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An undisputed leadership worldwide

Danon = 21%
More than 80% of here we are #1

ol

Other position

. Value Market Share ytd january 2012 — retail panel (Nielsen et IRI)
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But Growth Dynamic

has slowed down since 2009

Like-for-EIESIGrowh

11.8% 12.4%

1.6%

1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 oM
2012

. Historical data restated to exclude Bledina
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Europe weakening ever more, NORAM & CIS
accelerating, ROW resiliently holding growth

T -

[ NORAM & CIS

I Rest of the world

l 2007 2008 2009 2010 2011 9M 2012
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Differentiated growth trends and Unimilk integration
leading to a more balanced geographical footprint

B curope
I \NORAM & CIS

Rest of the world

2007 OM 2012

. Source: Internal Sales Total Dairy
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The Dairy roadmap
A new strategy for growth



The Dairy roadmap for growth

EXPAND
GROW RE-CONNECT GEOGRAPHICAL
CATEGORY WITH CONSUMER FOOTPRINT
4 ) s ™\ 4 )\
STABILIZE
Love our EUROPE
’ Product
CONTINUE
C BUIDING
. b 4D H EMERGING
\ DANONE GO TO AFRICA
-
\_ J \_ -/ \_ J

INVES'18R SEMINRR 371 PETIERSBURS 2012



The Dairy roadmap for growth

CATEGORY
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A deep conviction about the category

Is essential to a balanced Diet

|

\ yoghourt

A DAY

{ -—
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The perfect food

EASY TO DIGEST NATURAL
y 4 *

By

‘ HIGH NUTRIENT 0%
DENSITY R

ACCESSIBLE
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Yoghurt has a high nutrient density

Fats and oils
400

Cheese .
300

Cal S . Meat, poultry & fish
/1 200
® Eggs
Desserts Vegetables
100 S Fruit
Milk & yogurt . .
0
-20 -10 0 10 20 30 40 50 -60 70
Nutient density perCaHENI
= Algorithm )

“Encouraged”

Nutrient nutrients (protein, “To limit” nutrients

Density fibre, vitamins, (sugar, fat, sodium)

‘ : i

INVES'13R SEMINRR 31 PETIERSBURS 2012



Clearly defining our Category Battles

Brand- the specific brand benefits

’ tics a health reality
rnsh Yoghurts daily health
e

\ Rooted in Dairy as a fundamental food
to be consumed 3 times a day
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Yoghurts: our most important battle

diet

4 : . )
Yoghurt is a smart choice thanks /Yoghurt should be at least one N
to its high nutrient density of our daily dairy consumption
Mg
— 'f' = :
’ B12 \x D ‘
15 _ B2 s
y o L
P 89 - ﬁ Q\\O ®) h q !
Potassiyp, Protein "’p ’
\ - VAN ' )
The battle

for

YOGHURTS
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With government and associations....

2 /l’um[am (/J/ﬂ G (Iéd,?

guadagnare
salute

rendere facili le scelte saluta ' ’

s

Il Ministero della
Salute raccomanda

E’ un alimento bilanciato e
correttamente proporzionato
Scopri di piu su

\

' K www.lvasettoalgiorno.it )

ASSOCIAZIONE ITALIANA

LATTIERO CASEARIA

Per maggiori informazioni
www.unoyogurtalgiorno.it

PRENDI GUSTO A
| MANGIARE SANO

www.1algiorno.it
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..and direct to the consumer

#%eden jogurt

dziennie!

T

ﬁ = m
.:_7 Jeden =
t h
jogu e

Edz:enmef
";-"u
y -
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The Dairy roadmap for growth

4 N
LLove our
Product

QBIII

\-

J

New consumer

connection model

INVES'13R SEMINRR 31 PETIERSBURS 2012



Introducing a new Marketing model

[ Previous Success Model ] [ New model ]

Products Obsess about specific Obsess about delivering
health benefits great products

Brands Resource allocation Fully leverage the strength
mainly to subbrands of DANONE
Communication Maximize broadcast

GRP’s

\

Focus on targetted

l
\

engagement of heavy/medium
users
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The Dairy roadmap for growth

QBIAI

DANONE
-

4 N
LLove our
Product

J

New consumer

connection model
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We have a new obsession

L.ove our
Product
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Visible quality for consumers Great
packaging

/
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ACﬁVIA. AC

Great
packaging

=
Acnvif

> Soveur Voniles
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Create value thru innovation

