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Sales
A strong organic growth performance, in view of tough conditions in Europe

2004 Sales (a)

In millions of CHF Differences 2004/2003

 in CHF in local currency

By principal market

By continent

(a) Sales by market and continent include food and other activities

(b) Decrease of sales mainly due to divestiture of Trinks

(c) Not applicable

Group sales were CHF 86.8 billion, 
a decline of 1.4% compared to 
2003. The decline was due, on the 
one hand, to currency volatility, 
which had a negative impact of 
3.5% of sales, and on the other to 
divestitures, which reduced sales 
by 3.6%. The positive contributions 
to sales were acquisitions, at 1.2%, 
RIG, at 2.9%, and selling prices 

and residual items, at 1.6%. The 
combination of RIG and selling prices 
gives an organic growth of 4.5%.

RIG measures the like-for-like volume 
growth achieved by Nestlé from 
one year to the next. It excludes the 
impact of selling price increases. 
The organic growth was slightly 
below our target of 5-6%, but 

remained a strong performance for 
a food and beverage company.

It was the fourth consecutive year 
that the translation of the Group’s 
sales into Swiss Francs has resulted 
in a reduction in sales. It was, 
however, the first year since 2001 
that divestitures outweighed 
acquisitions. This reflects the absence 
of any significant acquisitions, as 
well as the divestitures of a number 
of non-core and/or low margin 
businesses, including Trinks, 
a sizable distribution business.

The composition of sales

Organic growth 

RIG

Pricing

Acquisitions-divestments

Exchange rates
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+1.1%

–2.6%

–26.4%

+3.8%

–2.6%

+2.8%

+2.8%

+0.6%

–4.6%

–7.7%

+9.3%

+4.5%

+1.6%

+3.5%

+5.8%

+3.7%

–5.0%

+0.3%

+0.6%

+2.3%

+6.2%

+9.8%

–1.4%

+9.5%

–4.0%

–27.5%

+0.6%

–4.0%

+5.7%

+1.4%

+13.9%

–3.1%

–6.6%

+5.4%

+13.4%

+1.6%

+16.3%

+7.8%
(c)

(c)

(c)

(c)

(c)

(c)

(c)

(c)

2004

23 531

8 306

6 128

4 550

4 387

2 899

2 750

2 710

2 694

2 108

1 820

1 593

1 482

1 314

1 246

19 251

36 124

25 639

11 093

9 292

2 393

2 228

86 769

USA

France

Germany (b)

United Kingdom

Italy

Brazil

Spain

Mexico

Japan

Canada

Australia

Greater China (incl. Taiwan)

Switzerland

Philippines

Russia

Other markets

Europe

USA and Canada

Asia

Latin America and Caribbean

Africa

Oceania

Total Group

+4.5%

+2.9%

+1.6%

–2.4%

–3.5%

– 0 +
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developing countries. To manage compliance with both 
the law and the Code, we conduct extensive training 
and internal and external auditing. We also have an 
Ombudsman system for internal whistleblowers. We are 
the only company to prohibit voluntarily the labelling and 
marketing of any complementary foods for infants (cereals, 
baby foods in jars, etc.) in developing countries during the 
first six months of life. We are also the only company that 
applies the WHO Code in developing countries to those of 
its “stage 2” follow-on formula products, for children over 
6 months of age, which share an infant formula brand.
 
In 2004, Nestlé commissioned Bureau Veritas, an 
international auditing company with expertise in social 
accountability, to carry out an independent review of 
Nestlé’s infant food marketing in three African countries 
of their choice (South Africa, Nigeria and Mozambique). 
Bureau Veritas reported a good awareness of and 
compliance with the Nestlé Instructions and national 
legislations implementing the WHO Code (for additional 
information see the Africa Report enclosed with the 2004 
Management Report).

Nestlé’s environmental focus on water, climate and energy
Our environmental performance indicators show 
continuous improvement in the eco-efficiency of our 
manufacturing practices. These results confirm that, 
during the 2000-2003 period, we have been able to achieve 
a decoupling between the growth of our production 
volume, which amounted to 32%, and our consumption of 
natural resources. The 2003 indicators cover 90% of our 
factories that were in operation for the full year. Additional 
details of our environmental achievements throughout the 
supply chain, including latest performance indicators, are 
available at www.environment.nestle.com.

Our environmental performance is driven by the Nestlé 
Environmental Management System (NEMS), which is 
aligned with the ISO 14001 international standard and 
is mandatory for all our operating companies and plants. 
Water management is one of our top environmental 
priorities. During 2004, we reviewed the efforts in 

our factories to protect water. In addition to the many 
measures to reduce water consumption and to increase 
awareness, the review demonstrated our continuous 
pattern of investing an average of CHF 30 million annually 
specifically to construct and expand wastewater treatment 
facilities in our factories.

