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The information in this preliminary prospectus supplement is not complete and may be changed. A registration
statement relating to these securities has been declared effective by the Securities and Exchange Commission. We
are not using this preliminary prospectus supplement or the accompanying prospectus to offer to sell these securities
or to solicit offers to buy these securities in any place where the offer or sale is not permitted.

Filed Pursuant to Rule 424(b)(5)
Registration No. 333-164903

Subject to Completion
Preliminary Prospectus Supplement dated February 22, 2010

PROSPECTUS SUPPLEMENT
(To prospectus dated February 16, 2010)

           Shares

TreeHouse Foods, Inc.

Common Stock

We are offering           shares of our common stock.

The net proceeds from this offering will be used to fund, in part, the proposed acquisition of Sturm Foods, Inc. We are
also offering senior unsecured notes in an underwritten offering pursuant to a separate prospectus supplement to
finance a portion of the proposed acquisition of Sturm Foods, Inc. See �Prospectus Supplement Summary � Proposed
Acquisition of Sturm Foods, Inc.� and �Use of Proceeds� in this prospectus supplement for more information regarding
this proposed acquisition. This offering is not contingent upon either the notes offering or the completion of our
acquisition of Sturm Foods, Inc.

Our common stock is listed on the New York Stock Exchange under the symbol �THS.� On February 12, 2010, the last
reported sale price of our common stock on the New York Stock Exchange was $41.33 per share.

Investing in our common stock involves risks that are described under �Risk Factors� beginning on page S-16 of
this prospectus supplement.
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Per Share Total

Public offering price $ $
Underwriting discount $ $
Proceeds, before expenses, to us $ $

We have granted to the underwriters the right to purchase up to an additional          shares to cover any
over-allotments. The underwriters can exercise this right at any time within 30 days after this offering.

Neither the Securities and Exchange Commission nor any state securities commission has approved or disapproved of
these securities or determined if this prospectus supplement or the accompanying prospectus is truthful or complete.
Any representation to the contrary is a criminal offense.

We expect to deliver the shares of common stock against payment on          , 2010.

Joint Book-Running Managers

BofA Merrill Lynch Morgan Stanley

Co-Lead Managers

Barclays Capital SunTrust Robinson Humphrey

Co-Managers

William Blair & Company
BMO Capital Markets

KeyBanc Capital Markets
Wells Fargo Securities

Edgar Filing: TreeHouse Foods, Inc. - Form 424B5

Table of Contents 3



The date of this prospectus supplement is February   , 2010.
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ABOUT THIS PROSPECTUS SUPPLEMENT

This document is in two parts. The first part is this prospectus supplement, which contains the terms of this offering of
our common stock. The second part, the accompanying prospectus dated February 16, 2010, which is part of our
Registration Statement on Form S-3, gives more general information, some of which may not apply to this offering.

This prospectus supplement and the information incorporated by reference in this prospectus supplement may add,
update or change information contained in the accompanying prospectus. If there is any inconsistency between the
information in this prospectus supplement and the information contained in the accompanying prospectus, the
information in this prospectus supplement will apply and will supersede the information in the accompanying
prospectus.

It is important for you to read and consider all information contained or incorporated by reference in this prospectus
supplement and the accompanying prospectus in making your investment decision. You should also read and consider
the information in the documents to which we have referred you in �Where You Can Find More Information� in the
accompanying prospectus.

You should rely only on the information contained in or incorporated by reference into this prospectus supplement or
the accompanying prospectus, and in other offering material, if any, or information contained in documents which you
are referred to by this prospectus supplement or the accompanying prospectus. We have not authorized anyone to
provide you with different information. This prospectus supplement and the accompanying prospectus do not
constitute an offer to sell or the solicitation of an offer to buy any securities other than the securities described in this
prospectus supplement or an offer to sell or the solicitation of an offer to buy such securities in any circumstances in
which such offer or solicitation is unlawful. See �Underwriting.� The information contained in or incorporated by
reference into this prospectus supplement or the accompanying prospectus or other offering material is accurate only
as of the date of those documents or information, regardless of the time of delivery of the documents or information or
the time of any sale of the securities.

The distribution of this prospectus supplement and the accompanying prospectus and the offering of the shares of our
common stock in certain jurisdictions may be restricted by law. This prospectus supplement and the accompanying
prospectus do not constitute an offer, or an invitation on our behalf or the underwriters, to subscribe to or purchase
any of the shares, and may not be used for or in connection with an offer or solicitation by anyone, in any jurisdiction
in which such an offer or solicitation is not authorized or to any person to whom it is unlawful to make such an offer
or solicitation. See �Underwriting.�

Unless otherwise stated or the context otherwise requires, as used in this prospectus supplement, references to
�TreeHouse,� the �Company,� �us,� �we� or �our� mean TreeHouse Foods, Inc. and its consolidated subsidiaries. When we refer
to �you� in this prospectus supplement, we mean all purchasers of shares of our common stock being offered by this
prospectus supplement and the accompanying prospectus, whether they are the holders or only indirect owners of
those securities.

