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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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H1 2010 Results

Confirming FY 2010 Guidance



Growth momentum across ALL our businesses

Q2 09 Q3 09 Q4 09 Q1 10

Like-for-like sales growth

Q2 10
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4.6%
3.8%

2.3%

4.8%

7.4%
6.5%

7.0%

8.5% 8.7%

Q2 09 Q3 09 Q4 09 Q1 10 Q2 10

8.8%
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13.6%

9.3%
10.8%

Q2 09 Q3 09 Q4 09 Q1 10 Q2 10

0.7%

2.3%

4.6%

7.6%
6.6%

Q2 09 Q3 09 Q4 09 Q1 10 Q2 10

Fresh Dairy Products Waters

Baby Nutrition Medical Nutrition
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(2.3)%

(1.2)%

1.0%
1.4%

2.1%

1.4%

Growth momentum across ALL our geographies

Europe

Asia

Rest of the world

Q2 10

Q2 10

Q2 10

Q1 09

Q1 09

Q1 09

4.8% 5.8%

9.2%

12.2%

16.1% 15.9%

10.7%

13.3%

8.5%

11.7% 12.2%

15.3%

Like-for-like sales growth
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Dairy : volume and pricing show business resilience 
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Volume total Dairy Price/kg

113
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Price/kg

(indexed)
Volumes 

(Ktons)

Price/kg still 

higher than 

pre-crisis 

level of 2007
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Strong margin uplift over the same period

14.91%

15.31%

FY 08 FY 09

Reported margins and like-for-like growth

H1 10

15.30%

FY 07

13.27%

+ 38 bps 

average 

increase 

per year

over

2007-10

+53 bps

+61 bps
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H1 margins evolution driven by pricing and cost

H109 margin Input cost Pricing Country mix Other 

productivities

Leverage A&P H110 margin

16.0% 15.3%

(1.0%)

(2.4%)

(0.2%)
+1.3%

+0.6%

+1.0%
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Pricing H2 essentially a factor of comparison

H1 09 H2 09 H1 10 H2 10

Price / Kg (index)
H1

(2.4%)

H2

With same 

pricing as H1, 

neutral on 

margin

9



Pricing comps to drive positive margin dynamics in H2  

Pricing – 2,4

Input cost – 1,0 

Country mix – 0,2 

Productivity + 1,3

A&P + 0,6 

Leverage + 1,0 

Higher headwinds

Similar trend

Similar trend

In line with 2009

Positive

Comps  positive

TOTAL-0,7 POSITIVE

H2 2010H1 2010
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Danone’s milk cost inflation expected to be around 10%
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Development of worldwide SMP price,

January 2006 to August 2010,

(USD/kg indexed)

Development of average farm gate price, 

January 2006 to August 2010,

(price/ton indexed)

Estimated FY input costs inflation: 8-10% 
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Productivity in media investment 

allows for increased pressure

10-15% visibility increase across 4 divisions

Stable media investment

2010: strong productivity in media …

… achieved through negotiation and 

optimisation of media cost drivers

Media pitch in 20 countries representing 

70% of media expenses
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Confirming our FY Targets  

7%

H1 2010

+35%

Sales growth1

EBIT margin 1 15.30%

Free cash flow

1 Based on constant scope of consolidation and constant exchange rates

FY 2010

> 6%

> + 10%

Stable
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Focusing on… our new frontiers



Sales breakdown in 2009Sales breakdown in 1996

Fresh Dairy

Products

26%

Biscuits

20%

Waters

10%

Prepared Food

9%

Italian 

Cheese 9%

Beer 8%

Glass

Container 7%

Sauces 5%

Pasta 3%

Baby Food

3%

Fresh Dairy 

Products 

57%

Waters

17%

Baby Nutrition

20%

Medical Nutrition

6%

1996 – 2009: reshaping the group businesses
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…creating a high quality platform

No. 1 fresh dairy

No. 1 baby nutrition

No. 1 medical nutrition

Eastern Europe

No. 1 fresh dairy

No. 2 bottled water

No. 1 baby nutrition

No. 1 medical nutrition

Western Europe

No. 1 fresh dairy

North America

No. 1 baby nutrition

No. 1 bottled water

Asia

No. 1 fresh dairy

Africa/Middle East

No. 1 fresh dairy

No. 1 bottled water

Latin America

To bring health through food to the largest number of people
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1996-2010 : reshaping the Group presence

North 

America 

6%

Western 

Europe 77%

17%

6%

77%

1996 2010 H1 (pro-forma Unimilk)

48%

2%10%

40%Western 

Europe 43%

North 

America 

10%

Japan + 

ANZ 

2%

Emerging 

markets

48%

Emerging 

markets

17%
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Dairy : a story of category development

