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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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Nestlé Corporate Wellness Unit

Leveraging science and research for
Nutrition, Health and Wellness growth

Christiane Kuehne
Head of Corporate Wellness Unit
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Expanding the pyramid for growth

Average Monthly
Household Income (US$)

Top of Pyramid 3,500 +
(TOP) 1,000
C 400
D 250
Bottom of Pyramid
(BOP) E 150
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Nutrition, Health and Wellness growth opportunities Nestle
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Value-added nutrition: Branded Active Benefits
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Value-added nutrition: Branded Active Benefits
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» 02 _
Nutrition, Health and Wellness consumer needs Nestle

Top of Pyramid

* Diabetes
o Obesity
» Osteoporosis

e Organic
 Sugar Free
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Example: Diabetes an opportunity for Nestle

Nestlé Nutrition

Nestlé Food & Beverage

@y@ Products Focused on Diabetics
e, Solutions

E9INSStE  Eyamples of Products More Suitable for Diabetics

Ihtﬂzt I:

Diabetes |

' For ' People with Diabetes
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Taste and nutrition apply to the whole pyramid

Top of

Pyramid A
(TOP)
C
60/40+
D &
Nutrition
Bottorn of Policies
Pyramid =
(BOP)
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Our ambition Nestle

to be consumers' preferred nutritional partner

60/40+
our strategic transformation tool

To communicate the

taste and nutritional

advantage of our
products

COMMUNICATION &
BRANDS

To increase the
nutritional value of our
products but not at the
expense of taste

PRODUCTS
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The Nestlé 60/40+ commitment

Superior

S Communication
pertinence and appeal

to drive growth

Innovation / Renovation

Nutritional
Assessment

60/40+ Taste
Assessment

Nutrition
Profiles

Consumer insights and nutrition science

At end 2006, products with sales of CHF 30.5 billion
had already been fully '60/40+ processed'
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Taste and nutrition performance of portfolio Nestle

Measured against the next leader in the market

Absolute taste &
nutrition superiority

Strong superiority

Emerging superiority

Parity with
next leader

Market average

n= number of
studies

Below average
Confectionery  Coffee & Dairy Food Ice Cream Petcare

beverages

In an increasingly challenging environment, our constant
renovation process delivers a performance above
the next leader in each category
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Transforming product portfolio towards healthier

nutrition is also driving growth

CAGR
2004-2006
Sales
Sales +629% ~~CHF9l8bio Optimising Nutrition:
CHF 81.4 bio PR e M =71 = | |
- *20A% « Adding/enhancing
— 2005 — 2007: Whole Grains: 700
+7.1% million additional servings in Europe
— Health benefits: BABs
___________ — Micronutrients: vitamins, minerals,
trace elements...
+ 6.0%
« Reducing
__________________________ — 2003 - 2006:
"""" TFAs: 34,000 metric tons removed
Occasional +5.5% Occasional — 2005 - 2006:
F&B F&B Salt: 5,000 metric tons removed
— 2003 - 2006:
2004 2006 Sugar: 240,000 metric tons removed
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Driving Nestlé’s science-based growth Nestle

Our overarching Nutrition, Health, Wellness strategy fuels
and is fuelled by nutrition strategies for each category

Nestle’s NHW F&B Strategic Plan
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Cross-fertilization and transversal capitalisation
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Driving Nestlé’s science-based growth Nestle

Nutrition strategies for each category analyse and leverage:

A the product and its consumer
A the product and the global diet of this consumer
A the product and the ‘environment’ of this consumer

Place in

the diet
Intrinsic Product forms &

characteristics usages

Value as J 60/40+ (NULITtON & TasSte) gy

. Brands
carrier i )
\ 360° communication /
Portion size I Science &
Partner to ... technology
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Leveraging our expertise across categories

Science-based benefits of Nestlé products

Food groups -

Dairy Cereals Ready Ice Bever- Confect-
meals/ Cream ages ionary
Culinary

sobe)sall

Babies U\ge’%ﬁ\Q(\ U\ge’%ﬁ\m\
Pre-school ‘\ges&\g‘\

kids 3-6
Kids 6-12 U\QQS’Q\Q(\
Teens U\ge%’ﬂ\g\\

Adults D‘\Q’es\:\g‘\ 0‘\(}%%\"\0‘\
Young D‘\ge%‘\Q\\ D‘\QQS’Q\O\\

seniors

Elderly U\ges’i\g‘\ U\ges\“\g‘\

Facilitating good digestion with prebiotics, probiotics, fibres
and whole grains
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Leveraging our expertise across categories Nestle

