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> In the days immediately following
the disaster, the Group’s Indonesian
business units set up a special team—
DANONE for Aceh—and began distributing
tens of thousands of bottles of water, 
packages of biscuits and dairy drinks
brought in to North Sumatra by helicopter.
In India, Britannia employees sprang into
action, sending several tons of biscuits to
the Andaman and Nicobar Islands along
with other food supplies, clothing and
tents. The rest of the Group’s business
units quickly followed suit.

Mexico embraces
dual commitment 

Immediately following the
tsunami that devastated
Southeast Asia in
December 2004, 
Groupe DANONE and 
its employees rallied to
help the victims. In the
interest of efficiency, the
Group initially focused 
aid on Indonesia, where 
the tsunami hit hardest 
and where the Group 
has a particularly strong

presence, pledging to 
distribute several million
DANONE products to 
communities in the 
Aceh area on the island 
of Sumatra.

Coordinated efforts
“Within a few days, 
we had set up a crisis 
center and our DANONE 
for Aceh program. We then
offered our help to the

NGOs and international
agencies on the ground,”
explains Owen Ow,
President of Danone
Indonesia. He continues
“In a crisis like this, 
the important thing is 
to make sure that efforts
are properly coordinated.”
By late February, with the
support of the Group’s
three Indonesian business
units, their local distributor
Pak Yunus, and the army,
the team had already 
distributed two million 
bottles of Aqua water, 
two million packages 
of Biskuat biscuits and
800,000 bottles of Milkuat
dairy drinks. 

Support from around 
the world
Despite difficult conditions
and the often complex
logistic and political 
challenges, several of the
Group’s employees chose
to devote their time to the
project in the awareness
that no amount of help
could ever match the
extent of the devastation.
“Faced with a disaster of
this magnitude, you can
never do enough, although

I’m convinced we did what
could be expected of a
company like DANONE,”
notes Owen Ow. 
This willingness to be 
useful spread across the
Group, and many DANONE
employees around the
world expressed interest 
in making personal 
contributions to the 
relief effort. As part 
of DANONE Solidarity 
for Asia, the Group formed
a partnership with the
International Red Cross to
meet the most immediate
need: funds for emergency
aid. By late February 2005,
employee donations
supplemented by 
contributions from several
business units totaled
u420,000, with all amounts
transferred to national
branches of the
International Red Cross
and Red Crescent. 
In addition to the emergency
relief, Groupe DANONE 
is also addressing the long
term with plans to launch 
a community service 
program to assist the more
than 3,000 Aceh schools
damaged or destroyed 
by the tsunami.

Solidarity
for Asia 

To grow business in Mexico, DANONE 
is banking on our dual commitment—
the conviction that business success
goes hand in hand with social progress.
Putting this into practice means
combining attention to people with
a realistic view of social conditions.
Danone de Mexico first began tackling 
this challenge in the mid-nineties.

Social progress…
At the time, the situation was dire:
Mexico was in the grip of a serious 
economic crisis, and the future 
of the business unit was in doubt. 
Rather than adopting a purely 
economic strategy to rebuild market
share, Danone de Mexico turned to
employee development, inspired 
by the simple idea that a business 
cannot grow unless its people prosper
—the very heart of the dual commitment
to business success and social progress
expressed by Antoine Riboud in 1972. 
Danone de Mexico thus launched
varied initiatives to forge closer ties
with employees and motivate them in
working towards business goals. More
broadly, these programs were designed,
in the words of one Mexican manager,

to make the company “a close-knit
family” pulling together to overcome
difficulties.

… yields business success 
Today the economic crisis is only 
a memory, but the employee programs
are still going strong, says Luis Olvera,
Human Resources Director for 
Danone de Mexico. “In 2004, we 
donated a percentage of our sales 
to charities helping sick children, 
and the program was expanded to
include the children of employees 
unable to afford particularly expensive
medical treatments. During the year,
Danone thus provided care for 34
youngsters.” Also in 2004, Danone de
Mexico established partnerships with
Mexican universities to meet the 
combined goal of recruiting tomorrow’s
managers and preparing Mexican 
students for the job market, showing
them what companies need and 
teaching them to interview successfully. 
The Mexican version of Groupe
DANONE’s dual commitment has been
a success: 99% of Danone Mexico
employees say they are happy to work
at DANONE, and surveys confirm that
a large majority of consumers consider
Danone a socially responsible business.
More recently, Danone was voted the 
“best company to work for” in Mexico. 
All in all, a recipe for future success. 

For more on Mexico, see also p.32.
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