DANONE

Charter

Itis our conviction at DANONE that food and nutrition

are key to building and sustaining health and well-
being for all - from birth through old age. We act on
that conviction by seeking to bring health through food
to as many people as possible. Nutrition and health
for all is the vision on which we have built our histo-
ry and brands and is the overriding focus of our four
businesses - Fresh Dairy Products, Waters, Baby
Nutrition, and Medical Nutrition.

As global concern grows over under-nutrition and
diet-related diseases such as obesity, we are further
intensifying our commitment to better understanding
of consumer needs. To meet those needs, we continu-
ously adapt the nutritional quality of our products and
develop relevant, scientifically demonstrated health
benefits. At the same time we are increasing invest-
ment in research to anticipate the health and nutrition
challenges of the future. And because we believe that
DANONE, as a major food company, has a critical role
to play, we act extensively to support public health
strategies, to inform health care professionals, to
participate in consumer education, and to promote
disease prevention and management through better
nutrition, healthy diet and physical activity. It is our
duty and responsibility.

This charter sets out the ways in which we seek to
practice what we preach. Itis designed to guide, shape
and motivate the daily action of DANONE employees
around the world. 99

Franck Riboud
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1. Propose nutrition solutions continuously tailored to nutritional

needs & recommendations, tastes, andincomes
- Nutrition, a daily driver

- Taste, a critical driver

- Affordability, a societal driver

2. Develop products with relevant, scientifically
proven health benefits

- Striving to address specific health issues

- Striving to clinically prove health benefits

- Nutritional profiles that match health benefits
- Constantly share our scientific knowledge

3. Inform consumers clearly and factually
and advertise responsibly

- Transparent, comprehensive nutrition labelling

- Facilitate consumer understanding

- Product claims in reliable, consumer-friendly language
- Responsible advertising and communication

4. Promote healthy diets and lifestyles

- Engage with consumers on healthy lifestyles
- Engage with employees on healthy lifestyles

5. Address major health- and nutrition-related
societal challenges

- Dialogue for solutions

- Stimulate professionalinterest in health and nutrition issues,
exchange knowledge, support solutions

- Socialinnovation for sustainable development

- Care for the environment core to our commitment to health
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8 worldwide, include Actimel which beneficially
i affects gut barriers and the immune system,

Activia which benefits digestive well-being,
Danonino which promotes growth and
healthy bones in children, and Danacol which
can help reduce excess cholesterol.

are a healthy, natural
way to hydrate and replenish the body.
Drinking enough water is a vital physiological
requirement. Originated from protected
springs, our naturally pure waters deliver
that life-sustaining benefit, ensuring healthy
bodily functions and preventing disorders.

meet the
nutritional needs of pregnant woman and
babies. They include milk for expectant
mothers, formulae for babies with specific
medical needs (e.g. preterms, babies born
underweight, or with phenylketonuria), and
iron-fortified Growing-Up Milks. We also
offer a wide, carefully designed range of
complementary foods, from savoury dishes
to cereals and fruit-based desserts.

are
sold in pharmacies and to hospitals and
health care centres to give the sick, the
malnourished, and the elderly the nutrients
they need. Our ambition is to provide

health care professionals with products

for nutritional interventions that improve
clinical outcomes as part of integrated
disease treatment. Products include as an
example Fortimel for the malnourished,
Forticare for cancer patients, and Neocate
for children allergic to cow’s milk.

Bringing health

through food to as many

people as possible
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Our convictions

All are entitled to theright
food at all stages of life
Everyone should have access to
healthy food and the diet relevant
to their needs - regardless of gender,
age, income, or medical status. Food
and nutrition are vital at every stage of
life: from pregnancy (for the mother-
to-be and the baby in her womb) to
infancy (when breast-feeding provides
unique benefits and early nutrition
contributes to determining health in
later life); from childhood to adoles-
cence; and throughout adulthood to old
age (when under-nutrition is a health
risk]). And receiving the right nutri-
tion is, of course, essential at times of
disease to provide the best possible
conditions for recovery.

