
Dear Shareholders,

With 
Emmanuel 

Faber, we will 
work to build  
the Danone of 
tomorrow. „ 
 
Franck Riboud 

Just over eighteen years ago, when I took the reins of this fabulous company, 
we set ourselves a number of goals which, together, we have achieved. These included 
becoming a global group; generating outstanding organic growth; and refocusing 
our operations on promising core businesses where we could hold or share market 
leadership worldwide—while continuing to promote our dual commitment to business 
success and social progress, and remaining a pace-setter in social innovation. 

Over the past few months, I have been thinking about what tomorrow’s Danone 
should look like and what goals we should set for the coming decades. I believe 
it is now my responsibility to spend most of my time on the key strategic issues that 
will shape our business model for the 2020s and 2030s, the strategic direction of the 
group whose shares you hold. And that means creating the corporate structures and 
governance we will need as we move forward. 

That is why, at the beginning of September, I recommended that the Board 
of Directors separate the Chairman’s duties from those of Chief Executive 
Officer. The Board agreed and also followed my recommendation to appoint 
Emmanuel Faber as the group’s CEO. He will take the helm at Danone and lead our 
teams from 1 October. 

Since 1997, as Co-Chief Operating Officer, Emmanuel has worked closely with 
me to make and deploy all major decisions affecting Danone. Aged 50, he has 
acquired a thorough understanding of our company, our people, our businesses, our 
culture and our structures. With his innovative flair, his rigour and his uncompromising 
standards, he has helped transform the group in profound ways. He is deeply dedi-
cated to the company’s values. The Board and I have full trust in him to lead Danone 
in today’s increasingly complex environment. 

With Emmanuel, the Executive Committee, the Board of Directors and all our 
internal and external stakeholders, we will work to build the Danone of tomorrow. 
Be assured of my full commitment to Danone today and in the coming years.

Franck Riboud,  
Chairman of the Board

Letter to
our ShareholDerS

Summer 2014
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reSultS

Sales growth per semester by region (like-for-like)
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Could you tell us about the results for the first half  
of 2014? 
We have achieved a great deal during this half-year. Results are in 
line with expectations, at a necessary transition point on our way 
to meeting our targets for the year, with organic growth of +2.2%*, 
trading operating margin down -159 basis points* and free cash-
flow excluding exceptional items at €286  million. Paradoxically, 
these results appear weak because they have been weighed 
down against high basis for year-on-year comparison linked to 
Fonterra’s false safety alert, record inflation in milk prices and weak 
currency trends in emerging markets. But during the second half 
of the year, these factors of comparison will support performance, 
which we expect to be strong.

What were your main achievements? 
Firstly, we moved quickly and efficiently to manage record milk 
price inflation, taking action in a number of ways with price 
increases where necessary, effective management of our portfolio, 
and cost reductions. Through these initiatives, from the second 
quarter we were able to bring margin back to levels which are 
coherent with our targets for the second half of the year

Also, we have continued to extend our ranges of value-added 
products in all our regional markets. In Fresh Dairy Products, Danio 
is proving extremely successful in Europe and in Brazil, and a new 
range of luxury products has been launched under  
the Dannon Creamery brand in the usA. Within the Waters 
Division, we have firstly redesigned the evian bottle and launched 
a new 20cl format named «La Goutte» (the drop) and secondly, we 
have continued to extend our aquadrinks range. 
Also this half-year, we have pressed ahead with building our 
strategic platforms through two actions: we have increased our 
stake in mengniu, becoming a key player and co-operator of one 
of China’s Fresh Dairy Products market leaders, and we have 
taken a 40% stake in Brookside, adding an East African arm to our 
African platform. 

What is the outlook for the second half of the year? 
We remain focused on our operational priorities, which will help us 
begin the transition to strong, profitable and sustainable growth in 
the second half of the year.

