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D OUR NEXT
i‘g‘/ 40 MINUTES

GET ACQUAINTED WITH DANONE ITALY WITHIN DANONE WORLD

m DISC’OVER, STEP CHANGE IN DEMAND SHAPING: IT HAS, IT DOES

m CURRENT EVOLUTION: TRUE BLUE AS PRGM ENABLER

m CONCLUSIONS

t) Lead the business relevance trajectory
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€37 Billion

+10.7%* growth
No. 2 worldwide

Baby Nutrition J,

€11.2 Billion |

+4.6%* growth
No. 1 worldwide

Fresh Dairy Products |

*Like-for-like sales growth by division (2011)

Les Métiers DANONE
WW Figures

€3.2 Billio
+15.7%* growth
No. 2 worldwide (by volume)

€19,3 _ Waters
Billion | -

€1.2 Billion
+9.4%* growth

No. 1 in Europe
Medical Nutrition

Lead the business relevance trajectory
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DANONE STANDS FOR

g Health Through Food To As Many People As Possible

N )

Water is the only drink
essential to human life

Infant nutrition
provides specialized
products to meet the | A
specific nutritional needs - i £d .
___ of babies from 0-3 =y =

Fas o f
= J =

FOI'tIFIt

o

Consuming yoghurts is at
the heart of nutritional
recommendations and

contributes to a balancedg
diet

DANONE

Medical Nutrition
products provide
solutions to fight
against malnutrition in
the elderly
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DANONE ITALY
Within the Fresh Dairy Division
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1 SERVING j
A WEEK
*1 SERVING = 100 g.
PCC for Europe
t) Lead the business relevance trajectory
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MARKET CONTEXT
2 Growth Engines: the Call for Demand Shaping

ENGINE #1: MEDIA Investments

m DIT top 5 media FMCG investors
m DIT top 10 TV market investors
m DIT SoV of UF dairy market ~ 80%

ENGINE #2: PROMO Investments

m Promo Pressure (PP) UF Market ~40%
m PP UF market x2 in the last 3 years
m @ DIT >15.000 promo events yearly

a Lead the business relevance trajectory
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D OUR NEXT
i‘g‘/ 30 MINUTES

m GET ACQUAINTED WITH DANONE ITALY WITHIN DANONE WORLD
DISC’OVER, STEP CHANGE IN DEMAND SHAPING: IT HAS, IT DOES
m CURRENT EVOLUTION: TRUE BLUE AS PRGM ENABLER

m CONCLUSIONS

t) Lead the business relevance trajectory
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DISC’OVER THE PROJECT

The Technology Enablers

GOALS READY
Scalability r |
High Frequency Control BIG DATA MANAGEMENT
Self-Learning & Adaptive f LOW HUMAN TOUCH )

Automated Forecasting SOLUTION

Quick Response MACHINE LEARNING
to Market Changes \ TECHNOLOGY (MLE) )

Open tf) Multiple Demand DEMAND SENSING
Signal Sources L J
Wide and Accurate Demand r PROMO, MEDIA, NPI |
Shaping Capabilities L FORECASTING |

() TODAY
() TOMORROW

Contact: alberto.boninsegni@danone.com
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DISC’OVER THE PROJECT
MLE works with PROMO

FUTURE FUTURE
PROMO 01 PROMO 02 PROMO 03 PROMO 04 PROMO 05 PROMO 06 PROMO 01 PROMO 02

Lift %
base
line
0 S%CC %_ LEARNING SHAPING
pumizer ENGINE Time. ENGINE
7 g

Identify PROMO events Sample PROMO A Uplift by Future Planned izing Future
BASELINE for recognition analysis by client/SKUs BASELINE PROMO Event Promo Demand
past demand and sizing PROMO Cluster Projection phased input (volume)
0 Lead the business relevance trajectory
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A DAY IN LIFE

‘Turn Demand Insights into Business Savvy Decisions

[Id j [ﬁ- 8 [ﬁ gj [ ’g Team
TPM_PROMO MANAGEMENT = 1) — :
TPM| CUSTOMERS ] | )
23707/2011 PROMOTIONS promomons - costomen. MaSSVE COMPLIANTS AveR : :
2 PROMO DATA: | Promo nr. 600852 Typology: Gut Prics + Fiyer 32 | DISCOUNT: 15%
FROMO SEARGH:  Prometions » 711208 | 711208 | 711213
Creation date 20/102010 SELL-IN: OF/11/2011 - 250111/2011 [EXTRA DISCOUNT 1: 0.00%
‘ ) operations CUSTOMER: 48621378 - TELEVEN inc: [EXTRA DISCOUNT 2: 5,00%
cusTomER
AFFILIATION By (cusTomer » . .
|
PROMOTION ID: 658005 STATUS: DRAFT INCOME STATEMENT ‘ 'CANNIBALIZATION PROMO
| | |
[ N | Bassline (tons) 161 Vol. Cannibalized (tons) | -0,30
FroBuCTS % Uplift 52% Cann, Cannibalized (§) 593,36
| Incr. Volume (tons) 7,50 ROI Cannibalized  132,25%
C a4y eRODUCTS PAP PROMO BASELINE UPLIFT  TOT.VOLUMES DEMAND 1€ | Total Volume (tons) 23,08
. ® CAE (%) 130.312,00 - ~
YOGURT FACTORY LTD. 0320 FITNESS CAEAM X3 200 3148 1882 4952 SHAPING Opt‘]!r] [ Promo Cost [‘} 22.535,00 RETAILER INCOME STATEMENT
0324 FITNESS CREAM X8 214 155 1081 sas8 ENGINE ::f(;()ﬂ :;;3{:; P 030 |
0203 FRUIT CREAM X3 2,08 3158 1853 8508 ! [ & o . ust, rout + "
s st - . . - | Co(®) 34,500,41 15t Level Margin -21,6%
ROI 135,2% 2nd Level Margin 28,51%
ESTIMATE VOLUMES ECONOMICS
[ prowo vems | DASHBOARDS
( ] [ (
SELLIN | CHARACTERISTICS DISCOUNTS ROI ] ROI CANMIBALIZATION INCREMENTAL VOL MES' INCREMENT. CANN. [
St 1200172011 Promo Activny:  CUT PRICE + FLYER Trame: axz Discount: 5% I
Encsson /2011
Fo— oo w0 Advona Dkooun: o
(oo ) Smomr: o Ao ot 5% ) (Q @ ) Q@ @ ® 0 ) (@ @
. e .
Start 12/01/201 i -
End: 26/01/2011 MODIFY CONFIRM f
f

