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Disclaimer

This document contains certain forward-looking statements concerning DANONE.
Although DANONE believes its expectations are based on reasonable assumptions, these
forward-looking statements are subject to numerous risks and uncertainties, which could
cause actual results to differ materially from those anticipated in these forward-looking
statements. For a detailed description of these risks and uncertainties, please refer to the
section “Risk Factors” in DANONE’s Annual Report (which is available on
www.danone.com). DANONE undertakes no obligation to publicly update or revise any of
these forward-looking statements. This document does not constitute an offer to sell, or a
solicitation of an offer to buy, Danone shares.







Consumption in Western economies Solid growth in emerging countries
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Unigue expertise
and opportunities in

new geographies




Well diversified geographical footprint exposed to fast
growing geographies

(Sales split 2009)
Countr
Horth Amenca Latin America 2010e 2011e

- 13%
China 10.9% 8.7%
France ‘ -
145 .

i 0, 0
Asia Pactfic Brazil 6.3% 4.4%
i Rusia 6.2% 5.6%
Indonesia [N 5.7% 5.9%
‘ Afnica &
et Argentina | . 4.9% 3.0%
Mexico [+ 4.4% 2.5%
Westem Eastem Source: EIU
Europe &, Europe
France 135
34“|

41% of sales generated in Emerging Markets




Strong track record in developing consumption
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Danone Per Capita Consumption (kg/yr)



40 |

36

0

16 -

18 -

The growth potential remains huge

Fresh Dairy PCC

1 cup a day

1 cup every 2 days
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. Danone’s geographical opportunities going forward




Dairy Romania | Baby Nutrition Indone

% population
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Our ambition: 1bn Danone consumers

USD 25k

830imln
(94%). A '
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Strong brands In
fastest growing

categories




Best positioned in fastest growing categories

Faster growing categories Growth focused portfolio

5 - year volume CAGR

As of 2008 As of 2009 CAGR ’05-’09* Margin 09

6% | Medical Nutrition +12.1% 20.6%

Medical nutrition

Baby nutrition

Still bottled water

20% | Baby Nutrition +11.3% 18.3%

Yogurt

Savoury biscuits
and crackers

Ice cream

Frozen processed
food

Sauces, dressings
& condiments

1l Waters +6.2% 12.6%

Cheese
Confectionery
Functional drink i

unctional drinks YW Fresh Dairy Products  +7.6%* 14.5%
RTE cereals

Soup

Carbonates

Source: Euromonitor

*Like-for-like growth
1 Excluding Blédina




Strong positions with well-differentiated brands

« Danacol: exclusive plant sterols » Fortimel: superior high protein
supplement

| B\ OKET 82%
| i — market
share

the

segment

» Bebelac: unique complete care formula * Bonafont: low mineral water to help
eliminate
Cam o
gﬁ:?f:ﬁ
' A -
& BonN SFONI #1 in

T Mexico

Roll-out
BonAFONT, | in Brazil




Close-to-consumers brands

DAIRY

Emotional communication Web & Bloggers’ s
Communities ‘)
== :

‘ * Activia Belly dancing saga

Activia brand

+55% in volume : - Tk
Activia sales + in 2009 3 “ =
52% CAGR on i py—

last 4 years

Social Responsibility Equity

Poland
Share Your q
Meal 2

2004-2009: 7 miIn

meals given to
children in need &

On air in .
January 2010 |






Successful category defense plans in mature
WATERS
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Waters in emerging markets:
growing faster and more profitable

-

Mature Countries
Developing
Countries




Continuing to gain share in an attractive
NUTRITION market

BABY

Market share performance
Global baby food market (Danone universe, 12.4B€, MAT)

-
~ 27.3 N DANONE
CAGR4.8
%
-

€ 33.5bn
€ 26.5 bn

2009E 2014E

Source: Global market, Euromonitor, Constant Forex 2009, constant prices
Danone Universe, Nielsen MAT






MEDICAL
NUTRITION

Growth 2009




Very low penetration on core target

* |ssue: -

- 10% of over 65 year olds malnourished -
- 50% of patients over 60 years old y ’ﬁ‘
_a

In hospitals i

ﬁ >3 "
- 60% of nursing home patients | i O/

» Patient potential:

Less than 10%

' penetration

35% of
our business




Our organization : a unique and key asset

&

+ synapses

s \daptabilit =

p— + intelligence ¢
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o MUltIp'lClty s + synergies

———— + knowledge

» Reactivity 2 + success

Singapour

Buenos Aires

e O o &

DANONE DANONE DANONE DANONE
MEE)CAL NUTRITION



Outlook
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Objectives 2010

Sales growth? At least +5%

Free cash flow At least +10%

EBIT margin 1 Stable margin

1 Based on constant scope of consolidation and constant exchange rates

Medium-term objectives

At least +5%

€ 2 bn by 2012




