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Our strategic ambition
Leading the way to create and share sustainable value

o

SUPERIOR
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GROWTH
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Healthier Responsible

eating and drinking business stewardship




An unparalleled health -focused portfolio
Fully aligned with the ongoing Food revolution

29% 20% 33%

Specialized Nutrition Essential Dairy and Plant -Based Essential Dairy and Plant -Based

> 8890 of volume sold recommended for daily consumption @)

% of sales in H1 2018. (1) Refers to water, yogurt and other daily dairy products, baby milks & foods, milks and milk powders , beverages with 0% sugar and medical nutrition. Based on official public health
recommendation, these categories are generally suitable for daily consumption.

@ DANONE ONE PLANET. ONE HEALTH A



Consumers continue moving towards healthier food and nutrition
Our categories outperform the industry average

Growth profile by category 0 10-year forecast to 2022

.18
+9%

Water  Flavored Organic Baby Plant-based Coffee Coffee Yogurt  Medical  Chocolate Sugar Carbonates Cereals Frozen
Water Food Beverages Creamers Confectionary F;/ngé
#3 1 #2 #2142 1 2l
Source: Euromonitor in Europe

Average

+8% 8%
+7% +7%
+6% +6% i
150 +50% Food &
+4% +4% Beverage
_____________ - TE T T +4.5%,
3%
+2%
+1%
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New consumer preferences are transforming our industry
Transition from mass volumes to lifestyle purchase decisions

Our environment Our transformation
A Local, authentic, natural
1/ 3 58 Products e ook 1o s
% rom multi -packs to single serve
of new generations of growth driven A Committed and accountable
willing to pay a premium bv local brands @ < : :
for healthy food 1) y Brands A Resonating messaging
> A Targeted digital marketing model
A Convenience and on -the -go
n 1 6% 5 5 Channels e
-commerce
%
€-commerce average buying decisions from A Innovating locally in small scale
growth © brand advocacy

Organization A Cross-regional collaboration

A Partnerships with customers and suppliers

(1) Source: Nielsen (2) Source: Kantar Worldpane (3) CAGR 2012 -22; source: Planet Retail 2016; (4) Source: BCG Brand Advocacy Index
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Strong financial track record
Balanced growth model, accelerating efficiencies

Delivering strong set of results in first half 2018

Life-for-Like LA7%  +4.4% NET SALES
sales +2.9%  +2.5%
goutn > [} [ om
2014 2015 2016 2017
| 13.805  144% RECURRING OPERATING MARGIN
Recurrlng. 15 6% 12.9%
operating ©7 . . +51bps(l)
margin .
J [ 14.27%
2014 2015 2016 2017
+14.2% RECURRING EPS GROWTH

u 1. 7

Recurring +10.8%

0

EPSgrowth oy, OA% . . +13.4%
(at constant - i

exchange rate) [ ]

2014 2015 2016

2017 excl. Yakult Transaction
Impact, at constant

@ Like-for-like New Danone exchange rate
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Allocating capital with discipline
Delivering long -term shareholder value

Shareholder

Invest for

Deleverage growth &
efficiency

returns and
dividends

: Sustained level of : .
Net debt redjucti on Increasing dividend
4.2% 42% 399

capex/net sales
01.90
. a1.7
! 5dJl1 60l !

H1 2017 2017 H1 2018 2015 2016 2017 2014 2015 2016 2017
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Making strategic progress in every business unit
Essential Dairy and Plant -based returning to growth

Q117 Q217 Q317 Q417 Q18 Q218 Q117 Q217 Q317 Q417 Q118 Q218
Excl. Fresh Foods -0,9% +0.1% +0.5% +2.7% (") Excl. Morocco
it )\ dual Stabilization with
Record market share Af?fﬁ’eﬁ \s Gradua wit
in yogurt mm® ) SOlid growth in some countries