'Ex Ante Promo Plan (Quarterly) k - HDQ & Sales Team Members

in compliance with Finance OBJs
set at lowest detailed level

validate Promo events which
best fits with Financial OBJs

Uplift% & Volume
by event

0 Lead the business relevance trajectory
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DEMAND SHAPING “NEW NORMAL”

Results AND Performance

“TRADITIONAL” ...BEYOND
SUPPLY CHAIN KPIs NUMBERS

DEMAND SHAPING
KPIs (PROMO)

Net UPLIFT %
r - ROBUST FOUNDATION
FORECAST OF A VALUE DRIVEN
pe ERROR ADVANCED S&OP
.
m CONTINUOUS
- OPTIMIZATION OF
2010 2011 2012 LOST SALES INVESTMENT EFFICIENCY
(SELL IN)
Net ROI . m CONSISTENT BUSINESS
STEERING CYCLE
118 FG
m FLEXIBLITY AND
[OBsoLESCENCE RESPONSIVENESS TO
BUSINESS OBJS SHIFTS
. \_ Y,
2010 2011 2012

m Lead the business relevance trajectory
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D OUR NEXT
i‘g‘/ 20 MINUTES

m GET ACQUAINTED WITH DANONE ITALY WITHIN DANONE WORLD

m DISC’OVER, STEP CHANGE IN DEMAND SHAPING: IT HAS, IT DOES

CURRENT EVOLUTION: TRUE BLUE AS PRGM ENABLER

= CONCLUSIONS (Q&A, if any)

t) Lead the business relevance trajectory
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MARKET “NEW NORMAL”
MAXIMISE TOP LINE FUEL OR DIE

‘ 2009 2010 2011 2012 Q113

0 Source: ISTAT , May 2013. Lead the business relevance trajectory 13
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HARDER TIMES EXPOSE DISC’OVER LIMITATION

" The (last?) call for comprehensive PRGM approach

PORTFOLIO

ATL&BTL
INVESTMENT

Profitable Revenue Growth Management

0 Lead the business relevance trajectory
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PRGM to support decision makers

MAXIMIZE Top and Bottom Line Growth

Rev?nue EBIT P +79%
PORTFOLIO
NET
SALES +5%
PRGM
ATL&BTL

INVESTMENT

Revenue Management
Volume +3%

Y1l Y2 Y3 Y4

t) Lead the business relevance trajectory
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DISC’OVER ONGOING EVOLUTION

TRUE BLUE Project: Build PRGM’s ROBUST LEGS

0
budget level
and
allocation

Total

impact of

RM ppppp ;
project

STRATEGIC
IMPROVEMENT
|
Incrg:;rintal ( I\l;'lclrenrl'lent | 0 €/kg CANN,g promo — COGS )
DECISION MAKING —4g ROI= eywpmal W
IM PROVEM ENT costs Selli €/kg Danone 's investment Fix promo
. Vel 725 emo e lting from prom costs Extra
ROI calculatlon IIIIII ts investment
REVIEW —
TECHNOLOGY S&OP* & PRGM ORGANIZATION &
UPGRADE INTEGRATION PEOPLE ALIGNMENT
0 Lead the business relevance trajectory
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D OUR NEXT
i‘g‘/ 10 MINUTES

m GET ACQUAINTED WITH DANONE ITALY WITHIN DANONE WORLD

m DISC’OVER, STEP CHANGE IN DEMAND SHAPING: IT HAS, IT DOES

m CURRENT EVOLUTION: TRUE BLUE AS PRGM ENABLER

CONCLUSIONS (Q&A, if any)

t) Lead the business relevance trajectory
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CONCLUSION

Lead the Business RelevanceTrajectory

N
E TRUE BLUE
v (2014)
4
£
8
DISC’'OVER
(2011-2012)
STEP CHANGE IN PRGM TRIGGERED AND
DEMAND SHAPING ENABLED
FOUNDATION OF DAY-BY-DAY BUSINESS
ADVANCED S&OP STRATEGY EXECUTION
SHORT TERM MEDIUM TERM
ORIENTATION ORIENTATION
(OPERATIONAL) (TACTICAL)
o >
Time span
o Lead the business relevance trajectory 18
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CONCLUSIONS

Q&A (if any)

THANKS

t) Lead the business relevance trajectory
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