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Growth and innovation to drive value
Bringing together all growth functions in one seamless team

Growth Growth Business
strategic functions accelerator programs chief growth officers
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Growth and innovation
Fostering a unique mindset

Glsbal

center of expertise

L scal,

empowerment
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Contributing to our collective ambition : gé?‘?ﬂﬂfﬁl}_c

Embedding digital and innovation to deliver our business goals PROFITABLE

GROWTH

our strategic priorities our 2020 objectives

> s 57 6.

2 maximize efficiencies

sales growth (1) operating margin (2)

3 allocate capital with discipline

(1) Like-For-Like sales growth
(2) Recurring operating margin
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#FoodRevolution and Digital
The Perfect Fit

407 607.

of worldwide searches of purchases

focus on food in our categories
& beverages are triggered by
(Google and Amazon) an online touch point

> : Google search report- Garner digital index report
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Four strategic priorities
To succeed in the digital era

1

Reimagine
brands

Transforming Disruptive
channels innovation
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Reimagine brands
When they eat & drink, people vote for the world they want to live

As the power is shifting to people... ... Reinventing our brand model
... Who engage and adopt brands Shifting to
according to the Manifesto brand model

purpose and values they share




Manifesto brands: building loyalty through brands with a purpose & j
Bonafont case study '

brands
GROW
MANIFESTO
BRANDS

Purpose Act Impacts Long term == Faster
Measure Consistent - Gr Oth
| i i i
BONAFONI. | | ; ;
We fight for We do We impact for 25 years
» Raise awareness
. (>100 Mio reach)
Women Fundraise on Gender Equality
Empowerment issue
= 100% Limited Editions
. profit donated
Campaign to women
projects
A = $1TMX / kmrun
e Race donated
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Manifesto brands: building loyalty through brands with a purpose j
Bonafont case study '

brands
GROW
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BRANDS

Purpose Act Impacts Long term == Faster
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Impact and results |

Reimagine

Manifesto Brands deliver incremental value and growth

the Bonafont case growth
Growth 3X
+5-10% vs. last year Faster(!

Manifesto

Most Loved Brands

FMCG brand in Mexico

Average
Danone
Brands

Leadership
1 2 3

/J‘<;(\’\ °® :
BonAronT — Clel. espura

(1) 2017 vs 2016
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Some other great examples of our Manifesto brands in action

' ' ’ ' ishi
gender equality | circular economy: fransparency | support to farmers Rgggingsgs
AR
evian
| |
o

commits o be a

ST 107 +STe 107, 107, 157. 07

growth vs PY growth vs PY growth vs PY growth vs PY growth vs PY
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Danone One Planet. One Health m/|
The journey has started in France with 3 important commitments

brands

Transparency Organic Regenerative agriculture

1 1 1
1 1 1
1 1 1
: Danone France & : 9 :
¢ @DanoneFR o ]

Danone France @ @DanonefR - 21 fér. v Deuxiéme acte : renforcer notre offre o e s ol | , v
Premier acte : donner les moyens a chacun.e de mieux choisir son alimentation. . # I I h Troisiéme acte : accompagner nos agriculteurs partenaires pour développer
#0OnePlanetOneHealth b|0. OneP a netoneHea t I'agriculture régénératrice. #0nePlanetOneHealth

DES D'IC 2020, (416
RECETTES @ 1+ 65 HARLES NS

4 DE DANONE EN-ERANCE
PLEIJS SdIMPdeEiw " PROPOSERONT UNE OFFRE

s

GIF N o | GIF |
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Danone One Planet.One Health
With a full engagement plan with consumers in Sept

T

Social media conversations

DANONE { 9[\’]
ONE PLANET . ONE HEALTH . &) 51 ! . reach
LE

Le vendredi 21 septembre, SEPTEMBRE,
Danone et ses marques reverseront fintégralité des ventes de la journée GHEZ DANONE .

o des prajets dagriculture plus respectueuse de'la planéfe ef de la sapfe. ON AGIT A S 4
Ros aulres ercacenanls sur Danana i
i~ Turnover J, | l (+8% vs average Friday)

¢
‘N Lofede  AIRO. ACTIVIA bhidhs SOO DCInOI'Iel'S in SforeS

(86% neutral, 13% positive, 1% negative)

Danone; Jne saue plsnétn Lne geule sente D3vang sengace pour B3 Edan-;-le et la sane \ak Darcre fr
"Chiflie Jallares repteislilng 188 Vertes en grandss surfaces d2 DPFF, SNEME Les Pres Rienl Bio & Biddra
redsies un Franoe Mekopcltaing

