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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.
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2009: adjusting the model




KEY FIGURES - FY 09

~
Trading operating margin -

Underlying net income ' )

from continuing activities

Underlying (fully diluted) -

from continuing activities

Free cash flow @ l-;?

(1) At constant scope of consolidation and constant exchange rates
(2) Excluding exceptionals and excluding the effects of the capital increase

(3) Free Cash Flow: Cash flow from operations less capital expenditure (net of disposals)

€ 14,982 min

15.31%

€ 1,412 min

€ 2.57

€ 1,427mlin

+3.2% like-for-like @
(1.6)% reported

+61 bps like-for-like ®
+40 bps reported

+11.5% like-for-like @2
+7.5% reported

+10.2% like-for-like @»
(3.1)% reported

+ 20.6% reported



We strongly accelerated

Like-for-like sales growth | A
13.6%

10.5% 10.8%

(1.

(3.9)%

Dairy ~ Waters Baby — Medical GROUP GROUP Dairy  Waters . Caoy Medical Nutrition
Nutrition Nutrition Nutrition



FRESH DAIRY - Market shares continue to strengthen

Volume market share vs year agol

'+1.4 pt
'+1.0 pt
~p.
UK ‘ |'+1.8 pt
=] [
: |

' Poland

‘EUS ‘ \'ﬂ_zm
‘i-O.S pt
"+0.8 pt

" 'France | '+0.8 pt

m+2.8 pt
’t—O.l pt(2)

(1)  Full year 2009 vs full year 2008
(2) Year to date November 09 vs year to date November 08

‘@9' Mexico

Argentina

Czech ’
'~ Republic |

‘- Germany

‘ Russia
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Margins have strongly and consistently progressed in the past two
years with a peak in H1 09

Reported margins and like-for-like growth

16.03%

15.31%

14.91%

14.58%

11L& 27%

FY O7 FY 08 FY 09 H1 09 H2 09



Danone: 6 levers for profitable growth




Danone: 6 levers for profitable growth

ﬁ Fast growing categories
& Diversified geographies

8 A unique mission

&Y Focus on productivity

& Unique cash conversion cycle

(® Decentralized organization



Well positioned in faster growing categories

Faster growing categories
5 - year volume CAGR

As of 2008

Growth focused portfolio

2009 performance

Sales growth

6% | Medical Nutrition +11.4% 20.57%

As of 2009

Medical nutrition

Baby nutrition

Still bottled water

20% | Baby Nutrition +7.9% 18.32%

Yogurt

Savoury biscuits
and crackers

Ice cream

Frozen processed
food

Sauces, dressings
& condiments

1 Waters +1.0% 12.56%

Cheese
Confectionery
Functional drink :
unctional drinks Y4 Fresh Dairy Products +1.6% 14.54%
RTE cereals

Soup

Carbonates

Source: Euromonitor



Unique ability to build differentiation

* Fortimel: superior high protein supplement

Drive the

segment

» Bebelac: unique complete care formula » Elimination: low mineral water to help eliminate
Bebaiac i '3
-ﬁ_ - i 2~ ',-’/Conlptete ‘j l-_; .
l- Care = i Leader in
LN -
-~ % — BUNS‘rmNT Mexico
:ﬂ‘ 1 -
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Unique ability to build differentiation

« With unparalleled taste superiority and dailiness

v' Superior

50% 40%
superior parity




Our key brands drive the growth

Volume evolution Activia

18.6% 19.2%

Q109 QI 0% Q305 a4 0%

-!_l' Yolume evolution Actimel
Actimel
11.7%
4.7%
== .
-0.4 -1.2%
Ll ) 3l % Q23 0% a4 %

Volume evolution Bonafont

B ]QL*L FONI

28.0%

11.3%

Bﬂ'% .

a1 0% Q305 a4 0%

Q1 0%

Volume evolution Aqua

3y 1A%
« 20

Q05

Q4 09



http://www.aqua.com/aqua_v3/eng/index.php

Our key brands drive the growth

IFALENCHECH THS

Volume evolution Immunity

o
4 . L>
18.1%
15.8%
I I T.I ) 1
O 0% a2 0% a3 0% o4 0%

Volume evolution Neocate

== | 21.0% 18.8%
— 13 3%
1D 4% I
Q1 09 Q3 09 Q4 059

Complete
Care
11.8%
Volume evolution
Superior Nutrition ;
P 5.1%
3.0%
1.1% .
,
O 0% G 0% 03 09 o4 0%
L 19
Volume evolution Fortimel
urtime};
P
. i 15.3%

12.1% I

a1 05 2 D5 Q309 Q4 09




& Well diversified geographical footprint exposed to fast growing
geographies

Faster growing markets

(sales split 2009)

9% 13 .
T China 8.2 % 10.6 %
14%,
*’-‘*‘-‘1&1?}*1*1‘1‘: Indonesia . 5.3 % 6.5 %
Brazil 4.3% 2.6 %
Africa & i ' — 0 0
‘ . Argentina | _ 6.2 % 0.6 %
4%, -
Mexico l#l 0.6 % (0.3)%
Western Eastern Russia ] 4.8 % (0.9)%
Europe ex.
Fr;ce El.;l‘;p-e Source: Economist Intelligence Unit (EIV) as of May 28 2009 (national sources, EIU)