Innovation

OIKOS USA closing the gap on velocity  with
competitori and leading velocity in Canada

alt

Natural,
Low or no fat

$2,50 - ——Qikos Velacity Oikos Base velocity
——CHOBANI! Velocity ~——CHOBANI Base velocity

$2,00

$1,50

$1,00 -

eamy-thick texture High protein

s050 7

- i $0,00 N
Triangle of awesomeness . FLEELLEEILLEIL LIS

bbbbb

¢49\$'9«)¢15AS9«§P«)H* Ll
SEFFFEFP PSS FF LS v“ﬁe“@e

Launch in July 2012 I%OS
22% of total brand

Light & Fit franchise
come back to i Sales/KG / @
positive . COGSIKG

‘Also successful under Light & Fit Highly valorlzed plateform
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The Dairy roadmap for growth

LLove our
Product

New consumer

R .
’ “BM | connection model

DANONE

- J
OLD NEW

Communication Maximize broadcast
GRP’s

Focus on targetted

engagement of heavy/medium
users
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Don’t cowrie

y
Reach
l the people who count

\



From mass media to targeted
;

Investment on high value consumers

% Brand Volume

HIGH VALUE
CONSUMERS

MEDIUM
VALUE
ECNSUMERS
LOW VALUE
CONSUMERS

Recruiting a new
consumer costs

7 times more

than selling to
Gxisting consumers * Y

NO CONSUMERS

% Consumers % Mass Market Support

% Brand Volume % tailored PPE
HIGH VALUE
CONSUMERS t 20% 60%
MEDIUM VALUE t o o
CONSUMERS 30% 30%
LOW VALUE
CONSUMERS 50% 10%
NO CONSUMERS 0% 0%

s % Consumers % Mass Market Support



Economic

DANONE

CRM will BRAND

alming at | E VALUE
of H lds
| - -
[ ECONOMIC VALUE ] [ EMOTIONAL LOYALTY ]
\ - . ~ .
BRAND IMAGE &
INCREMSEhCIE:I;ﬁnL SALES ENGAGEMENT
. y \ medium/long term y
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Danone CRM will deliver

economic value & sales up lift

VIVIDANONE.it

40€ ¥

- - di buoni sconto per te*

E-COUPONS + LOYALTY GIFTING PROGRAMS

u Pin codes
les + media

Accelerate |

‘ on every pr

INVES'13R SEMINRR 371 PETIERSBURS 2012



The Dairy roadmap for growth

LLove our
Product

New consumer

’ &BY | connection model
\ > g OoLD NEW

B Resource allocation Fully leverage the strength
rands :
| mainly to subbrands of DANONE
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The Dairy roadmap for growth

STABILIZE
EUROPE

CONTINUE
BUIDING
EMERGING

GO TO AFRICA

GEOGRAPHIES
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Stabilizing Europe

FAMILY SIZE

Adapt
Portfolio &
offers to
new context

Vivipanoneyep|

MaNgiare sano per

Xe
celts,
Consur'ner. Q'ec oS 0
connection:
Great products

CRM reses
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Continue
Productivities &
Adapt

' organisation



Danone
Greek®
$ sales

YTD 2011 YTD 2012

31.9 Total Danone

Competitor 1
us P

Value Market shares _
Source : IRI Multi-Outlet with Walmart 16.3 Competitor 2

— g5 Danone Greek®

‘ Q4 2011 Q32012
() bannon = Stonyfield = Lioht & Fit Greek INVESIZR SENINOR 51 PEIERSBURS 2012



YoCream

YTD Sep 2010 YTD Sep 2011

Rapi

i

v =
® ~ By
YOCREAM (  Distributors  —>
FROZEN:YOGURT N :
>

Equiprnmemnt
Dealers

of n_i0|

S
! \ )
——

YTD Sep 2012

iti

Operators
Yogurt shops
Foodservice:

asR , B&I, ME&G,
Education, Health

care




Danone becomes majority shareholder
e of Centrale Laitiere in Morocco

Dairy - VaUGRRRet shares

Competitor 2
5% Others

Competitorl
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We are well armed to execute our priorities

GROW
CATEGORY

|

yoghourt

A DAY

RE-CONNECT

In our geographies

EXPAND

WITH CONSUMER GEOGRAPHICAL

-

LLove our
Product

GBI

\-

~

J

FOOTPRINT

-

\_

STABILIZE
EUROPE

CONTINUE
BUILDING
EMERGING

GO TO AFRICA

~

J
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