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[0 simply aelight you...
avery day

nternational Beverage markets coffee
and tea products under international
and local brand names in retail and
foodservice markets in Europe, Brazil,
Australia and Asia.

Fiscal 2007 net sales: $2.6 billion

Top brands: Douwe Egberts, Maison
du Café. Marcilla, Café Pildo, Senseo

4

Sara Lee is a leader in the growing
single-serve coffee category with

ts Senseo brand, which is currently
sold in more than 10 countries

Sara Lee's beverage product
portfolio and innovation pipeline

are well-positioned to capitalize on
changing consumer preferences in
the coffee and tea categories through
innovative products such as Senseo
and Douwe Egberts Café Switch

AC Nielsen data, July 2007

DOUWE

EGBERTS Coté

Senseo

G cofé forte do Bragit

10 De INe Tirst choice oF consumers
and customers around the world by
bringing together innovative ideas,
continuous improvement and people
who make things happen

International Bakery markets a variety
of high-quality fresh and frozen bakery
products for retail and foodservice
customers in Spain, Portugal, France
and Australia.

Fiscal 2007 net sales: $7989 million

Top brands: Sara Lee. Bimbo,
CroustiPéte

tn France, we operate a refrigerated
dough business which markets
products under the CroustiPate and
private label brands and exports prod-
ucts to neighboring countries such
as Germany and [taly

In Australia, we run a frozen bakery
business which sells pies and desserts
under the Sara Lee brand name

*AC Nielsen data, July 2007

()l”'

ACL witn integrily

Use imagination

Be inclusive

Work as a team

Have passion 1o excel

Household and Body Care markets
high-quality products - primarily in
four core categories: air care, bod
care, shoe care and insecticides —|
in markets around the world,

Fiscal 2007 net sales: $2.0 billion

Top brands: Ambi Pur, Sanex, Rad
Kiwi, GoodKmight, Ridsect

With its products sold in over 180
countries, Household and Body Can
is Sara Lee's most international
business segment

Successful product innovations,
such as Ambi Pur 3Volution, and
development in emerging markets
are important growth drivers in thig
business segment

® Euramonitor data, 2006




Sara Lee Corporation is a manufacturer and marketer of high-guality,
the world. In February 2005, the company began executing a bold and ambitious multi-y

into a company focused on its food, beverage. and household and
rive growth in its key categories via such strong brands as Ambi Pur, Ball Park,

its transformation plan, Sara Lee will d
Douwe Egberts,

North American Retail Meats markets
nign-quality packaged meat products
in the United States and Mexico.

Fiscal 2007 net sales: $2.6 billion

Top brands: Sara Lee, Ball Park.
Hilishire Farm. Jimmy Dean, Kir

1

Our powerful brands are great
platforms for extension into new

categories

We are introducing innovative new
products that focus on consumer
trends and preferences such as
convenience, health & wellness and
great taste, for instance Jimmy Dean
Skitlets and Breakfast Bowls and
Hillshire Farm Deli Wraps

1|R1 data, July 2007
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Hiltshire Farm, Jimmy Dean. Kiwi, Sanex, Senseo and its namesake, Sara Lee.

brand-name products for consumers throughout
ear plan to transform Sara Lee

hody care businesses around the world. As part of

North American Retail Bakery markets Sara Lee Foodservice is a prominent
supplier of value-added coffee, tea.

meat and bakery solutions for a broad
base of foodservice distributors and
operators throughout North America.

high-quality fresh and frozen baked
goods, as well as Senseo - Sara Lee's
single-serve coffee innovation.