34 H 1 OECD aggregate real GDP growth rate used as benchmark for 07/08 and 08709 is 0.8% and
' (4.1)%, respectively

41% of sales generated in Emerging Markets



© No. 1 fresh dairy

Latin America

@ No. 1 fresh dairy
& No. 1 bottled water

for continued above-sector growth

Western Europe

No. 1 fresh dairy

No. 2 bottled water
No. 1 baby nutrition
No. 1 medical nutrition

(OB R O

Africa/Middle East

& No. 1 fresh dairy

Our mission and market positions provide a strong platform

T W, T

Eastern Europe

& No. 1 fresh dairy
@ No. 1 baby nutrition
@ No. 1 medical nutrition

N
‘

& No. 1 baby nutrition
@ No. 1 bottled water

To bring health through food to the largest number of people



& Substantial potential to increase our worldwide footprint

Danone’s geographical presence in 2000

Danone’s geographical expansion since 2000



& Unique expertise and opportunities in new geographies

White space in current big

countries: East Russia + West USA +
North Brazil

= + 200 mln new consumers

‘f

- Ler = =i |

One meaningful area to _ Per Capita potential in
assess BOP model: - recently opened countries

Indian subcontinent
- 1 bn people ; : : I
Daliry ) é @, E

Geographical : N *- /J.\\\

Footprint - o

— |
I *
.

800 mlIn consumers with
<1 kg per cap

'

e

(O
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Danone: a unique mission

DANONE
Treating
HIEERIIge nuctrrlittli(z)ar:al
s_tomagh Bring health through needs
distention =
food to the largest |
number of people -
=
Jf-uh
5 evian
_ Hydration and
&7 . elimination
Treating Immunity, -

infection & allergies i i



Our Mission: To bring health through food to the largest
number of people

&

Ourjoperations cover:1.9 bn consumers -
mostly,in developed countries

345 mln
(11%)

Out!ofi1.9.bn, 37% consume on a

monthly basis

152 mln
(44%)




& Our Mission: To bring health through food to the largest
number of people

T P e —

R
‘) Dairy Romania d Baby Nutrition Indonesia
Market share CANWIG

=
Actimel

2,21 €/kg 280

A 11%

1,38 €/kg

1,03 €/kg



Our Mission: To bring health through food to the largest
number of people

Waters Mexico

Alternatives have significant

No drinkable drawbacks:

; ¢ = Mot reliable
ap water « Not properly *purified”

« Flavor issues
= Requires time

20 Lt jug is the
only affordable
alternative for

secure &
convenient water

Jug (20 Lt) PCC
Per year

Boiling
“"‘k { l ' _:-_ . - T'-',, .. +
I-::-LI]HE[ — ’ ~l.- Bsnrr ® 121 '.t

Chlorine Filters

132 Lt




By-product valorization
» Desserts & Drinks

Upstream Differentiation

* DanFarm - potential up
$% 0 €40-80 min %{
#» CO2 Footprint reduction

DanCream - T » DanMilk means to differentiate
# European Cream sales Danone milk

Milk Transformation

mmm) optimization of
milk usage




Q Focus on productivity

Head office convergence:
- 7 countries initiated move in 2009-2010
- 6 morein 2011-2012

L4

Global plan for IS/IT convergence

Purchasing opportunities cross division

2010 media pitch - 17 Countries

- Cross divisional
- + 15% GRP (€ 80 mln equivalent)

1A




& Unique cash conversion cycle

FCF in € mln and as a % of sales

Numico

1516 1427

1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

1303

1184 1183

10.0% EM12.6% [ 9.3%




3 Unique cash conversion cycle

.'.._‘_ ~ 1 i
F
|

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Days inventory 38.7 37.8 38.4 35.5 34.3 33.7 37.2 42.6 42.1 42.2
Days payable -92.0 -87.1 -91.5 -94.6 -94.4 -94.7  -108.8 -119.2 -114.4 -112.8
,l.; s Receivables net of rebates 39 36 34 30 29 25 32 28 18

Cash conversion cycle
including rebates 15 - -36 -40 -48 -54

- 13 -19 -29 -31
‘ . L .n ' - -— "f

¥
Successful initiatives | Headwind New Initiatives

» FREE
* GEM
+ Capex monitoring

» Cash committee » Negative mix (new geo)

» LME

» Suppliers negotiation

» Sales & operations planning process
(decrease of stocks)

+« Wall to Wall

* Animation of KPIs
i*;’ A\

| SN



@ Decentralized organisation

+ synapses

» Adaptability -

+ intelligence

® MUltlpllClty A 3 + synergies

+ knowledge

» Reactivity + success

New York

DANONE DANONE




Medium-term objectives

Medium-term objectives

Sales growth? At least +5%

Annual free cas_h flow | € 2 bn by 2012
from operations

1 Based on constant scope of consolidation and constant exchange rates



2010: our key priorities




Dynamics of our operating environment

: Consumption in Western economies -~ Solid growth in emerging countries
2% -
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Key priorities 2010

— e S — —_— —
é CONTINUE TO STRENGTHEN TOP-LINE GROWTH
® Keep reinforcing our competitive positions
® Negative value growth gradually fading away
® Strengthen new geographies & seize new opportunities
é SUSTAIN OPERATING MARGINS

® Productivity will be key priority to counter cost inflation
® Competitive management of pricing
@ Balancing H1/H2

e MAINTAIN FREE CASH FLOW FOCUS

® Continue to improve the cash conversion cycle
® [ntention to start using share buy-back authorization in 2010




Outlook 2010

Sales growthl

Free cash flow

EBIT margin 1

1 Based on constant scope of consolidation and constant exchange rates

Objectives 2010

At least +5%

At least +10%

Stable margin
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