* Like-for-like

3 questions to Pierre-andré térisse
Chief Financial Officer, Danone

ALMA
Asia-Pacific, 
Latin America, 
Middle East, Africa

* Excluding 8 recall markets 
(Early Life Nutrition) 
** Actual

Sales growth int the first semester of 2014 (like-for-like)

  Group S1 2013 S1 2014

-4,0 %

0.3%

9.3%
7.4%

15.9 %

12.8%*

1.3%**

+3.1%

+11.2%

+6.3%

-8.4%

+ 2.2%
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FoCuS oN

fresh dairy products  
Let’s reinvent Europe
against the background of a struggling consumer market in 
europe, the Fresh dairy Products (FdP) division saw business 
grow during the first half of the year, but is now facing strong 
raw material volatility and a deflationary context in the 
eurozone. danone’s european teams are concentrating their 
efforts in two priority areas: adapting products and 
transforming the organisation.

to bring europe back into growth, the adaptation plan for its 
organisations announced in early 2013 will reduce costs relating to 
the structure and simplify decision-making. Within FDP, this new 
organisation has included the appointment of a European management 
team led by Gustavo Valle. “Previously, Danone had developed business 
country by country in Europe. We have now organised the subsidiaries 
into clusters covering several countries, so we can look at brand 
strategies at European level and pool our resources,” he explains. An 
integrated management team and a centralised purchasing department 
will make the category more agile and equip it to take advantage of 
economies of scale.

europe is joining forces in a global approach involving all 
departments: innovation, purchasing, communication and operations. 
Activia is a good illustration of this. By harmonising its product portfolio 
and centralising purchasing at European level, Activia has rationalised 
the number of recipes (down to 3 from 17 previously) and suppliers it 
uses. These simplifications make the brand more efficient and give it 
extra impact to regain markets. In addition, the brand’s first international 
advertising campaign– an advertising clip called “La La La” featuring 
the singer shakira – has become the world’s most shared advertising 
video*. According to Gustavo Valle, “We must continue the positive 
thrust of our action plan, reinforcing our organisational efficiency and 
reinventing our relationship with consumers.” A new continent-level 
mindset to win back the hearts of Europe’s consumers.

* The advertising clip was shared on the social networks 5,335,756 times (unruly,  
July 30, 2014)

early life nutrition 
Sales relaunch  
in China 

one year after the false alert danone Baby 
Nutrition is continuing its initiatives for 
relaunching sales using a multi-brand 
approach to better adress consumer 
expectations.

“the Chinese infant formula market is as 
attractive as ever, with significant growth 
forecast due to rising household incomes, ongoing 
urbanisation and the second child policy which has 
recently been rolled out in certain regions,” explains 
Jeffrey Lu, Vice-President of Danone Nutricia Early 
Life Nutrition, China. To make the most of this 
dynamism and bring business back to pre-Fonterra 
levels, in 2014 Danone has adopted a multi-brand 
strategy to improve cover of the various different 
distribution channels and price bands. The historic 
Dumex brand is one pillar of this strategy; another 
is the accelerated development of the Group’s 
international brands, such as Aptamil, Karicare, 
Cow & Gate and Nutrilon. A new “Nutrilon Premium” 
range was developed specifically for the Chinese 
market. “This innovation gives us a foothold in the 
‘ultra-premium’ segment, the most dynamic in the 
category.”

Both consumers and the authorities are 
focused on food safety. Local teams monitor 
the supply chain constantly to guarantee the highest 
quality and food safety standards. To regain 
consumer confidence. Danone has also optimised 
its presence across different distribution channels 
to develop links with mothers. “We are investing 
more heavily in the growing network of specialised 
stores for mothers and children (where more than 
40% of sales are made). mothers come to these 
stores for advice on feeding their babies and young 
children. Naturally, we also have a team dedicated 
to developing e-commerce, as it is an efficient way 
of connecting with consumers.” says Jeffrey Lu. 
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danone has invested over a 
billion euros in the african 
continent in two years 

consolidating its position and 
expanding into new territory. this 
investment has been accompanied by 
solid partnerships with recognised 
parties and a sustainable commitment 
for local development.