Itis our duty to build

and promote people’s
health capital

Health is an invaluable asset and food
is widely recognized as key in building
and maintaining health capital. Only a
diverse and balanced food intake en-
ables us to flourish and stay strong.
It also helps prevent many diseases
and even improve the efficacy of var-
ious forms of disease treatment. As
a food company, we believe that we
have a critical role to play in address-
ing issues of public health and nutrition
through our broad product portfolio.
We also believe that our communica-
tion and services should help educate
consumers about the importance of
healthy diets and physical exercise
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DANONE’s mission
of bringing health through
food to as many people

as possible is built on four
unshakeable convictions

and inform health care professionals
as to the importance of proper nutri-
tion at all ages.

Variety, balance, and
nutrition areinseparable
from taste and pleasure
When it comes to food and drink, taste
is the primary, universal driver of con-
sumer choice and daily consumption.
If food is to do good, it must first taste
good. What's more, food is not neces-
sarily good or bad per se. What matters
isvariety and balance. This is the key to
healthy diets that fully meet nutritional
needs and are a source of pleasure,
reflecting different tastes and customs
across different cultures.

Weshould addressall issues

raised by the production and

consumption of our products
We believe our products should be
made and marketed to further the well-
being of whole communities regardless
of income, economic development and
cultural practices. We believe that our
methods across the supply chain -
sourcing, production, and distribution
- must be socially beneficial and envi-
ronmentally sustainable. We believe
that safety, nutrition and food-related
health issues must underpin all our
products and the way they are designed.
We believe we have a responsibility
to the communities where we do
business.

Our nutrition and
health governance

empowers our mission
with a formal structure

that puts it to work

Because health and nutrition are integral to our vision,

we make them integral to our corporate governance.
Accordingly, we have built formal, demanding governance
structures to deliver a health and nutrition strategy that
lives up to our vision. These structures integrate Principles,
Mechanisms, Commitments and Monitoring practices that
empower us to practice what we preach, nurturing our ethic
of social involvement and responsibility.

1. A rigorously scientific, evidence-
based approach,

2. Self-regulation to standards that
are more demanding than official
regulatory requirements,

3. Meaningful national, regional and
international consultation initia-
tives with numerous stakeholders.

The health and nutrition compo-
nents of our corporate governance
are driven by our Global Health &
Nutrition Committee. Chaired by an
Executive Committee member, it is
made up of the heads of key functions
operating in nutrition and health,

such as R&D, regulatory affairs,
health and medical affairs, quality,
and public relations. The committee
meets every 2-3 months to review
emerging issues, evaluate poten-
tial impacts and take appropriate
positions and commitments. It also
devises concrete action plans, guide-
lines, frameworks and tool kits, and
monitors their roll-out in the busi-
ness units.

The safety and high quality of foods
-from design to the end-consumer-
are our fundamental duties. Looking
beyond them, the Committee has

defined five core health and nutri-

tion commitments as proactive

responses to diet-related public health
concerns:

1. Propose nutrition solutions conti-
nuously tailored to local nutritional
needs and recommendations, tastes
and incomes,

2.Develop products with rele-
vant, scientifically proven health
benefits,

3. Inform consumers clearly, factually
and advertise responsibly,

4. Promote healthy diets and life-
styles,

5. Address major health- and nutri-
tion-related societal challenges.

Our business units regularly moni-
tor their implementation of our Food,
Nutrition & Health Charter and related
commitments. Their self-assessment
is supervised by our Labour Relations
& Social Responsibility Department
and by independent auditors. They
certify that our responsibility to
social, economic and environmental
well-being remains at the core of our
commitment to health and nutrition.
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Our commitments avision AT WORK

1. Propose nutrition

solutions continuously
tailored to nutritional
needs & recommendations,
tastes, and incomes

(9]

2

(8]

2
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Nutrition, our daily driver

B We are committed to develop-
ing products that meet consumers’
nutritional needs. Underpinning
this commitment are our compre-
hensive nutritional frameworks

and mapping tools. They enable
us to formulate and reformulate
products that match evolving nutri-
tion knowledge, recommendations
and needs.

