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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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Delivering progress sustainably in a New Reality
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2011: Strong Full Year Performance

At constant

As reported exchange rates

Sales 83.6 bn
Organic Growth +/.5%

Real Internal Growth +3.9%

Trading Operating Profit h Sy

Trading Operating Profit Margin 15.0%  +60 bps +90 bps

(vs. 2010 continuing operations)

et Hion 95bn  +8.1%

(vs. 2010 continuing operations)

Net Profit Margin 11.3% +130 bps

(vs. 2010 continuing operations)

Underlying EPS 308

(vs. 2010 Group)

Dividend 1.95

(proposed)

All figures in CHF
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Delivering the Nestlé Model in 2011

Former Nestlé Model FY 2011

Organic growth 5-6% +7.5%

Increased EBIT margin
in constant currencies

+10 bps

Improvement in capital efficiency
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Enhanced Nestlé Model FY 2011

Organic growth 5-6% +7.5%

Increased trading operating
margin in constant currencies

+90 bps

Increased underlying EPS +7.8%
in constant FX

Improvement in capital efficiency




10 years of the Nestlé Model

Driving Organic Growth & EBIT Margin Improvement
143% 146% "

14.0%
o, 13.9% - 14.4%
o5 126% 129%
12.3% 420 =

11.8% ——
10-year annual averages 9.7%

Organic Growth 6.4%

Real Internal Growth 3.6%
6.2% 6.2%

m Organic Growth
™ EBIT margin *
B TOP margin
2001 2002 2003 2004 2005 2006 2007 2008 2010 2011

* Before net trading items Data corresponds to published figures — not restated for accounting changes
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Enhancing performance — EPS and DPS evolution

3.32

95 Proposed

mEPS*
mDPS

2001 2002 2003 2004 2005 2006 2007 2008 2010 201

* Underlying EPS, excl. 2001 which is Basic EPS
All figures in CHF
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A winning strategy driving superior shareholder returns

Nestlé SA Total Shareholder Returns
2002-2011

CHF, dividends reinvested

43.2%

29.6% I

Source: Bloomberg
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Growth opportunities — consumers increasingly focusing on
Nutrition, Health and Wellness as per-capita income rises

‘Aggressive’ local competitors with growing
and dominant position (low price/low margin)

‘Premiumisation’

Battleground for growth Nestle
in the emerging markets @Mﬁﬁon /

7 i
Consumption of food (Nestle

manufacturing value-

PROFESSIONAL.

added actual US$: ive Food & Beverage Solutions

per-capita

Convenience
Pleasure and
diversity Nestlé per-capita

sales
WellNes
In Actipn

Per-capita income

»

US$ 1,500 5,000 13,000 22,000 28,000

*PPP = Popularly Positioned Products

Sources: UNIDO (value-added), WIDER and World Bank; Nestlé
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1.4 Billion new consumers
primarily sourced from emerging
markets where competitive
environment is much more
widespread and dynamic

Population in developed markets
in general is in decline




The transformational opportunity

WHAT

HOW

Transformation

-
Strategic
Transformation <

From traditional
businesses into a Nutrition,
Health and Wellness
company

10 | February 21st, 2012 | 2011 Full Year Results Roadshow

-
> Organisational }

Create an agile fleet of
businesses/markets
Focus on demand generation
Leverage scale through an efficient
support structure
Tackle under-performers




Significant acquisitions added new growth platforms
and strengthened market leadership

Acquisitions 2000 to 2011: YINMU S Em
Sales in CHF ~30 bn

€ EROMETHEUS

Garotg

-~

£a
W |
/e,

0T POCKETS MOVENPICK

“Garoto Brazil  c=aEmy  .ocem Isracl Uy novarTis
Fonterra milk & 4 Medical

powder AMS POWWOW EUR

PURINANEESSSIENN

e|lce cream Partners NA
*HOD Waters USA

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

| Nutrition DIGIORNO
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Significant divestitures rationalized the portfolio and
eliminated non strategic and loss-making businesses

Divestitures 2000 to 2011:
Sales in CHF ~ -17 bn

Alcon Alcon
25% 52%

*San Sepolcro Italy Eden Spri Water FR
*Frozen Meat GER ,e;ampgmgcsonf;d

*Family Frost
*Canned & Liquid v

+Trinks GER Milk AOA
«Eismann EUR *Dry cut pasta ltaly
*Crosse & Blackwell
. D.aIImayr. R&G «Private Label Ice South Africa
* Chilled Dairy GER cream GER
*Minag Water GER
*Findus EUR
*Frozen Potato USA

*FIS International
*Project Perm UK

2000 2001 2002 2003 2004 2006 2007 2008 2009 2010 2011
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Nestlé Innovation Territory: expanding to new dimensions

February 21st, 2012

Customized

Standard

>

A

PROFESSIONAL.

