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Disclaimer

This document contains certain forward-looking staénts concerning DANONE. Although
DANONE believes its expectations are based on redde assumptions, these forward-looking
statements are subject to numerous risks and wmoé&ds, which could cause actual results to
differ materially from those anticipated in thesmward-looking statements. For a detailed
description of these risks and uncertainties, peasfer to the section “Risk Factors” in
DANONE's Annual Report (which is available on wwanane.cojn DANONE undertakes no
obligation to publicly update or revise any of tadsrward-looking statements. This document
does not constitute an offer to sell, or a soliwia of an offer to buy, Danone shares.




Danone: A unique mission
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Well positioned in faster growing categories

Faster growing categories Growth focused portfolio

5 - year volume CAGR 2008 performance

As of 2008 As of 2009 Sales growth

e 6% | Medical Nutrition +12.7% 22.15%
Baby nutrition
Still bottled water

18% | Baby Nutrition +17.0% 17.51%
Yogurt
Savoury biscuits

and crackers
Ice cream

Frozen processed
food

Sauces, dressings
& condiments

Waters +1.9% 12.80%

Cheese
Confectionery
Functional drinks : 0, 0,
Fresh Dairy Products +7.7% 14.07%
RTE cereals

Soup

Carbonates

Source: Euromonitor



Well diversified geographical footprint exposed to the

faster growing geographies

Diversified geographic portfolio Faster erowine markets

DP growth differential v. OECD

America America
% 13% China 8.2% 10.6 %
France
14% e Indonesia : 5.3% 6.5 %
12%
Brazil 4.3% 2.6 %
Africa &
‘ Middle East Argentina  * 6.2 % 0.6 %
4%
Mexico =B 0.6 % (0.3)%
Eastern .
Western B - Russia | 4.8% (0.9)%
Europe ex. 15% Source: Economist Intelligence Unit (EIU) as of May 28 2009 (national sources, EIU)
France 1 OECD aggregate real GDP growth rate used as benchmark for 07/08 and 08/09 is 0.8% and
(4.1)%, respectively
33%

40% of sales generated in Emerging Markets




Delivering leading volume growth in a recessionary
environment

E Y

Q1 09 LFL volume growth Q2 09 LFL volume growth

3.6%

1.1%

0.3%*
.
O Fd O 0.5%

DANONE '1.6% -1 8% DANONE

2 0° Selected F&B peers
e U% -3.4%
Selected F&B peers

-1.0%

*Incl mix-effect and estimated for Q2



Our mission and market positions provide a strong
platform for continued above-sector growth

T T " — T R S T Y

Western Europe Eastern Europe
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© No. 1 fresh dairy ©  No. 1 baby nutrition
© No. 1 bottled water

© No. 1 fresh dairy
© No. 1 bottled water

To bring health through food to the largest number of people










The dairy category Is expected to continue to deliv
above-average growth

Faster growing categories
5 - year volume CAGR

Medical nutrition 8.8%

Baby nutrition

Still bottled water

Yogurt

Savoury biscuits 4.6%
and crackers

Ice cream

Frozen processed
food

Sauces, dressings
& condiments
Cheese

Confectionery

Functional drinks 6.4%
RTE cereals

Soup

Carbonates

Source: Euromonitor



We offer unparalleled health benefits
coupled with superior product quality

® Unrivalled track record of offering measureable hea  Ith benefits

® Through superior tasting products

® More than 50 clinical studies in 2008

Koérpereigene Immunzelien
ais Tod due Adeatsurihe

® More than 1,200 employees in R&D







Evolution of milk price drove up price/mix effect

Evolution of milk commodities Quarterly price/mix effect on

and milk prices (EU SMP) like-for-like growth

(€/kg)
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The Price Reset Program entalls the full 360°degree
marketing circle
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TR
Great Taste and 80 calories!

Retail Price:

(upt0'$1.00)

® . Get One FREE 6 oz. Cup
] of DANNON®
Light & Fit Nonfat Yogurt
when you purchase 3 cups
i

i e . i




France /Danette — Successfully adapting the product
and marketing mix

e Danette example

® Price positioning vs PLs over the last 9 months = index from 135 to 124

® “La Danette des Francais” campaign
- big buzz success, €1.6 min videos viewed on the web

- +40% volumes vs the '08 campaign

® Dedicated 6-pack offer for hard discount

2.4%

e

4.2%

-6.7% 0.5% 0.2%

-7.5% _h—

Apr 09 May 09 June 09 Apr 09 May 09 June 09

Monthly like-for-like sales growth Monthly like-for-like volume growth
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1 cup a day
1 cup a week

1 cup a month

1 cup every 2 days

Fresh Dairy PCC in 2008

The growth potential remains huge
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>1000 tons/month
Price index 71

vs classical yoghurt

>2500 tons/month

Price index 61
vs classical yoghurt







We typically enter into 3-4 markets every year

Egypt Indonesia China
Thailand Columbia South Korea
Chile South Africa

New countries generate around €20mIn sales
after first years of launch




New geographies continue to provide
high-growth potential

Population: 74 mln people and dairy PCC" of 1 kg

Launch: Market entry 2005, Activia launched in May-08

Sales growth: +77% in 2008

Market Share: +7.7 pts to 28% in 2008

Population: 17 mln people and dairy PCC' of 10 kg

Launch: Market entry Jun-07, Activia launched in Sep-07
Chile Sales growth: +27% in 2008

Market Share: +4.3 pts to 19% in 2008

Break-even level generally reached within approx. 3 years

1 PCC refers to per capita consumption



BIO: 16.3%

27 Source: 2009 Nielsen RA by May09




///.\“ We just entered S-Korea through the launch
N\l of Activia in the first week of September

®

S-Korean dairy market is highly functional
and segmented

PCC of only 8 kg

Drinkable and spoonable Activia launched

Through organised trade, 13k stores, selling with LG, the #1 FMCG
company in S-Korea

Factory built 250km south of Seoul and R&D center at Korea
University Campus '




The “World” continues to offer substantial potential
to increase our worldwide footprint

Jll Danone’s geographical presence in 2000
. Danone’s geographical expansion since 2000