As part of our continuing effort to
ensure and strengthen the nutri-
tional relevance of our products we
have created dedicated tools. Our
Danone Nutritional Guidelines set
maximum and minimum levels of
ingredients and/or nutrients for all
our food products to ensure their rel-
evance with their food category. Our
Brand Nutritional Guidelines define
the especially demanding standards
of our major brands, including des-
serts. Our Framework, Standards and
Guidelines incorporate international
requirements like those of the WHQ!",
the FAO'” and Eurodiet, as well as
DANONE's more demanding require-
ments. As an example, fresh dairy
products specifically designed for

(1) WHO: World Health Organisation
(2] FAO: Food & Agriculture Organisation
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children contain no less than 120mg
of calcium per 100g and thus supply
a significant part of their daily needs.
Growing-up milks designed specif-
ically to meet the needs of children
between 1 and 3 have lower protein
levels (2.0-2.5g/100kcal) than cow’s
milk (3.5g/100kcal) and iron content
that is 25 times higher.

To track and understand local nutri-
tional needs, we constantly review
the latest scientific data and con-
sult reputed experts. The result?
Our Nutripacks - mappings of nutri-
tional and diet-related public health
issues in individual countries. When
no recent or reliable data is available,
we conduct epidemiological studies in
collaboration with reputed local sci-
entific organisations to assess local
dietary and nutritional intakes and
related health issues. As an exam-
ple, in Brazil we collaborated with
11 local universities and experts in
a nationwide epidemiological study
to evaluate the dietary intakes and
identify the nutritional deficiencies of
some 3,000 children between 3 and
6 years of age.

We run a continuous nutrition enhance-
ment program through our NutriProgress
tool. It shows at a glance the nutritional
quality of our products and those of our
competitors against targets established
from nutrition-related public health
concerns. With NutriProgress we can

(reJformulate products to match the
evolving nutrition issues and markets
of individual countries. One example
is Danonino, a dairy product designed
specifically for toddlers and children,
sold in 37 different countries. In the
last 20 years we have progressively
reduced its fat and sugar content,
while enriching it with nutrients that
meet the specific needs of local chil-
dren. In Brazil, for instance, plagued
by obesity and under-nutrition, the
Danonino product is now fortified with
calcium, iron, zinc, and vitamin E and
D to address nutritional deficiencies
identified throughout our epidemio-
logical study.

Taste, a critical driver

BB We are committed to designing
and formulating products that are

tailoredto local consumers’ flavour,
taste and texture preferences.

Danone Research draws on power-
ful expertise to analyse consumer
expectations, tastes and prefer-
ences. It has designed, for example,
an innovative method of objective
sensory analysis and subjective
consumer evaluation. This method
yields valuable understanding of how,
indifferent countries, different product
characteristics meet the preferences

of different consumers, including
those with special needs like infants,
toddlers and frail adults. As a part of
our ongoing commitment to products
that meet consumer preference, we
have introduced a monitoring pro-
gramme called BEST that provides
frequent consumer evaluations of our
products. We combine these eval-
uations with nutritional facts and
sensory descriptions to drive recipe
improvement. Our goal? To give con-
sumers products which not only taste
good, but whose superior nutritional
profiles do them good.

Taste matters where children are con-
cerned, too. An educated palate is
more likely to make the right nutri-
tional choices. Accordingly, we strive
to offer young consumers products
whose taste, flavour and texture help
develop their discernment.