@ DANONE ONE PLANET. ONE HEALTH



Reimagine brands
Our ambition for 2020

0 ‘ 1007

Manifesto brands of our brands participating
accounting for 20% of Danone sales ) iIn the manifesto brand journey

in 2018 ‘ by 2020
LE P _
Villavicencio )%253?\ :&g e‘:;:a*h alpor (o]

VACHES

happy family

g v d
LD nutlles  PHOSPHATINE

@ DANONE ONE PLANET. ONE HEALTH




Four strategic priorities
To succeed in the digital era

DANONE

ONE PLANET . ONE HEALTH
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Transforming consumer engagement
Optimizing marketing spend and reaching new audiences

M=)

oege ° (] o ° |
from Traditional advertising to Precision
Buy reserved ad space at negotiated price, ‘ marketing MASS
and same creative to all
Bid on real-time for | OF NICHES
> audiences, based
on data and tech
/\/ with differentiated
s creatives TARGETING
ﬂ["]ﬂ per consumer AT SCALE
segment
MASS MASS INTUITION-
MARKET ADVERTISING DRIVEN
/\/ DATA
[I”l]ﬂ DRIVEN
@,
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The digital shift is underway
Proven impact on growth and efficiency

Efficiency Effectiveness
cost per useful contact sales impact

— N — — N —

2307 10-207.

*average on first party data campaign measured
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Precision marketing

Successful tribes activation in partnership with customer

8 tribes identified...

—_
Do

Heavy buyers
of L&F

Lookalike 2

Lookalike 1 \\
Buyers of
healthy prod Al other

shoppers

Lookalike 3

/

Buyers of
baby products

Lookalike 4
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...largeted content...

e
e e
&
L .
e e
tg#& % @ spotify

.. positive impact on results

sales lift

131

cost per contact

367.



Transforming consumer reach and engagement
The digital shift is underway

Media spent on digital Audience-driven activation Search optimization
o
1007.
° ‘ of our digital activations will be o
>3 0 /o ) data-driven by end 2018 ) +/' 4 /o

(Highest in China and UK) ©) rise of search performance
S S (incl. ebusiness search
o

with Amazon)

of our media investment
generate proprietary data
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Four strategic priorities
To succeed in the digital era

ONE PLANET . ONE HEALTH
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Transforming
channels
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CASH &

YCVS cosrco




A growth engine for Danone today... and tomorrow
Objective to double e-commerce size by 2020

From

\

T VA

of Danone net sales growth vs. LY
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:€Zmbn

sales in 2020



Delivering €2bn e-commerce target
Key levers already deployed in countries

right organization

ELN China cross functional
e commerce acceleration feam

right supply chain
strategic partnership

JD Logistics, Danone Join Hands
to Build Shared Warehouse,
Optimize Distribution

ZHANG XIA W

right execution

waters France
on line store

Ae AAe
‘ ’e'{,,an = . ev|an

dedicated assoriment
DWC exclusive pack for JD.com

3

Transforming
channels

data sharing

EDP Precision marketing
with Ocado

JBP with pure players
ASPAME Lazada strategic partnership

LAZADA

Effortless Shopping
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Happy Family success story

3

Transforming

Rapid sales growth demonstrates benefits of omnichannel strategy

E-commerce net sales

e-business sales is now

>10/« of HF total net sales

Growing XZ faster than

total net sales growth

Launching a very innovative
Happy Bundle
DTC subscription program
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Key success factors

Prioritizing eCommerce within the company,
both with resource and investment

i Forming a dedicated and fully-integrated

eCommerce cross-functional team

Marketing team
with digital-first/ecommerce-experienced
talent

A consumer-first standpoint approach when
deciding on assortment, offering
and communication



Enhancing team capabilities across categories

Embedding digital skills in all sales functions

amazonacademybyDanone
N

GM, Sales director,
Sales & MKG VPs

v’ Snapshot of what
is takes to win
with Amazon

v Understand business
model, channels and
flying wheel

v’ Learn about Amazon
strategy and latest activity

Iil All functions
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Ecommerce & Key
account manager

v Understand selling model

v' How to manage P&L

v Navigate trough
counterparts

v Understand Amazon
funnels and tools available

v’ Creative, Search & displays
guidelines

|i| Digital Manager

Operation manager
& customer service

v Understand operation
model, route to markets

v/ Maximise availability and
minimize cost to serve

v’ Product page Content and
A+ pages guidelines

v’ Support to build brand
store

fi‘ Brand managers

lill All functions

v" Hundreds of best
practices from all the
fonctions and all the Bus
around the world

v Danone ambition by
2020 and majors pillars
of the global strategy

v’ Quaterly results and CBU
rankings

[i] All functions

3

Transforming
channels




Four strategic priorities
To succeed in the digital era

DANONE

ONE PLANET . ONE HEALTH

Disruptive
innovation
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Create value through disruptive innovation 4