Fiscal 2007 net sales: $2.0 billion Fiscal 2007 net sales: $2.2 billion

Top brands: Sara Lee. Chef Pierre,
Balf Park, Hillshire Farm, Jimmy Dean,
Douwe Egberts, Superior Coffee

Top brands: Sara Lee, EarthGrains,
Senseo

3

Our products are available in

Sara Lee's fresh bakery products are restaurants, retail establishments,

distributed to retail stores through schools, convenience stores, health-
a direct-store-delivery (DSD) system care facilities, hospitality venues
with over 4.000 routes, reaching and other foodservice operations
consumers across the nation )

Sara Lee Foodservice leverages
Sara Lee fresh bakery breads have customer and consumer insights

to develop on-trend products such
as the convenient Douwe Egberts

been a runaway success since they

were first introduced in the United
States in 2002, delighting consumers one-touch coffee system using our

with products such as Sara Lee Soft unigue liquid coffee concentrate
& Smooth Whole Grain White bread
and Sara Lee Hearty & Delicious Westpart Consulting data, 2007

Multi-Grain bread

2Rl data, July 2007
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something’s
BREWING

Senseo - the convenient
single-serve coffee innovation
from Sara Lee and Philips
Electronics — offers con-
sumers around the world a
wide variety of frothy gourmet
coffees, made quick ar\id
easy with the Senseo coffee
machine. Senseo coffee sales
increased 27% to $445 mition
in fiscal 2007.




song’s
INTHE AIR

New Ambi Pur Puresse

is a range of air fresheners
speeiafly formulated to reduce
the risk of skin allergies. This
innovative, consumer insight-
driven product from Sara Lee's
international air care brand
will be rolled out around the
world in fiscal 2008.




[here’s something cooking at Sara Lee.
Something’s brewing. Something’s in the air.

'he Sara Lee we set out to build is taking shape. We're in
he right categories. We have more exciting new products
‘han ever before. We're more focused and productive than

sver. And the results are starting to come.

Yet improvement is a never-ending journey. There’s plenty
of work still to be done. We've made great progress in

creating the Sara Lee we want to be, but we believe there’s

much more in store.

4 Recharging our categories
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14 Reaching for more
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INGREDIENTS FOR SUCCESS

We're capitalizing on the strength of the Sara Lee brand, continuing to extend from
our heritage dessert products to other categories such as fresh breads. We're building
a marketleading mega brand — in fiscal 2007, the Sara Lee brand generated 9 percent
sales growth and is now on the brink of becoming the first billion-dollar brand in our
portfolio. Ciearly, the growing array of delicious Sara Lee products is winning the
hearts of consumers and contributing to our success.




RECHARGING OUR CATEGORIES

. :
3 m .

ean

PREMIUM PORK SAUSAGE

~REGULAR -

BRINGING MORE TO THE
(BREAKFAST) TABLE

The Jimmy Dean brand is a great example of how Sara| Lee is rejuvenating its top
brands and redefining its core categories. The brand hgs dramatically broadened
its scope, evolving from a breakfast sausage into a brgakfast platform. Offering
time-constrained consumers convenient, quick-to-serve, hot and hearty breakfast
solutions, Jimmy Dean’s breakfast products now include Breakfast Bowls, Skillets,
Omelets and various Breakfast Sandwiches, including the new “better-for-you”
Jimmy Dean D-lights.

4  Sara Lee Corporation
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RECHARGING QUR CATEGORIES

BREWING UP NEW
COFFEE PRODUCTS

DOUWE
EGBERTS

w o

The Douwe Egberts brand, whose origins go back to 1
first sold in the Netherlands, is another example of how
brands and categories. In the past, the brand primarily
Nowadays consumers can tantalize their taste buds wit
way and any time they want it: flavored or milk-based, |
serve, freshly brewed or ready-to-drink, or, of course, th

6 Sara Lee Corporation

/53 when the coffee was

v Sara Lee is re-energizing its
focused on hot black coffee.
h Douwe Egberts coffee any
ot or cold, multi- or single-

e very best black coffee.