Increased contribution
from INNovations

~75% of former WhiteWave
growing >5%0 in H1 2018

WhiteWave

Sales growth figures in Like -for-like New Danone
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Making strategic progress in every business unit
Highly profitable growth in Specialized Nutrition, strong growth in Waters

+ .59

/

Q117 Q217 Q317 Q4 17 Q118 Q218 / Q117 Q217 Q317 Q417 Q118 Q218

Direct and
Ultra-premium

Premium
AQ uadrinks platform

Transition to

Tailored Circular Plastics

nutrition SRIPNN

Sales growth figures in Like -for-like New Danone
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Growth model driven by value
Premium innovations supporting valorization

Major step -up in innovation 9o more, faster, better

Weight of innovation in net sales: ~ +40% vs 2017

Driving portfolio valorization
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Strengthening the operating model across the company
Consistently accelerating efficiencies towards 2020

Ongoing albn $300m
productivities Protein WhiteWave
Program ® Synergies @

o :
' A Organization efficiencies . A Manufacturing ' A'HQ consolidation
| (OneDanone , procurement) ' A Logistics I A Sales force merge
" A Cost optimization . A Sales & Marketing ' A G&A / Shared back -office
. i A Professional services . A Procurement

Increased discipline in resource allocation

(1) Gross savings objective by 2020 (2) Estimated impact on recurring operating income by 2020
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Navigating increasing volatility
Challenging external context

Input cost
increase

— Currencies — Boycott

CRUDE OIL 74%

H1 2017 H2 2017 H1 2018

CENTRALE

DANONe
~—

Source: US Energy Information Administration
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Accelerate towards 2020
2018: a year of execution and delivery

SUPERIOR
.;g‘ SUSTAINABLE
PROFITABLE

©OdW (ROWTH

i Like-For-Like
' Sales
° Accelerate growth
. . growth
2018 objective
Recu_rring operating
DOUBLEDIGIT margin

2020
Strategic priorities

6 Maximize efficiencies RECURR|NG EPS Consistent recurring
G ROWTH EPS growth
at constant exchange rate Net debt/ Ebitda @
e Allocate capital with excluding Yakult transaction impact

discipline

(1) See definition on page 64 of 2017 Registration document
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Driving EDP growth
from the Food Revolution

Francisco Camacho

EVP EssentialDairy and Plant -Based



Francisco Camacho
18 years at Danone

Since ® Executive Vice President
Oct-2017 Essential Dairy and Plant -Based

Executive Vice President Waters
2011 Member of Executive Committee
Growth and Innovation Officer (Mar -2017)

2009 Regional Vice President Fresh Dairy Latam
2004 General Manager Fresh Dairy Argentina
Prior 2000 Senior positions at Revlon and P&G
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Essential Dairy and Plant -Based at a glance
A unique product and brand portfoli o wi

53%

of Danone
revenues

~1/4 of revenues

from former
WhiteWave

i Ew() =
in the world @ — ' e '

Strong ACTIVIA  OIKos

5 6 % of sales

DANONE TR
portfolio of global and -_— Actimel. | | |
oenl 2 from 10CA
ocal brands ‘Yononino brands
(1) Source : Euromonitor. In relevant Danone scope (only in sub -categories and countries we play in)
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What we will discuss today

| 2

A consumer -driven Accelerating

transformation plant -based expansion
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What we will discuss today

A consumer -driven

transformation
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New generation of consumers driving the Food Revolution
Trend setters with new set of values

Eating healthier Seeking immediacy Trend setters

47% 30% @ (%

of young willing to pay a Convenience Discounters E-commerce of Food family spending
generation eating premium rOWin 3X faSter influenced by GenerationZ ©
healthier () for healthier food @ g g
than hypermarkets @
(1) Source : Ni el sen Gl obal health and wellness survey 2015 and Nielsends online pool 30,000 in 60 countrie
(2) Source: Data relates to retailers within the planet retail 2016 database only: e d estimate / f 0 forecast. Small stores inclu des: Neighborhoods stores, Drugstores & Pharmacies, Convenience stores