For example, our prepared meals for

babies contain a maximum of 150 mg
sodium/100g (i.e. 25% less than the
regulatory maximum], while those for
infants under 6 months do not contain
added salt, so that our products do not
develop the taste of infants for salt.

Affordability,
a societal driver

mm We are committed to contin-
uously bringing our products to
more and more people, by making

them affordable to low- and very
low-income groups - while never
stinting on nutritional value, qual-
ity, safety or taste.

We believe that all are entitled to
health through food. Low income
must not preclude nutrition. We work
daily to make our products affordable

to more and more people across the
planet. In Indonesia we are working to
market our probiotic product Activia
at between 20 and 28 euro cents per
portion. In Bangladesh, where many
live on less than €1 a day, we market
Shoktidoi, a children’s yogurt selling
for around 6 euro cents per serving.
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Our commitments avision AT WORK

Striving to address
specific health issues

Our Nutripack local mapping tools, con-
tinuous exchange with key scientists
all over the world, and involvement
in epidemiological studies are just
some of the ways in which we closely
track evolving health challenges in the
countries where we operate.

We partner with the World Gastroen-
terology Organisation in a number of
projects related to digestive health
problems to better evaluate their inci-
dence and improve understanding
of the special role nutrition plays in
preventing digestive disorders. One
project focused on irritable bowel
syndrome (IBS] to raise practition-
ers’ awareness, facilitate diagnosis
and evaluate incidence more accu-
rately. Some examples of our action
include IBS questionnaires for health
care professionals and consumers, an
observational study of 15,000 subjects
in 12 countries, digestive disorder
maps, nutritional guidelines.

In the field of infant nutrition, a dedi-
cated research team has, for the last
30 years, worked to improve under-
standing of breast milk composition
and its health benefits.

08// Food, Nutrition & Health Charter 0

DANONE

Striving to clinically prove
health benefits

In any one year Danone Research
has more than 120 clinical trials ongo-
ing - of which 50 are newly launched - in
collaboration with scientific research
teams all over the world. Led by
accredited external clinical research
organisations, they involve hundreds
of health care facilities and hospitals
and fully comply with international
quality standards such as ICH ") good
clinical practice guidelines, and with
applicable local legislation. Their find-
ings are widely reported in international
peer-reviewed scientific journals.
Flagship dairy product Actimel has
undergone 28 studies since its launch
in 1994. Leading to 26 publications,
they have helped demonstrate its ben-
eficial effects on gut barriers and the
immune system.

Aptamil infant formula boasts a
unique, patented mix of prebiotics
(Immunofortis®) designed to help
strengthen babies’ developing immune
systems. Its efficacy has been attested
by 22 trials on human subjects, including

(1) ICH: International Conference on Harmonisation
of Technical Requirements for Registration
of Pharmaceuticals for Human Use.

17 interventional randomised control
trials in compliance with ISO 9001:
2008 standards.

Neocate is a non-allergenic, amino-
acid substitute for milk-based formu-
lae. It is designed for babies who are
allergic to cow’s milk. Over 45 clinical
trials have demonstrated that Neocate
helps relieve and improve all symp-
toms - from eczema to stomach pains,
diarrhoea, and asthma - within 3 to
14 days.

Our Medical Nutrition clinical research
and development teams work closely
with some 75 academic institutions,
hospitals and nursing homes. They
also carry out extensive, international

multi-centre studies that involve up
to 40 sites. One example is the S-Con-
nect trial of Souvenaid for Alzheimer’s
disease.

In addition to clinical studies into prod-
ucts, we partner with institutional
research programs in different fields.
In probiotics, we partner with the Insti-
tut Pasteur in Paris and University of
Ontario in Canada, among others.

In the area of intestinal flora we col-
laborate with Washington University in
St. Louis (USAJ, the Japanese company
Yakult Honsha, and are involved in the
research program MetaHit, lead-man-
aged by the National Research Institute
of Agronomy (INRAJ in France. In infant
nutrition, we are also partners in the EU
Childhood Obesity and EARNEST Pro-
grams into links between early infant
nutrition and health in later life.

