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~ FRESH DAIRY PRODUCTS:

POTENTIAL FOR FUTURE GROWTH

AVERAGE GROWTH LAST 10 YEARS > +5%

Yogurt retail volume worldwide growth (tonnes)
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© FRESH DAIRY PRODUCTS: o
POTENTIAL FOR FUTURE GROWTH

LOW PER CAPITA CONSUMPTION IN MAJORITY OF THE GEOGRAPHIES
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OUR MISSION

BRING THE

HEeALTH OF YOGURT
1O AS MANY PEOPLE AS POSSIBLE
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THe
HEeALTH

oF YOGURT

NUTRITIOUS m
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© BETTER NUTRIENT DENSITY
THAN OTHER SNACK FOODS

CEREALS

CAKE, DESSERTS, BISCUITS, ICE CREAM, SAVOURY SNACKS
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POSITIVE NUTRIENTS
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FERMENTS & FERMENTATION
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DIGESTION
TASTY
ENJOYMENT
THEe

HEeALTH

oF YOGURT

GUT FLORA

NATURAL

NUTRITIOUS t)
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THE MAGIC OF YOGURT = GROWTH
OPPORTUNITIES

m BETTER NUTRIENT DENSITY
THAN OTHER SNACK FOODS

GROWTH
OPPORTUNITIES
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THE GROWTH OPPORTUNITIES

Per Capita Consumption (kg/hab)
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HUNGER

FRESH DAIRY 90/
PRODUCT SHARE o

32%

SHARE

02021

Source : Category U&A in 15 countries (Argentina, Brazil, France, Japan, Mexico, Russia, Spain, Uk, Australia, Belgium, Canada, Italy, Morocco, Portugal, Ukraine)
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Analysis in Adult database (not kids analysis). Food and drink database, excluding main dishes.
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THE GROWTH OPPORTUNITIES

Per Capita Consumption (kg/hab THe
i P e : HeALTH
I I oF YOGURT |
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Source : Category U&A in 15 countries (Argentina, Brazil, France, Japan, Mexico, Russia, Spain, Uk, Australia, Belgium, Canada, Italy, Morocco, Portugal, Ukraine) '
Analysis in Adult database (not kids analysis). Food and drink database, excluding main dishes.
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THE GROWTH OPPORTUNITIES

. . THe
Per Capita Consumption (kg/hab)
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Source : Category U&A in 15 countries (Argentina, Brazil, France, Japan, Mexico, Russia, Spain, Uk, Australia, Belgium, Canada, Italy, Morocco, Portugal, Ukraine) '
Analysis in Adult database (not kids analysis). Food and drink database, excluding main dishes.
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~ THE GROWTH OPPORTUNITIES

Europe America
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OUR ROADMAP TO TACKLE
THESE OPPORTUNITIES
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OUR PRINCIPLE FOR SUSTAINABLE

PROFITABLE GROWTH

Gross Margin

Investments

Operating Costs

Trading Operating

Margin
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Category Leadership |
______UniqueBrands |

Innovation J
Clear Choices J

Danlrade

Milk Suppl
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CATEGORY LEADERSHIP

Nutrition
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LEVERAGING A UNIQUE AND RICH BRAND
P O RT FO L I O For KIDS / FAMILIES

Y DANONE oo .

Towards ACTIVE HEALTH " Towards INDULGENCE
[ocre]
OiKOS

@ ?anio

v

For OTHER INDIVIDUAL .
SPECIFIC NEEDS
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STRENGTHENING BRAND VALUE

BRANDS WITH PURPOSE

“UNiQue

BRANDS

STEP CHANGE IN

ENGAGI
PRODUCT VugH%ECR;
EXPERIENCE CONSUMERS
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FROM PRODUCT-CENTRIC
APPROACH TO PURPOSE DRIVEN BRANDS

| ReAsON g

PURPOSE
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MOVING FROM PRODUCT-CENTRIC APPROACH
TO BUILD UNIQUE BRANDS
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PURPOSE :

DOES

HAS

NNNNNN



IDENTIFYING THE EMOTIONAL SPACE OF
OUR BRANDS

Bold
Dynamic
Independent

Fun-loving
Carefree
Spontaneous

Self-assured
Assertive
Forthright

Careful Focused
Caring Competent
Sensitive Controlled t)
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ACTIMEL