MARKET AND INDUSTRY DATA

Certain market data contained in or incorporated by reference in this prospectus supplement or the accompanying
prospectus are based on independent industry publications and reports by market research firms. Although we believe
these sources are reliable, we have not independently verified the information and cannot guarantee its accuracy and
completeness. Some data are also based on our good faith estimates, which are derived from our review of internal
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surveys, as well as the independent sources referred to above.
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NON-GAAP FINANCIAL MEASURES

We have included financial measures of adjusted EBITDA, adjusted EBITDA margin and free cash flow in this
prospectus supplement, which are �non-GAAP financial measures� as defined under the rules of the SEC. Adjusted
EBITDA represents net income before interest expense, income tax expense, depreciation and amortization expense,
and other non-cash and non-recurring items. Adjusted EBITDA margin represents adjusted EBITDA as a percentage
of net sales. Adjusted EBITDA is not required by, or presented in accordance with, generally accepted accounting
principles in the United States, or GAAP. Adjusted EBITDA is a performance measure that is used by our
management, and we believe is commonly reported and widely used by investors and other interested parties, to
evaluate a company�s operating performance on a consistent basis after removing the impact of capital structure, asset
base, items beyond the control of management (such as income taxes) and other non-cash and non-recurring items.
Because we cannot predict the timing and amount of charges associated with non-recurring items or facility closings
and reorganizations, management does not consider these costs when evaluating performance, when making decisions
regarding the allocation of resources, in determining incentive compensation for management, or in determining
earnings estimates. These costs are not recorded in any of our reportable segments.

Adjusted EBITDA has limitations as an analytical tool, and you should not consider it in isolation or as a substitute for
analysis of our results as reported under GAAP. Some of these limitations are:

�     Adjusted EBITDA does not reflect, among other things:

�     our cash expenditures or future requirements for capital expenditures or contractual
commitments;

�     changes in, or cash requirements for, our working capital needs;

�     the significant interest expense, or the cash requirements necessary to service interest or
principal payments, on our debt; and

�     any cash income taxes that we may be required to pay;

�     Assets are depreciated or amortized over estimated useful lives and often have to be replaced in the
future, and adjusted EBITDA does not reflect any cash requirements for such replacements;

�     Adjusted EBITDA does not adjust for all non-cash income or expense items that are reflected in our
statements of cash flows; and

�     Adjusted EBITDA does not reflect limitations on, or costs related to, transferring earnings from our
subsidiaries to us and the guarantors.

Because of these limitations, adjusted EBITDA should not be considered as a measure of discretionary cash available
to us to invest in the operation and growth of our business or as a measure of cash that will be available to us to meet
our obligations. You should compensate for these limitations by relying primarily on our GAAP results and using
adjusted EBITDA as a supplement.

In evaluating adjusted EBITDA, you should be aware that in the future we may incur expenses similar to those for
which adjustments are made in calculating adjusted EBITDA. Our presentation of adjusted EBITDA should not be
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construed as a basis to infer that our future results will be unaffected by unusual or non-recurring items. Adjusted
EBITDA does not reflect the impact of earnings or charges resulting from certain matters we consider to be indicative
of our ability to service our debt over the period such debt is expected to remain outstanding.

Free cash flow represents cash flows from operating activities less capital expenditures. Free cash flow is not required
by, or presented in accordance with, GAAP. Our management believes that free cash flow provides useful additional
information concerning cash flow available to meet future debt service and other payment obligations, satisfy working
capital requirements and make strategic investments. Readers should be aware that free cash flow does not represent
residual cash flow available for discretionary expenditures.

S-iii
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The non-GAAP measures of adjusted EBITDA, adjusted EBITDA margin and free cash flow used in this prospectus
supplement may be different from similar measures used by other companies, limiting their usefulness as comparable
measures. These non-GAAP financial measures should not be considered as alternatives to net income or cash flows
from operating activities as indicators of operating performance or liquidity.

See footnote (1) to the summary historical and pro forma financial information under �Prospectus Supplement
Summary � Summary Historical and Pro Forma Financial Information� for a description of the calculation of adjusted
EBITDA and an unaudited reconciliation of adjusted EBITDA to net income.