—

Gusto a
)

Personalized
Solutions

Product-linked
systems & services

22 PUR I N A NNSRECE

Pet Health Insurance

Gerber Life
Insurance Company

»
»

Product

2011 Full Year Results Roadshow

Systems

Services




Capital expenditure driven by emerging markets, powdered beverages,
nutrition and investments in capacity and new products & technology

Split by Region Split by Product Category

Others
- u PetCare
- - u Confectionery
= Developed - Culinary

= Emerging = Nutrition
u Dairy / Ice cream
u Water

= Powd. Beverages

2005 2011 2012 Split by Type

“ Capacity and new
products &
technology

E Replacement

AN -
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Trade Net Working Capital is an area of focus and improvement

2008 2009

“ TNWC as % of sales

Notes:
Like for like estimate
2010 and 2011 figures exclude Alcon, Hsu Fu Chi and Yinlu
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Nestlé’s Operational Efficiency
Delivering the highest quality, lowest cost & best customer service leveraging GLOBE

Performance

_ * Manufacturing
* Manufacturing « Physical Logistics
* Physical Logistics » Bad Goods

- Bad Goods 4L,: CONTINUOUS * MOGE
° MOGE ;— 5 "“. i "—C'FE :'r?vc’r'g'f( ADVANTAGE §  PFME

Nesti Eﬁﬁﬁili;ucg « Capital Charges
* Financing Costs

Operation .

EXCELLENCE ! ] ]
2007 ; Focus on change in mind-set to

generate continuous improvement

* Manufacturing
* Physical Logistics
* Bad Goods

Target

Manufacturing

MH'97

Cl \ Focus on prOJects to
[ generate cost improvements

GLOBAL BUSINESS EXCE[LENCE g % L E ’/B
UNLOCKING OUR POTENTIAL l estle ONE STEP AHEAD

2001 2008 2011...
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The Nestlé Model

m Organic growth 5-6%
m Increased trading operating margin in constant currencies
m Increased underlying EPS in constant currencies

= Improvement in capital efficiency
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The New Reality

How to save
the euro
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Deliver shorter term

Uncertainty and volatility
Different dynamics in different markets

To win:

m Fast moving

m Entrepreneurial
m Decentralised
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Deliver shorter term

Uncertainty and volatility
Different dynamics in different markets

To win:

m Fast moving

m Entrepreneurial
m Decentralised

Manage for longer term
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Growing populations, global affluence
increasing, health awareness, etc

To win:

= Build and innovate brands

m Enhance capacities and capabilities
m Invest in strategic opportunities




22

Deliver shorter term

Uncertainty and volatility
Different dynamics in different markets

To win:

m Fast moving

m Entrepreneurial
m Decentralised

Manage for longer term

Growing populations, global affluence
increasing, health awareness, etc

To win:

= Build and innovate brands

m Enhance capacities and capabilities
m Invest in strategic opportunities

Concise strategy

Aligned values

Firm principles
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Deliver shorter term

Uncertainty and volatility
Different dynamics in different markets

To win:

m Fast moving

m Entrepreneurial
m Decentralised
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Manage for longer term

Growing populations, global affluence
increasing, health awareness, etc

To win:

= Build and innovate brands

m Enhance capacities and capabilities
m Invest in strategic opportunities




The Nestlé Roadmap

Competitive
Advantages

Unmatched
research &
development
capability

Unmatched
geographic
presence

People,
culture,
values and
attitude

Unmatched
product
and brand
portfolio

Nutrition
Health and
Wellness

Innovation
& renovation

Our objective is to be the
recognized leader in Nutrition,
Health and Wellness, and
the industry reference for
financial performance

