

President, Chief Executive Officer & Director

Yeah, Ithinkwe feel good about our ability to grow our Prepared Foods business while maintaining 10%to 12%
margins. And that's really what we want to do. Could we push the margin structurealittle harder? Y eah, we could,
butwe have the opportunity to grow. Our customers want us to grow, and so we feel like that 10%to 12%range
gives usthe growth opportunity that that business can afford the consumer.

So, I feel really good about the [ph] map (27:58) spending that we have focused on our business. We spend that
disproportionately in categories, so not all ofthe brands get the exact sameamount of spending, so we spend
disproportionately where we can get growth. Jeffand Eric and Tim and the teamshave a great plan setup to be
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ableto drive growth in the back-halfand carry that momentum oninto 2017. We're doing a super job on our
pricing now. We've got great merchandisinglined up for the summer season. So we've got, like I said, a three-year
pipeline and there'salot of versatility in that pipeline about ourability to —if one particular innovation may take
longer to get to market than we expected, then there's others in the pipeline that can fill that slot so we can
continue to give the customer the kind ofinnovations that they need to keep the categories fresh. So we feel like
we're set up really well.

Farha Aslam

Stephens, Inc.

That's helpful. And as a follow-up on Pork, you highlighted that you have good hog supplies coming to you. But we
also have incremental processing capacity that's coming online over the next three years to four years. Do you
anticipate that increased capacity will impact your Pork margins? Or will the availability ofhogs continue to
match the capacity, that you should continue to have some pretty strong Pork margins?

Donald J. Smith

President, Chief Executive Officer & Director

Yeah, the porkindustry hasbeen shifting and developing for years. We've got strong relationships with our
suppliers and, by the way, on the customer side. Our math shows that the supply growth and the demand growth
arein relative balanceoverthe nextfew years. We're still in the right locations. We 've still got a great supply base
closetous. We've got great customer demand for the product. And in our Prepared Foods business, as we
continue to grow that, we'llhave even more opportunities to create value. So we feel really good about how our
Porkbusinessislined up for the next fewyears.

Farha Aslam

Stephens, Inc.

That's helpful. Thankyou.

Operator: Thankyou, Ms. Aslam. Our next question comes from the line of Akshay Jagdale of Jefferies. Your line
is open.

Akshay Jagdale
Jefferies LLC

Good morning and congratulations.

Donald J. Smith

President, Chief Executive Officer & Director

Thanks, Akshay.

Akshay Jagdale

Jefferies LLC

So I wanted ask about Prepared Foods. Can you help us quantify or just give us some sense ofhow much ofthe
savings or tailwind that you have from lower commodity costs over the last couple years, which isin excess of
$500 million, and the synergies which are a cumulative $ 500 million through the end ofthis year,how much of
thatis being passed on to consumers in the form oflower pricing, whether it'sin your food service business
and/or Prepared Foods? And also, how much ofit roughly isbeing reinvested in [ph] map?(31:08) Just canyou
give me some sense ofthat? And thenI have afollow-up.
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Donald J. Smith

President, Chief Executive Officer & Director

Okay. So let's thinkabout Prepared Foods. About halfofour Prepared Foods businessis food service. And a pretty
sizable majority of our foodservice business has a pass-through pricing relationship, so alot ofthat, the
commodity pricing,does get passed along. Ifyoulookonthe —well, another thing to note,too, about 80%or so of
the synergy capture isin Prepared Foods. The restis spread out across the rest ofour segments.

And, Akshay, we spend about 5%or so on [ph]map (32:01). And we're investing really heavily in growth. We've
gotalotofinnovation. We've talked about getting our price gaps right. We've gotten our price gaps right, and
we're seeing the volume responsethat we suspected we would see. So that's a great investment for us. And we'll
continue to do that to grow our Prepared Foods business. That business is built for growth. We've got great brands
in great categories. And we've gotavery good growth story, and we're going to continueto invest to grow.

Akshay Jagdale

Jefferies LLC

Perfect. And then just to follow up on that train ofthought. So Prepared Foods -- you mentioned the four-week
datain Nielsen. Can you giveus a sense of what it was in the quarter? And then more importantly, with all these
investmentslong-term, what should be the algorithm for that particular piece ofyourbusiness? So the Core 9
should grow at what rate longer term once all these investments start to pay off?