S-iv
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PROSPECTUS SUPPLEMENT SUMMARY

This summary highlights selected information about us and this offering. This summary is not complete and does not
contain all of the information that may be important to you in deciding whether to invest in shares of our common
stock. You should read carefully this entire prospectus supplement and the accompanying prospectus, including the
�Risk Factors� section, and the other documents that we refer to and incorporate by reference herein for a more
complete understanding of us and this offering. In particular, we incorporate by reference important business and
financial information into this prospectus supplement and the accompanying prospectus.

Our Company

We are a leading manufacturer of private label food products in the United States and Canada. Our products are
focused in center-of-store, shelf stable food categories. We are the #1 or #2 private label manufacturer in six of our
eight largest product categories, and we believe that we are the largest manufacturer of non-dairy powdered creamer,
private label salad dressings and pickles in the United States (based on total sales volume). Our business is organized
into three operating reportable segments, including North American Retail Grocery, Food Away from Home, and
Industrial and Export, which supply our products primarily into the grocery retail, foodservice and industrial food
channels. We currently supply more than 250 food retail customers in North America, including 47 of the 50 largest
food retailers, and more than 450 foodservice customers, including 74 of the 100 largest restaurant chains and the 200
largest foodservice distributors.

TreeHouse Foods, Inc. was created from Dean Foods� spin-off of certain of its specialty businesses to its shareholders.
Since we began operating as an independent entity in June 2005, we have significantly expanded our product offerings
in center-of-store, shelf stable food categories by completing five strategic acquisitions. During fiscal 2009, we
generated net sales of $1,512 million and adjusted EBITDA of $191 million. Our common shares are traded on the
New York Stock Exchange under the symbol �THS� and, as of February 12, 2010, we had an equity market
capitalization of approximately $1,323 million.

On December 20, 2009, we entered into a definitive agreement to acquire Sturm Foods, Inc., or Sturm. Sturm�s product
offerings include hot cereal, sugar free drink mixes, sugar based drink mixes, hot cocoa mixes, cappuccino, nonfat dry
milk and organic products. Sturm has the #1 market share in both private label hot cereal and private label sugar free
drink mixes. Sturm�s strategy is to be an innovation leader, having introduced several new offerings that address
consumer preferences for sugar free, organic, nutraceutical enriched and heart healthy products. We believe the
acquisition of Sturm, which we refer to as the Sturm Acquisition, will enhance our business by adding leading market
share positions in two large categories for private label sales, increasing our scale and further diversifying our product
offering. Sturm generated $343 million in net sales, $30 million in net income, and $92 million in adjusted EBITDA
during the twelve months ended December 31, 2009. For the twelve months ended December 31, 2009, on a pro
forma basis for the Sturm Acquisition, our net sales would have been $1,853 million and our adjusted EBITDA would
have been $282 million. We expect the Sturm Acquisition to be accretive to gross margin, adjusted EBITDA margin
and earnings per share on a pro forma basis in 2010.

S-1
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Products

The following charts set forth TreeHouse and Sturm net sales for the twelve months ended December 31, 2009 by
product category ($ in millions):(1)

TreeHouse Sturm
(Total net sales of $1,512) (Total net sales of $343)

TreeHouse Categories

Non-Dairy Powdered Creamer.  Non-dairy powdered creamer is used as coffee creamer or whitener and as an
ingredient in baking, hot and cold beverages, gravy mixes and similar products. Product offerings in this category
include private label products packaged for grocery retailers, such as supermarkets and mass merchandisers,
foodservice products for use in coffee service and products for industrial applications such as portion control
repackaging and ingredient use by other food manufacturers. We believe we are the largest supplier of non-dairy
powdered creamer in the United States. For the twelve months ended December 31, 2009, non-dairy powdered
creamer represented approximately 21% of our consolidated net sales.

Soup and Infant Feeding.  Soup, broth and gravy are produced and packaged in cans of various sizes, from single
serve to larger sized cans. We primarily produce private label products sold to supermarkets and mass merchandisers.
We also produce infant feeding products, primarily under the Nature�s Goodness® brand, and we co-pack organic
infant feeding products for a branded baby food company. Infant feeding production takes place in the same facility
that produces most of our soup, broth and gravy products. For the twelve months ended December 31, 2009, soup and
infant feeding sales represented approximately 23% of our consolidated net sales, with the majority of the sales
coming from soup.

Pickles.  We produce pickles and a variety of related products, including banana peppers, jalapeńo peppers,
pepperoncini peppers, pickled okra and pickled vegetables, along with some sauces and syrups. We produce private
label and regional branded offerings in the pickles category. These products are sold to supermarkets, mass
merchandisers, foodservice and industrial customers. We believe we are the largest producer of pickles in the United
States. For the twelve months ended December 31, 2009, pickles and related products represented approximately 21%
of our consolidated net sales.