Nutritional profiles that
match health benefits

ﬁ Danone Research, cornerstone
of our nutrition & health governance

DANONE
RESEARCH

A 1160-strong worldwide R&D community with 600
scientists and 450 developers specialised in fields like nutrition, epide-
miology, biology, microbiology, physiology, gastroenterology, paediatrics,
immunology, neurology, oncology, food safety, and consumer science.
Researchers and developers all work to innovate and support DANONE

Health is our primary concern. It is
critical, therefore, that our products’
health benefits and claims be fully
supported by the right nutritional pro-
files. To that end we use a dedicated
tool — our Brand Nutritional Platforms.
They are our worldwide brands” “ID
cards”, which comprehensively describe
the nutritional content and other prop-
erties required to make health claims.
One example: products from the Dana-
colrange, intended to help reduce excess
cholesterol, must not contain more than
1.5¢ fatand 2.5g of added sugar per 100g,
or any saturated fat or cholesterol.

Constantly share our
scientific knowledge

In countries worldwide we have

established scientific advisory

boards whose members are lead-

ing experts focused on specific
topics such as infant and child nutri-
tion, medical nutrition for disease
management, probiotics, hydration,
digestive functions, etc. They sharpen
our awareness of the latest scientific
advances and related nutrition and
health issues, while challenging our
scientific strategy, design of clinical
trials or product approach.

We also communicate regularly with
the scientific community through
multiple tools (prints, websites, con-
ferences, e-learning), systematically
sharing with them the latest scien-
tific evidence for the specific benefits
of our products. In the field of paediat-
rics we are partners in major scientific
conferences, where we present our
most recent findings. Every years we
also organize an International Pae-
diatric Symposium and a Paediatric
Experts’Day that bring together leading
scientists and practitioners. Our Inter-
national Probiotic Convention regularly
brings together international experts
toreview the latest scientific advances,
with proceedings published in peer-
reviewed international journals.

e

brands with scientifically proven evidence, drawing on resources like the collection of 4,000 lactic and plant cultures. Their exper-

tise encompasses digestion and digestive well-being, immunity, growth and bone health, cardio-vascular health, metabolism and
satiety, hydration and neurology. There are two major international R&D sites - Palaiseau in France specialised in Dairy Products
and Waters, Wageningen in the Netherlands dedicated to Baby Nutrition and Medical Nutrition — and a host of local R&D centres.
Danone Research centres have 200 scientific partnerships worldwide. In 2008 they published 71 scientific publications and filed
39 patents. Their focus: identify and analyse nutrition and health issues, design methodologies, define governance tools, assess

and formulate nutritional profiles, design products and clinical studies on product health benefits.
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Our commitments avision AT WORK

3. Inform consumers clearly
and factually and advertise
responsibly

Baby Nutrition

Transparent,
comprehensive nutrition
labelling

@B We deliver the nutritional facts
that empower consumers and prac-

titioners to make informed dietary
choices.

All our products provide detailed nutri-
tion information, even when there is
no legal requirement to do so. For
dairy products and beverages, we
have taken the initiative of drawing up
our own Nutrition Information Charter
applicable in countries where there is
no mandatory regulatory scheme. This
charter, setting stringent labelling
standards, is part of our commitment
to factual, easily understandable
nutritional labelling under a voluntary
scheme launched by the European
Confederation of Food Companies

10// Food, Nutrition & Health Charter 0
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[CIAA). Front labels show calories
per portion and as percentages of a
Guideline Daily Amount (GDAJ. On the
back panel a table shows per portion
and as percentages of GDAs: calories,
proteins, carbohydrates of which
sugars, lipids of which saturates, fibre
and sodium.

We require our business units to pro-
vide consumers with ready access to
off-pack information - at least a postal
address or website with nutritional
information of products provided in
that country.