After having taken over Centrale Laitière in 
morocco, the final step in a partnership 
started over 50 years ago, the group 
announced in last July an agreement 
allowing Danone to acquire a 40% interest 
in Brookside’s holding company, East 
Africa’s leading Dairy Products group. 
Brookside operates a unique distribution 
platform enabling a daily access to over 
200,000 outlets, and manages the largest 
milk collection network in East Africa. In 
October 2013, Danone had also acquired 
a significant interest in the Fan milk 
company in sub-saharan Africa. These 
initiatives rounded off an approach that 
had, until then, been characterised by 
strong expansion to the north and south of 
the African continent, primarily in Fresh 
Dairy Products, and a longstanding 
presence in Early Life Nutrition, with 
number 1 positions in morocco, Algeria, 
Cameroon and Côte d’Ivoire. These 
initiatives constitute a major step forward 
in developing and diversifying Danone’s 
facilities in Africa. The economic and social 
dynamic in Africa is led by the growth of 
domestic markets and the emergence of 
a significant middle class, whose buying 
power is growing steadily.This continent, 
home to 230 million inhabitants in 1950, 

expertise in long-life dairy products, 
acquired through its south African 
subsidiary, and that of Fan milk in local 
distribution to succeed.

a pragmatic approach
Present for over 20 years in Africa, Danone 
Nutricia Early Life Nutrition is both modest 
and ambitious, as in the 16  French-
speaking countries in Africa where the 
group holds over 50% market share. Its 
strategy is based on an in-depth analysis of 
the nutritional needs of mothers and 
children and a strong commitment to 
working with government authorities, 
scientific communities and local health 
professionals.Danone approaches these 
populations’ needs through its Nutriplanet 
methodology, examining the food and 
behaviour which can contribute to 

broke the billion mark in 2010. Its 
population may reach 2 billion in 2050 
according to the respected report, World 
Population Prospect 2012.

Blue bicycles: a brand new 
distribution channel
Founded in Ghana in 1960, Fan milk grew 
as a company thanks to its unique 
distribution channel built on a network of 
over 31,000 independent vendors – the 
blue bicycles – in Ghana, Togo, Nigeria, 
Burkina Faso, Benin and Côte d’Ivoire. Its 
sales reached €120 million in 2012. In 
2013, Danone and the Abraaj group 
acquired 49% and 51% of Fan milk 
respectively with the understanding that 
Danone would gradually take control. It 
was a major step for Danone, who 
counted on the combination of its 

Africa: boosting danone’s 
growth
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nutritional deficiencies*. While fully 
supporting the WHO recommendation of 
exclusive breastfeeding until 6 months, 
Danone Nutricia Early Life Nutrition teams 
are fully engaged to improve nutrition during 
the first 1000 days, from pregnancy until 
the age of 2 years. In 2013, Danone Nutricia 
Early Life Nutrition posted 12% growth in 
sub saharan Africa. Danone recently 
became more familiar with English-
speaking African countries, including 
Kenya, Ethiopia and Nigeria, in order to 
offer appropriate nutritional solutions. The 
group chose to adopt a pragmatic, city-by 
city approach, selecting major cities like 
Lagos in Nigeria, the country’s economic 
capital with 15-20 million inhabitants. The 
demographic growth rate in these cities 
(Lagos has a dizzying projected population 
growth of 5% per year over the next 10 
years) and the improving quality of life will 
generate new needs, which Danone will be 
ready to meet.

the South takes off
south Africa is Danone’s second stronghold 
on the continent behind morocco, mostly 
in the Dairy Product market. Danone now 
holds a 45% share in this booming market. 
since 2011, its essentially local brands have 
increasingly spread to outlying countries. 
One example is ultra mel yogurt, a product 
that can be stored for seven months 
unrefrigerated. It has encountered 
enormous export plants success, mostly in 
Angola. In 2013, the south African 
subsidiary unit launched a new brand, 
Yo-Jelly. Inspired by mexican Danio, a dairy 
snack for children that is rich in nutrients 
and affordable for the poorer parts, this new 
product illustrates Danone’s desire to offer 
products to a large consumer base that 
includes disadvantaged people. Africa is a 
complex continent, with diverse needs, 
political realities markets and infrastructures. 
There, partnership is a vital ingredient for 
success. It goes a step beyond simply 
being an economic link to instead form part 
of a global approach, one focused on 
responding to concerns surrounding health 
and nutrition issues. It is a million miles from 
those already explored by the group in its 
current countries, even the most recent.