Salad Dressings.  We produce both pourable and spoonable salad dressings. Our salad dressings are sold primarily to
supermarkets and mass merchandisers throughout the United States and Canada, and encompass many different flavor
varieties. We believe we are the largest supplier of private label salad dressings in both the United States and Canada.
For the twelve months ended December 31, 2009, salad dressings represented approximately 12% of our consolidated
net sales.

Jams and Other Sauces.  We produce jams, pie fillings and other sauces that we sell to supermarkets, mass
merchandisers and foodservice customers in the United States and Canada. For the twelve months ended

(1)  Due to rounding, dollars and percentages may not sum to actual totals.
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December 31, 2009, jams, pie fillings and other sauces represented approximately 10% of our consolidated net sales.

Aseptic Products.  Aseptic products are processed under heat and pressure in a sterile production and packaging
environment, creating a product that does not require refrigeration prior to use. Our principal aseptic products are
cheese sauces and puddings. These products are sold primarily to foodservice customers in cans and flexible packages.
For the twelve months ended December 31, 2009, aseptic products represented approximately 6% of our consolidated
net sales.

Mexican Sauces.  We produce a wide variety of Mexican sauces, including salsa, picante sauce, cheese dip, enchilada
sauce and taco sauce that we sell to supermarkets, mass merchandisers and foodservice customers in the United States
and Canada, as well as to industrial markets. For the twelve months ended December 31, 2009, Mexican sauces
represented approximately 4% of our consolidated net sales.

Refrigerated Products.  We produce refrigerated salad dressings and liquid non-dairy creamer, which are sold to
supermarkets, mass merchandisers and foodservice customers. For the twelve months ended December 31, 2009,
refrigerated products represented approximately 2% of our consolidated net sales.

Sturm Categories

Hot Cereal.  Sturm produces a variety of instant and cook-on-stove hot cereal, including oatmeal, farina and grits,
single-serve instant packets and microwaveable bowls. In September 2008, Sturm acquired the McCann�s Irish
Oatmeal® brand to complement its cook-on-stove offering. Sturm has introduced several innovations in their hot
cereal category including cereals that are omega-3 enriched, low sugar, heart healthy, organic, and that promote
weight management. For the twelve months ended December 31, 2009, Sturm�s hot cereal products represented
approximately 37% of its consolidated net sales.

Sugar Free Drink Mixes.  Sturm produces a variety of powdered drink mixes, principally sugar free products,
including lemonade, iced tea and functional drink mixes, such as energy, vitamin enhanced and isotonic sports drinks.
Sturm is a pioneer in the private label powdered drink mix category, partnering with leading national retailers to
develop their private label programs in this category. For the twelve months ended December 31, 2009, Sturm�s sugar
free drink mix products represented approximately 43% of its consolidated net sales.

Other.  Other Sturm products include sugar based drink mixes, hot cocoa mixes, cappuccino, nonfat dry milk and
organic varieties of the previously mentioned products. For the twelve months ended December 31, 2009, these
products represented approximately 20% of Sturm�s consolidated net sales.

Pro Forma Categories

Following the completion of the Sturm Acquisition, we will hold a leading market share position in eight
center-of-store, shelf stable food categories. The combined company will have a broader portfolio that we believe will
further diversify our product categories, customers, sales channels and raw materials requirements. We expect that
completing the Sturm Acquisition will enable us to accelerate research and development for innovative new products
and packaging formats. By providing existing and additional customers with an enhanced portfolio of products, we
expect that the Sturm Acquisition will create cross selling opportunities across customers, sales channels and
geographies.

S-3
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The following chart sets forth our pro forma net sales for the twelve months ended December 31, 2009 by product
category, after giving effect to completion of the Sturm Acquisition ($ in millions):(2)

Pro Forma Company
(Total pro forma net sales of $1,853)

Industry Overview

The U.S. food total outlet retail market is estimated at close to $350 billion in annual sales, of which private label food
represents approximately $65 billion. According to independent market research studies, private label food products
have increased their market share in the United States from approximately 11.6% in 1988 to approximately 18.3% in
2009. We believe that product and packaging improvements, along with greater focus by retailers, have fundamentally
changed private label from inexpensive, generic brand imitators to store-branded national brand equivalents offering
value and product quality that often meet or exceed that of branded competitors. Despite gains in market share, private
label penetration across all FMCG sectors in the United States remained below that of many developed economies,
including France (26%), Spain (29%), Germany (32%), The United Kingdom (44%) and Switzerland (46%) (market
research estimates based on 2008 data).(3)

We expect the convergence of several factors to support the continued growth of private label food product sales in
the United States, including:

�     Greater focus by grocery retailers in developing their private label food product programs;

�     The emergence of private label food products with reputations for quality and value that meet or
exceed national brands; and

�     Fundamental changes in consumer behavior that favor the secular growth trends in private label food
products.