Facilitate consumer
understanding

mm We place a special emphasis
on practical, user-friendly infor-

mation to help consumers build
healthy diets for themselves and
their families.

Because diet is a critical public health
issue we provide consumers with infor-
mation programmes and education
tools. The materials, which range from

print publications to websites, chat
forums, and call centres, are not lim-
ited to product information. They also
provide dietary and nutritional advice
in easy-to-read formats designed, for
example, to let parents know the impor-
tance of calcium and help them ensure
their children get the right amounts.

Our Baby Nutrition division designs
multimedia programmes to advise
parents on feeding their infants at
each stage of development in their
first, fast-changing years, so crucial to
building health capital. The Feeding for

Life initiative, for example, uses label
icons to help mothers of infants and
toddlers recognise the product that
is right for their baby and, ultimately,
to gain understanding of his or her
evolving needs.

Product claims inreliable,
consumer-friendly
language

m8 We ensure that our informa-
tion on product benefits is reliable

and speaks a language consumers
understand. To that end we have
designed a set of tools.

Our Communication Guidelines help
marketing teams and advertising
agencies translate scientific product
benefits into consumers’ language
using pictorial, graphic or symbolic
representations.

Our Consumer Understanding Test
(CUT) ensures that our claims and
related communication are consumer-
friendly, i.e. clear, easy to understand
and designed to ensure that consumer
understanding of a product’s benefits is
consistent with scientific evidences. We
have a strict cross-company procedure
for validating nutritional and health
claims to ensure that they are truthful
and are not misleading to consumers.
This procedure brings together depart-
ments like Marketing, R&D, Quality,
Legal, and Regulatory Affairs.

We make no nutrition or health claims for
pure-pleasure “indulgence” products.

Responsible advertising
and communication

mm We are fully committed to respon-
sible advertising in compliance with
the International Chamber of Com-
merce Code of Advertising Practice

and national and regional stand-
ards. We have also taken voluntary
initiatives, especially to limit our
advertising to children.

Keenly aware of the prevalence of chronic
diet- and lifestyle-related diseases, it is
our policy and principle to avoid any type
of message that could encourage over-
consumption of any of our products or
the pursuit of unhealthy lifestyles.

We have pledged to restrict our adver-
tising to children under 12 years of
age, to advertise only those products
whose nutritional profiles are specifically
adapted to children, and not to advertise
our products in pre-schools or elemen-
tary schools. We have put our pledge
into full effect across the EU - where
external auditors monitor our com-
pliance - in the US and Brazil. We are
working to expand the practice to other
countries. We require all our business
units engaged in educational initiatives
in schools to comply with stringent vol-
untary codes of practice in countries
where there are no official guidelines or
requirements for schools.

In Infant Nutrition, DANONE recognizes
the importance of the WHO code of mar-
keting of breastmilk substitutes as the
international reference. We agree on the
need to provide added support for breast-
feeding and ensure that young infants and
toddlers have access to varied, comple-
mentary food for a quality diet.
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Our commitments avision AT WORK

Engage with consumers
on healthy lifestyles

Because nutrition is truly effective
only as part of a comprehensively
healthy lifestyle, we devote significant
resources to education and events
that advocate healthy diets and exer-
cise. Every year we hold the Danone
Nations Cup, an international football
(soccer] tournament for 10- to 12-year
olds. Since it first kicked off in 2000,
more than 10 million children from
40 countries have taken part.

In the US, Dannon’s Next Generation
Nutrition Grants fund local not-for-
profit organisations working to
improve children’s eating habits as
part of the fight against obesity.

12// Food, Nutrition & Health Charter 0

DANONE

4. Promote healthy

diets and lifestyles

To promote breastfeeding, the best
nutrition solution for babies, we sup-
port specific programmes run by
health care professionals and NGOs
in a number of countries.