(3) IBM Institute for business value (January 2017)
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Growing healthier consumer preferences in Food industry

Creating new category fundamentals

Probiotics

Probiotic
beverages and
yogurts growing

> 6%

Plant-based
beverages and
yogurts growing

> 8%

Source: Euromonitor value CAGR 2015 -2017 total world. Plant -based excluding China

@ DANONE ONE PLANET. ONE HEALTH

Protein
NV
f’v&\""/ﬁ Q““&
OO ) High protein
{{ J‘w{\} : L..i\ \‘\;} yogurt growing
©, »J~‘-
x\‘\‘%.yé,-*’!/ > 10%
Fat is back
NV

Google Search

Trends for « keto »

diet in U.S.since
last year

s x4



Traditional lines between categories are blurring
Creating new market opportunities for Danone

From | 1 near é e to fl uil d
Essential e )
Brands - Organic
C tial Categories fermente_izlk L —/ °
ssentia & segments N Milks

Channels Probiotics

fermented R
milks L -~ v

White

indulgence Plant-based
probiotic
yogurt
Benefits &
storytelling ~r Occasions -
Ingredients, '

U

Desserts
flavors &
IEXHIIe Desserts Plant-based
Plant-based Indulgence indulgence
Coffee Plant-based
beverages
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Traditional lines between categories are blurring
and we are well equipped to address this growth

From | 1 near é

Essential %

fermented
milks
Essential -5
fermented ’ X
milks - :
Desserts

Plant-based

Dusl®?

Desserts
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CULTiRED
CULTURED

CULTIIRED
CULTURED 735
3 [ s R ey

Plant-based




New playground for EDP
Offering broader and faster growth opportunities

Broader set of
essential and daily

Yogurt & Desserts food categories

< % O
PLAYGROUND B oSO
O F B
+3% > 50%
. Sizeable
Sizeable Competitors per
Competitors per market
market
COMPETITIVE LARGE,GLOBAL LARGE,GLOBAL
LANDSCAPE & REGIONAL & REGIONAL
BRANDS BRANDS
2-5 20+

Source: Euromonitor retail value 2017 6 Total world without China
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Redefining strategic priorities
Danone is well positioned to embrace consumer trends

Win millennials Own probiotics, Accelerate Drive Relentless Impulse
protein and soft Plant-based Indulgence Innovation On-the -go
functionals
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Redefining strategic priorities
Danone is well positioned to embrace consumer trends

Win
millennials

@ DANONE ONE PLANET. ONE HEALTH




Win with millennials
Rejuvenating brands, expanding into new adjacencies and kids

Rejuvenating and Expand into Kids as
launching new brands new adjacencies an entry point

SAVRANT T LASSI = LABAN T

o

| 2]

» = O\ =R
\ 4 ) 4 0
A 'OU,...,.,_‘,A_&,'D: ACCLEVARS
2 m 2
) = o
l SEE T e b i
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Win with millennials
Multiple touchpoints and resonating stories

Object of desire

Precision marketing
and storytelling

and new partners

htee X % Spotify’ EKM'

J

~ Svpport ~ 5 IF YoU WoN'T €AT GMos, WHY SHoULD (owS$? <

2% MILKFAT -
7 Farmer SN

”- Cows on most U.S. dairy farms
SUSR— 'S DIFFERENT oUT IN LEFT FIELD.

EATAT \’ ‘. " We give our cows non-GMO feed.

@ T Our cows give us wholesome milk.

