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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
Registration Document (the current version of which is
available on www.danone.com).

Subject to regulatory requirements, Danone does not

undertake 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.

All references in this presentation to like-for-like changes,
recurring operating income, recurring operating margin,
recurring net income, recurring income tax rate, recurring EPS,
free cash-flow, free cash-flow excluding exceptional items, and
net financial debt correspond to financial indicators not defined
by IFRS used by Danone, which are defined at the end of this
presentation.

Due to rounding, the sum of values presented in this document
may differ from totals as reported. Such differences are not
material.
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2016: year of robust performance leading to very strong EPS growth

net sales recurring
operating

Profitable growth margin

+2.9% " +70 bps’

recurring free cash
EPS flow

+9.3% +16.8%

— Discipline on financial metrics ——

&

(1) Like-for-like (2) Excluding exceptional items 5 DANONE




2016: year of major progress in building profitable model of growth...

——  LFLsalesgrowth —— — Recurring operating margin() —
.
+2.9%
(-12 bps
FY2014 FY2015 FY 2016 FY2014 FY2015 FY 2016
GROWTH PROFIT
AGILITY A CONSISTENCY
Priority to profitable growth Discipline on financial metrics

@

(1) Like-for-like 6 DANONE




... leading to very strong delivering on EPS and cash

— Recurring EPS — FCF®
+16.8%
o%(1)
+6.5%(1) +9'3/°; w2% 7
ﬁ mﬁ 1,786
FY 2014 FY 2015 FY 2016 FY 2014 FY 2015 FY 2016
——— Ensure consistent EPS growth ——— ——  Convert profitable growth into cash ——

@

(1) Like-for-like (2) Excluding exceptional items 7 DANONE




2016 key highlights

recurring |
Operatmg recurring
margin EPS
Reported 1 377% €3 1 O
+ 87 bps +5.6%
Like-for-like +/70 bps +9 .39,

8 DANONE




2016 Like-for-like sales growth of +2.9%

Reported -2.1%

€22,412 min
€21,944 min
(5.5)%
(0.2)% Value
Currency Scope & others Volume
FY 2015 FY 2016
Q4 2016 like-for-like sales growth: +2.1% / reported growth: -0.5% ‘)

9 DANONE




Regional dynamics(’)

NORAM
— EUROPE — — — — ALMA
C | S AsiapacLatamMiddleEastAfrica
USA+Canada+CIS
0.0%
o . 5.7% 8.0% 0
5.1% 0 0 0 6.8%
4.8% 6.3% 5.4%
(2.9)% 2.8%
Q116 Q216 Q316 Q416 Q116 Q216 Q316 Q416 Q116 Q216 Q316 Q416
— FY 2016:-1.4% — — FY 2016: +4.6% — — FY 2016: +6.7% —

@

(1) Like-for-like sales growth 10 DANONE




Fresh dairy products: continuous progress
In anchoring profitable growth

Sales growth — Recurring operating margin - —

+2.39 +2.2%  +0.7% + 82 bps since 2014

+3.0%
+4.4%
Price/mix

(at constant exchange rate)
+5.2% W +4.5% W +4.6%
Volume (21 )% (22)% (23)% 9.95% 10.09%
(3.9)%

FY 2015 FY 2016

Q116 Q2 16 Q3 16 Q4 16

——  FY2016: +2.0% LFL —— — FY2016: +38 bps LFL —

> Acceleration in NORAM, successful transformation in CIS, slower turnaround of Europe
> Structural improvement of profitability across markets

11 DANONE




Waters: sustained strong profitable growth,
transition in China in progress

Sales growth —— Recurring operating margin - —— b I e
g gop g marg o
+3.9% +6.3% N, i
: +2.7% o

. i, ;
0.0%
— 11.37% 11.38% bt
e P

Pl O0%  (0.4)% -

+6.4%

Price/mix

Volume BFEHVA

Q116 Q2 16 Q3 16 Q4 16

B FY 2016: + 2.9% LFL N +15 bps LFL
w/o China: Mid to High SD

FY 2015 FY 2016

> Strong performance across markets, market share protection in China
> QOperating margin increase despite mix effect of China