Emerging
markets and
Popularly
Positioned
Products

Operational
efficiency

Whenever,
wherever,
however

Out-of-home
consumption

Growth
Drivers

Consumer

communication Ji Premiumization

Operational
Pillars
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Appropriate
to the New Reality

Driving
Sustainable
Performance




The Nestlé Roadmap

Competitive
Advantages

Unmatched
research &
development
capability

Unmatched
geographic
presence

Unmatched
product

and brand
portfolio

Innovation
& renovation

Operational
efficiency

Whenever,
wherever,
however

Consumer
communication

Operational
Pillars
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Premiumization

People,
culture,

Nutrition
Health and
Wellness

Emerging
markets and
Popularly
Positioned
Products

Out-of-home
consumption

Growth
Drivers

“" Addressing changing
b\ consumer behaviour —

perceived values,
expectations and
Impulses




It's all about Engaging with Consumers

COFFEE CAN BE SURPRISING
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Driving Innovation Globally: NESCAFE

Countries

Year I&R > 2011

Countries
= 2012

‘06 56

“11 62

By Market
every 2 yrs 70

‘09 29

07" 24

Viaggi by ,
Nescafe 10

Milano ‘10

Alegria I ‘09

27

** 2007 RTD coffee integrated into NESTLE from BPW
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Driving Innovation Globally: NESCAFE

Countries

Year I&R Premium > 2011

Countries
= 2012

Dolce Gusto 56

3

Gold Blend 62

0

By Market ESCAFE. 70

3-in-1 every 2 yrs Gr-een

blend.
Green Blend ‘09 29

RTD '07** ' 24

Viaggi by )
Nescafé 10

GRIIN & ROMSYID CONrULS

Milano ‘10

Alegria ‘09

*x 2007 RTD coffee integrated into NESTLE from BPW
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Driving Innovation Globally: NESCAFE

Countries Countries

Year I&R = 2011 = 2012

Dolce Gusto ‘06 ‘ “ 56 3

Gold Blend ‘11 ' .- ‘ ] - O

By Market 70

3-in-1 every 2 yrs

Green Blend ‘09 . _ : 29

RTD 07** al 24

Viaggi by ,
Nescafé 10

Milano ‘10

Alegria ‘09

** 2007 RTD coffee integrated into NESTLE from BPW
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Driving Innovation Globally: NESCAFE

Countries Countries

Year I&R Premium > 2011 > 2012

Dolce Gusto ‘06 56 3

Gold Blend ‘11 ESCA FE 62 0

By Market

every 2 yrs ‘: . 70

3-in-1

Green Blend ‘09 / 29
apvAY

RTD 07** S AN | 24

Viaggi by )
Nescafé 10

Milano ‘10

Alegria ‘09

** 2007 RTD coffee integrated into NESTLE from BPW
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Driving Innovation Globally: NESCAFE

Countries Countries

Year I&R Premium > 2011 > 2012

Dolce Gusto ‘06 \/ : 56 3

Gold Blend ‘“11 \/ I. B } 62 0

By Market Ml digae 70

3-in-1
every 2 yrs

Green Blend ‘09 ") B 29

RTD 07** 3 24

Viaggi by ‘
Nescafe 10

Milano ‘10

Alegria ‘09

** 2007 RTD coffee integrated into NESTLE from BPW
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Innovation Aligned with Growth Drivers

Countries @ Countries

Category Year I&R Premium zones > 2011 > 2012

Ice Cream Peelable : : 12 25

Lattissima

Nespresso N

Nutrition L. reuteri

Food Crispy

Active probiotic
. . Cultures
Dairy Nido Helps enhance your baby's
digestive comfort ang overal|
well-being

ONE

PetCare Beyond

. FROM BIRTH TO 12 MONTHs
Professional Milano

SOpe
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Innovation Aligned with Growth Drivers

Countries Countries

Category Year I&R Premium Zones > 2011 > 2012

Ice Cream Peelable “10 -\ / / 3 12 25

Lattissima ‘11

Nespresso N

3

Nutrition Lactogen ‘10

Food Crispy ‘11

Dairy Nido 11

ONE

PetCare Beyond

11

Professional Milano “10
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Innovation Aligned with Growth Drivers