Q

0% Fat, 0% Added Sugar @

ﬂ FARM TABLE We know because WE (AN TRA(E oUf
J RESTAVRANTS = MILK BA(K To EA(H FARM, and we go
= ‘V the extra mile to be Non-GMO
: (HooSE Lo(AL PRODU(E Project Verified. N\

FROM YoUR 4RO(ERY STORE S Simple and delicious —
"z o, iﬁ THIS IS How MILK SHoULD BE.
iﬁ/ﬁ\ STAY IN \/

VISIT A WORKING ~=¥ _, b (v
FARM ey WHAT IS A GMo, ANYWAY? Genetically modified y a

FARM AFFECTS WHAT You EAT
organisms are made with biotechnology. which
ﬁ can result in plants that wouldn’t normally

COOL VIP GIG

&
with a

b SECRET ARTIST
>

revealed soon

. FIND OUT MORE -7 ‘w
HALF GALLON (188 L)
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Redefining strategic priorities
Danone is well positioned to embrace consumer trends

)

Own probiotics,
protein and soft
functionals
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Fostering and owning probiotics with  Activia : :::‘.
Shots: Billions of live and active probiotics ¥

US net sales total Activia brand evolution vsLY.

+4%
Nov-17 Jun-18
Bl LI@QNS OF
NOV1i7  DEC17 JAN18 FEB18  MAR18  APR18  MAY18
PROBIOTICS

MADE EASY?

ACTIVIA

PROBIOTIC DAI

probidticos naturais

BILLIONS OF LIV
ACTIVE PROBIO

shot diario shot diario shot diario
probioticos probioticos probioticos
- -
)
STRAWBERRY A i 4
FLAVOR A
f}ﬂw 1008 tradicional 100

@DANONG ONE PLANET. ONE HEALTH | 30 |



Extending high protein trend across our portfolio
to better capture growth in dairy and plant -based yogurts e

Plant-based Dairy yogurt extensions New brands
(Yogurts, beverages & bars) (Drinkable & spoonable ) ,

S .

.....

VA@ pR"'c"?,'N

PROTEIN BAR
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Leveraging new ingredient -based benefits -
i -~
In both core and new brands &'

N ] me green tea & mint

Actimeljl/\ctimel

*sustain» focusi ACT'V'A

New Actimel New Activia New brand WA &
Soft functional ingredients Touch botanicals
Mate Tea - Baobab - Guarana - Ginger Lime - Greentea & Mint Houjicha (roasted green tea)

Kari (persimmon )

Q4 18 3EU Q1 19 . G Q3-18 . 0s-18 @
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Redefining strategic priorities
Danone is well positioned to embrace consumer trends

Accelerate
Plant-based
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Accelerating plant -based business
Expand core brands, drive indulgence and new brands

Accelerate core Plant-based Indulgence Exploit Plant -based for
brands | ' | other relevant brands

I enjoy plant power

a>

A= c::ﬂﬂé}"

- |
o i v
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Accelerating plant -based business
Using the full ingredients spectrum and differentiation

~ Full plant -based Differentiation through premiumization
ingredient spectrum

Coconut Rice
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Redefining strategic priorities
Danone is well positioned to embrace consumer trends

Drive
Indulgence
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Drive indulgence
White indulgence, portfolio sophistication and impulse

White Indulgence Portfolio sophistication

‘J" "

OIS X ODUAR Danﬁef
/ &

—a PN
=% Q3-18 |k
-

e e v
== ~ Danet
o)
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Redefining strategic priorities
Danone is well positioned to embrace consumer trends

Relentless
Innovation
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Relentless innovation
Own expansion of new trends and foster new spaces

Align with existing trends Own the expansion Foster new growth
of new trends spaces
High protein Organic Probiotics Coffee inspired

ACTIVIA

PROBIOTIC DAILIES

Simply plain Plant-based

(personalization)

Mgy

€W PR
ACTIVIA
PURE

¥4 Yogurt Alternative 48

Uty Daty-rroe - sopsree IR
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Relentless innovation
Ingredients based benefits and on  -trend packs