* situational analysis & expert evaluation of the nutrition 
and health status of infants and young children in five 
countries in sub-saharan Africa, m. Alles et al. in the 
Food & Nutrition Bulletin 2013

Morocco: a dairy tradition   
The history of Danone and Centrale 
Laitière goes back to 1953; this year 
the two companies celebrate 60 
years of working together. This 
historical alliance created conditions 
for success in the region: securing 
the cold chain and the level of 
product quality both upstream and 
down, right to the consumer. The 
four local production plants currently 
deliver to 70,000 points of sale. In 
2013, the Group took over Centrale 
Laitière and now holds 67% of the 
Moroccan Fresh Dairy Product 
market, Danone’s largest market 
share in Africa.

sales in 2013 by Danone 
on the continent, that fits  
7% of sales in the world

€1.5 bn La Laiterie du Berger

In Senegal, La Laiterie du Berger, 
supported by danone.communities, 
has increased its turnover fivefold 
in 5 years. The senegalese company 
has become the second largest 
company in the marketplace thanks to 
the success of the Dolima brand and 
recipes responding to the needs of 
consumers. 
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d2C: a new growth lever for Danone

Protokvashino: the russian icon  
in dairy products remains the growth  
driver in 2014

direct to Consumer (d2C) is about selling directly  
to the consumer, developed by danone in several 
countries, alongside traditional distribution channels.  
Aqua, an Indonesian brand and the top bottled water brand  
in the world*, lead the way for the Group in 2008 by creating an 
extended network of housewives – Aqualadies – who acted as KOL 
proximity sales forces. The brand recorded a positive result: today it 
is present in 13 provinces and over 60 cities across Indonesia, and 
employs 4,000 Aqualadies and over 5,000 deliverymen. soaring 
potential, D2C offers several interesting features for Danone:
- generating additional sales by reaching consumers who 
have little or no access to products: in suburban areas, slums, 
metro or bus stations, offices and even rural zones 
- Increasing brand awareness by being visually and physically 
present with the consumer  
- Boosting danone’s educational work on health issues 
by fitting in with education programs on nutrition
- generating tangible social impact by creating and 
boosting micro enterprises: the Danone Ecosystem Fund works to 
recruit, train and develop tools in order to ensure these networks 
provide quality service.

*By volume

against the backdrop of strong inflation in milk prices  
– up more than 30% – danone russia’s volumes have been 
dropping in the first half of 2014. However, the leading brand, 
Prostokvashino, has resisted well in this hostile climate, posting an 
increase in sales of 20% in the first half of the year. The brand, featuring 
a blue cat, currently accounts for about 40% of the Russian business 
unit’s sales. Despite its strong foothold in the traditional dairy product 
family, Prostokvashino has not been shy when it comes to innovation. 
The brand has been completely overhauled and updated, and has 
welcomed the addition of Zakvaska, a fermented milk a milder flavored 
a culture count ten times higher with ten times more cultures and a 
taste to please Russian consumers. This adaptation has enabled 
Danone to strengthen this already robust brand’s portfolio in a difficult 
economic context.

Volvic: the volcano reawakens
With sales over €400 million, 
Volvic is one of the Waters 
division’s flagship brands both 
in Europe and around the world. 
“Volvic is a truly iconic brand.  
It deserves a strong, unique identity 
to communicate its story and 
distinctive characteristics to 
consumers,” explains Bettina 
Aurbach, Volvic Global marketing 
manager. To celebrate its  
50th anniversary, the brand gave 

itself the present of a redesigned logo, a daring label 
and an updated advertising campaign.