We also reinforced our efforts to save energy and 
reduce emissions of greenhouse gases. As an example, 
our factory in Graneros, Chile, converted its air heaters 
and boilers from oil and coal to natural gas, resulting in 
annual greenhouse gas savings of 19 000 tonnes CO2. 
With this project, we pioneered the Clean Development 
Mechanism of the Kyoto Protocol, when we developed the 
methodology for boiler fuel switching and had it approved 
by the CDM Board of the United Nations Framework 
Convention on Climate Change. 

As another example, our Himeji factory installed the first 
liquified natural gas high-efficiency cogeneration plant 
in Japan for electricity and steam. This new plant uses 
19% less fuel than the previous installation and reduces 
CO2 emissions by 41%, representing an annual reduction 
of 32 000 tonnes of CO2. Nestlé Japan has received 
the New Energy Award in recognition of this significant 
innovation.

We continued to pursue our packaging source reduction 
programme: without compromising product quality, 
packaging material savings from 1991 to 2004 amounted 
to 275 000 tonnes and CHF 500 million on a worldwide 
basis.

Our agricultural supply chain
During 2004 we continued to ensure the quality and 
safety of our agricultural raw materials. Our initiatives are 
adapted to sustainable sourcing methods (directly from 
farmers or through trade) and concentrated on key raw 
materials such as milk, coffee, and cocoa. In parallel we 
supported sustainable farming practices and engaged in 
capacity building programmes at farm level. 

For the third year in a row, a 22-country survey found that Nestlé 
was one of the companies most frequently cited by the public as 
socially responsible… 75% of consumers in five southern hemisphere 
countries said Nestlé is “among the best” or above average on 
social responsibility issues.
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As we move to occupy fully our position as a food, 
nutrition, health and wellness company, we are, today, 
on the threshold of another important transition. First, 
we are creating Nestlé Nutrition, a global business 
organisation to strengthen the focus on our core 
nutrition businesses. Second, we are putting in place the 
Corporate Wellness Unit to integrate nutritional value-
added in our food and beverage businesses. Thirdly, we 
continue to integrate nutritional thinking into the way 
we are fulfilling our corporate social responsibility. 

Nestlé Nutrition: 
Strengthening Nestlé’s core nutrition leadership 
An important element of our strategy is strengthening 
our leadership in our core nutrition business. This 
business can be characterised as one in which the 
consumer’s primary motivation for a purchase is the 
claims made by the product based on its nutritional 
content. As such, it lies somewhere between the food 
and beverage industry and the pharmaceutical industry 
and has unique defining characteristics. It is based 
on high-level research and development and requires 
supporting clinical trials, as well as regulatory know-how. 

In order to reinforce our competitive advantage in this 
core area, we have decided to create an autonomous 
global business organisation within the Group, effective 
January 2006, and charge it with operational and profit 
and loss responsibility for the claim-based businesses of 
Infant Nutrition, HealthCare Nutrition and Performance 
Nutrition. Nestlé Nutrition aims to deliver superior 
business performance by offering consumers trusted, 
science-based nutrition products and services. It will 

demonstrate leadership in “claim-first” products and 
brands, support health and provide care for consumers 
with special needs at every stage of life. 

Corporate Wellness Unit: 
Driving nutrition as value-added
The Corporate Wellness Unit will drive the nutrition, 
health and wellness orientation across all our food and 
beverage businesses. This is a huge task that goes beyond 
just reformulating some products or putting icons on 
packaging. It is a holistic approach that impacts every 
aspect of our business. It will also encompass a major 
communication effort, both internally and externally, and 
will drive a close alignment of our scientific and Research 
and Development expertise with consumer benefits.

This Unit will be responsible for steering horizontal, 
cross-business projects that address current consumer 
concerns, such as the Nestlé response to obesity, as 
well as anticipating future consumer trends, such as 
meeting the nutritional needs of an ageing population. 

It will also drive the internal nutrition education 
programmes and employee wellness programmes across 
different Nestlé markets, including human resources 
initiatives that reflect a healthy attitude to life. 

The unit will assume responsibility for the development 
and implementation of the 60/40+ process. This 
proprietary strategic tool is at the core of our innovation/ 
renovation programme to develop a nutrition value-added 

Nestlé’s focus on nutrition, health and wellness is threefold:
_ Nestlé Nutrition strengthens the Company’s leadership in the 

core nutrition business
_ the Corporate Wellness Unit drives the integration of nutritional 

value-added in our food and beverage product groups
_ nutrition, health and wellness are at the heart of Nestlé’s actions 

as a corporate citizen






