Donald J. Smith

President, Chief Executive Officer & Director

Yeah. So again, I'm going to use the — I will go to thelast 12-week data. And if-- we had the exact same spread
between the 12-weekdata and the 52-week data as we did the four-week. And I'm looking at if we lookjust at the —
well, what I'm goingto do:let me use all of our branded portfolio, minus the raw frozen IQF and then I'm going to
take out ground beefchubs. Both ofthose are UPCed. But the consumer is wanting thosein a tray instead ofthe
UPC items. And so that volume is moving out of the IRI data. Well, it's showing negativein the IRI data, but we're
notlosing the sale. We're just sellingit in the fresh category.

So whenIlookat our branded business, minus IQF and ground beefchubs for the 1 2-week period, we're showing
3% volume growth versus being flat in the 52-week view. So we see the exact same thing. And looking back at Q2,
it took us a little longer than we wanted to get the pricing gaps realized on the shelf. And now that we're there, I
expect to see good momentum all through the summer selling season, especially in light ofthe merchandising
we've got set up and the advertising that we've gotemployed. So feel really good about that growth prospect.

Longer-term, ourbrands, we use the phrase,we have advantaged brands in advantaged categories, and we do. The
categories were in outpacefood and beveragegrowth. And I thinkovertime, youshouldexpect usto grow at
about 1.5times the category growth. Andso whenyourun that algorithm,you're in categories that are outgrowing
totalfood and beverage and you're outat the — the brand leaderinalot of those categories, you're outrunning that
growth by 1.5 times. That setsup very well to add alot of shareholder valueovertime.

Akshay Jagdale
Jefferies LLC

Perfect. I'll passit on. Thanks.

Donald J. Smith

President, Chief Executive Officer & Director
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Thanks.

Operator: Thankyou, Mr. Jagdale. Our next question comes from the line of Mr. Tim Ramey of Pivotal Research.
Yourlineisopen,sir.

Timothy S. Ramey
Pivotal Research Group LLC

Good morning. Thanks.

Donald J. Smith

President, Chief Executive Officer & Director

Hey, Tim.

Timothy S. Ramey
Pivotal Research Group LLC

And let me add my congratulations, Donnie.

Donald J. Smith

President, Chief Executive Officer & Director

Thank you.

Timothy S. Ramey

Pivotal Research Group LLC

Hey,itwasn't thatlong ago we reduced the range in Beef. And atleast to me, perhaps the mostimportant and
encouraging number ofthe morning was the Beef performancein its seasonally weakest quarter, with volume
growth. And thatrange is abigrange, to say 1.5%to 3%for the full year. Do you haveany kind of preview as to
what the sell-in for grilling seasonlookslike or any kind ofupdate on what we should be thinking about this
summer, becauseitlookslike this could be asource of significant growth?

Donald J. Smith

President, Chief Executive Officer & Director

Y eah. So with the drop in the cut-outand a little bit more stabilization, ifyou can call it that, in cattle futures, it
feelslike that the retailers have been much more willing to featurebeefcoming up for Memorial Day forward. 50s
have been pretty cheap, so ground beefisa good value. Ifyoulookat the latest 13 weeks, ground beefis up about
6% orsoona 15%decrease in price.And you continue —actually, it accelerates just atad to about 6.5%in the
four-weekview on about the same kind ofa price decline. So this cheaper cut-out is going to mean better Beef
volume,I think.

Plus, we've got supply around us. There's still a bit of heifer retention. You're seeing heifers about 44%or so ofthe
slaughter, so we're still growing the herd a bit. Itlooks like to us that for the year, now it will be obviously biggerin
the back-half, for the year, we ought to see about 2%increase in the fed cattle supply this year, and we think that's
the number for the next two years. Again, because we know we're very well positioned where the big feed lots are,
where the big high-capacity feed lots are. So, yeah, it feels good to have the worst over —the worst behind usin
Beef and good supply coming to us, and that will help certainly our margins.
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Timothy S. Ramey
Pivotal Research Group LLC

Andjusta quickone onthe capital structure. You've donea greatjob ofbringing backdebt capacity.You've done a
greatjob with the Hillshire acquisition. From your perspective, what does the landscapelooklike in terms of other
packaged food orjust the overall deal outlook? I's there something out there or is it getting more difficult?

Donald J. Smith

President, Chief Executive Officer & Director

I don't thinkdeal flow is asrobust asit's been over the last four years or five years, butwe have avery consistent
viewthat we lookfirst ofall for strategicfit. And then we look at, in the absence ofthat, and I thinkthat one ofthe
greatthings about our business, Tim, is that we've gota very good organic growth story. Andso as we look at the
landscape, no needfor us to push into a deal that doesn't fit us strategically or that kind ofthing. So although the
landscape is alittle thinner than it has been, we continue to look. We want to grow and we want to grow
organically and we want to growinorganically and Dennis has got usa great balance sheetand alot ofcapacity to
be able to do that. Inthe meantime, I thinkbuyingback our stockis a great way to return cash to shareholders,
and we'll stay on that and stay pretty consistent with our uses of capital like we have been for the last three years,
fouryears.