Countries Countries

Category Year I&R Premium fones 32011 2012

Ice Cream Peelable ‘10 W - f_"e_lg‘fpc’;i'}',;f,‘:’n 12 25

Nespresso Knuspr::g aus

|
Lattissima :
" | ‘

“ Panieren

Schnitzel  =EtEmal

Nutrition Lactogen

klassisch
Food Crispy

Dairy Nido

ONE

PetCare Beyond

Professional Milano
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Innovation Aligned with Growth Drivers

Countries Countries

Category Year I&R Premium Zones > 2011 > 2012

Ice Cream Peelable “10 y ; 12 25

Lattissima

Nespresso N

Nutrition Lactogen

Food Crispy

Dairy Nido

ONE

PetCare Beyond

Professional Milano
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It's all about Engaging with Consumers

COFFEE CAN BE SURPRISING
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Communication trends

= Buy Space = Earn Attention

m Deliver a Message = Start a Conversation

Spend gets brands visibility: Paid media
Creativity gets people ‘liking’ them: Earned media
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From Brand Communication
to Brand Conversation

*Return On
Brand Building

Investment '

2 | 2011 Full Year Results Roadshow
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How Nestlé is Driving Profitable
Brand Conversation

m Digital opportunities are an integral part of Brand Campaigns
m Rapid increase in brand building investment in Digital and Social Media
m Build internal Digital competencies as competitive advantages

m Nestlé and Social Media — brand conversation in action
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Brand Building the Nestle Way

Fundamentals of Brand Building
m Targeting Consumer

= Inspiring Brand

m Big Brand Idea

m Measurable Results
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Brand Building the Nestle Way

Great Brands w5 gg=EE N Consumers
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Effectiveness of Nestlé’'s Messaging

Effective recall and
persuasiveness of
message

% in Upper
quartile

% in Upper
middle quartile

2011

Base: All Nestle Aired adverts ® MillwardBrown & lpsos ASI
Quartiles are based on all ads on database.
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Creating Competitive Gaps for our Markets

Brand Building Digital & Social
the Nestlé Way Media Strategy

j_,_. BcO

“w_Em N I~

gt >

Excellence Excellence
in Brand Building in Listening,
Engaging

and Inspiring

Ed P f Il
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Winning in Digital & Social Media

‘ Inspiring &

Transforming

q g = Social by Design

: m Breakthrough Insights
= Nurturing Brand Advocacy
: - & Innovation
LIStemng m Consumer Conversations

. . m 24/7 Sense & Respond
m Digital Measurements = Content, Apps & Services

m Conversation Analysis

= Search Analysis Increasing Return on Brand Building Investment
(ROBBI)
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How Nestlé is Driving Profitable
Brand Conversation

m Digital opportunities are an integral part of Brand Campaigns
m Rapid increase in brand building investment in Digital and Social Media
m Build internal Digital competencies as competitive advantages

m Nestlé and Social Media — brand conversation in action
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Trend in Digital Investment

([

Over 50 Apps launched

()

Over 250 Nestlé brand pages on Facebook

“Over 1000 brand websites
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How Nestlé is Driving Profitable
Brand Conversation

m Digital opportunities are an integral part of Brand Campaigns
m Rapid increase in brand building investment in Digital and Social Media
= Build internal Digital competencies as competitive advantages

m Nestlé and Social Media — brand conversation in action
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Sharing Internal Digital Best Practices

Nestlée

Wo‘rldf\'iid
Facebook ‘

Knowle;rge" 4
Sharing <
Platform

Listening
Platdorm
<

Dlgltal \° & radian

Accealeration
ij'
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How Nestlé is Driving Profitable
Brand Conversation

m Digital opportunities are an integral part of Brand Campaigns
m Rapid increase in brand building investment in Digital and Social Media
m Build internal Digital competencies as competitive advantages

m Nestlé and Social Media — brand conversation in action
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Brand Conversation through Apps

e e T

Downloaded by 10% of
smart-phone users in France
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Brand Conversation through Apps

France Germany Hong Kon

Maggi Apps launched successfully :
across the globe
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ViBRARESE

' Katrina JusiI love the kit kat
2 hours ago - Like

Sim Shah nothing is special than a kit kat break
03 November at 04:23 - Like

Jose Sosaiate them when i in school i love KITKAT
YEAAAAAAARARARA

03 Movember at 16:22 - Like

' Haneen Tarrafiloveese kitkat it's the best 1!
03 November at 16:27 - Like

Brand Conversation through Facebook

S0 guys here it s we have dedared the frst ipad winner. Could it be you? Wel
chick on this ink and chedk under the winners Ist. hito:jon. f.me 640U

Sakina Bharmal Hey | have won... Thank you so much
Mescafe How to Claim my prize 777
18 hours ago - Like -

Know your neighbours Hi Sakina, congratulations you are our

first winner, We have sent you an email with instructions regarding
~ the same. Do check and revert.