NEW EMOTIONAL SPACE AND POSITIONING

Bold
Dynamic
Independen

HAS

— BN

DOES

FEEL

EMOTION [

PURPOSE

L .Casei Danone
+ Vitamins

Supports your
Immune system
every morning

fFeel strong
(Resilience)

Help to stay strong
to move forward
#staystrong
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LEVERAGING OUR LOCAL EXPERTISE TO WIN

IN MARKET

Relevant touchpoint Strategy

/o Shopper.
Conversion

Category Brand
Advocates
& Influencers

Perfect Market
Insight

Growth Management)

Joint Business Planning
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SIMPLIFYING THE WAY WE OPERATE

MGStér—actiVat‘qg‘-\
and [ocal execV" t)
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CLEAR ROLES PER MARKETS

High MARGIN

Low MARGIN

Source: Internal Finance , Total Dairy

Accelerate growth

. Accelerate margin
: Improvement

Low GROWTH High GROWTH
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WE ARE PROGRESSING
IN OUR AGENDA
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© LAST 18 MONTHS, GROSS MARGIN
IMPROVEMENT

o +130 bps
without Milk

H1 2014 H1 2015 /
Source: Internal Finance , Total Dairy O
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~ CLEAR ROADMAP PER GEOGRAPHY
2 EXAMPLES

U

H1 2014 H1 2015 H1 2014 H1 2015
= Clear choices = Customer relationship
= Portfolio optimization » Route to market
= Promotion strategy * |[nnovation & portfolio
= Master activation / optimization /
Source: Internal Finance, Gross Margin without milk improvement in H1 2015 m
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~ DRIVING PORTFOLIO EFFICIENCY
WITH PRGM

B PRGM completed
- PRGM in progress

INVESTOR SEMINAR 2015 - EVIAN DANONE



OPTIMIZING OUR OPERATIONS NETWORK

2015: closing of 4 factories
and 6 distribution sites

« 2013 - 2015: from 24 to 15 sites

U
& 'Qa "

@ Closingsites

@ Soldsites

Fresh/ Grainy
cheese

= b Baby Food

0 . Bierun Belarus
1

\ledifmir Chaboksary £er™ Yaltorovsk  Novosibirsk Tomsk
D S o0
Orel . aaaaa . cng
@ | snsgroiiagtti .
o g ) Shadrinsk P,

aaaaaaaaa

NVESTOR SEMINAR 2015 - EVIAN DANONE



AND EACH REGION
IS CONTRIBUTING
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LATAM - CONTRASTED DYNAMICS

Strong results in Mexico

4

Total market

DANONe
Danone Market Share .\‘

+100 bps
2014 | 2015

Source RIE T México / Ventas Volume (000

2015 key successes

DANONE

en fu mesa

Managing Brazil & Argentina
vecific context Y/

Topline initiatives Cost

" Price management
= Portfolio optimization

= Distributors
= Sales re-organization

= Inno/Reno = Factories optimization
Topline initiatives Cost
" Price management = Distribution
= Inno/Reno re-organization
= Leverage channel = Factories optimization
dominance » Local negotiation with

suppliers
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CIS - PROTECTING THE MODEL IN AN
UNSTABLE ENVIRONMENT

Operations Restructuration

_4

4 plants closed in 2014

() Milk, fermented tradi
Modern dairy

@ Baby Dairy @ Nea
Grainy cheese / obram

@ Whey drink
Market entry (MEB)

(
’Pelmu\ .
L Russia
Belar Q
Smolensk Yalutorovsk
Viadimir ~ K
O Cheboksary | Pem ()
- Ekaterinburg &
chel —
o . )

F = Krasnoyarsk
Ukraine koy ( @) ® (Y\
Kiev ™y * ! ’j
v - R « Shadrinsk .
) S emerovo
Kremenchug Lipetsk () amara mef
o .y ¢
Kherson \_J \_J
Volgograd
Tihoreck
[ ] Kazakhstan
.‘ Beirkut
Labinsk

Managing our Portfolio

Modern
Dairy WL J@/
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# | i80R0r S|

High Margin ]
Traditional Dairy xﬁ
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Traditional Dairy o
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ASIA - GROWING OUR DAIRY BUSINESS
THRU PARTNERSHIPS