“The clean, natural volcano design in our 
iconic green with the handwritten name in 
white conveys the power of the volcano and 
the unique mineral content of Volvic’s water, 
making the bottle instantly identifiable,” 
explains Bettina Aurbach. New touch: a bird of prey, 
the red kite, wheeling above the volcano. since 2002, 

Volvic has supported the  Auvergne Bird Protection 
society* in its effort to protect this species which is 
threatened by extinction in the region. 

this new identity extends to the entire range 
and all countries. “By the end of the year, the new 
bottles will have been rolled out to all 85 countries in 
which Volvic is present,” says Bettina Aurbach. 
Furthermore, Volvic au Jus, renamed Volvic Juicy in 
France, as in the uK and Germany, has received 
special treatment: “Juicy reflects the feeling of 
freshness and enjoyment created when water meets 
fruit. It has a more colourful identity to appeal to 
younger people who are its main consumers.”

this overhaul of Volvic’s range of 250 
references has been a huge task involving all  
of the brand’s teams, from the factory to the shelves.  
In addition, an epic, spectacular advertising film with  
a personified volcano witnessing the history of mankind 
will be shown on European television.

*Ligue pour la Protection des Oiseaux d’Auvergne

The NutriJournal: 
sharing the latest 
advances in health 
and nutrition 
Increasingly concerned about 
the effect of nutrition on health, 
consumers are now convinced 
that they have a role to play in 
their heath and that nutrition is 
the key. In June, Danone 
Nutricia Research launched  
The NutriJournal*, a digital 
weekly magazine that explains 
how nutrition and diet can 
contribute to wellbeing 
throughout our lives. 
This new magazine encourages 
readers to share the scientific 
and educational content dealing 
with current issues via social 
media in enriched multimedia 
formats. 

*nutrijournal.danone.com
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among some of the most active internet 
users in the world, young mums are 
increasingly connected and influential 
on social media. Armed with this knowledge, 
the milupa brand in Germany – the expert in 
early life nutrition – developed a programme 
that draws on the experiences of mums who 
work for the company and are very active on 
parenting forums reputed for their seriousnes. 
“milupa ambassadors” provide their own 
personal point of view and take the pulse of 
mums, their moods and what they feel, creating 
a genuine daily dialogue. They detect the 
brand’s strengths and weaknesses, gauging 

reactions and helping fine-tune the brand’s 
services when necessary. This is a great 
example of how the Early Life Nutrition division 
builds trust with mums through its brands.

*mothers of young children spend at least 17 minutes more on 
social media than women with no children (source: 2013 
Social Mom Report by Comscore and Babycenter)

Building trust with 
mums on social media

danone 
Nations 
Cup 2014: 
400 young 
footballers  
off to Brazil
Promoting physical activity, 
collective enjoyment and 
personal challenge, the 
15th danone Nations Cup is 
taking young soccer players 
to the land of legends: 
Brazil. 
The final will see 32 countries* 
competing against each other 
on 16 November in the iconic 
são Paulo Arena** for the most 
coveted under-12 soccer 
players title.
This annual competition was 
launched in 2000 and has 
become the biggest international 
soccer event for children. Today, 
several of these grassroots 
players have even become 
professionals: eight of them 
stepped out in Brazilian stadiums 
in last June. 

*Find out more at:  
www.danonenationscup.com
**One of the World Cup 2014 host stands

the aim of Best Care, the latest 
programme from danone Medical 
Nutrition division, is to develop an 
even more patient-centred approach 
by shifting the focus of the business 
from being a supplier of products to 
a supplier of services and solutions. 
In North America, as part of the programme, 
Nutricia, has helped families with the 
complex task of getting reimbursement 
through their healthcare insurance plans, 
put young people suffering from inborn 
metabolic disorders and helped patients to 
organise their care.
Traditionally, Nutricia’s business has been 
conducted in hospitals and other care 
settings, and in close collaboration with 
nutritionists and prescribing healthcare 
professionals. Today, «Best Care» is 
offering Nutricia teams the opportunity to 
connect more directly with patients, their 
families, and their care.