18 hours ago - Like - w1

q Apurva Saxena Nescafé If 1 get to win this awesome Ipad I wil

always sip Nescafe coffee everytime I use it ~_~ I just sooo much
wish to win this.....11 :D Fingers crossed!!
17 hours ago * Like =

250+ Nestlé brand pages with 40+ million Facebook fans

7/ brands have 1+ million fans each

| 2011 Full Year Results Roadshow




Brand Conversation through Earned Media

Over 10 million earned media viewings each
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It's all about Engaging with Consumers
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Reaching and Engaging with the Consumer

. -

IR NESCAFE
mf[ NAG-KAPE KAINAIBA? |

::J*’

i

"

'/
|
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Reaching and Engaging with the Consumer

NESCAFE

NAG-KAPE KA NA'BA?

Shop Top Values for Healthy Living New customer? SignIn Help

Walmart Q‘ Value of the Day | Local Ad | Store Finder | Registry | Gift Cards Track My Orders | My Account | My Lists

Save money. Live better.
SeeAll Departments |} Search [ =My Cat®)+" chooss My Store
Search results for "nestle”

We found 143 results for "nestle” in Grocery. Click here to see results in All Departments.

Related Searches: nestle coffee-mate, nestle coffee-mate original, nestle toll, nestle coffee-mate french, nestle nesquik

Search In:
Matching Departments
Grocery All Items (143) Show Store Items Online Items (38) Sort by

Bakery & Bread (12)
Items 1- 16 of 143 total 16 32 PerPage List View = Grid View 38 4Previous 1 2 3 4 5 ... Next )

Baking (20)

Beverages (24)

Condiments, Sauces &

Spices (1)

Dairy, Eggs & Cheese

(54)

Deli (1)

Fresh Food (67)

Frozen Foods (22)

Snacks, Cookies &
Candy (8)

Nestle Assortment Candy Nestle Coffee-Mate Original Nestle Coffee-Mate French | Nido Instant Dry Whole
Refine Results Bars, 30ct Powder Coffee Creamer, 22 Vanilla Powder Coffee Powdered Milk, 12.6 oz
oz Creamer, 15 oz (Pack of 12)
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Reaching and Engaging with the Consumer

NESPRESSO.

- Back

Hidden inside each Nespresso capsule are the finest coffees in the
world, which have been blended, roasted and ground with the utmaost
skill by our coffee Experts.

A
» DROER YOUR (M.\f;l @ \ 5 16 CRANDS CRLS :
P J -

o B g "'ﬁ'
‘r-f-a

1 LR e =‘
L T AR
L | O




Reaching and Engaging with the Consumer

SPECIAL.7
« Nestia

Le meillear du thé vous offre son monde

»

e 2

b

v

N DECOUVREZT INNOVATION SPECIAL. T EN VIDFGW( p

> %J\flf\‘\)g;‘ [‘\zjw‘l_mm. > PROFITEZ DE NOTRE
w T AT e OFFRE EXCEPTIONNELLE

' HOTRE ENTREFRISE - MENTIONS LEGALES GY HEEE RESONMNELLES - COMTACTER LE CLUE - PRESSE SON all ad CHRANGER DE PAYS
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Reaching and Engaging with the Consumer

-
BabyNes'

Votre Boutique en ligne

La machine BabyNes Les capsules BabyNes

Line tachnalogas de points, des conditians dygibn Un chote da 6 formules do Lt infantle, sous foma da
optimates ol une uliksaton intuive pour prépars: un e, pour répandn aux bescna nutritls do voie
biberon en mains dune minute. bibd & chague étape éo 5a croissance,

CHF 249 .- Apanir e CHF 49.-

L Ensavolr plus i Ennaveir plus

Les accessoires BabyNes

ek guoticen - pralig
Accasscirns ont ke sans du sendce |

L=} [Ensavoir pius
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Reaching and Engaging with the Consumer

bl “

P HOS CHOCOLATS | BOUTIQUE . et MAISON CAILLER | PERSONNALITE CHOCOLAT ‘

Lo Perioresisté Ehocsl

Connaissance intime pour un
cadeau parfait

Connaitre phes intimement wn proche permet de
svoir ce qui lul fera e phiea plaisie. n sernant sa
personnalité chocolat, vous saures lul offrir fo
e il Pourguid ne pas e foine oussi poee
tmus-rdtne.

