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Disclaimer

Good Food, Good Life

This presentation contains forward looking
statements which reflect Management’s current
views and estimates. The forward looking
statements involve certain risks and uncertainties
that could cause actual results to differ materially
from those contained in the forward looking
statements. Potential risks and uncertainties
Include such factors as general economic
conditions, foreign exchange fluctuations,
competitive product and pricing pressures and
reqgulatory developments.
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The Nestlé Strategic Performance
Framework (4x4). ASEAN Markets fully

al | g N ed Good Food, Good Life

-_— Competitive Advantages

» Be the recognized = Products & brands
leading NHW company

Nestlé Model - every year
e 5% - 6% organic growth

= EBIT margin improvement = R&D capabilities

- Improving capital efficiency © B_e a re_ference for - Global presence
financial performance

 Market leadership = People, culture and values

e Trusted by all

\_stakeholders _/

. -Creating
Growth Drivers / Operational Pillars

Nutrition, Health & ShELed
e Nutrition, Hea - L
: e Operational efficienc
Wellness (NHW) Value b Y
: f e Innovation & renovation
e Emerging consumers . -
(PPP) . Sustainability - Consumer communication

e Whenever, wherever,
however

e QOut of home (OOH)

Compliance
e Premiumisation

Nestlé Culture, Values and Principles
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NHW - Nutrition Health and Wellnhess :

Strong support from the R&D Network with focus on
Asia (Singapore, Beijing, Shanghai, Tokyo)

Tokyo (Research

/Unit)

P Beijing

Shanghai

Singapore

The Nestlé Quality Assurance Centre

) (NQAC) based in R&D Singapore, is Zone
Worldwide: AOA’s analytical centre for contaminants
27 Research, Technology & and residues to ensure product quality,

Development Centres safety and compliance.
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Addressing the multi-tier strategy with new NHW 3’%.. Nestle

products developed with the Nestlé R&D Network

- BARU
A heeall \ESPRESSO
Excella Gold

=2 MOVENPICK

e S

Good Food, Good Life

(Super) Premium

Mainstream

[

PPP
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Nestlé in ASEAN : NOURISHING DTN

10% of the World's population Good Food, Good Life

Sales 2008: 5 bio CHF
Organic Growth: 15.0%
Investment 09: 260 mio CHF
Employees: 15’000

- 4 Nestlé Markets
- 10 Countries
- 23 Factories

Major religions

Variety of Cuisines/Taste
Different Languages
Frequent (natural) disasters
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Commitment to ASEAN: Example Global Sope =
=)\ Nestle

Good Food, Good Life

1_ [
(IR F I
Ll i C
‘s, ’ ‘.' o III
: e L e e ' . . .
e AR Gy > Ry Financial Services
R N O et @ A "'H!‘: : # - Account Payables
s -I:,&e‘*'" I'NDO f W, - Accounting Operations
IR Y ; = Account Receivables
thrmpatar 5 0 ot "D
= Employee Services
Indian CQeean © Payroll
Scale 102,000,000 a1 3°N ) ! ) HB Admin
Aieromes Progretivs AUSTRALIA e Time Management

e Benefits Admin

OCEAN IA + AS EAN = In addition, a Contact Center for

Financial Services and Employee
Services is also available.

|
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Creating Shared Value (CSV): S0z .
Acceleration of the CSV Strategy with focus &=\ Nestle

on Nutrition, Water and Rural Development  Geed Food, Good Life

Create value both for shareholders and local communities

N Utlﬁi@ﬂﬁ' NE=HE
needs Good Foad God i
and quality

diets

June 2009 — Zone AOA



ASEAN Outlook 2009 and

b el d Goutd Focd, Gootl tife

Well-positioned to:

eFurther grow our brands with
the ASEAN consumers

eDeliver our ambition of
enhancing the Nestlé model

une 2009 — Zone AOA




Nestlé in ASEAN €55 Nestle

Good Food, Good Life

THANK YOU

FVD June 2009 — Zone AOA