With Best Care, 
Nutricia puts patients 
first 

Last March, danone and the danone 
ecosystem Fund organised a workshop 
called “Innovative Sourcing Solutions 
and Sustainable agriculture” in 
amsterdam. The 70 attendees discussed the 
future of sustainable agriculture at Danone.  
The idea is to deal with a situation of dwindling 
resources and growing demand by boosting 
Danone’s natural and social ecosystem. 
“The whole idea of building innovative ways to build 
sustainable sourcing is central to creating an 
environment for Danone that we can safely rely on 
to co-deliver, with our partners and stakeholders, 
the promise of our brands to our consumers. 
Nothing can be sustainable if it is not equitable” 
stresses Emmanuel Faber, then Co-Chief 
Operating Officer at Danone. Concrete proposals 
will be presented in 2015 and will fuel discussions 
on Danone’s global sustainable agriculture strategy.

Sustainable agriculture: 
a future challenge for 
Danone
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INFORMATIONS Important dates 

> october 15, 2014: 
Sales in the third quarter and first nine 
months of 2014. 
> February 19, 2015:  
2014 Full-Year results.

Contacts
You may opt to automatically receive 
Danone financial information by email.
To choose your options for email 
notification, please enter your email 
address on:
finance.danone.com 
by mail:
BNP Paribas Security Services (BP2S)
relations Actionnaires Danone  
Grands moulins de Pantin  
Corporate Trust Services,  
9, rue du Débarcadère  
93761 Pantin Cedex 

by email:  
relation.danone@bnpparibas.com  
or finance@danone.com     

by phone:

N°: 0 800 320 323 
or +33 (0) 1 58 16 71 75 
(from abroad) 
If you wish to receive a print version  
of your letter, please address a mailing 
request to the Investor Relations 
direction at the following address:  
15 rue du Helder, 75439 Paris Cedex 09.

other information:
Discover on danone.com,
the 2013 economic and Social report,  
the 2013 Sustainibility report and  
the registration Document  
just as the 2014 interim financial 
report.

danone share price compared  
with international indices 
 
 December 31, 2013 to July 31, 2014 (Base 100 at 31/12/2013) 

> on February 12, danone raised its 
stake in China’s leading dairy 
company Mengniu. Its stake rose from 
4% to 9.9%. In parallel, COFCO, Danone 
and Arla, mengniu’s three core shareholders, 
will combine their stakes in the company 
together under a single structure, COFCO 
Dairy Investments.

> on July 18, danone partnered with 
africa’s leading dairy Products 
company Brookside by acquiring a 
40% interest in its holding company.

News flash: Acquisitionsdanone shares

> NUMBER OF SHARES ON JUNE 5 

2014: 643,792,000  
> NOMINAL VALUE: 0.25 euro per 
share 
> qUOtED StOck MARkEtS: 
company shares are quoted on the 
NYSe euronext Paris, on the Swiss 
Stock exchange and are quoted under 
American Depository Shares/receipts 
(ADS/ADr) on the Over-the-Counter 
(OTC) market in the united States with 
the ratio:1 current share = 5 ADS.

Last april, the Shareholders’ Meeting approved the proposed 
dividend related to the 2013 fiscal year of €1.45 per share, and 
decided to offer each shareholder the possibility to receive the dividend either 
in cash or in DANONe shares. At the end of the option period, 65.23% of 
rights were exercised in favor of 2013 dividend payment in shares.  

News flash: Dividend payment

the Letter to SharehoLderS is a publication of 
Danone: 15, rue du Helder, 75009 Paris. 
Publication management: Sabrina Schneider, 
Chief editor: Sandrine Fossard, Design and 
production:  Photography: Stéphane 
Gladieu, Thomas Haley, Fan milk, Dolima, 
Getty Images, Sipa Press, Danone Dr.  
(ref. LAAC 213) 
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