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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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Frozen meals is not an homogeneous category
2 Year $ CAGR: -1.8%
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Nestlé leads share position across all key segments
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The consumer landscape is ever evolving

Negative consumer perception
of freshness and quality of
frozen foods

Rising demand for products to
support speed scratch cooking h.‘

Consumers want to associate
' with healthy weight not hard diet

June 3 & 4t Boston Nestlé Investor Seminar 2014

Rise of pure, natural and
better-for-you products

Rapid expansion of snacking
over the last years

Increasing competitive
intensity both in and out of

Falling consumption as
government subsidies shrink
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Attitudes to DIETING have significantly changed

2010 2011 2012 2013
+0.2%

Sales of -0.5% -0.5%
products
with

diet / light /

low / reduced
names

Consumers want to eat healthily not diet

DO
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Yet, frozen food remains very relevant for consumers...

Q7 /% +3.9y

Frozen Foods Nestlé household Euromonitor
household penetration in growth forecast
penetration Frozen Foods 2013-2018*

ORENGS
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... as it delivers on fundamental consumer needs

>

Perfect preservation —
frozen at the peak of
freshness

i :.
e
Supports controlled
intake of sodium

and calories
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and ensure nutritional balance
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waste NOT WASTE

eases hectic
lifestyles




Nestlé will lead the way as the largest frozen player

US

Food & 2 5
Beverage " X
Mgw than the

nearest competitor

Nestlé Competitor 1 Competitor 2 Competitor 3

DEREN ==
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We have the core competitive strengths to win

L@Qr} M'G]ORNO Leadin g 8 Kitchens
cuisine. - “Cooking

W ou AV Vg
brands theway
(Sioufersd you

cook”

larg
where we_

frozen centre of T~ 1O
excellence in i g ik sell
America based WBNE || : : SR : '! _
in Solon, OH i 1Y S |- leveraging the
‘ aabiil largest frozen supply
chain in the USA
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A robust strategic plan is in place to win in the USA

d P i o @J Value what
Make choices =OPRORTUNIES . ' consumers
CH ICE === opportunities }Q value

= Disciplined portfolio management = Nutrition, Health & Wellness = Remove waste to reinvest

= Invest in strategic growth drivers = B3 Innovation = Operate as ONE Nestlé in NA
m Fix or divest underperformers = New channels & integrated P2P = Master complexity

-~ .= Engage with .
.‘ the community E;;_ gimitz;?ce e Eg;/te tgoe le
(3 and stakeholders - 9 “\\\ PEop

m Embodying Nestlé in Society m Best-in-class Digital capabilities m Reflect our Consumer diversity

= Create Shared Value = Step up on Digital Media m Best-in-class new capabilities

m Strengthen Nestlé brand equity = Leverage e-commerce m Accelerating career development
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Brand portfolio aligned with evolving consumer needs...

D I <o wim

cuisine.

Core :
Easy, tasteful food that : .
i Convenient,

Consumer | Making healthful | Good Food, Good Snacking / allows vou to relax and
Needs choices Times Immediate energy spend g’me with others | reliable, fun
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ac| @ < @

Breakfast

e @ o ©

Snacking

e O o 9 00

Meals

0 Historic strongholds G New territory
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..and with clear business priorities

lean
Cuisine <D

= Strengthen
brand equity

= Drive the core

= |nnovate for
new users &
occasions

HOT POCKETS

DIGIORNO

» Heat up brand Elevate the
equity consumer

= Innovate for proposition
incremental Breakthrough
occasions I&R

= Optimize
portfolio strategy

= Winning at retail

Drive cost structure optimization and business simplification
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Consumer is moving from “dieting” to “healthy eating”

- : Healthy eating for
Dieting for weight loss holistic health

roduct with E:I";ntieea'th’ H E A LT H p
: EATING

D'E-‘- diet/light/ anol
low/reduced maintaining

claims weight

Low calorie -
ondl _ AV 4 ,
Low fat n 2013 ¢eco @rganic natura
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Consumer expectations are changing

| eat foods Ifwb go-od/

about eating

wearers by

And that don’t

me the 0. | control w\,g oWvv

of eating personal diet
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However, modern eating has some unhealthy effects

09% 30w 17

Overweight Adult Child
or obese Obesity Obesity

US adults prevalence prevalence
(23% increase since 1960) (more than double since 1960) (nearly triple since 1980)
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Our Challenge:

lean
cuisine =Diet

Very relevant consumer need .