Given the highly competitive nature of the U.S. food retailing industry, we believe that most grocery retailers are
seeking to expand their private label food product programs as a means to differentiate themselves from competitors,
build customer loyalty and enhance margins and profitability. As the breadth and quality of a particular grocery
retailer�s private label offering factors more prominently in consumers� store selection criteria, we believe that a well
developed, high quality private label food product offering can be an effective marketing tool for retailers to further
their brand image, drive customer traffic to their stores and enhance

(2) Due to rounding, dollars and percentages may not sum to actual totals.
(3) FMCG represents fast-moving consumer goods, including food, alcoholic and non-alcoholic beverages,

personal care products and household care products.
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shopper loyalty. In addition to the inherent marketing benefits, private label food products generally offer retailers
higher gross margins and profits than branded equivalents. Consequently, many grocery retailers have announced
targets for expanding their share of private label food product sales, over the next several years, to drive greater
productivity from their store base.

According to industry data, private label products accounted for over 31% of all new product introductions in the
U.S. packaged food industry during 2009. This is an increase of 85% when compared to the number of private label
product launches in 2004. In the same time period, branded product launches have declined almost 45%. We believe
this increase in private label product launches is a direct response to consumer desire for high quality food products
that offer compelling value. As private label has grown, many offerings have developed reputations for value and high
product quality that often meet or exceed those of branded competitors. According to multiple consumer surveys, the
majority of consumers who have tried private label food products during the current economic downturn reported that
they will not return to purchasing branded products when the economy improves. We believe many of these
consumers will retain their loyalty to private label food products based on the product quality and value proposition
associated with these products.

The private label food manufacturing base is highly fragmented. In retail grocery, we believe the top seven private
label manufacturers represent less than 20% of category sales. As a result, a typical grocery retailer relies upon
hundreds of private label food suppliers. We believe the highly fragmented private label manufacturing base will
continue to consolidate as retailers seek out suppliers who can offer value-added capabilities like innovation and
category management along with the ability to supply multiple private label products on a national basis.

Competitive Strengths

We believe the following competitive strengths differentiate us from our competitors and contribute to our continued
success:

Leading Private Label Market Shares in Attractive Categories.  We are a leading private label manufacturer of a
broad range of center-of-store, shelf stable food products. Following completion of the Sturm Acquisition, we will
have the leading share of private label food product sales in six of our eight largest product categories, namely
powdered non-dairy creamer, soups, salad dressings, pickles, hot cereal and sugar free drink mixes. Additionally, we
are the second largest private label supplier of jams and jellies and Mexican sauces. Our leading market share
positions are supported by low cost manufacturing, research and development capabilities, product and packaging
innovation and logistical and category management capabilities, which allow us to provide an enhanced level of
service to our retail customers.

We believe that we participate in attractive product categories. Private label food product offerings in our product
categories represent 10% or more of total sales in such categories. Sales of private label food products in our eight
largest product categories have consistently increased their share of category sales, mirroring the secular trend of
increasing private label market share in U.S. grocery. According to market research reports, private label market
growth rates have exceeded their respective categories in total for the period from 2003 to 2009.

Scale, Balance and Diversity.  As one of the largest private label food product manufacturers in the United States and
Canada, we believe that our scale enables us to be more efficient and effective in servicing our customers. As grocery
retailers develop their private label food programs, we believe they will seek out suppliers that can provide strategic
insight, product innovation, customer service, logistics and economies of scale throughout North America. We believe
our category leadership, breadth of product offering and differentiated capabilities put us in position to be their
supplier of choice.
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We sell our products to a diverse customer base, including many of the leading grocery retailers and foodservice
operators in the United States and Canada, and a variety of customers that purchase bulk products for industrial food
applications. We currently supply more than 250 food retail customers in North America, including 47 of the 50
largest food retailers, and more than 450 foodservice customers, including 74 of the 100 largest restaurant chains and
the 200 largest food distributors. Following the Sturm Acquisition, our top ten customers will continue to account for
approximately 50% of our net sales. Walmart will remain our
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largest customer and will represent approximately 20% of our net sales. With the exception of Walmart, no other
customer will represent more than 10% of our net sales.

