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Disclaimer 2N
Nestle

This presentation contains forward looking statements which reflect

Management 6s current views and estimat e

statements involve certain risks and uncertainties that could cause

actual results to differ 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.

This presentation contains certain financial performance measures which are not defined by IFRS. Management believes
that these non-IFRS measures provide additional useful information to assess the financial and operational performance

of the Group. Such measures may not be comparable to similar measures presented by other companies and are explained
and/or reconciled with our IFRS measures (Consolidated Financial Statements) in the Nestlé Group Alternative Performance
Measures (APMs) document available on our Investor Website.
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Our long-term value creation model AN

Nestle

Balanced pursuit of top-line and bottom-line growth with capital efficiency

Increase Growth Improve Margins Allocate Capital Maximize
Reach mid-single digit Reach underlying Prudently long-term
organic growth by 2020 trading operating profit shareholder
margin of 17.5% to
18.5% by 2020 value
AFix base business AReduce structural cost Alnvest in growth drivers:
APortfolio management Alncrease operational e, EMSEHIE
Alnvest in high-growth efficiency AExercise discipline in CAPEX,
categories and geographies ADeliver procurement acquisiionsiand disposals

savings AReturn cash to shareholders

Creating Shared Value
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Strong half-year financial results

Underlying trading operating
profit margin (UTOP)

/ 17.1%
16.1%

Organic growth

/ 3.6%

H1 2018 H1 2019 H1 2018 H1 2019

Working capital Free cash flow

Underlying EPS growth *
(% increase YoY)

(5-quarter average as % of sales) (CHF bn)
22% N /' 4.1
1.7%
i
H1 2018 H1 2019 H1 2018 H1 2019

4 | September 25, 2019 | Bernstein Conference

H1 2018 H1 2019

Cash to shareholders
(CHF bn)

/7

H1 2018 H1 2019

* In constant currency
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On track to deliver our 2020 targets

Organic growth (%)

Mid
single-digit
~3.5
3.0 .
2.4
2016 2017 2018 2019 2020
guidance target
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Underlying trading
operating profit (UTOP)
% of sales
17.5
to
18.5
017.5
16.0 .
2016 2017 2018 2019 2020
Restated guidance target



Balanced and diversified portfolio X
Nestle

2018 Sales: CHF 91.4 bn H1 2019 Organic growth
H1-2019 Sales: CHF 45.5 bn

4.4%

4.0%

2.2%

AMS EMENA AOA

6 | September 25, 2019 | Bernstein Conference



Growing across all product categories

2018 Sales: CHF 91.4 bn

Water
8 %

Confectionery Powdered &
9 9% liquid beverages
24%

Prepared dishes
& cooking aids

13%

Nutrition &
Health Science
PetCare 18 %
14 %
Milk products
& ice cream
14 %

September 25, 2019 | Bernstein Conference

Powdered
& liquid
beverages

5.9%

Nutrition
& Health
Science

Nestle
H1 2019 Organic growth
6.1%
3.0%
0
2.4% 25%
2.0%
Milk PetCare Prepared Confectionery = Water
products & dishes &
ice cream cooking aids



Portfolio geared for profitable growth ZEN

8 |

H1 2019
Organic
growth

H1 2019
UTOP
margin
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Group

17.1%

Bernstein Conference

High-growth Emerging Premium
categories markets products

> 18%



Faster innovation: 40 fast-track projects since 2018 22X

Nestle

N\ /— . t N % S O
@ ag2 \/

Ideas Pitch to Approval Execution in
committee of funding 6-12 months
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Global Starbucks roll-out at speed 2N

Nestle

First wave of new products launched only 6 months after acquisition

2019 2020

Roast & ground Starbucks by Starbucks by Coffee New product platforms
coffee Nespresso Dolce Gusto creamers and geographic roll-out
from:

4§t STARBUCKS' bych 2

14 markets in
® & & & H1 2019

\ 4
CREAMER ~ CREAMER  CREAMER  CREAMER

to

¢ffis STARBUCKS"

> 35 markets by

Launched Launched Launched Launched H1 2020
March 2019 March 2019 March 2019 July 2019



Portfolio management plays a strategic role in value creation 2%

Nestle

Announced and executed strategic transactions since 2017

TERRAFERTIL

Financial performance

Acquiring businesses
(OG and UTOP) % in strategic

STARBUCKS'

; $ Z Skin
Gerber Life Health

Herta charcuterie
under strategic review

Divesting
under-performing or

: US Confectionery Strategic Fit
non-core businesses

(NHW and Ability to Win)

)

C

C