Vos préférences
chocolat

e

SUIVER-NOUS SUR TWITTER REJQICHEZ-NOUS SUR FACEEOOK. MOOES DE FAIEMENT SECURSES.
Retrotver toute foctulind de | Le peiement pevt s gffeetuer pur prts Vise
Miison e s notre. | Ausercint g

| paye Facsboak. LINRAISON RAPIDE
e —

H Mfame 72 e e ot s Eimhbrarvb ot Bkl

b

S nutus mr fuslfer

Vialtes nistre puige faovhonsd
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Reaching and Engaging with the Consumer

ENTDECKEN,
SHOFFEN &
MITMACHEN.

]
NEU M SHOP KIT RAT Chinity White Preotein s Figur Shahe FELIX S0 yut wic &
Kirach-anare aussisht Doppet leckes
Fleschauswahl
0,85 C -w B95C ea 959 ¢C «‘wr

PRODUKTE
Merakié FITNESS Magar 1 POWERBAR Energice DES MONATS

Eeenrurerlthpuber ChaeryCrastmrry Trisier

320¢ - » Le0c o
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Reaching and Engaging with the Consumer

N == I |NTERNATIONAL
== A Nestle l TRAVEL RETAIL

\A -l
AP

PORTFOLIO NEW PRODUCTS CATEGORIES CONTACT

— CHOCOLAT BRUT — . R
NESTLE INTERNATIONAL TRAVEL RETAIL
Share our passion for chocolate.
We are happy to share with you the very best of Nestlé!

SMARTIES, KIT KAT, NESTLE 5WIS5 and many other great
brands will fulfill all your sharing and gifiing needs while

travelling. ) '
T g s e oo Have a break;,
ol login h ave\ a

| Usemame |

Remamber my login ]

Site Map Legal and Privacy
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Reaching and Engaging with the Consumer

2/ vorefidélité

y decouvrez vos j

p—

Croquons ST
|_a 1 - = & Saupe chinoise au lait de

Y Croquens la Vie vous souhaite ' R v
“: une délicieuse année - i

avec Nestle

| L ottt dos ois | 2500 Receeeas o ehols! ]

2.0 b b sl = Lng Dornes
heoiions pou R1E =
Lirs Paticla. = Faitg o son

T
100,239 persoanes siment
:Mm: La Vig avec

SPECIAL FETES :

.‘r""::::,:::‘" ; ' EE-
: CEAY

"q:r'i_ Tous nos bons
Cl uction
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It's all about Engaging with Consumers

COFFEE CAN BE SURPRISING
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Roadmap Driving Performance in New Reality

Competitive
Advantages

Unmatched
sachie Unmatched

development ‘geographic
_ capability "
Unmatched - : o
prptuct culture,
arqd Brond values and
_ portfolio H‘:: =
-.. e euro
. . '-
Innovation : L

& renovation Health and
Weliness

Our objective is to be the
recognized leader in Nutrition,
Health and Wellness, and Emerging
Operational the industry reference for mﬁé"?féﬁ'"d
efficiency financial performance Pospi'tione‘::l
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Driving Organic Growth & Margin Improvement
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1.8% ——
10-year annual averages 9.7%

Organic Growth 6.4%

Real Internal Growth 3.6%
6.2% 6.2%

m Organic Growth
M EBIT margin *
B TOP margin

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010

* Before net trading items Data corresponds to published figures — not restated for accounting changes

February 21st, 2012 | 2011 Full Year Results Roadshow



The Nestlé Model

m Organic growth 5-6%
m Increased trading operating margin in constant currencies
m Increased underlying EPS in constant currencies

= Improvement in capital efficiency
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=X Nestle

Good Food, Good Life
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