Science-based benefits of Nestlé products

Food groups I

='_h. Dairy Cereals Ready Ice Bever- Confect-
D meals/ Cream ages ionary
;n.—.’u- Culinary
Q . .
@ Babies \Ne\g‘(\\

st et Wed

Kids 6-12 W é\g\\\ \Né\g\\\ \Ne‘\g\\\

Young \N e\g‘(\\ \Ne\g\\\. \Ne\g\\\ \Ne\g\\\- \Ne\g\\\

seniors

Elderly \Ne‘\g\\\ \Ne‘\g\\\

Facilitating weight management via calorie management with less

fat, less sugar, portion control, no-fat cooking, enhanced satiety...



Leveraging our expertise across categories Nestle

Science-based benefits of Nestlé products

Food groups I—mp> -

L Dair Cereals Read Ice Bever- Confect-
8 ’ mealg/ Cream ages ionary
S Culinary
(Q -
8 Babies G‘O\N’{(\ G‘Q\N’Q(\
resshiol o™ o Gron®
Kids 6-12 G(Q\N“\ (5‘0\!\\“\ Q‘O\IN\ G(O\N“\ G‘O\Nﬁ“
Teens G‘Q\N\\‘“ G‘Q\N\\"\ G‘O\N\\‘“ G‘Q\N\\‘“

Adults %Q\\%\\%'&\\ %Q\\%\\%(&\\‘\
Young W\%\\%'&\\\ m\\g\%’&\\

seniors

Elderly %Q\\%\\Qf&\\\ %Q\\%\%'&\\“

Facilitating daily consumption of appropriate doses of

calcium, with high bioavailability



Leveraging our expertise across lifestages Nestle

Categories allow a broad spectrum of NHW benefits and
strong opportunities for NHW-based growth, e.g. ....

Lifestages Beve rages

Pre-school
kids 3-6

Kids 6-12
Teens
Adults
Young =

seniors B & G"..%
Elderly | '

NESCAFE

B e e

-—
NESCAFE Il

., -Decaf
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@ More nutritional density, less fat, sugar

@ More whole grains, vegetables

@ More calcium, omega-3s, antioxidants,
less salt

@ More water, less high-calorie drinks

@ More flavor, pleasure, conscious
enjoyment

AN and education
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Driving Nestlé’s science-based growth Nestle

Our Nutrition, Health, Wellness commitment is underpinned by
our fundamental Nutrition, Health and Wellness VALUES

« Positive Nutrition

« Moderation

- Authenticity and transparency
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Driving Nestlé’s science-based growth

Our Nutrition, Health, Wellness strategy is based on the
following operating PRINCIPLES

: (r5 G000 TO KNow, L

) \
Enaigy | 1L e
Fromm
Lt brryrdruie |

« To encourage a balanced diet

(AL

« To formulate products and

programs to help consumers
meet their nutritional needs

- To take care of our own people Nm
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Nutrition, Health and Wellness value created by and @ 2225& e
for strong brands Nestle

« Nestlé brands deliver NHW value

— Leading brands lead research, product innovation, and
communication innovation

— Leading brands have strong personalities and solid credentials,
allowing them to contribute to shaping consumers' purchasing
and other lifestyle choices

« NHW value in turn builds stronger Nestlé brands

— Making brands even more meaningful, in an increasingly
complex environment

NESCAFE
NS
Building trust, impact, and sustainable growth
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Our Nutrition, Health and Wellness

transformation is ...

- Adding value by:

— improving the nutritional profile of our products but not at the
expense of taste

— providing information to consumers
— leveraging our R&D expertise across life stages and categories

— driving science based growth through clear nutrition, health and
wellness strategic plans for all categories

— nurturing and building strong brands around nutrition, health and
wellness
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Our transformation is ...

- Taking our portfolio of products, brands and services to:

— more differentiation from competitors

— higher growth

— higher EBIT margin and returns

Nestlé Investor Seminar — Vevey June 7-8, 2007



Nestlé Investor Seminar 2007 Nestle

Nutrition, Health and
Wellness in Food and
Beverages

==
1= = i

= L

Nestlé Investor Seminar — Vevey June 7-8, 2007