/ W Yakult))
s+

Mengniu Dairy Joint Venture

= Growth Sales > +20% in H1 2015

= Gain of Market Share

O
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NORAM:
CONSOLIDATING OUR LEADERSHIP
TO PREPARE FUTURE GROWTH
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YOGURT: A PROMISING CATEGORY

Yogurt’s Popularity Expands from Home to
Foodservice Outlets, Reports NPD
SupplyTrack®

Dollar Sales Shipped Reaching Double-Digit Growth

3

~

Yogurt cultivating unprecedented popularity

By Bruce Hofovilz. USA TODAY .
not

A continued growing category Y/

Per Capita Consumption evolution

Yogurt S sales (in Bn)
Kg/capita
CAGR 2010-2015 : +5%
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Source: Euromonitor j Source: Euromonitor j '
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USA - CONSOLIDATING OUR POSITION &5
IN A GROWING MARKET

Dollar Share of Category Total U.S MULO

271 27.9

‘F‘ Danone(1)

‘N
25.1 @ Competitor 1

23.0
17.7

16.0 @ Competitor 2
.w

Oct-14 Nov-14 Dec-14 Jan-15 Feb-15 Mar-15 Apr-15 May-15 Jun-15 Jul-15 Aug-15 Sep-15 Oct-15

Source: IRI InfoScan; Total US - MULO, October 2015 includes three weeks of data through 10/25/15 O
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USA-CONSOLIDATING OUR POSITION
IN A GROWING MARKET

Total Yogurt space continues to grow

Dannon hits its highest Share
of Space ever in Q3 2015

Share of Linear feet

®®
\

mmm= Dannon mmmm Competitor A
Competitor B === Private Label

[ T T T T T T T T T T 1
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mmm Non-Greek Yogurt mmm Greek Yogurt e Category A
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WITH GREAT SUCCESS FOR LIGHT & FIT &5

Light & Fit taking market leadership Light & Fit gross margin improvement

10.3 : /
Competitor i

#1
e -

H1 2014 H1 2015

5.8
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Source: Iri, Total Mulo, weekly ending 9/20/15, Light Market / Source: Internal Finance, Light & Fit, Gross Margin
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WITH STRONG PERFORMANCE

OF DANIMALS

Taking share leadership
in Q12015 4

Dollar Share of Kids Segment

Competitor
Tubes

33.8

t

= .
. ;’/
e
| | PN

2012 2013 2014 YTD Oct 25, 2015

33.1
31.8

Maintaining strong growth

month after month

Dollar Growth % chg vs YAGO

Doy
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WITH A SUSTAINED SOLID BUSINESS s
IN GREEK

Dannon Greek Market Share

Triple Zero contribution of Total Greek

2012 2013 2014 2015
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© DEVELOP THE YOGURT CATEGORY TO
IMPROVE AMERICANS’ NUTRITIONAL DIET

NUTRIENT s B
DENSITY iz i @

By mid 2016 make the overall Dannon GOAL.-
product portfolio even more nutrient dense =

REDUCE FAT 1 4
al

By mid 2016 reduce the amount of fat
in Dannon products, and offer mosily
tow fat or nonfat

nonfat options
VIT, ' o, low fat and
+10% oust. § W 75% =a

Encourage Americans to eat - :
yogurt every day et u
e s B o e e 69% =

RESEARCH - @
REDUCE SUGAR A & EDUCATION \;

PARTNERSHIP F@R A

HEALTHIER,
AMERICA

GOAL By mid 2016

1007 graly 70%

of products of total sugar
for children per 6 oz serving ove

- *RF *
90.8%-¥
of products for childre

n
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EUROPE: ON TRACK WITH OUR
TRANSFORMATION ROADMAP
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“ IN JUNE 2014, IN NEW-YORK, WE GAVE
3 KEY MESSAGES FOR EUROPE

Focus on
value creation

Q— —[Generate value added groth

-

e
e ¥
= - q%,,-_ e

Re-Build our margins J §,

" Boost the efficiency ofour | vy
organizations
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18 MONTHS LATER, WE HAVE PROGRESSED
IN OUR TRANSFORMATION JOURNEY

Stable price/kg Y, An optimized operation network

From 24 to 15 sites Operations utilization %

N
Q114 02 03 04 Q115 02 03 j VWA o010 0m 2012 2015 2014 2015)