Timothy S. Ramey
Pivotal Research Group LLC

Thanks so much.

Donald J. Smith

President, Chief Executive Officer & Director

Youbet. Thanks, Tim.

Operator: Thanksyou, Mr. Ramey. Our next question comes from the line of Mr. Jeremy Scott from CLSA.

Jeremy Scott
CLSA Americas LLC

Good morning.

Donald J. Smith

President, Chief Executive Officer & Director

Good morning.

Dennis Leatherby
Chief Financial Officer & Executive Vice President

Good morning.

Jeremy Scott
CLSA Americas LLC

Just wanted to ask, switching gears a bit, the status ofthe market in China. The USDA has been soundingthe
alarm on commercial broilersupplies, given the inability to source grandparent breeders from the U.S. I think the
current forecast calls for down doubledigitsin 2016 and 2017. So from your vantage point, number one, isthat an
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accurate assessment ofthe state of the market? And what can that mean for your operations and down the road,
when and if exportbans are lifted, could we see white meat imports into China? Thankyou.

Donald J. Smith

President, Chief Executive Officer & Director

Hard say onthat last part. Iwouldn't dare to —I wouldn't venture to take a guess there. We are seeing higher pork
pricesin China, which typically lead to higher chicken prices,but chicken demand has remained a bit soft, and
we've not seen the price of chicken respond like we have, like it normally does in proportion to pork. I will tellyou
this, though, that our sell-in,our international team are focused on driving valuein fresh, branded chicken and I
think they're making goodheadway, they're seeing good momentum. Any ofthe market factors like alower
chicken supply that would ultimately lead to higher wholesale markets would only benefit our business. Butin the
meantime, we're certainly not standing on our —or backon ourlaurels. We're working hard to grow our business
and to growa greatbranded fresh offering.

Jeremy Scott
CLSA Americas LLC

Okay. But from your vantage point,does that magnitude drop in production sound reasonable?

Donald J. Smith

President, Chief Executive Officer & Director

Yes.Oh, I'm sorry, yes. Yes, yeah.

Jeremy Scott
CLSA Americas LLC

Okay.Thank you.

Operator: Thankyou, Mr. Scott. Our next question comes from the line of Mr. Brett Hundley [BB&T Capital
Markets].

Brett Michael Hundley
BB&T Capital Markets

Hey.Good morning, guys.

Donald J. Smith

President, Chief Executive Officer & Director

Good morning.

Dennis Leatherby
Chief Financial Officer & Executive Vice President

Good morning.

Brett Michael Hundley
BB&T Capital Markets

Congratulations on a great quarter. Dennis and Donnie, I have aninitial question for you on the balancesheet.
Your net debt ticked back up this quarter,went up about $ 570 million plus from fiscal Q1. And I knowyou
generate alot ofstrong cash flowin the backhalffor the year. And so, Dennis, I'm just curious to get a sense of
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maybe hownetdebt cantrendinto the end ofthe year and ifthere's a target where you'd like to exit the year from
a leverage standpoint. And somewhat related to that,are you okay putting debt on the balancesheetto buyback
stockor would you rather just use cash flow?

Dennis Leatherby

Chief Financial Officer & Executive Vice President

Great questions. I'll peel this apart, first off, that we did expect the net debt to go up seasonally as you may recall,
we have cattle and hogs deferrals that flip from the end of December into March that we have to pay off, ty pically,
$300 millionto $400 million ayear. So that's not unusual. We did say we did have alot ofextra cash goinginto
this quarter on purpose because we intended to pay offthe 2016 notes, which were $638 million. So, that answers
that part ofthe question. Asfar asnet debt for the rest ofthe year, I would say that it willbe generally in the area
of where we are now, maybeup or down $50million or $100 million. And to answer the question about borrowing
to buy backsstock, we would rather not. We thinkit's a better use ofour resources to investin growth first and
foremost and then use the rest to buy back stock and continue to build ourdebt capacity.

Brett Michael Hundley
BB&T Capital Markets

That's great. I really appreciatethat. And then just as a follow-on, when we think about using the balance sheet
thatyouhavefor M&A, I wanted to followonto Tim's question. It appears to us that there'snot a ton ofattractive
assets for sale here inthe U.S. domestically, and ifthey are, they're quite expensive. And so I'm wondering if we
might see any kind of, I don't want to callit pivot, but a pivot fro m you guys where you might focus more on
international M&A opportunities. The landscape seems interesting there. And I just wanted to get some color from
youguysoranupdateonwhatyoumightlookat, would itbe moreon the fresh side or would you want to
continue to focus onthe consumer and value-add, where are you looking? Just any parametersyou can give us
would be really helpful. Thankyou.