DOUWE
EGBERTS’

@
B /i

BLACK

b

L

Drouwe

“"'-\."i

2 Senseo
espresso

i “' S @
kA P—

MACCHIATC
,

10 Café Chaco Q

_

DOUWE

@ EGBERTS
> cars
iich

TRUE KICK '
.. - ’\_
e

WEMP & FROTH
JUST ADD WATER

(§ s

______

| goodorigin

]

Traceable
from farm
to cup

)3111 xapin’
- Certlfied

Respensitle
Colfer



RECHARGING OUR CATEGORIES

STEPPING UP
SHOE CARE INNOVATION

The Kiwi brand has cared for the footwear of consume
than 100 years. By extending the Kiwi platform from b
new and innovative shoe care essentials, we've been a
global category. Through on-trend innovation, the Kiwi
solutions for all of consumers’ shoe care needs, such
gel straps and cushions, and shoe fresheners. Kiwi is

rs around the globe for more
asic polish to a variety of

ble to recharge growth in this
brand has developed smart
as shine sponges and wipes,
now marketed in over 180

countries worldwide and remains the world’s number-ane shoe care brand.

8  Sara Lee Corporation
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GRABBING ATTENTION, BUILDING BRANDS

REACHING CONSUMERS
WITH EVENTFUL MARKETING

Capturing the attention of the consumer solely through traditional marketing
technigues has become increasingly difficult in recent years. So we have shifted

a portion of our marketing investment into consumer-centric brand activities such
as promotional events, product placements and in-store activities. These events
allow us to proactively capture the attention of our target consumers and tell them
all about our exciting new products.

A hip new approach to marketing is bringing excitement to the Ball Park brand. The
hot dog brand is promoting its new “My Hunger” campaign to the hard-to-reach teen
target audience by sponsoring the AST Dew Tour. This outdoor action sports tour
features the top athletes in five different action events, including skateboarding,
BMX biking and freestyle motocross.

Douwe Egberts is opening
new coffee and gift shops
across the Netherlands,
providing consumers access
to great Douwe Egberts
coffees and coffee-related
products. This innovative
store concept combines

a café with an expanded
shopping opportunity to
offer an exciting new coffee
experience for loyal Dutch
Douwe Eghberts consumers.

Sara Lee Corporation 11



GRABBING ATTENTION, BUILDING BRANDS

ADDING EXCITEMENT
TO OUR ADS

The Hillshire Farm brand has Your skin is alive. It uses
launched an unconventional its own natural defense

new advertising campaign mechanism to protect itself
under the “Go Meat!"” rallying and stay heaithy. So it's

cry that uses various cheers important to use products

to praise our consumers’ which work with the skin's
favorite food. We developed natural processes to keep it
the campaign to celebrate healthy. This is the message
and generate enthusiasm behind “Naked,” the new, edgy
for meat, at the same time Sanex advertising campaign.

reminding consumers that
Hillshire Farm offers fresh,
convenient meat products
for every taste.

12  Sara Lee Corporation

The new print adg and posters
for our Ridsect ifisecticide
brand in Malaysia feature

cockraaches imi)
narmal househo,
ments such as v
accompanied by,

“Don’'t let them settle in”.
These ads were pwarded the

KEEPS SKIN HEALTH

edded into
d environ-
allpaper,
the tag line

Gold Lion statue at the Cannes

Lions Internatiorn

al Advertising

Festival, commonly regarded

as the Oscars o

Advertising.



Sara Lee has developed exciting new advertising campaigns, across the entire
business, to grab the attention of our consumers and rejuvenate our brands.
These eye-catching campaigns capture the interest and imagination of our busy
target audiences while creatively communicating the lifestyle-enhancing benefits
of our products.

The Sara Lee brand’s
advertising campaign “The
Joy of Eating” creatively high-
lights the joy that people get
from eating our great-tasting
Sara Lee products. Visit
www. thejoyofeating.com for
tasty recipes, new product
updates and the Sara Lee
retail store locator.

the joy of eating’

a
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REACHING FOR MORE

GOING WHERE
THE GROWTH IS

Sara Lee Foodservice is capitalizing on the trend of U.S. consumers eating more
and more meals outside of their homes. The foodservice market continues to grow,
not just in the United States, but also internationally. Our foodservice business is
working closely with our customers to turn consumer insights and category expertise
into superior foodservice solutions — in the meat, bakery and beverage segments.
Winning in the marketplace never tasted so good.