12 DANONE




Early Life Nutrition: solid fundamentals of profitable growth,
continued transition in China towards sustainable model of growth

Sales growth — Recurring operating margin - —

+7.2%
+4.8%

+5.3%
+3.5% +1.7%

+0.6% 19.320 [ 2191
Price/mix (EEEE Gl
FY2015  FY 2016 ~iE

Q116 Q216 Q316 Q416 i

FY 2016: + 3.5% LFL - +167 bps LFL
FY w/o indirect China: MSD

> Solid growth outside China, volatility in China driven by e-commerce conversion
> Operating margin increase driven by growth and mix, positive reverse of 2015 one off costs

13 DANONE




Medical Nutrition: sustaining very strong profitable growth

Sales growth
+9.7%

+66% ‘1%

+6.1%

Price/mix (Gl

Volume

+5.2%

Q116 Q2 16 Q3 16 Q4 16

—— FY 2016: +7.4% LFL ———

— Recurring operating margin - —

17.95% 19.71%

FY 2015 FY 2016

+93 bps LFL

> \lery strong growth accross markets and segments
> Qperating margin increase driven by growth and mix

14 DANONE




Reported

Like-for-like

2016 key highlights

| recurring |
oontn  [NREHPUCHN  “crc”
2.1% NENANY €3.10

+ 87 bps +5.6%

+2.9% EBIUISE +9.3%

15 DANONE




Very strong improvement in recurring operating margin

Reported +87 bps
Like-for-like +70 bps Margin from operations

= + 50 bps
88) b
=+ 30 bps

Reinvest Others = + 40 bps
Forex Margin
Scope from
operations 13.77%
12.91%
2015 2016
Reported Reported

&

16 DANONE




Reported

Like-for-like

2016 key highlights

| recurring |
gsr?)v?/tsh Ofne;%tmg re(I:EuFEgng
21%  13.77% ESENIY

+ 87 bps +5.6%

+2.9%  +70 bps AR

i DANONE




Very strong Like for Like recurring EPS growth illustrating major progress
In strengthening the model

Reported +5.6%
Like-for-like +9.3%

Taxes
FR+
5.2)%
Others
: Forex Scope
Margin
Net Sales

€2.93

2015 2016
Recurring Recurring

EPS EPS @

18 DANONE




FCF: very strong cash delivery

Cash delivery

Free cash-flow excluding exceptional items (€ min)

+16. 8%

+9. 2%
e 1,786

FY 2014 FY 2015 FY 2016

——— Strong level of Working Capital/Sales Continued rhythm of investment
Working Capital/Sales (%) Capex/Sales (%)

FY 2014 FY 2015 FY 2016

4.2%

(7.0)% (7.1)% 4.2%

FY 2014 FY 2015 FY 2016 0

19 DANONE
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Change of Net debt

€ bn

Net debt
2015

+1.1
+0.1
FCF M&A Dividends
Puts

20

[ +0.3 |
Others

Net debt
2016

@
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Balance sheet

— Assets™M —— €D onilies —

Dec. 2015 Dec. 2016 Dec. 2015 Dec. 2016

Net debt(@
Other assets Other liabilities
Working capital Working capital
29,433 30,139 29,433 30,139
(1) Excluding assets included in net debt ®
(2) Net of cash, cash equivalents, marketable securities,

other short-term investments and financial instrument assets 21 DANONE




Dividend: + 6.3% increase reflecting firm
commitment to shareholders

— Dividend proposed at the next AGM on April 27, 2017 —

> €1.70 per share (+6.3% ; +10 cts vs. 2015)
> Payment in either cash or shares at shareholders’ option

€1.70
|I!|I |“!| |“%I )

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

22
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2017: decoupling growth and efficiency agenda

DANONE
202.0F

‘ Consistent EPS growth ’

(1) Like-for-like 23 DANONE
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The revolution towards changing the way people eat and drink