Well-Defined Portfolio Strategy.  Our management team has been successful in using economic value added, or EVA,
analysis in the private label food products industry for several years. Applying EVA analyses across our product
portfolio allows us to evaluate our prospects for profitable growth systematically and direct our resources to the
products and categories that we believe offer the greatest potential. EVA analysis also identifies products and
categories that lag behind the broader portfolio, focusing management�s attention on the areas within our portfolio that
must be operated more efficiently. We update our EVA analyses on a quarterly basis and develop and implement
operating strategies based on the results. Many of the operating enhancements we have achieved can be directly
associated with our EVA efforts, including improving the returns in our pickle business and accelerating the growth of
our salad dressing business.

Successful Track Record of Acquiring and Integrating Businesses.  Since we began operating as an independent entity
in 2005, we have completed five strategic acquisitions, including Oxford Foods in February 2006, Del Monte�s private
label soup and infant feeding business in April 2006, San Antonio Farms and J.L. DeGraffenreid & Sons in May 2007
and E.D. Smith in October 2007. As a result of these efforts, we have expanded well beyond our original product base
of pickles and non-dairy powdered creamer, adding six additional complementary center-of-store, shelf stable food
categories. We have a well-defined strategy for identifying, evaluating and integrating acquisitions that we believe
differentiates us from many of our competitors. We believe that our proven acquisition capabilities will allow us to
participate successfully in the ongoing consolidation trend among private label food product manufacturers.

Strong Financial Performance and Significant Cash Flow Generation.  We have grown our net sales from
$708 million in fiscal 2005 to $1,512 million in fiscal 2009, representing a compounded annual growth rate, or
CAGR, of 20.9%. Net income has increased from $12 million in fiscal 2005 to $81 million in fiscal 2009. We have
also grown our adjusted EBITDA from $76 million in fiscal 2005 to $191 million in fiscal 2009, representing a
CAGR of 25.7%. Over this period, net income as a percentage of net sales increased 374 basis points, and adjusted
EBITDA margin expanded by approximately 180 basis points. For the twelve months ended December 31, 2009, on a
pro forma basis for the Sturm Acquisition, we generated net sales of $1,853 million, net income of $98 million and
adjusted EBITDA of $282 million, representing CAGRs of 27.2% and 38.6%, respectively, from 2005 through 2009.
We have also generated strong, consistent cash flows from our core operations. Since December 31, 2007, we have
reduced net debt (defined as total debt minus cash on hand) by $214 million. In 2009, we generated free cash flow
(defined as cash flows from operating activities less capital expenditures) of $68 million. Pro forma for the Sturm
Acquisition, our free cash flow for the twelve months ended December 31, 2009 would have been $120 million, based
on our cash flows from operating activities of $105 million, our capital expenditures of $37 million and Sturm�s free
cash flow of $52 million.

Strong Management Team.  The members of our senior management team each have an average of 20 years of
packaged food industry experience and have worked together on several successful ventures, including the acquisition,
turnaround and sale of Keebler Foods Company. Our senior management team has demonstrated its ability to grow
our business, increasing our net sales from $708 million in 2005 to $1,512 million in 2009 and our adjusted EBITDA
from $76 million in 2005 to $191 million in 2009. These results have been achieved through a combination of organic
growth, EVA-driven portfolio optimization efforts and five complementary acquisitions (excluding Sturm).

Strategy

We intend to grow our business profitably through the following strategic initiatives:
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Expand Partnerships with Retailers.  As grocery retailers become more demanding of their private label food product
suppliers, they have come to expect strategic insight, product innovation, customer service and logistical economies of
scale similar to those of our branded competitors. To this end, we are continually developing, investing in and
expanding our private label food product offerings and capabilities in these areas. In addition to our low cost
manufacturing, we have invested in research and development, product and packaging
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innovation, category management, information technology systems and other capabilities. We believe that these
investments enable us to provide a broad and growing array of private label food products that generally meet or
exceed the value and quality of branded competitors that have comparable sales, marketing, innovation and category
management support. We believe that we are well positioned to expand our market share with grocery retailers given
our differentiated capabilities, breadth of product offering and geographic reach.

Continue to Drive Growth and Profitability from our Existing Product Portfolio.  We believe we can continue to drive
strong organic growth from our existing product portfolio. Through insights gained from our EVA analyses, we
develop operating strategies that enable us to focus our resources and investments on products and categories that we
believe offer the highest potential. Additionally, EVA analyses identify products and categories that lag the broader
portfolio and require corrective action. We believe EVA analysis is a helpful tool which maximizes the full potential
of our product offerings.