Disruptive

Anticipating and monetizing consumer trends

Accelerate...

e Plant-based

« Organic
and beyond
D
TWO Goop [
¢ Probiotics 43
=

e
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Innovations: more, better, faster : 4
Now around 20% of our net sales(!)

PLENE LIOSLIJNN
" vonunnd

b

PROBIOTIC DAILH
BILLIONS OF LIV
ACTIVE PROBIOTIE!
e
9, !
P,

TRAWBERRY

Activia in the US Net sales/ liter vs. core range  Organic baby food market Recyclable
+4% YTD sales growth 50% higher 10% market share packaging for AMN

(1) Innovations and renovations
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Innovations: more, better, faster 4

Disruptive

More agile and open innovation process

STaK

BREW

COFFEE

LOW& 0% SMOOTH TASTE

Fast Prototypes Design Thinking Concepts faster o market
in the pipeline in the pipeline on latest innovations
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Innovations: more, better, faster 4

Disruptive

Identifying partners and technologies to drive future value

INVEST

Focus on:
*New business Model
*Packaged Food
*Life science

Focus on low scale testing
for new business ideas

MANIFESTO
VENTURES

MANIFESTO iNNOVATION
ACCELERATOR

P =

Focus on new technologies (ingredients,
PA RTN E R pack & material, process, devices ...)

Health-orlife

The-Kitchen

FoodTech Hub

DANONE

Startiipbootcamp

FoodTech
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Conclusion: Fit for growth and innovation

Our 2020 ambition
FROM TO
grow 20% 100%
Brands :
manifesto brands of net sales of net sales
Channels double
e-commerce
- Digital media
Advertising spending p ] 0)/A >40%
of total media of total media
, disrupt Increased
Offering innovation > 20% of nef sales contribution of innovation/

from innovation/renovation renovation to growth
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c usi SUPERIOR
onclusion . . SUSTAINABLE
Well-positioned to deliver sirong value creation o PROFITABLE

GROWTH

Growth & Innovation
at the heart of value creation

Enhancing brand relevance to engage

. o ene with next generation consumers
Danone strategic priorities

/‘ accelerate growth ‘ ..ll Driving incremental sales through digital channels

Z maximize efficiencies > Data-driven activation to optimize media spending
3 allocate capital ‘

with discipline Innovating for the next frontiers

Using digitization to deliver savings and efficiency
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Disclaimer

» This presentation contains certain forward-looking statements concerning Danone. In some cases, you can identify these forward-
looking statements by forward-looking words, such as “estimate,” “expect,” “anticipate,” “project,” “plan,” “intend,” “believe,”
“forecast,” “foresee,” “likely,” “may,” “should,” “goal,” “target,” “might,” “will,” “could,” “predict,” “continue,” “convinced,” and
“confident,” the negative or plural of these words and other comparable terminology. Forward looking statements in this
document include, but are not limited to, statements regarding Danone’s operation of its business, the expected benefits of the
fransaction, and the future operation, direction and success of Danone’s business.

1k

* 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 “Risk Factor” section of Danone’s
Registration Document (the current version of which is available on www.danone.com).

» Subject to regulatory requirements, Danone does not undertake 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 securities.

» All references in this presentation to "Like-for-like (LFL) New Danone” changes, recurring operating income, recurring operating
margin, recurring net income, recurring income tax rate, Recurring EPS, Yakult Transaction Impact, free cash flow and net financial
debt correspond to financial indicators not defined in IFRS. Their definitions, their reconciliation with financial statements and IAS29
accounting treatment for Argentina are included in the Q3 sales press release issued on October 171, 2018. Ql1, Q2 and HI1 2017
reported figures have been restated for IFRS 15. Indicators ROIC and Net Debt / EBITDA are defined on page 64 of Danone’s 2017
reqistration document

« Due to rounding, the sum of values presented in this document may differ from totals as reported. Such differences are not
material.
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