DANONE

25 DANONE




We continue to assemble and grow an unparalleled portfolio
of healthy diet categories

% CAGR 2011-2016 Global Retail Value Growth

8 Danone leader positions

(in value)
Organic

| e #
O #
Y #1
€3 WhiteWave

Free Energy  Organic Baby Enteral  Bottled  Organic Mik  Aquadrinks® Fruits ~ Vitamin ~ Dairy® Ice cream Confectionary Baked Juice CSD  Breakfast
from bar packaged food nutriton  water  beverages alternatives snack & dietary & frozen goods cereals
Gluten foods deserts

ESS

N

o

Sources: Euromonitor. Retail Sales 2011 - 2016 ; Constant 2016 prices; (1) Source: Kalorama Information 2012 Note: Allergy category not included in this
data (2) Source for aquadrinks: Canadean — 27 countries, Date: 2008 — 2014, (3) Aggregation of butter and margarine, drinking milk products, cheese,

yoghurt and sour milk drinks, and other dairy products. 26 DANONE




Successes and still some challenges

Challenges Successes v

N Q y Volatility in key % Reignite growth
& U emerging markets

0 Build resilience & protect margin

Inflation of raw materials
o Generate Strong Profitable Growth

% Dairy Europe turnaround Capture new consumer trends

Develop a direct model a
Expand tailored nutrition

p - % SUSTAINABLE .
C (@) PROFITABLE_ Very strong margin increase

GROWTH

&

27 DANONE




2016: a year of significant progress

DANONE
202.0%

net sales recurring
GROWTH operating

margin

+2.9% +70 bps

¥ GrowTh

FY2014  FY 2015 recurring free cash

EPS flow
— Recurring operating margin —  qumm—

FY2014  FY 2015 1 2)
+9.3% +16.8% O

(1) Like-for-like (2) Excluding exceptional items 28 DANONE
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WhiteWave
A perfect combination to strengthen Danone 2020 plan

O BRINGING HEALTH THRO'UGH FOOD
NNNNNN 10 AS MANY PEOPLE AS PO'SSIBLE

O

Changing the way the world
6 eats for the better

DANONE
2020

3 WhiteWave

2 DANONE




WhiteWave
A perfect combination to strengthen Danone 2020 plan

TAKING THE SUSTAINABILITY EQUATION DOUBLING THE SIZE
OF DAIRY AND PLANT-BASED OF DANONE IN THE US

TO THE NEXT LEVEL

Combine world-class research on Dairy m %
and Plant-based fermentation

Fastest growing food & beverage
+ company in the US()

ABOVE $6 BN

Opportunities within Danone 2020 plan .
to reduce agricultural impact 3 WhiteWave Entering the US top 15
food & beverage league@

Improve nutritional density of global portfolio

Creating the US #1 refrigerated

' (3)
Cross-fertilize R&D with Danone in fermenting dairy company

vegetal local protein bases
Use Danone's expertise to broaden adoption

Sources: Euromonitor, Nielsen

(1) Nielsen AOC last 52 weeks period ended 6/27/2015; Top 25 manufacturers in Edible

Departments (grocery, dairy, deli, frozen, bakery, produce, meat) 3
(2) Based on Euromonitor ; Retail Value in Packaged Food + Soft Drink, 2015 figures

(3) Nielsen AOC last 52 weeks: including butter, cream/creamers, margarine and spreads, milk,
30 whipped toppings and yogurt and excluding cheese DANONE




WhiteWave
A perfect match to accelerate strong sustainable profitable growth

Strong Value Creation

Superior growth categories in stable Like-for-like sales growth

geographies Extra +0.5% to +1%
S | Ebit margin
Significant synergies Accretive year 2
EPS

Accretive to Danone
equation

Solid accretion from Year 1
>10% accretion ™

&

(1) Based on run-rate synergies 1311 DANONE




Stronger empowerment and collaboration to enable speed,
relevance and consistency