Danone Per Capita Consumption (kg/yr)

2009
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Uplift 5 years



Baby : the same opportunity 

Source: Euromonitor for regional pcc and growth data; Nielsen data for France pcc

+ 6%

+ 11%

+ 3%

+ 11%

- 1%

+ 2%

+ 3%

CAGR 08-13
WW average 
32 kg/ pcc

France

Western Europe

North America

Eastern Europe

Latin America

APac

MEA

198

136

113

92

46

15

9

Per capita consumption (kg/ baby)
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This has led to sizeable EM platforms

Top 10 countries H1 2010
(pro-forma Unimilk)

1 France 24%

2 Italy 11%

3 USA 11%

4 Spain 8%

5 China 8%

6 UK 6%

7 Argentina 5%

8 Benelux 3%

9 Mexico 3%

10 Germany 3%

Top 10 countries 2000

% total sales

1 France 12%

2 Russia pro-forma 10%

3 Spain 8%

4 USA 8%

5 Mexico 5%

6 Germany 5%

7 Indonesia 5%

8 UK 5%

9 China 5%

10 Argentina 4%

% total sales
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With converging margin levels

21

2007 2009

+172 bps

(46 bps)

2 years margin evolution

GROUP TOP 8 mature 

vs top 8 emerging countries

130 bps

Top 8 mature countries

(88% sales total mature)

Top 8 emerging countries

(74% sales total emerging) 12.4%

15.1%
14.1%

13.1%

2007 2009

Example:WATERS
Margin emerging countries vs average

Water 

emerging

Water 

division



4 large EM businesses for tomorrows growth
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Dairy Baby Nutrition



1998-2008 : creating a large profitable platform

Danone entered Russia in 1993

Construction of a state-of-the-art factory initiated in 1998

Growth driven by focus on health benefit products as well as on 

distribution and consumer coverage

€ 164 mln invested from ‘99 to ‘05

14.2%

22.0%

28.5%

2001 2004 2008

100

265

587

2001 2004 2008

+29%

CAGR

Volume growth development

(indexed)

Value market share

development 

Distribution & consumer 

developments

+7.8pts

+6.5pts

Russia

2000 2004 2008

Active clients 11,250 40,600 83,751

Routes 190 680 1,068

# of consumers 
(mln)

52 85 115
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Algeria

Austria

Belgium

Brazil

Bulgaria

Canada Chile

China

Colombia

Czech R.

Finland

France

Germany

Hungary

India

Iran

Italy

Japan

Mexico

Netherlands

Norway

Poland

Portugal

Romania

Slovakia

South Africa

Spain

Sweden

Turkey

UK

USA

Argentina

Belarus
Kazakhstan

Russia

Ukraine

0

5

10

15

20

25

30

35

2% 3% 4% 5% 6% 7% 8% 9% 10%

1 cup a 

week

1 cup a day

1 cup every 

2 days

* GDP growth PPP 2010-2015 (source EIU) Purchasing Power growth *

Average consumption of 

Fresh Dairy Products

CIS remains a major growth area for Danone dairy

Russia
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Traditional 

Dairy

Modern 

Dairy

Baby 

Food

Prostokvashino

Letniy den'

Bio Balance

Actual

Tëma

Smeshariki

Rapid consolidation of 

local dairies under 

national brands

Product and packaging 

innovations : Bifidus, 

Whey-based, Tëma, 

Yoghurt, …

Unimilk : Prostokvashino & other brands 

Russia
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Distribution

Modern retail 

and

Direct RTM

Presence 

in  

traditional 

channels

Regions

Focused 

on “the West”

Focused

on “the East”

Portfolio

Focus on 

Premium

and 

Health

Focus on 

traditional with

reach to all SELs

Industrial & 

supply chain

Best-in-class 

practices

Large 

network

Cost synergies:

+ ~ 200 bps margin over 4 years

Revenue synergies:

+10% additional sales over 3 years

DANONE 

UNIMILK

+

=

Danone-Unimilk: complementarity 

drive  synergies

Russia
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• € 1.5 bn sales proforma 2009

• 21% of the Russian total dairy market

• Categories: all dairy products *

DANONE-UNIMILK A 
STRONG #1

• Geographies : Russia, Ukraine, Kazakhstan, Belarus

• Access to significant white space

IN A HIGH POTENTIAL CIS 
DAIRY MARKET

• Brands, products, geographies and distribution

• Significant revenues and cost synergies

LEVERAGING ON HIGH 
COMPLEMENTARITIES

* Including Unimilk’s baby food business (Tëma, Smeshariki, etc.)  /  Excluding  Danone Baby Nutrition business (Nutrilon / Malyutka / Aptamil, etc.)