The Danone Institutes network, fully
supported by DANONE, continuously
runs many educational programmes
ondiet and physical exercise for chil-
dren, parents, pregnant women, the
elderly and even athletes. Since they
were created, Danone Institutes have
reached millions of people through
many initiatives that make com-
prehensive use of print, radio, TV,
computer- and web- based media,
as well as contests, awards, events,
etc. One of the most successful ini-
tiatives is Celebrate Healthy Eating
(www.celebratehealthyeating.org), a
web-based programme for parents of
pre-school children developed by the
Dannon Institute in the US.

Engage with employees
on healthy lifestyles

(1) NGO: Non-governmental organisation

In workplaces worldwide we run well-

ness programmes for our employees. In
the UK, for example, our Active Health Kit
includes a pedometer, a health passport
and practical, factual advice on nutrition
and physical exercise.

The Daniel Carasso Research Cen-
tre located in Palaiseau (France) has
developed a program focused on the
web-based Danone Nutrition Partner
nutrition coaching tool. It provides
employees with personalized, sci-
ence-based diet and exercise plans

-

——

and advice. It has also built a sports
centre to provide employees with
local facilities where they can prac-
tice physical exercise.

DANONE headquarters in Paris
has deployed a comprehensive pro-
gram with the active involvement
of employees. It comprises, among
other things, lectures and workshops,
physical activity courses, walks to aid
digestion, and campaigns of disease
prevention and screening.

We are currently rolling out best

practices in wellness programmes at
work place globally.

What's more, we are putting in
place breast-feeding facilities in our
workplaces.

Every two years the Danoners World
Cup brings together employees from
all our subsidiaries in a football (soc-
cer) tournament.

Many subsidiaries (e.g. UK, Spain,
Argentina, France) have won national
plaudits and awards as the healthiest
workplaces.

0 DANCNE INSTITUTE
— Nutrition for Heaith
Danone Institutes,
cornerstone of our
commitment to dietary
education and healthy
lifestyles.

Since 1991, DANONE has funded the
Danone Institutes, a worldwide net-
work of not-for-profit independent
organisations whose mission is to
advance the understanding of links
between food, nutrition and health.
The network, which operates in
19 different countries, has three
main areas of focus:

- Advance scientific knowledge
through support for research,

- Share knowledge through scien-
tific conferences, publications, and
professional training programmes,
- Educate the general public through
programmes tailored to integrate
local cultures and issues.

The scientific quality of programmes
is the responsibility of a multidisci-
plinary council that brings together
the most highly respected and re-
puted local experts in medicine,
nutrition and human sciences.

www.danoneinstitute.org
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Our commitments avision AT WORK

Dialogue for solutions

We dialogue with national and regional
authorities on regulatory issues to pro-
tect consumers. One example: our
active support for EU legislation on
Health and Nutrition Claims for food
products. And we are sharing ideas
with the EU on tests to improve con-
sumer understanding of health claims
and on methods to develop relevant
nutrition profiling systems.

Similarly, challenges like nutrition
information, labelling, and responsible
advertising can be effectively met only
by concerted action. We work closely
with our competitors and interpro-
fessional organisations (CIAA, GMA,
EUFIC, IFIC, ILSI, etc.).

In Infant Nutrition we are making
strong, concrete efforts to put into
practice the WHO code of market-
ing of breastmilk substitutes, while
dialoging with stakeholders (health
professionals, public authorities, inter-
professional institutions, and NGOs) to
find common ways of interpreting and
applying the code.

(1) CIAA: Confédération des Industries Agro-
Alimentaires; GMA: Grocery Manufacturer
Association; EUFIC: European Food Information
Council; IFIC: International Food Information
Council; ILSI: International Life Sciences Institute
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Stimulate professional
interest in health

and nutrition issues,
exchange knowledge,
support solutions

Our Medical Nutrition division pro-
vides health care professionals with
nutrition solutions to prevent physical
and mental retardation, whereas other
products help lower health care costs
by shortening hospital stays, reduc-
ing the need for drug-based medical
care, cutting the cost of caring for
patients at risk from disease-related
malnutrition, and prolonging patient
independence. One example is Respi-
for, a product tailored to the special
nutritional needs of patients with
chronic lung diseases, particularly
emphysema. Respifor promotes higher
weight gains and improved physical
performance in one group of patients
with oxygen intake difficulties and high
energy needs. Importantly, Respifor
improves patients’ quality of life.

