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Driven by emerging countries 

CANN 
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Aquadrinks: the key Contributor to our Growth 
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Danone Waters MS in value 

We continue to win market share  

in 2013 
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We convert people 

to healthier hydration 

Mission Remains 



We will continue to grow our water category  
through healthy  
hydration  
messages 
 



We primarily promote water  

as the best way to hydrate… 











We provide the best hydration with 

the best brands 



Growth accelerators 



Growth accelerators 





Plain still PET Plain  
sparkling 

HOD 

Aquadrinks 

CANN Split 
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Aquadrinks: the key Contributor to our Growth 

CANN GROWTH 
YEAR AGO 



Seasonal      Event-related Health theme 

Pleasure in the product experience 

DNH 





Villa del Sur 

RESULTS 



Volvic 

METRICS 



Bonafont 

STRONG EQUITY 



SOURCE: MILLWARD BROWN, DYNAMIC TRACKING 

Bonafont 
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• 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 

Basis of success 

 

2013 

CAGR 

35% 

Mizone China: strong sustained performance 

NET SALES 



Aquadrinks: a key contributor to our growth 
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Aquadrinks: a key contributor to our growth 
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Aquadrinks: a key contributor to our growth 
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Emotion 
Consistency across 

all touchpoints 

(1) Strengthen our Brands 

Brand Activation and Consumer 

Interaction 



(2) Work on our products: innovation 

Brand Activation and Consumer 

Interaction 
Lovebrands 



Sku’s with a purpose 



Sku’s with a purpose 



Iconic packaging 



Iconic packaging 



Iconic packaging 



Iconic packaging 



Iconic packaging 



Eight different collectable 
figures 

Iconic packaging 



Iconic packaging 



Activation and Interaction 
Lovebrands 
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Activation and Interaction 
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Activation and Interaction 
Lovebrands 
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Activation and Interaction 
Lovebrands 

//localhost/Users/Paco Camacho/WATERS/Investors Seminar/NY/BADOIT_BULLES_DE_JOIE_25_TAG ARO VDEF (1).mp4


To summarize our priorities 