. but outdated brand positioning

.’3‘""2 N3 _—
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Our Opportunity:

lean — Healthy
CU.lSln.G — Lifestyle

Very relevant consumer need ...

... and_on=trend brand positioning




Modernize positioning from Diet to Healthy Lifestyle
Diet Food Expert Modern Wellness Partner
for weight loss for a healthy lifestyle

£ 3 Depvrivation Food . p o -
&;ag (Low Fat, Low Cal) . Satisfying Cuisine

On-trend and talking
“80s’’ brand to today’s Modern

Woman

NS, Her Supportive
Functional -JE=1 W Partner, leveraging

technology
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Innovate and expand into growing categories

l [ &4 lean
BFY Breakfast Cuisine @
+ 0% 9ro wth T el

Latest 52 Weeks

Spinach & =
Artichoke

CARE AR

lean s leary | APED
cuisine 9 q e g

of snackers trying to find

healthier

0 : :
Y0 snacking options
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Stouffers is well positioned for growth

Leading
Brand

(+120 bps beyond its
2011-2013)
core

brand $

growth 2011-2013 Leading

with credentials
synonymous of

guality comfort
food since
1922
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Helping America enjoy a ‘Real Dinner’ every night

Strengthen brand : Innovate for new
: Drive the core :
equity users & occasions
-

Delivering relevance & R =

reassurance —

AT
)
A

’ N

G = Servicing the
g A | “untapped” spaces

Working to enhance e _ %

and expand our voice
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Strengthening brand equity, a new voice

Made for you to LOVE CONNECTING with the
Hispanic consumer

Great ingredients and care

yoppen W

Aofﬁigp%g

lasagna with
meat & sauce

Real dmners and Fawuly &
Frlendshlp connections

Nestlé Investor Seminar 2014

Hispanic consumers
are looking for

American
Brands

for everyday use

$1.5tn

| Hispanics’ spending
power in 2015




Driving our core

Improving relevance through DELIVERING reassurance
QUALITY through NHW

g

Recipe
evolution for

new generations - 6 . 4-0/0
Sodium in
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100

SKUs free of
artificial flavors

Expansion of
flavor

profiles

e
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Innovating for new occasions and users ©

Iouffer

7
QL
=
c
=
g
O
o
o
@)
o
.
S
0
@©
—
O

= ; _J S P - ’,
4 8 of eating el " Eh
occasions are s W -7 n g W Frozen
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Expanding into new occa
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Hot Pockets is well positioned for long term success

Strong Business Fundamentals

snack 2x or
more per day

Millennial
lifestyle
Hispanic
index

Significant
profit pools are
available
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Continue to elevate the brand beyond convenience

2013: sales & penetration growtl«
behind new campaign

Heat up brand equity : LIUTEIALE for_ Winning at retail
incremental occasions
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Heat up brand equity @)

DIRIVIS perespiions il Queliy INCREASE share of voice impact
& Nutrition Improvements

Millennials

30% of marketing
dedicated to digital,
better targeting

Premium
Ingredients Sodium Cleaner Hispanics
(e.g. 100% Angus  Redyction Label , P
Beef in Philly >

Steak SKU) AN N/ o 23% of business
' X o | done with fastest
BETTER TASTE. da > growing consumer
BETTER QUALITY. £ ¥ a¥o
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Innovating for extra occasions

Ethnic opportunities Breakfast

“manage

my hunger”

need State sandmces -

APPLEWOOD

IBACON

~ EGG & CHEESE

with low fat
mozzarella
cheese &
sauce in a

crnlssant crust

: | .- 0
Leveraging flavor WS 1/"

h‘u

trends to capture vl R Build off current

Mllennials “n/ business
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Winning at retalil

. o _ | Modern path to
Optimized portfolio elivering value purchase

Help Digitally Savvy
struggling Consumer

customers

Through
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Sales growth* targeted

promotions Checkout
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Recognizing the challenges

Facing the CHALLENGES Embracing the OPPORTUNITIES
relevonce
o iti Frozen pizza :I'he mqst
gg?opnest Igve " $ % change ot

| ' non-holiday
1.4% eating occasion

10.5%

0
2304 . 0.4%

[o]