Danone + Unimilk : A strategic alliance

Russia
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Dannon US : business x 2 in 8 years

1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Confidential, proprietary information

USA

CAGR 10 years: +9.0%

Net sales Dannon US (USD)
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Source: Symphony IRI Infoscan; Total US – Grocery; YTD Ending 4/25/10

Portfolio has been significantly reshaped for growth 

USA

10.5%
8.2%

6.4%

4.9%

4.2%

3.4%

0.8%

4.0% 10.6%

0.7%

1.6%

2006 YTD 2010

18%

66%

16%

42%

44%

14%

Market share by brand

Dannon core

Light & Fit

Danimals

Activia

Danactive
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Strategic growth axes

To The Limit
Multi-packs 

revolution
PH New 

brands

Core 

for Growth

Kids 

Domination

Tactical

Private

Labels

Greek

USA
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17%

7%

53%

15%

7%

We will grow the category through both 

penetration and frequency

USA

FREQUENCY: Almost 2/3’s of 

all Yogurt Buyers only Buy 

the Category Once a Month 

or Less.

Heavy:
2+Xs Month

Medium:
2Xs Month

Light:
One a Month

or Less

One Time
Buyers

Non
Buyers

PENETRATION: 17% 

households are not 

consumers

Source: 2010 IRI Household Panel. 2011 and beyond, Internal Estimate 31



Source: 2010 IRI Household Panel. 2011 and beyond, Internal Estimate

Vision: 

10 mln new American households to eat yogurt

USA

2010 Target

Households penetration 83% 91%

Frequency 12.6 14.5

Volume per act (Lbs) 2.6 3.4

Per capita consumption (Lbs) 12 20

Pcc +66%
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Retailers : change the SHOPPER experience

Under-developed shelf space

USA

15.2

11.7

9.6

9

7.8

7.6

7.1

USA

Canada

Ireland

Spain

Netherlands

UK

France

Small shelf space in a crowded aisle

Poorly organized, confusing set

Number of SKUs per foot of shelf :

Source: Danone Internal Data – 2007-2009 – USA, IRI Database Last Shelf Audit June 2009 33



2009 2010

Successful Innovation

USA

Crush cup

Activia Fibers

Danonino

~13% total sales

+50%

Sales from innovation 

($mln)

Other Activia

Other Activia

Greek yogurt

Coolision

Light & Fit 4 

packs

Danonino
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14%

12%

10%

Danone Competitor #1 Competitor #2

Danone is leading the baby food market 

Market share in Value – Total Milks – MAT May 2010

China: a fast growing market

China

Fast growing baby food market 

Market value: 

2006 2007 2008 2009

+ 18%
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Significant step up in regional distribution since 2007

China

2007

2010

Number of City Coverage

631 1,080

Number of Store Coverage

14,578 43,096

Sales Force 

2,500 8,500

CANN Sales (Billion RMB)

1.8 4.2

Number of Distributor 

287  400

Source: Dumex E-Concert 2007~2010 Report, Sales HC Movement Report, Finance Shipment Report for IMF category) 36



Chinese market profile 

Value and growth
Danone

183

127

81

Super

Premium

Premium

12%

+26%

3%

-21%

66%

23%

11% 21.1% 

16.8% 

13.7% 

Test market

2

1

Source: Nielsen MAT July’10 (Moving Annual target June09 to July10) and internal sales data (YTD Aug10)

Price 
Index

Value 
(YTD)

Growth  
(MAT)

Danone
brands Position Share (MAT)

China

2

Standard

Danone maintains leading position with brands across 

the key segments 
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+ 15%

Market value in USD mln 

Indonesia: a fast growing market

Indonesia

852

1,017

1,190

1,396
1,488

2005 2006 2007 2008 2009

34%

24%

11%

38%

24%

12%

Danone Competitor #2 Competitor #3

Market share in Value – YTD Jul 2010 vs LY

+ 4 pts

38

4th most populated country (230 mln), 6th country by number of births

4 mln babies born every year : as many birth as in Europe !

High needs in nutrition 

Lack of education about nutrition

Healthy economy



11%A

C1

D

E

C2

22%

18%

% population PCC Danone brands

23%

11%

Price index

280

180

100

70

Daily spend 

€1.5 to €3.2 

per household

15%B

Source = OC&C report – Shaping and Delivering the 2012 Vision – April 2009 

7.1
kg/yr

5.6
kg/yr

0.8
kg/yr

Adapted offer across the pyramid

Indonesia
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4 large EM businesses for tomorrows growth
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Dairy Baby Nutrition
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Questions ?