The Danone Institutes support
research into diet and nutrition through
grants, fellowships, and awards for
local achievements to the annual
tune of some €1 million. Every two
years they award the Danone Interna-
tional Prize for Nutrition for innovative
concepts in understanding nutrition.
Every year the institutes hold numer-
ous scientific conferences where
leading scientists present the state
of the art in emerging nutrition topics

and stimulate debate. Such gather-
ings are just one of the many ways
in which the institutes promote the
sharing of knowledge within the scien-
tific and health care communities. For
health and education professionals
the Danone Institutes stage training
courses and both design and supply
hands-on education and information
packages on diet, food, and nutrition.

Social innovation for
sustainable development

Because underdevelopment and pov-
erty aggravate malnutrition, we seek
to improve nutrition by improving eco-
nomic development. In Bangladesh we
have created a joint venture with the
Grameen microcredit bank (founded

by Nobel Peace lau-
reate Muhammad
Yunus] to help local
entrepreneurs start
and sustain businesses.
The result? The low-cost
Shoktidoi yogurt we mar-
ket in Bangladesh is made
in a local plant from milk pro-
duced by local farmers and sold
by a network of educated Grameen
ladies. We are thus helping to create
jobs and build a sustainable industry.
We have extended the model to Cam-
bodia and Senegal, where we have
invested in two socially innova-
tive companies. In Cambodia, 7 001
Fontains is a company that uses pio-
neering solar technology to purify
springwater and prevent waterborne
diseases. Bottles of the cleansed
water are sold at 1 euro cent each.
In Senegal, Laiterie du Berger (Shep-
herd’'s Dairy) is a dairy plant that
processes milk produced by local
shepherds and sold affordably in
the country.
Action to alleviate malnutrition in
poorer communities is our choice
and part of our responsibility. We
work closely with international NGOs
like World Vision UK, Action Contre
la Faim, and the Global Alliance for
Improved Nutrition (GAIN]. We urge
all our business units and employ-
ees to take part in social innovation
initiatives. Every year we organize a
company-wide Social Innovation Lab
to stimulate involvement and ideas.
Under our Danone Supporting Life
program, our companies and sub-
sidiaries devise and develop projects
known as “triple wins” - i.e. projects
that benefit communities, improve
business, and strengthen social com-
mitment across DANONE.

Care for the environment
core to our commitment
to health

Farming accounts for the largest share
of our carbon footprint. In France, Spain
and in US we are running a project to
encourage farmers to use flax in their
cattle feed. Flax reduces cattle’'s meth-
ane emissions, as well as improving
the fat quality of milk and making it
richer in omega 3 fatty acids.

Activia in some countries has changed
its formulation to include Arabic gum,
which helps sustain the level of active
Bifidus - the culture which has a ben-
eficial effect on digestive well-being.
Arabic gum is harvested in the Sahel,
thus helping to sustain the region’s
biodiversity.

Our Waters business line seeks to
protect our water sources for future
generations. It collaborates with local
communities to protect the catchment
areas from harmful agricultural or
building practices. It uses hydro-geo-
logical knowledge of the source’s flow
rates to ensure sustainable extrac-
tion levels.

Evian works closely with the Ramsar
Convention on Wetlands and in-the-
field non-profit organisations through
its Water Protection Institute to help
local populations manage their water
resources sustainably. In 2007, it
launched a program, Schools for the
Protection of Waters, in partnership
with Ramsar.
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