Sara Lee is expanding rapidly in emerging economies across the globe. Over the
past few years, our beverage business has entered developing consumer markets
in South America and Central and Eastern Europe. Today, we're a prominent coffee
company in Brazil, Hungary, Poland and the Czech Republic. And with strong category
positions in China, India, Indonesia, Malaysia, the Philippines and Thailand, Asia is

an increasingly important region for our Household and Body Care business.

innovating around its

core products, Sara Lee
Foodservice launched a
taller version of its popular
Sara Lee cheesecake.
Sara Lee customer Carl’s Jr.
won industry accolades
with its Smoked Sausage
Breakfast Sandwich™ using
our Hillshire Farm sausage.
Sara Lee also recently
introduced the Caffiato line,
four refreshing drinks that

are on trend with consumers’

taste for iced beverages.

Sara Lee is expanding in
the rapidily growing Russian
coffee market with Moccona
Premium Selection, a high-
quality instant coffee in

an eye-vatching jar. As the
market leader, Sara Lee is
slowly but surely influencing
the Brazilian coffee market
upward by launching value-
added products such as
Café Pilao Reserva Especial,
an exclusive coffee blend
made with the finest Brazifian
coffee beans.

MOCCONA

PREMIUM

SEL oY

kel
TCRRaDg
Emding

Sara Lee Corporation
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BETTER BEHIND THE SCENES

GETTING FASTER,
LEANER AND BETTER

Sara Lee is cultivating a continuous improvement mingset to get every employee

focused on adding value and driving out waste. Informat
enabler in this pursuit of operational excellence. After
of our business processes and going through extensiy

ion systems are an important
carefully rethinking many
e design, development and

testing phases, Sara Lee is now implementing new information systems such as
SAP, making it easier for our customers to do business with us, for our employees

to do their jobs and for Sara Lee to grow.

Innovation is an essential component of our long-term
Sara Lee’s future success will depend on our ability to
pipeline full of exciting new ideas that cater to real cof

growth strategy. We know
keep the product innovation
1sumer needs. Sara Lee

recently finalized plans and began construction on “The Kitchens of Sara Lee”,

a new 150,000-square-foot research and development
of the company’s corporate headquarters in Downers {

16  Sara Lee Corporation

campus located at the site
Grove, lllinois.

Matt Spyers, Vice President,
Business Systems Transforma-
tion, and Debra Shankls,

Vice President, Supply Chain
Strategic Development, both
working on Enable, Sara Lee’s
process improvement and
information systems prograrm.







DEAR FELLOW SHAREHOLDERS

I am pleased to report that fiscal 2007 was a good y
that marked a real turning point. We have successful

transition away from functioning under a holding comp
integrated operating company with significantly greatet

The transformation started with our disposition of about
40 percent of our fiscal 2005 sales base, concluding with
the spin-off of Hanesbrands Inc. (NYSE: HBJ) in September
2006. In total, we raised more than $3.7 billion from the
disposition of businesses, and we've used the cash to return
substantial value to our shareholders. As of the end of
fiscal 2007, we have completed almost half of our share
repurchase commitment of $2.5 to $3.0 billion, we've reduced
net debt by approximately $1.9 billion in fiscal 2007, and
we've continued to pay a very healthy dividend.

At the same time, both Sara Lee and Hanesbrands stocks
have flourished. Between the spin-off in early September
2006 and the end of
fiscal 2007 (June 30,
2007), the combined
value of the two

equities was up
25 percent, far and
away outpacing all

the major indexes.

car for Sara Lee, and one

y made the very challenging
any structure to working as an
growth potential than before.

Reducing our Qost Structure

The other critic

Bl change was our reorganization to better

serve our custgmers and consumers in each geography

where we do business. All of our North American aperztions

are now locate

i in the same headquarters office as our

corporate functjons, allowing us to better leverage our

talent and resources while eliminating significant adrninis-

trative inefficie

ncies.