Donald J. Smith

President, Chief Executive Officer & Director

Brett, certainly, international would also or is also a M&A focus. Our strategy is to grow value-added poultry and
Prepared Foods, and international. And so —and think value-added poultry and Prepared Foods when you think
international. So those are the type ofbusinesses that we would belooking at and focusing on because that's, as
Sally often reminds us, about 96%ofthe populationis outsideofthe U.S. and food consumption is going to grow
around the world. So we want to be positioned to be able to grow for the long-term and that means international
as well. So you're absolutely thinking right to think that international acquisitions would be targets as well.

Brett Michael Hundley
BB&T Capital Markets

And maybe just real quick, is it fair to say that international presents more opportunities than domestic right
now?

Donald J. Smith

President, Chief Executive Officer & Director

It's hard to say, Brett. That'sano call there.

Brett Michael Hundley
BB&T Capital Markets

Okay. Thanks. I'llleave it there.
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Donald J. Smith

President, Chief Executive Officer & Director

Okay.

Operator: Thankyou, Mr. Hundley. Our next question comes from the line of Mr. Robert Moskow of Credit
Suisse.

Robert Moskow

Credit Suisse Securities (USA) LLC (Broker)

Hi. Thank you. Hey, I wanted to ask about the synergies. You have visibility into anincreasein fiscal 2017to get to
more than $700 million. Canyou talkabout what's going to be incrementally better to drive those synergies
higher for Prepared Foods? And then also, I thinkyou said you decided to walk away from some privatelabel
business. Does thatimpact your capacity utilization at all in any negative or maybe it just improves the mix, but
howdoesthatinfluence the synergies, ifat all?

Donald J. Smith

President, Chief Executive Officer & Director

Thanks. Good question. So, yeah, on the synergies, the biggest factor so far has been operational improvements,
frankly inthe legacy Tyson Prepared Foods business. As we move forward, our procurement synergies become a
larger component,so think packaging materials, cooking ingredients, maintenanceand repair items and all those
kinds ofthings. And so we feel really good aboutwhere we are going forward on the synergy landscape, and it will
move —the synergy capture will move more from the operational piece in — the operational componentinto the
procurement component, and then the last piece will be in the network optimization and the logistics component,
and that will comelaterin 2017, and some ofthat will actually bleed over into 2018, I think.

Remind me ofthe second halfofyour question.

RobertMoskow
Credit Suisse Securities (USA) LLC (Broker)

Justyou said you walked away from some private label business. I wanted to know ifthat impacts the utilization
at your plants. Because I remember that was abig part of your synergiesin the firstyear.

Donald J. Smith

President, Chief Executive Officer & Director

Yes. So, yes,itdid, but when we look at that, you kind oflook at your contribution margin and that was some
businessthat we —it's hard — sorry: I guessit's alittle bit hard to say it this way, but that's some business we
needed to do without. Now, we are rapidly working to replace that volume and I think as we move on through the
rest ofthis year and goinginto 2017, we will replace that business with other business. And so, yeah, ithad a
short-term effect on capacity utilization,but that was all built into our 2016 plans. And we'llhave every
opportunity to get some business backaround usto fillin that v oid. and that's where our sales team is working
really hard to getthat done.

RobertMoskow
Credit Suisse Securities (USA) LLC (Broker)

Okay.Good. So just to repeat, Donnie, it was part ofyour 2016 plan or was it kind of a surprise to 2016?
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Donald J. Smith

President, Chief Executive Officer & Director

No, no, no, no, no.Itwasbuiltin. Aswe came into 2016, we did not renew the businesslast yearfor this year. So
we knew that that capacity would be vacant this year, and we've been working on filling that up. So, yeah, it was
partofthe 2016 plan.

Robert Moskow
Credit Suisse Securities (USA) LLC (Broker)

Allright. Thankyou.

Donald J. Smith

President, Chief Executive Officer & Director

Youbet.

Operator: Thankyou, Mr. Moskow. Our next question comes from the line of Mr. Michael Piken of Cleveland
Research.

Michael Leith Piken
Cleveland Research Co. LLC

Yes, good morning. Congratulations on a good quarter. I just wanted to see, the latest datafrom USDA regarding
the breeder flockshowed a fairly sizable increasein the number ofpullet chicks hatched last month. And I'm just
wondering, is this potentially the start ofatrend? I knowyou don't want to extrapolate toomuchfrom one month,
butjustyourviewinterms ofhowexpansion may play out headinginto fiscal 2017 would be helpful.