Leverage Cross-Selling Opportunities Across Customers, Sales Channels and Geographies.  While we have high
private label food product market shares in the United States for our non-dairy powdered creamer, soup, salad
dressing and pickles, as well as high branded and private label food product market share in jams in Canada, we
believe we still have significant potential for growth with grocery retailers and foodservice distributors that we either
currently serve in a limited manner, or do not currently serve. We believe that our size and scale give us an advantage
over smaller private label food product producers, many of whom provide only a single category or service to a single
customer or geography. Our ability to service customers across North America and across a wider spectrum of
products and capabilities provides many opportunities for cross-selling to customers who seek to reduce the number of
private label food product suppliers they utilize.

Growth Through Acquisitions.  We believe we have the expertise and demonstrated ability to identify and integrate
value-enhancing acquisitions. We selectively pursue acquisitions of complementary businesses that we believe are a
compelling fit with our existing operations. Each potential acquisition is vigorously evaluated for merit utilizing a
rigorous analysis that assesses targets for their market attractiveness, intrinsic value and strategic fit. We believe our
past acquisitions of Oxford Foods, the Del Monte Soup and Infant Feeding business, San Antonio Farms,
DeGraffenreid, and E.D. Smith were each a success and consistent with our strategy. Since we began operating as an
independent company in 2005, our acquisitions have significantly added to our revenue base, enhanced margins and
allowed us to expand from an initial base of two center-of-store, shelf stable food categories to eight, including Sturm.
We attempt to maintain conservative financial policies when pursuing acquisitions, and our proven integration
strategies have resulted in rapid deleveraging. By identifying targets that fit within our defined strategies, we believe
we can continue to expand our product selection and continue our efforts to be the low-cost, high quality and
innovative supplier of private label food products for our customers.

Proposed Acquisition of Sturm Foods, Inc.

On December 20, 2009, we entered into a definitive Stock Purchase Agreement to acquire Sturm, a privately-owned
company majority owned by an affiliate of HM Capital Partners, pursuant to which TreeHouse will acquire all of the
issued and outstanding capital stock of Sturm for aggregate consideration of $660 million in cash, payable at closing,
and subject to adjustments for working capital and other items. Consummation of the Sturm Acquisition is subject to
customary closing conditions. We intend to finance the Sturm Acquisition through a combination of this offering of
common stock and approximately $400 million from a public offering of senior unsecured notes, with the balance
funded from borrowings under our credit facility.

The consummation of this offering of shares of common stock is not conditioned upon the closing of the Sturm
Acquisition.
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We expect to realize several benefits from the Sturm Acquisition, including the following:
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Entry into Attractive Categories.  Sturm is the leading producer of private label hot cereal and powdered drink mixes,
principally sugar free drink mixes. The total hot cereal and powdered drink mix categories generate over $1 billion
each in annual retail sales and are margin enhancing categories for TreeHouse, each with a single major branded
competitor. Private label holds a significant share of the hot cereal and sugar free drink mix category sales, and these
are important categories for many of our customers.

Enhanced Scale and Further Diversification of Our Product Offering.  Sturm adds two new categories for growth and
diversification. Both categories are consistent with our center-of-store, shelf stable food strategy. Sturm also enhances
our scale with our customers. Sturm�s manufacturing footprint with geographical proximity to our existing operations
will support manufacturing and distribution efficiency efforts.

Accretive to Margins and Cash Flow.  We expect the Sturm Acquisition to be accretive to gross margin, adjusted
EBITDA margin and earnings per share on a pro forma basis in 2010. We also expect the Sturm Acquisition to be
accretive to free cash flow (defined as cash flows from operating activities less capital expenditures), as Sturm
generated $52 million of free cash flow for the twelve months ended December 31, 2009.

Notes Offering

In connection with the Sturm Acquisition, pursuant to a separate prospectus supplement, we are offering up to
$400 million aggregate principal amount of senior unsecured notes in an underwritten public offering, which we refer
to as the notes offering. The notes offering is expected to close simultaneously with the completion of this offering
and the Sturm Acquisition. However, the consummation of this offering is not conditioned upon the consummation of
the notes offering or the Sturm Acquisition.

Sources and Uses

The estimated sources and uses of the funds for the Sturm Acquisition, assuming the acquisition had closed
December 31, 2009, are shown in the table below. Actual amounts will vary from estimated amounts depending on
several factors, including (i) the amount of proceeds that we received from this offering of common stock, (ii) the
amount of net proceeds, if any, that we receive from the notes offering and (iii) changes in Sturm�s debt balances and
net working capital from December 31, 2009 to the closing. In addition, there can be no assurance that the Sturm
Acquisition will be consummated under the terms contemplated or at all.