In our interrjational business, which we continue to

manage from the Netherlands, we have streamlined our

country-level operations to eliminate redundancies while

strengthening dur capabilities in each market. This was a

dramatic change that allowed us to reduce our workforce

and enhance ©

mentally lower

Entering a Gro

Lir competitiveness by giving us a funda-
cost structure.

h Phase

With these actions behind us, we have now entered a growth

phase for our

mpany. This is evidenced by strong results

across the vast majority of our operations in fiscal 2007:

net sales grew |7 percent for the company and were up in all

six business s
operating marg
over the prior i
Underlying t
improvements i
health of our b

gments. At the same time, we increased our
n and grew operating income by 32 percent
ear.

hese impressive results are fundamental

F the important operating indicators of the
Isiness. We have increased market share




in many of our key categories, driven by marketing
initiatives that are more focused, better funded and
strategically executed to maximize impact. Our innovation
pipeline — the lifeblood of any consumer p_roducts company —
is fuller and more vibrant than it has been in many years,
though we remain intensely focused on making it even better.
Meanwhile, the management talent and depth across our
operations continues to improve.

In total, Sara Lee has become a much-improved company
from what it was in February 2005 when we announced our

transformation. And we're convinced the best is yet to come.

Positioned to Win

We have built a resilient, growing enterprise that can and
will drive growth in our core categories. We are well positioned
to capitalize on several powerful trends in the marketplace -
from the need for more convenient and “better-for-you”
products to changing consumgption trends in global coffee
and tea; from life-enhancing innovations in Household and
Body Care to the stillincreasing consumer preference for
out-of-home dining.

Our conviction that we can win and deliver growth in
today's dynamic market comes from our three-part strategic
focus of serving our customers and consumers, building
operational excellence, and continuously improving capabilities
in all functions. While these are simple congepts, they are
powerful drivers when executed properly by highly talented
employees armed with the right knowledge and tools.

Whether generating and capitalizing on superior consumer
insights, developing and applying rigorous pricing models
to partner with our customers or deploying an information
systems infrastructure to support all of our business activi-
ties, Sara Lee has become a market-driven, integrated
operating company that is efficiently leveraging its scale
on a global basis.

A Strong Base te Reach our Goals

As we manage for future growth, we clearly recognize

that different parts of the company will make different
contributions to our top- and bottomHine results. In our North
American businesses — both retail and foodservice - the
first priority is to significantly improve operating margins as
we develop those businesses. In Sara Lee's international
businesses, which generally have much higher margins than
those in North America, our plans focus on ways we can
accelerate sales growth while sustaining those attractive
margins. This combination provides us with the means to
realize our longterm goals of 2 to 3 percent annual adjusted
net sales growth and a 12 percent operating margin.

Thank You

We could not have accomplished so much, nor would

we have such great confidence in the future, without the
talents and hard work of our employees. | thank each of
you for the significant contributions you have made during
our journey together, particularly over the past 12 months.
I'd also like to thank our board of directors for their involve-
ment and insights, and our customers for their trust in our
company, brands and products.

Let me end by thanking you, our shareholder, for your
confidence in our ability to rebuild this great company. | am
pleased that we've begun to provide returns and results
that justify your ongoing commitment to Sara Lee Corporation.

Brordo O Briren

Brenda C. Barnes
Chairman and Chief Executive Officer

September 1, 2007

Sara Lee Corporatien 19




FINANCIAL HIGHLIGHTS

Dollars in millions except per share data Years ended

June 30, 2007 1

July 1, 20061

Percent Change

Results of Operations
Continulng operations
Net sales
Income before income taxes
income
Income per share of ¢ommon stock — diluted
Income from discontinued operations
Gain on sale of discontinued operations
Net income
Net income per share of common stock - diluted
Other Information2
Net cash from operating activities?
Total advertising and promotion expense*
Depreciations
Capital expenditures®
Dividends per share of common stock

$12,278

419
426
0.57
62
16
504
0.68

492
622
420
631
0.40

$11,460
192

31

0.04
123

401
8585
0.72

1,265
886
541
625

0.79

7.1%
NM
NM
NM
{49.7)
{96.1)
@.4)
(5.6)

61.1)
{29.8)
{(22.3)
1.0
(49.4)

1 See Financial Review and Notes to Financial Statements in the 2007 Financial Report regarding the exit activ|
transformation charges and accelerated depreciation included in these reported results.