Donald J. Smith

President, Chief Executive Officer & Director

Yeah, so you'reright. Youdon't read toomuch into onemonth.It'sbettertolookatkind of a three -month average.
But what we're hearingisthat you're seeing anincreasein Al in Mexico, and so my guessis, isthatalot ofthose
pullets are down to supply eggs for that market. That'd be my guess. I don't see any indication that there's an
increase cominginthe U.S. Egg setsnow are about 98% ofa year ago, so you can kind ofsee what the next quarter
lookslike. So my guessisa lot of that's going to Mexico.

Michael Leith Piken

Cleveland Research Co. LLC

Okay. Terrific. And I guess as a follow-up question, as you think aboutthe business overthe next coupleyears, are
youseeingany changeinterms ofhowyour customers are viewing purchasing in terms of more peoplelooking for
grain-based type contracts or less spotbuying, given that there's not too much expansion forecast, or is it still kind
ofthe same type of contracting you've seen historically in food service and retail? Thanks.

Donald J. Smith

President, Chief Executive Officer & Director

Yeah, wereally don't see any changes. We've evolved our pricing mechanisms overthe last three years or four
years, and I'm assuming that we'll continue to evolve them over time to make surethat we can ensure supply and
workwith our customers on pricing mechanisms that work for both ofus. I thinka bigkey for our business —and
I know our teams are focused on this is to make sure that we've got the very best quality out there and we have
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outstanding service.And our team is doing a super job at that right now. So we'll continue to work on those things
as we move forward.

Michael Leith Piken
Cleveland Research Co. LLC

Allright. Thankyou very much.

Donald J. Smith

President, Chief Executive Officer & Director

Youbet. Thanks.
Operator: Thankyou, Mr. Piken. Our last question comes fromthe line of Mr. Ken Zaslow of Bank of Montréal.

Kenneth Bryan Zaslow
BMO Capital Markets (United States)

Hey.Good morning, everyone.

Donald J. Smith

President, Chief Executive Officer & Director

Good morning.

Kenneth Bryan Zaslow

BMO Capital Markets (United States)

Just two questions. One is there a natural limit to your Chicken margin? You're going from 5%to 7 %, 7%to 9%,
9% to11%and you see acompany, Hormel, do the similar thing with Turkey business. Canyou talkabout how the
progression can go beyond this higher margin structure?

Donald J. Smith

President, Chief Executive Officer & Director

Ken, our businessis built for growth, right? And frankly, I would much rather havea 9%, 10%, 11% Chicken
business that's growing and outgrowing the categories that we're in than to push the margin structureand end up
havingto sacrifice growth to do that. So that'showwe lookatit. We're actively working on getting —we've gotalot
of fully cooked capacity available right now. We're actively working on putting alot of par fry capacity aroundus. I
think the team has done asuperjob changing the mix that we are seeing some shift from frozen into fresh at retail
and our folks are all over that. That's actually good for our business. So I think as we'velooked outand run our
models for the next five years, what we tried to do is get some large portion on standard deviation ofthe mean and
that kind ofthing builtinto the model to be able to reflecta business that can grow and maintain stable higher
margins.

Kenneth Bryan Zaslow

BMO Capital Markets (United States)

Okay.And thenifI thinkabout 2017, whenIlookatitjustona bigpicturelevel, ifyour Chicken margins are going
to stay roughly where they are, your Beefis probably coming off the bottom ofthe cycleand you're going to grow
Prepared Foods business, so it does seem like there is opportunity for you to actually havereasonable growth in
2017.Isthat notafair way ofjust taking a stab at it?
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Donald J. Smith

President, Chief Executive Officer & Director

You'vegotit. And I think, too,with adequate supply of pork, and we portend an adequate supply of pork, that
means you should havefavorableraw materials again next year in our Prepared Foods business, which should
allowusto be able to grow that business and have a favorable margin structure. So we feel great about the way
2017 isshapingup. It'searly,but we feel good about it.

Kenneth Bryan Zaslow
BMO Capital Markets (United States)

Great. Thank you.

Operator: Thankyou. We do not have any more questions on queue. I would like to hand the call backto our
speakers.

Donald J. Smith

President, Chief Executive Officer & Director

Well, let's end by reemphasizing, I think, animportant point. As we continue growing our volumeand our
earnings, everything else will fall in line. Growth is and will be our primary focus. Thanks, everybody, for joining
us today and I hope youhavea great week.

Operator: Thankyou. That endstoday's conference call. Thankyou all for participating. Y ou may now
disconnect.
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