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‘ZX Nestle

Disclaimer

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
regulatory developments.
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Nestlé’s Dairy Business
A dynamic business contributing to the Group vision
In Nutrition, Health and Wellness

Tom S. Coley
Head of Dairy SBU
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Role of the DAIRY SBU

* Develop winning strategies for:
e Consumer
e Capital
* Technology
* Route to market

» Develop and drive consumer-led
and science-push innovations &
renovations

» Develop People - core competent:
* In SBUs and Markets
 Strategic
e Inspired and inspiring leaders {

Sales: CHF 10.8 Billion
Organic Growth: 7.1 % (2006)
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NIDO is a ‘Billionaire’ brand Ne_stle

NIDO

» Nestlé's third largest brand (2006 Sales: CHF 2.9 bio)

» The No 1 wellness brand for Nestlé

* The largest brand in the Dairy SBU, in over 50 markets

* NIDO - one of our largest and most profitable businesses

* NIDO - consistent growth over the years: CAGR 11% in last 3 years
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Ambition to lead the mother/child 1 to 6 years Nestle
\ Nestle

of age franchise
..... by providing nutrition solutions to children’s needs

Guided by ‘Nurturing’ as the brand essence

[ -

NIDO
Consumer Company
Aspirational Your Child's

aternal Development -

Our Passion

Product

The Best

Children's

Nutrition milk for Growth &

can offer Development
that Shows
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What is ‘Nurturing’ ?
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Consumer-oriented Science Building Blocks

will enable us to continue drive the cateqgory...

NURTURING

, Consumers

I&R Pipelines

A

PTC Technology/
Deployment

8

| Leveraging
NRC Science

Actionable
Consumer
Insights

4

Desired
Consumer Benefits

»
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...translated into 5 generation I&R pipeline

Nestle

CONCEPTUAL

Time Today In next 12-18 In next 24-30 In 3-4 years In 5+ years
Horizon months months
Generation 5
Generation 4
Generation 3
Generation 2
Generation 1
(F;md“c:_ Research at Mainly
eneration In market, | Preparing for | Development | NRC/early | research at
with consumer launch at PTC stages PTC NRC
Market/ e S :jji
. | Consumer O /
Contribution BU
" PG

Product Technology Center ___-

P

/

NRC

Nestlé Research Center
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Our latest breakthrough innovation

Generation 3

Adding value to the business
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NIDO communication examples -
Nestle
i

Connecting science and consumers

PHILIPPINES

Introducing nanf_S,fo_,_ 1"'

LLullfactobacilItSIPROIME G S
the latest innovation in milk nutrition

The 3-Point Revolution
1 | -
1 The Ondy Milk With Live 2 How It Works
SRR Dinco WIDD 1+ s moed with waser, tha muu-nh-n:uq'a-mmnr
WD 1 * im P Firwl i oo Lscinbacis Lacinhecidi.g muRpies by matural fibar - and sssenbal viamine and
mmm*mmw?::m z_mﬁ.m consumed siat in Ta&l‘wh ] :m
Sy oo bt i i o
Continuous Drinking = Continuous Protection
e The NIDO Nutrition System
e T e ooty [
sclentris, doctors and nairitioresis wa'k constantly b improse nutilional atandas.
the world over
cling
‘ - theworld’s
Age 1is the Disco Stage. Your child starts to walk and explore the world around him. NO- ch;ld

Ha needs protection now, morne than ever for him to discover the world and go further.
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Philippines consumer communication
Connecting science and consumers
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Compelling benefits provide good reasons

for consumer to trade-up

...... and address the bottom of the pyramid
Reinventing the Category

T

“NURTURING”

AGE SPECIFIC
"Protection in Every Stage

120-125 of Development"

NIDO 1+ NIDO 3+ NIDO 5+
Active Protection Protection and Protection and
Development Growth

ALL AGES
“Complete Nutrition

for Healthy Growth” NIDO FORTIFIED

AFFORDABILITY %0
"Right Taste, Right Price, bt AFFORDABLE
Right Nutrition"

PRICE INDEX
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In conclusion

NIDO

- A leading Mega Brand driven by consumer insight and
science

« Contributing to Group vision in nutrition, health and
wellness

- Further potential for growth by expanding to untapped
segments and geographies

- A dynamic business with strong growth & high returns
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