2006 2007 2008 2009 2010 2011 \2012,/2013

-3.9%

Nestlé pizza
offers

superior
CO/D Private label Eat pizza Growth in taste &
growth since growth since once per last two

2009 2009 month decades truft
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Strategic pillars for growth & profit

Elevating the Breakthrough

.. : ) : Portfolio strategy
consumer proposition innovation & renovation

o -
- o

Ability to Win (Returm sn Resources)
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optumiz g the consumer bringing continued aoldledl  increasing uinerementality
message vodue to the category while otz Lng margin

structure
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Elevating the consumer proposition

Adding emotive true Connect with Grow with growing
value consumers cohorts

Mlleniols

through
mobile |, *

pizzerial

Increase the emofLonal

connection and ro{e in
consumer lives
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Working media
in digital
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Breakthrough innovation & renovation

INCREASE preference DEVELOP platforms for CHANGE consumer
through taste growth & new occasions perception of frozen pizza
n. m

IT'S N DELIVERY. IT DIG) '
ey S DI SICRN GIORNO

A-ﬁ -y @ p1zzex ial - -“f“'

DIGIORNO [ &

» - Gross Sales reduction in
RISIN é" E RU ST o in Year 1 pesEavIe | Rising Crust
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Crust &
Artificial Flavors

New, consumer-preferred Customizable pizza
sauce. in category history

¢ Investor Seminar 2014




Portfolio optimization

Clear & distinct brand Strategically manage Improving shelf
propositions the portfolio productivity

Implementing the Nestlé ‘
strategic pricing
e model...
B SKUs si
(C » 7 Pricing 009
D C Strategy
Shaping the valire 4 - . — -
L d ...combined with distinct
proposvhLon an D ! ¥ ZM

brand role to optimize the

portfolio strotegles
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@
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Integrated path to purchase

Embracing OPPORTUNITIES WINNING in-store

SR w ~  Dominate the drive times for this :
"‘ g ’n $ saTve GREAT TASTE FOR YOUR

i : Lorue amer o food 7 W = g HOME(OURT

GREAT TASTE FOR YOUR

HOME COURT
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Market share i e R i

INETEEEE BT Build compelling stories

Super Bowl week Increase in value

and invest in Jrowting channel sales
channels
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Clear business priorities to win in the new reality

lean

cuisine

Soufrs]

= Strengthen
brand equity

= Drive the core

= |nnovate for
new users &
occasions

HOTPOCKETS DIGIORNO

» Heat up brand Elevate the
equity consumer

= Innovate for proposition
incremental Breakthrough
occasions I&R

= Optimize
portfolio strategy

= Winning at retail

Drive cost structure optimization and business simplification




Driving cost optimization and business simplification

Driving value chain Creation of the largest Frozen Optimizing the
and eradicating

Soc
Reduction in fixed % —
- 70/0 manufacturing Nestle -39,

®
costs®
2014E vs 2011 SOLON, OH T : SKU count®

2013 vs 2012
Implementing
continuous

runs

o Meals: Stouffers, Lean Cuisine, Buitoni

o Hot Pockets (relocated from Denver) —3 1bps
“Make It Pizza (relocated from Chicago .
° ( 9°) Pizza’s Bad

where we § o Baking
sell it? o Nestlé Professional Goods

o Product Technology Center
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(2): Includes Factory Fixed Overheads and Depreciation for Meals and Hot Pockets
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A revitalized strategy to turnaround current performance

-1% excluding Lean +4% excluding
Cuisine impact Lean Cuisine impact

- 2 % CAGR® - 7 % CAGR®

+1%

=2 ' EE

2011 2012 2013 2011 2012 2013

Sales Trading Operating Profit
(in USD) (in USD)

(1): 2011 to 2013 change
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In summary...

v’ Frozen Foods remain an attractive category,
despite the challenges experienced in the last years

v' Arobust strategic plan has been designed to win in the
new reality, capitalizing on leading iconic brands

v’ The portfolio strategy is aligned with evolving consumer
trends and focuses on enhancing margins and ROIC

v’ Nestlé has world-class capabilities to drive innovation
and create competitive gaps

v" Aleading edge Frozen Center of Excellence was
created in Solon, Ohio
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