2 Financial amounts include results for both businesses reported in centinuing operations and discontinued apd

3 Net cash from opesating activities for continuing operations was $404 in 2007 and $410 in 2006.

4 Total advertising and promotion expense for continuing operations was $581 in 2007 and $538 in 2006.

5 Depreciation for continuing operations was $401 in 2007 and $384 in 2006.

6 Capital expenditures for continuing operations were $610 in 2007 and $454 in 2006.

rations.

ties, asset and business dispositions, impairment charges,

Net Sales Market Value per Share Income Diluted Earnings per Share
(from contlning operations) at Year-end {from continuing operattons) {from continulng operations)
In billions of dollars In dollars In milliens of dellar: In dollars
$15.0 $24 $750 $90
n 125 26 625 it
n n n
L [
10.0 16 500 . Rili}
I 75 12 378 BRI 45
B 5.0 8 350 N .30
I | B - ]
25 4 125 15
1 N
03 04 05 06 O7 03 04 05 06 OF 03 04 05 06 [o7 03 04 05 06 07
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Business Highlights

On September 5, 2006, Sara Lee announced that it had

successfully completed the spin-off of Hanesbrands Inc. to
its shareholders. In connection with the spin-off, Sara Lee
received a one-time payment of $2.4 billion.

In January 2007, Sara Lee announced its plans for “The
Kitchens of Sara Lee”, a state-ofthe-art research and
development campus located at the company’s corporate
headquarters. The campus will support innovation activities
for the company's North American businesses.

In March 2007, Sara Lee announced that it would simplify
the management structure of its international business
by eliminating a layer of management. This is another step
in Sara Lee's transformation from a diversified holding
company into an integrated operating company.

Business Breakdown Geographic Breakdown

e Net sales for fiscal 2007, were $12.3 billion, an
increase of 7.1% compared to $11.5 billion in the prior
year, This solid growth was driven by increases in all

six business segments.

In fiscal 2007, income from cantinuing operations was

$426 million, or $0.57 per diluted share, versus $31 million,
or $0.04 per diluted share, in fiscal 2006. Net income was
$504 million, or $0.68 per diluted share for fiscal 2007, ver-
sus $555 million, or $0.72 per diluted share, for fiscal 2006.

« Net cash from operating activities was $492 million in
fiscal 2007, compared to $1,265 million in fiscal 2006.
Virtually the entire decline was related to lower cash from
the operating activities of discontinued operations, due
primarily to the divestitures.

Dividends per Share

In dollars
Net Sales Net Sales gy 1% $.90
17% 21%
%
35% So% 5
15%
21% .60
18%
Operating Segment Income Operating Segment | 45
9% 1% 2% 15y
32% 17% 30
2%
RE
4%
38%
03 04 09 06 07

m North American Retail Meats
O North American Retail Bakery
B Foodservice

o International Beverage

| International Bakery

0 Household and Body Care

B North and South America

o Western and Central Europe
0 Asia-Pacific

o Other

Sara Lee Corporation 21
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sara Lee Corporation
yirector since 2004

55 %
“hairman and
~hief executive officer.
Hospira, Inc.
Director since 2006

67 ex
Retired executive
vice president.
Miller Brewing Compary
Director since 2006

84+ e
Presiding Director
President,
Henry Crown and Company
Director since 1998

73 ae®
President and
chief executive officer,
All-Pro Broadcasting, Inc.
Director since 1983