Sources Uses
(In thousands)

Credit Facility $ 182,000 Sturm Equity Consideration(1) $ 194,670

Notes Offering 400,000
Refinancing of Existing Sturm Net
Debt(2) 465,330

Common Stock Offered Hereby 100,000 Fees and Expenses(3) 22,000

Total Sources $ 682,000 Total Uses $ 682,000

(1) Reflects the total consideration to be paid to holders of all the issued and outstanding shares of Sturm�s common
stock.
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(2) Consists of $527,792 thousand of outstanding borrowings plus $3,428 thousand of accrued and unpaid interest,
reduced by $65,890 thousand of existing Sturm cash.

(3) Reflects our estimate of fees and expenses associated with the Sturm Acquisition and related financing
transactions, including financing fees, advisory fees and other transaction costs. See �Unaudited Pro Forma
Condensed Combined Financial Information.�

Corporate Information

We are a Delaware corporation incorporated on January 25, 2005. Our principal executive offices are located at Two
Westbrook Corporate Center Suite 1070, Westchester, IL 60154. Our telephone number is 708-483-1300. Our website
address is www.treehousefoods.com. The information on or accessible through our website is not part of this
prospectus supplement and should not be relied upon in connection with making any investment decision with respect
to the securities offered by this prospectus supplement.
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The Offering

The summary below describes the principal terms of this offering of shares of common stock. As used in this section,
references to the �Company� mean TreeHouse Foods, Inc. and not any of its subsidiaries.

Issuer TreeHouse Foods, Inc.

Common Stock Offered           shares.

Common Stock Outstanding After this
Offering           shares.(1)

Option to Purchase Additional Shares The underwriters have an option for a period of 30 days from the date of
this prospectus supplement to purchase up to an additional          shares of
common stock at the public offering price, less the underwriting discounts
and commissions, to cover over-allotments, if any.

Use of Proceeds We estimate that the net proceeds from this offering will be approximately
$            after deducting underwriting discounts and our estimated
expenses related to the offering. We intend to use the net proceeds to fund
a portion of the cash consideration payable in connection with the Sturm
Acquisition. However, the consummation of this offering is not
conditioned on the closing of the Sturm Acquisition. We expect that the
total cash consideration payable in connection with the Sturm Acquisition
will be approximately $660 million. In addition to the net proceeds from
this offering, we expect to use net proceeds from the notes offering and
borrowings under our credit facility to finance the Sturm Acquisition. If
we do not consummate the Sturm Acquisition, we will retain broad
discretion to use the net proceeds from this offering for general corporate
purposes. See �Use of Proceeds.�

Certain U.S. Federal Income Tax
Considerations For Non-U.S. Holders of
the Common Stock

For a discussion of certain material U.S. federal income tax considerations
relating to the purchase, ownership and disposition of the common stock
by non-U.S. holders, see �Certain Material U.S. Federal Income Tax
Consequences to Non-U.S. Holders.�

Risk Factors Investing in our common stock involves risks. See �Risk Factors� beginning
on page S-16 of this prospectus supplement important information
regarding us and an investment in our common stock.

NYSE Symbol THS

Transfer Agent and Registrar The Bank of New York Mellon Corporation.

(1) The number of shares of common stock outstanding after this offering is based on the number of shares of
common stock outstanding as of January 29, 2010 and the issuance of           shares of common stock in this
offering, assuming no exercise of the underwriters� over-allotment option.
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Summary Historical and Pro Forma Financial Information

The following tables set forth certain historical financial information for TreeHouse and Sturm, as well as certain pro
forma financial information prepared to illustrate the effect of the Sturm Acquisition.

TreeHouse Historical Financial Information

The following summary historical financial information as of and for each of the five years in the period ended
December 31, 2009 has been derived from our audited consolidated financial statements and related notes. See �Where
You Can Find More Information� in the accompanying prospectus for details regarding documents incorporated by
reference herein. The summary historical financial information provided below does not purport to indicate results of
operations as of any future date or for any future period. For periods prior to June 27, 2005, all of the historical assets,
liabilities, sales, expenses, income, cash flows, products, businesses and activities of our business that we describe in
this report as �ours� are in fact the historical assets, liabilities, sales, expenses, income, cash flows, products, businesses
and activities of the businesses transferred to TreeHouse by Dean Foods.

Year Ended December 31,
2009 2008 2007 2006 2005

(In thousands, except per share data)

Operating data:
Net sales $ 1,511,653 $ 1,500,650 $ 1,157,902 $ 939,396 $ 707,731
Cost of sales 1,185,283 1,208,626
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