Soft functional Languag e, storytelling
ingredients and new materials

pEGUSTEL

LES DANONE DU MONDE

3 . e = \ - A =
ra e 525
) focus!] . | - E@
‘ , l = ) :'h‘; } @ A ‘ | PRt ;i“.'.:‘“ Yy | g ol S
r1 E- R oo # . V. . ’ i | Rt S \
z can % . B 7 zapallo aule

% AYRAN l\/

\

= - .
= . \ : = = Au“n. g y 4
ORIGINAL E— s ORIGINAL — ORIGINAL : ~ *,gé. By M‘*‘w J
@ERENISI, I@ERENISI e — @ERENISI S 7

saban, palitd == con fuillas ; ‘ g‘f/ ﬁg T %‘ 3 % ;

/ /; \\(: [\N TURQUIE "/‘\/;/?'/ \
Sc% \D '
)
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Redefining strategic priorities
Danone is well positioned to embrace consumer trends

Impulse
On-the-go
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Winning in impulse and on
Right portfolio, dedicated route

50%

of total
growth from
Impulse
Channels

CONVENIENCE
& PROXI

-:_.

NEW ON-THEGO
FOOD STORES

@ DANONE ONE PLANET. ONE HEALTH

YoPRO

PROTEIN 159

Pouches

-the -go channels
-to-market and native impulse team

Right portfolio and offering

BUENOS DIAS

Avena&?létn‘m =
. o
]

\?‘v”%‘:?&“*'

Single serve

Drinkables

Dedicated
route -to-market

Native impulse
team

VP sales

Impulse
channels

DUANETeade
hyu@z@mm

T-ELEVEN.




What we will discuss today

2

Accelerating

plant -based expansion

@ DANONE ONE PLANET. ONE HEALTH



Plant-based
Strong growth opportunities in every segment

Pe;]flcjtrrri?i%rr\]ce Yogurt Ice cream Desserts Creamers Cream Cheese

Beverages

= jgm
romm" A

; YAust
HG_ Slngle
1O Nt oW
5 d
S ol

Expected
;?g\elﬁﬁry +20-40% +20-40% +20-40% +20-30% +10-20% @
2017-2020

Source: Danone estimation based on trends and regional performance in existing markets ( Nielsen, IRl & Euromonitor )
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Strong market penetration opportunities ahead
From niche vegetarian to mass market flexitarian

Huge market penetration opportunity

More and more flexitarians

Milk
us
Plant-based _ - 1/ 3
beverages  Belgium
UK of people
r -; France > 90% . . Th~
FB? Germany identify themselves EVERYDAY flexitarian
AL 2 Mexico* / . . recipes for vegetarians & meat lovers alike
S | as Flexitarian
- Russia [l <5%
Japan [HE <5%
. Dairy Yogurts
Belgium > 53()96
Plant- France
based
yogurts UK of households that purchase
_ Germany

Mexico*
Russia

Japan

Source: HH Panel Kantar / Nielsen / GFK & IRl 2017
Note PBB HHP in Mexico includes PB Fruit juices
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> 85%

Plant-based milk also buy

conventional dairy milk

Source: Mattson survey 0 US Market. Flexitarians = consumers cutting down on meat + vegetarian diet
followers eating meat occasionally




Expand and strengthen Plant -based business

Full ingredient spectrum in the core

Adjacencies

/
M pDELICIOUS [l

o~ == ¢ Geographical roll -out

New brands
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Plant-based growth plan
Key pillars

Core acceleration driven by

full ingredient spectrum Expansion to adjacencies

DELICIOUS

DAIRL EREE

Ice Cream

Probiotics
Shots

Ready -to -drink Coffee
Creamers
Desserts

Cheese

Cooking ingredients

Almond
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Plant-based growth plan ‘
Key pillars

a New brands

!!-HENHI

e Geographical roll out

veGa

Liv Oat shot

Q4-18 N
ay

Our Plant -based

) | EAST EUROPE
’ STEURO brands today

i
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