( Strong improvement of our profitability J

O
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SOME FIRST TANGIBLE RESULTS IN TOPLINE
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* ACTIMEL, CLEAR SIGNS OF RECOVERY | Actirfrel

4 ®

N _ .
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© ACTIVIA STABILIZING TREND

T T T T T T T T T T T T T ‘Iﬁ

Q112 Q212 Q312 Q412 Q113 Q213 Q313 Q413 Q114 Q214 Q314 Q414 Q115 Q215 Q315

4
.
.
Source: Internal Finance, Total Activia, Sales
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MOVING FORWARD ...
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CONTINUING TO SOLIDIFY OUR MODEL

Profitable Revenue Growth Management

Adapt
dilutive pockets

“““““““

e
Mo

| FROM22cBUs | | TO ONE EU TEAM |j

‘O
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ACCELERATING OUR PORTFOLIO RENOVATION

BRANDS WITH PURPOSE

“UNiQue

BRANDS

STEP CHANGE IN

v ENGAGING
EXPERIENCE WITH OUR
N CONSUMERS

O

NVESTOR SEMINAR 2015 - EVIAN DANONE



FROM A COMPLEX PORTFOLIO TO...

- J
4 ™~
STRAINED
I o @
\_ J

i CORE BUSINESS & OTHERS

DANONE jockey

Fricits

?@a
N> C’reme%e Mzw,@

NA BABA

J

~ N B : N\
DRlNKS SPECIFICRE ? PUDDINGS KIDS
3!' g = =
o T AT ProViva DI?ES)'A i roanonmo
@ Ydanup, panet  DaneYfe @

TWEENS
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FOCUSING OUR RESOURCES BEHIND OUR
8 BEST ASSETS . ...

8 Brands
> 80% of our

Sales and |
Profit

S N DANONE oo .

Towards ACTIVE HEALTH Towards INDULGENCE

For OTHER INDIVIDUAL ;
SPECIFIC NEEDS

NVESTOR SEMINAR 2015 - EVIAN DANONE



SERVING A NEW CONSUMER

A new Vision of Health Ultra-Connected Evolution of Food Habits
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REINFORCING DIFFERENTIATION FOR OUR
KEY BRANDS

Actidiel
\V-*- o

anonin OIKOS
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STEP CHANGE IN PRODUCT EXPERIENCE

ROLL OUT.... RENOVATION... NEW OCCASIONS

imel
Actimel!
MIT VIT. B6 & p FUR'S |MMUN5YSTE

MIT L.CASEI DANONE
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= STEP CHANGE IN CONSUMER CONNECTION

EXCELLENCE IN POS INCREASED NUMBER
EXECUTION OF TOUCHPOINTS
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EUROPE TURNAROUND IN PROGRESS

= Some first tangible results
* Creating the conditions for sustainable profitable growth
= Accelerating our structural transformation

= Strengthening a unique portfolio to create value

O
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THE CATEGORY STILL HAS A LOT OF
POTENTIAL FOR DANONE
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TO SUM UP
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“ DAIRY SUSTAINABLE PROFITABLE GROWTH

m OUR PRINCIPLE FOR

| oesrion | SUSTAINABLE PROFITABLE GROWTH
== B
HEeALTH CQ
) < i () o —
= ﬂﬂﬂ (A) ()
NEW MARKETING MODEL
« LEVERAGING A UNIQUE AND RICH  MOVING FROM PRODUCT-CENTRIC APPROACH w LEVERAGING OUR LOCAL EXPERTISE u SIMPLIFYING
BRAND PORTFOLIO TO BUILD UNIQUE BRANDS TO WIN IN MARKET THE WAY WE OPERATE
Ty i o St "
¥ S —EEE—
o b | PLRPOSE o Conmsnn
& dio
e weees i N o Joint Buln s Planning o
Clear roles for our BRANDS and GEOGRAPHIES
. CLEAR ROLES PER MARKETS  AND PER BRANDS
|
..'vi: H— e ".'. .‘ ,;‘ P’
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OUR 2020 DAIRY AMBITION

2020 SALES GROWTH: 3%-5%
CUMULATIVE TRADING

OPERATING MARGIN

IMPROVEMENT™ (2015 - 2020): >+200 bps

*Excluding forex impacts
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