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S u m m a ry waters

« Sustained strong topline growth: 9 out of the last 10 quarters posted
growth above 8%. 5 quarters at strong double digit.

 Aquadrinks and emerging markets continue to drive the Division.

* Positive performance in most mature markets despite economic
context.

« We will continue to consistently implement our proven strategy.
* |Innovation, Activation and Execution stand as key levers.
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Driven by emerging countries e
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Mature countries

* Excluding Japan
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Aquad rinks: the key Contributor to our Growth
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We continue to win market share o
in 2013
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Mission Remains e
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We will continue our water category ﬂ‘
through

MessSages
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We primarily promote water
as the best way to hydrate...
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Grow bottled water
share of throat as a
healthier option than
tap water and other
beverages...

P,

Water share of throat
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... by promoting
natural water

superiority

... With superiority
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... while providing
superior value and
engagement to our
brands building long
lasting and vibrant
relationships with our
consumers.
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WE PROVIDE THE
BEST HYDRATION

WITH THE
BEST BRANDS

Water share of throat
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We provide the best hydration with P™
the best brands
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Future of Water
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Growth accelerators walers

‘Aquadrinks

« AQUADRINKS and Mizone
* Best Practices on Activation and consumer interaction
» Rapid deployment of innovations

Superior Execution

* Reframing and Pack Power across the board
» Sustainable, Better/new, next generation packaging
» Next generation Aquadrinks; new categories and growth platforms

* |lconic Packaging
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Growth accelerators walers

Brand Activation and Consumer Interactior

» Bring brand equity to consumers life

* Interact with consumers troughout the day
* Digital

* Activate in unexpected, engaging manner

+ SKU’s with a purpose; right moment; right target
* New business models: Dispensers, home delivery
* Local flavors for Aquadrinks




ACCELERATE
AQUADRINKS
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Aquad rinks: the key Contributor to our Growth
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Pleasure in the product experience e

DNH

Hydration / Proximity
to Water

Roll out of Levité

Bring excitement

Taste & Naturality to Aquadrinks

Drinkability

Seasonal Health theme Event-related




The ripple effect:

Aquadrinks
Positive effect in
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A lively brand A sophisticated brand

-Volvic Plain key equity measures evolutior



Bonafont
Sustbeined

STRONG EQUITY

(

(—m‘

90
84 84 88

72
&7 67 66 =

WaANE 2. 20TEVANVE 1. 2018AVE 2. 2015avE 1. 20014

) DANONE
waters

T

57 51 53

WAMNE Z, Z01IWANE 1, 201 3WANE Z, 201 3WANVE 1, 2014

B Hydration |

ol 82 84 85 B85
73 &7 72
H"“'-.._ 65 &5 e
WANE . WaNE 2 WaSE |, WaNE 2, WAWE T,
=01z 2012 2013 il e 2004

SOURCE: MILLWARD BROWHM, DY MNAMIC TRACKING

/




Bonafont

(

f

—ERE

87 AL a9 a4 BF
A al 45 A4 Ak
WANVE I, WENE 2, WANE | WA E D, WEANE |,
2012 2012 2013 2013 2004

For all Family

BF a5 BS ar Aa
s K e
az
24
WERTE | WeANE 2, WEVE T, WANE Z. WAVE 1,
2002 ZOE pron g ] 2013 014

— R

a7 Bé oo, o] w1
a9 43 45 42 43
WAVE 1. WANE 7 WaAVE T, WEANE T wWaWE 1.,
Fa it B 2002 0135 203 204 IJ
r‘ F0 Bé a8 BY 74
ar a4 3é 21
E
WaVE 1, WEANE . WANVE T, WENE F Wl SWE 1.
oz 2012 2013 203 20714

) DANONE
waters




Mizone China: strong sustained performance
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Basis of success

A unique flavored Water fully “DNH”

A highly relevant positioning

A Go To Market Organization
providing direct point of sale control

...And plenty of geographical
expansion potential
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Aquad rinks: a key contributor to our growth
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Aquad rinks: a key contributor to our growth
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Aquad rinks: a key contributor to our growth
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BRAND

ACTIVATION
AND CONSUMER
INTERACTION

Buildingdove.brands
and relationships with consumers
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Brand Activation and Consumer e
Interaction
w Consistency across
360 Emotion all touchgoints
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Brand Activation and Consumer e

Interaction
Lovebrands

/

7>

O PACK
€ POWER!

DANONEe MOVEMENT

(2) Work on our products: innovation
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Sku’s with a purpose water
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Sku’s with a purpose water




lconic packaging e
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lconic packaging e
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lconic packaging e
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lconic packaging e
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|Conic paCkaging waters
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Iconic packaging water

R & Eight different collectable
L L figures
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lconic packaging e
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Activation and Interaction waters
Lovebrands

(3) Closer consumer interaction

Share life moments,

Be there in relevant moments,
Be present throughout the day,
Be in the street, at the beach...
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Activation and Interaction waters
Lovebrands

(3) Closer consumer interaction

Share life moments,
In the street, at the beach...

Interact on a daily basis
Apps, websites, social media...
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Activation and Interaction
Lovebrands

(3) Closer consumer interaction

Share life moments,
In the street, at the beach...

Interact on a daily basis
Apps, websites, social media...

@Home

New business models
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Activation and Interaction
Lovebrands

Superior and Engaging advertising

.

BULLES DE JOIE DEPUIS 1778
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Activation and Interaction
Lovebrands

Superior and Engaging advertising

.

BULLES DE JOIE DEPUIS 1778
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To summarize our priorities e

Water share of
throat

Pleasure







