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USA is a key contributor to Nestlé Global
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Competing in an ever evolving F&B landscape

Low Growth Evolving consumer Profound Retail Evolving Rising Margin
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(1) Nielsen measured Retail Channels, excluding alcoholic beverage (2) Nestlé analysis based on Nielsen Syndicated Data, Homescan and industry estimates for F&B



Driving continuous Transformation ...

STRATEGIC VIRTUOUS CIRCLE

2012 -2017 @

2017 - 2020

OVERHEADS 2017 vs. 20121
+ Matrix organization model -160
* Frozen Foods Center of Excellence bps
* One Face fo the Customer

TOTAL DELIVERED COST®

* DSD optimization

» Factory efficiency & footprint
) - Procurement optimization
« Reduced complexity (-34% SKUs)

¢

MARKETING & SALES
« Digital Center of Excellence +9%
+ Consolidated Media Buy e
» Strategic Pricing expense N
X

Nestle

4 (1) excludes Confections & Snacks and businesses disposed between 2012 and 2017 (2) Total Delivered Cost includes fixed factory costs, cost of goods sold, and variable & fixed distribution



5

Driving continuous Transformation ...

(1) 2020 estimate vs 2016 baseline

2012 -2017

STRATEGIC VIRTUOUS CIRCLE

A
&

HQ Repositioning
(70% HiPo retention)
Lean Operations
(starting in Ice Cream)

New Capabilities
(e.g. eBusiness,
Analytics)

2017 - 2020

Functional ;
Operating

Model

redesign

Simplify,
Standardize,
Share

Strategic Revenue

Management

(price & promo

optimization) ENE
IS
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... to expand margins while investing for growth

Operating Margin
enhancement

+280

bps®

Margin expansion
2017 vs. 2012
(+220 bps vs 2014)

6 (1) Operating Margin excluding Confections & Snacks, businesses disposed between 2012 and 2017 and restructuring costs (2) excluding Confections & Snacks

Cover Input
Cost Inflation

Margin
Enhancement

I&R and
Marketing

Spend Growth
enablement

“Pure”
Acceleration

+1%"

oG ‘14-'17

Versus a flat/declining
USA Food & Beverage

ENE
Nestle
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Pursuing a hybrid growth model

)

Investing in
High Growth

Strategically Innovating our Exploring new
evolving our Brands to Innovation
Portfolio address key Models
Consumer trends

Deploying new
growth-enabling

Channels Capabilities

Unleashing Nestlé’s 150 year old innovation heritage

NG
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Strategically evolving our Porifolio

+820bps ROIC vs 2015 +70% Growth 2017(1) ~11% of Total Sales

nnnnnnnnnnnnnnnn

i CHAMELEON
(OLD-BREW

BLUE BOTTLE

COFFEE

Manage base portfolio to Acquire / Invest in high Divest businesses
optimize value creation growth territories with low ability to win
S0aaNE
Nestle

8 (1) Aggregated full calendar year sales growth versus 2016



Fit Kitchen
~$45 M sales

FITKITCHEN ¢

— e —

Ready-to-Drink

New business

Flavor Solutions &

Active Lifestyle OTQC"“C / Natural Speed Scratch

Craft Premium
propositions

Super Premium Snacking High Protein eCommerce %77’5’—“/?
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Exploring new innovation models

OUTSIDERS [N

PIZZA COMPANY

Bl i | P DR A

Cargill

8°°d be by Rabobank + RocketSpac
Internal “Start-ups” External Incubation Partnering with Vendors
« Strategic growth territories » Coach selected startups » Shared opportunities
* “Infrapeneurs” in residence » Access to creativity & new * Combined capabilities
« Fast prototyping thinking of startup cultures * Engagement during innovation

« In-market testing « Support with Nestlé's capabilities cycles

New “born-Pure” brands with Joint bilots with Startuos Collaborative ideation
ldea-to-Launch < 9 months P P and development

Nestle



Investing in high-growth channels

Brand Example

l
cosrco D TB
=—WHOLESALE Lt et

DOLLAR GENERAL

2013 - 2017 )
y) (¢ poLLanre

=~ FAMIYDILLAR

ik WHOLE
SPROUTS) @etend
FARMERS MARKET Ry

» Right proposition for each channel
(product e pack e assorfment e merchandising e pricing)

» Focused Sales development teams
« 1" mover with new Retailers

* New platforms and business models
(e.g. Freshly)

« Enhanced eCommerce fundamentals

eCom

Peapad
safeway k.

2017 Sales

(search e ratings & reviews e eContent e ePacks e ...)

AN
SN

(1) $ OG CAGR, excluding Confections & Snacks Nestle



Deploying new growth-enabling capabilities

Digital CoE* and Sales analytics Flexible Transportation Digital Recruiting
eBusiness Unit to driving better manufacturing predictive and analytics
accelerate new promotion and for smaller, faster analytics to to improve hiring
growth-enabling assortment launches and opfimize on-fime and candidates
capabilities strategies test & learn deliveries and cost experiences

Transportation Control Tower

* Center of Excellence

empowering our entire workforce to innovate v
SO\
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In summary...

v Change in the competitive landscape has never
been this fast and will never be this slow again

v Driving a mindset of Continuous Transformation
to fuel growth while expanding margins

4 Pursuing a hybrid growth model, including internal
and external innovation, to win in the new reality

4 Building growth-enabling capabilities and
empowering our workforce to innovate

hancing margins seeding growth

SNE
Nestle