> Increased focus and speed
> Team work and integration
> Delegation

ATIGHTER EXCoM @) > @)

A NEW TEAM > Closer to markets, faster decisions

> Empowered on global decisions

MADE OF OUR 15 REGIONAL LEADERS > Regional alignment and collaboration

> Backbone for key functions

ONE DANONE / 30 clusters live > Localised relevance

> Mutualization of expertise

&

32 DANONE




Step up our ability to seize consumer opportunities

" \,\,\C(:"’1/'(Eéﬂz:zf; @
\} 0 ecating & drink;,
We

g /)aé,}& %i

p EVP, growth
& innovation

HEALTH CAPITAL
THROUGH
HEALTHIER
CHOICES

BUILD HEALTH
CAPITALFOR
CHILDREN'S HEALTHY)

DEVELOPMENT
FIRST 3000 DAYS

QOMMUN(T,
RELEVAN,

SECOND LIFE
FOR OUR
RENEWABLE PLASTICS SUPERIOR
PLASTIC EXpeniENCE SOCIAL IMPACT reSO u rces
PACKAGING ON COMMUNITIES b)

efficiency

SUSTAINABLE
AGRICULTURE

ZERONET
CARBON
2

ACCESSTO SAFE
DRINKING WATER

TRUSTED

ORIGIN

GROUND WATER
RESOURCE PROTELCTION

33

2 NEW ROLES

V V V V

and work more efficiently

Drive seamless cooperation process among all topline
and innovation functions

Provide framework and platforms for category growth
and innovation

|dentify and drive transversal / cross category
opportunities

Drive transversal spend efficiency

Balance short/mid/long-term efficiency/sustainability
Integrate operations into « Strategic Resources Cycles »
Provide resources and sourcing for « Manifesto Brands »

@

DANONE




Decoupling Danone’s mid term growth transformation agenda
and our immediate efficiency agenda

% PROFITABLE
|| SUSTAINABLE

EFFICIENCY

Consistent
EPS growth

&

| 34 | DANONE




Alimentation Revolution calling for brands engaging in a new way
with their communities of consumers

e @ 2020
- The DANNON PLEDGE
¢ on sustainable agriculture,
6 naturality and trgnsparencg » DANONE’s
ZERO COMMITMENT TO
DANONE PLEDGE FOR... NET HEALTH AND
NATURALITY & NON GMO NUTRITION IN THE
EVIAN FIRST 1000 DAYS
A4
H Position Paper
evian. "
©

WE STAND BY MUMS IN THE FIRST 1000 DAYS!

THE FIRST 1.000 DAYS OF A CHILD'S LIFE ARE CRUCIAL FOR THE HEALTH OF THE FUTURE ADULT

arly Life Nutrition
35 DANONE




Alimentation Revolution calling for a new marketing model

—  Proliferation of smaller brands  —

COFFEE & TEA MEAT & DAIRY ICE CREAM & FROYO EGG & DAIRY ALTERNATIVES
gk ﬁ?‘.ﬁ‘ PRE .?,0.9 .E, maia |yYasso Jd¢ Y daya 222
Ao R cnomELLA - = ichel et
good culture  |MpISSIB|F @ tampon ek kite hill  mieLt ﬂ t.
£ ﬁ _ BABY FOOD ‘ , ugustin
o’ HeidIHo ‘w Tor— i : {:wo kooky cooklcs

NUTRITIONAL PROTEIN BARS
DRINKS

PR

SNACK FOOD

; > U T IPYF U cuines |
mixo ! 3 R ‘ 2 peeled”
e 20ene o T et it .
INGREDIENTS & nourish | 230 #AllezﬂowardunCa(:e
CONDIMENTS = _..‘.
BONAFIDE *'» <™NNn70a w R'H"Y“ H B“ADS { * ‘i’ h l
(e, é @ W . GTODNESS : T < [, : ;
PACKAGED MEALS R _—
moriis gy samare
’ fun | HilATys | COCONUT WATER
@mw %
KA €4 = - WATER & FRUIT DRINKS | CANDY & GUM
J@j swsanon | PROBIOTICDRINKS [ ENERGY DRINKS | |COM€ bal zeio “g:m o
sotBelly = EmemE FRS B hint . S booms
LinO IRIDD EEV-IIA o e == ~ Jo10 -~ SIMPLY GUM
Urba s mﬁu RUNA @ ®Loms J0I8E s
- Remedy 8t KOMBUCAR o inaedrif 7
- GLUKOS i suja Spimdrifc AR