52 &+ e *
President,
Boeing International

Director since 2003

G4 a*
Retired chairman,
InterContinental
Hotels Group PLC
Director since 2004

724
Former assistant secretary
of state for European and
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Director since 1992

Gl ave
Retired chairman and
chief executive officer,
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Director since 2002
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and managing director,
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Lazard Ltd.
Director since 2005
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Sara Lee Food & Beverage
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48
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Senior vice president.
chief information officer

Senior vice president.
strategy and corpordte
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49
Senior vice president.
chief financial office
and senior vice president
administration,
Sara Lee Food & Beverag

As of September 1, 2007
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Sara Lee Corporation’s 2007 summary annual report,
financial report and proxy statement together contain sub-
stantially all the information presented in the corporation’s
annual report on Form 10-K filed with the Securities and
Exchange Commission. Individuals interested in receiving
the Form 10-K, investor packets or other corporate litera-
tu:rer as well as our latest quarterly earnings announcement,
via first-class mail should call or write to the Investor
Relations Department. This information also is available via
the Internet with links to our brand and division Web sites.

Investor Relations Department
Sara Lee Corporation

3500 Lacey Road

Downers Grove, IL 60515-5424
+1.630.538.8100
www.saralee.com

Securities analysts. portfolio managers and representatives

of financial institutions seeking information about the corpora-

tion should contact Investor Relations at +1.630.598.8100.

e, S g

|
Sto:cknolders with inquiries relating to stockholder records,
stock transfers, change of ownership, change of address,
dividend payments and direct deposit of quarterly dividends
into checking or savings accounts should contact our transfer
agent and registrar, Mellon Investor Services.

_ Mellon Investar Services

PO, Box 3316

Sotfth Hackensack, NJ 07606-1916

~Tollifree number: +1,888.422.9881

international: +1.201.680.6678

- TDD: +1.800.231.5469
.Email: shrrelations@mellon.com

R A

Thursday October 25, 2007

Lo 30 10:30 a.m. Central Time (CDT)

Drury Lane Theater, 100 Drury Lane

Oakbrook Terrace I 60181

Sara Lee Corporation’s common stock is listed under
the symbol SLE on the New York, Chicago and London
stock exchanges. Options are traded on the Amertican
Stock Exchange.

Sara Lee Corporation's quarterly dividends on common
stock are paid on or about the fifth business day of January,
April, July and October. As of September 1, 2007, the corpo-
ration has paid 245 consecutive quarterly dividends.

Stockholders are invited to participate in the Sara Lee
Corporation Direct investment Plan. Our Plan provides

a convenient and economical way to purchase shares
directly from the company, reinvest your dividends and
invest additional cash amounts in Sara Lee Corporation
common stock. A complete Plan prospectus as well as
other shareholder services forms can be found on our Web
site at www.saralee.com in the Investor Relations section
(Shareholder Services/Account Access) or you can request
further information by contacting Mellon investor Services
at +1.888.422.9881 (Toll free), +1.201.680.6678
{International) or +1.800.231.5469 (TDD).

O s
The Sara Lee Foundation is the philanthropic arm of
Sara Lee Corporation. For more information please visit
www.saraleefoundation.org,

Sara Lee Corporation has included as exhibits to its' Form
10-K, filed with the Securities and Exchange Commrssmn
certifications by the corporatron s Chief Executwe Ofﬂcer
and Chief Financial Officer pursuant to Se_c_:tlon 302 of _tne
Sarbanes-Oxiey Act of 2002, Sara Lee Corporation alsd -
has filed with the New York Stock’ Exchange (NYSE) the
most recent Domestic Company Sectmn 303A Annual CEO .
Certifi cat|on as requrred by the NYSE Lrsted Company Manual. '

Logos and |talm|zed brand names used throughout thls renort are trademarks of




3500 Lacey Road
Downers Grove, IL 60515-5424
+1.800.5ARA LEE

+1.630.598.6000
www,saralee.com