136 | DANONE




Alimentation Revolution calling for a marketing
and innovation transformation

New Growth and Innovation board

| . _ Snacking R&D — Marketing — Sales - Digital — Cycles & Ops.
b Orgqnlc Millennials
i
Naturality by |
_ Non GMO Diversity
raimess Personalization e H eO ITh
Healthy life b nt.based DANONE ~ ForlLife
Trqnqurency Pleasure M'A v E N T U R E s
MANIFESTO iNNOVATION
ACCELERATOR

37
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Superior
experience
T

Zero net
carbon

Healthier
choice

Trusted
origin

a‘ bs
e . .
P «
£
/ ”

Community
relevant

Sljstalnable

agriculture

Brought to you by
the community of

Certified

Corporations’

r

> Danone B Corp 2015 partnership

> Danone & WhiteWave expected
to combine US-based activities

into a pu

blic B-Corp

> Danone Spain accredited B-Corp

38

Danone: a unique position and culture
to lead the Alimentation Revolution

> 45,000 Danoners

> 7,000 users online at least once a day

> 600 to 700 active groups/day

@

DANONE




Launching a comprehensive, company-wide program
to maximize efficiency

Disciplined
Choices Maximize Efficiency... PROGRAM
Sustainably P R O T E I N
BUY BETTER SCOPE

SPEND BETTER > | przfessiongl services
WORK BETTER " pertonsspendngs.

Iz ...To build muscle €1BN

For Impagt Reinvest in growth projects SAVINGS

&

39 DANONE




Delivering efficiency and resources
for the short, mid and long term

Mid term Long term

Program PROTEIN

Global procurement organization
New CPO Role

Strategic
Resources

Cycles &
Operations

40 DANONE




Decoupling Danone’s growth & efficiency agendas

e STRONG
£ ?%\ PROFITABLE
= ’% SUSTAINABLE

GROWTH

EFFICIENCY

GROWTH

2017

& Consistent Fuel the growth
| EPS growth model m

141 | DANONE

A
A
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Keep building a stronger model of growth

DANONE
202.0F

GROWTH

E Consistent EPS growth g

42 DANONE




Q Débora BASSANEZI DA COSTA link
P

n Matthias BLUME

Vienna City A
Sampling at bi Target for 2017

onhece o Projeto Kiteiras da Danone? Veja que bacana a matéria na

s Eu (uma revista semanal que & target do projeto). E 0 melhor....a
revista também repe tem vérios
untando como podem participar do Projeto

h Shilin Michelle GOH

Hol

/A o,
! ,
Generation
Investing for Good
:;IISMSS!SUHTMPHW'MUL‘L‘»LE‘.I
- VTENTIONALINTIMATES FROM UNDIES T0 CONDOMS
Fom 00 COUPLE: PHILANTHROPY AND BUSINESS

Aptamil launched in India, plans
2020

THE ECO PODCAST

EANATES MY Tax GarEn TEAR

FABER
Jean-Yves BROUSSY » Alimentation Tree

ROOTS Rio Reinaldo Siagian with Corine TAP at @ Perum:
Here s a short overview of some of the Brands
activating or looking into the Roots.

Marta SZULC » First 1000 days

We are all over the world! :)

NUTRICIA
s 22 100F 1000
= EOnT
1o0® 100® G5 1000
100F . 00"
e IOOD
e 1000

1on 10o® B 1668

= Agata PARTYKA » Excellence In Execution
Inspirations

ation in Tesco. Call to action for parents +
ids by the shelf

facebook







