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This presentation contains forward looking 

statements which reflect Managementôs 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.

Disclaimer



Agenda

Â Delivering

Â Cash

Â Growth

Â Total performance

Â Conclusion & discussion
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10 years of the Nestlé Model 
Delivering consistent improvement in the EBIT marginé

Group EBIT

EBIT margin

CHF bn

Data corresponds to published figures ïnot restated for accounting changes. 
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10 years of the Nestl® Modelé
é together with a high level of organic growthé

Data corresponds to published figures ïnot restated for accounting changes. *9 months 2010

7.4%

9.7%

5.1%

4.5%

6.2% 6.2%

4.1%

5.4%
4.9%

8.3%% Organic Growth

RIG

10-year annual averages

Organic Growth 6.2%

Real Internal Growth 3.5%

6.1%
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Share Buy-Back

Dividend (CHF bn)

é has enabled significant cash returns to 
shareholdersé 

Dividend Payout Ratio
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*Forecast
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31/12/04
Nestlé Market cap: +CHF 115bn
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Source: Bloomberg

éand delivery of significant shareholder value
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31/12/04
Nestlé Market cap: +CHF 115bn

10/11/10
Nestlé Market cap: +CHF 191bn 

+CHF 76bn

+ 65%

17 November 2010 Morgan Stanley Consumer Conference, New York

Source: Bloomberg

éand delivery of significant shareholder value
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31/12/04
Nestlé Market cap: +CHF 115bn

10/11/10
Nestlé Market cap: +CHF 191bn 

+CHF 76bn

+ 65%

01/12/05 - 31/12/10
Cash return to shareholders: CHF 60bn 
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Source: Bloomberg

éand delivery of significant shareholder value
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Consistent year after year improvement 

in performance

Nestlé has delivered

Focused on creating shareholder value 

& shared value creation



Nestl®ôs belief is that businesses can only be 

successful in the long term by

creating value for shareholders society

Nutrition Water Rural  Development

and

Creating shared value 
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Priorities for use of cash

Â Capital expenditure & support for RIG

Â M&A 

Â Dividend

Â Share buy-backs
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Priorities for use of cash: M&A strategy

Â Clear strategic focus: Food & Beverage

Nutrition, Health & Wellness

Adjacencies to existing presence

Â Clear criteria for transactions

Enhancing to key metrics

Strong market positions, brands, capabilities

Ease of integration (culture) 

Â Broad focus: emerging & developed; bolts-ons

Â M&A reinforces the Nestlé Roadmap: 

Our strategy is in place and does not require 

transformational deals
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Nestlé Roadmap: driving profitable growth
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Growth

drivers

Competitive 

advantages

Operational

pillars



Unmatched portfolio of Billionaire Brands
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http://webappps2.hq.nestle.com/appl_Bcom/Search/shFamilyPreview.asp?BRDSelect=-1&TXTCat=Beverages&CatId=75&OTSelect=-1&TXTKey=&TXTKey2=&TXTRef=&TXTName=&TXTDesc=&Action.x=7&Action.y=9&GotoPage=1&SO=1&FAM=278


SBU/GMB/Zone lead

Market/Zone lead

15

Innovation & Renovation
From game changing ideas to consumer relevant adaptation

Generating

concepts
Exceptional 

performance

Continuous 

improvement
The essential 

start...
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Nestl®ôs unique portfolio & geographic presence

Global 

Sales

CHF bn

% of 

Sales in 

EMs

Global          

Sales

CHF bn

% of 

Sales 

in EMs

Dairy 13.0 80 Ambient Culinary 7.4 50

PetCare 12.9 10 Ice Cream 6.6 20

Confectionary 11.8 45 Powdered Beverages 3.4 65

Soluble Coffee 10.6 50 RTD Beverages 1.2 40

Frozen & Chilled 9.7 0 Weight Management 0.6 0

Water 9.0 15 Performance Nutrition 0.2 0

Infant Nutrition 7.4 50
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Sales FY 2009; EM = Emerging Markets (LatAm, Carribean, Eastern Europe, and AOA excl. Japan, Oceania, South Korea and Israel)
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Brazil      1 1875

Mexico  4 1873

Russia 1 1871

Greater China 10 1899

Weighted Average Exchange Rates

Nestl®ôs unique portfolio & geographic presence: 
18 emerging countries each with CHF 500 mn+ sales

Indonesia   3 1873

Turkey 7 1875

Pakistan   2 1899

Colombia 4 1899

Czech Rep 1 1874

Ukraine 1

(incl.Mevina)

CHF 5 bn+ No.

Philippines    2 1899

India 2 1899

Poland 1 1872

South Africa 3 1899

Thailand 1 1899

Chile             1 1899

Malaysia       1 1912

Venezuela 4 1899

éachieving high growth, EBIT margins & ROIC 

CHF 1 bn+ No. CHF 500 m+ No.
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CHF 2 bn+ No.

No data available 1880 ï1898. Countries dated 1899 may have been in the period 1880 ï1898. No data available for Ukraine.



Emerging market performance
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Emerging markets 
are enhancing to organic growth



Emerging market performance
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Emerging markets 
are enhancing to organic growth

are enhancing to EBIT margins

and



Emerging market performance
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Emerging markets 
are enhancing to organic growth

are enhancing to EBIT margins

are a focus of Capex and M&A

and

and



The emerging markets

Â Populations are growing, becoming wealthier, more 

health-conscious, more brand-aware

Â We are well-established with tailored business models, 

deep distribution, strong market positions, great brand 

recognition

Â We are building on those strengths, accelerating our 

initiatives to extend our reach ïgeographically and 

demographically
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The developed world 

Â All markets have growth potential for Nestlé...

... through insightful innovation that excites consumers

... through mastering distribution & customer service:

traditional, discounters, speciality, OOH, on-line, ethnic...

Â Nutrition, Health & Wellness: proven growth driver ïwith great 

taste as the start point

Â Premiumisation: higher incomes drive more sophisticated choices 

Â PPP: a huge opportunity... opening up new consumer segments 

(Hispanic, Asian, African)
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Western Europe has been a launch pad for 
global successesé
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and it will continue to beé



Nestlé: achieving growth globally

Â 5 year average organic growth:

11.5% in emerging markets

6% in North America

2.5% in Western Europe

Â Emerging markets are an opportunity to enhance 

performance

Â Developed markets also provide opportunities for 

profitable growth

Â Nestlé has the scale to win and has demonstrated its 

ability to do so
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Growth

isnôt just about 

emerging markets, 

so much as about 

emerging consumers
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17 November 2010

Nestl®ôsspecific business models
Targeting emerging consumer groups

Premium

Mainstream

PPP

26

PPP = Popularly Positioned Products
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Growth

isnôt just about 

emerging markets, 

so much as about 

emerging consumers

Wherever they are
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Nestlé continues to deliver total performance
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Achieving

Simplicity

Investing

for Growth
Driving Scale

Benefits

Accelerating

Performance

THE NESTLÉ MODEL

||

and andand



as an enabler

Nestl®ôs operational efficiency
Delivering the highest quality, lowest cost & best customer service

MH'97

Target 2004+

Operation
EXCELLENCE
2007

CI

Performance

2010...200520011997 2008
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Agenda

Â Delivering

Â Cash

Â Growth

Â Total performance

Â Conclusion & discussion
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The trends are positive for our industry

Â Populations are growing

 more consumers, increased consumption

Â Incomes are growing

 greater potential from PPP to Premium

Â People increasingly care about what they eat

 greater potential for added-value & Nutrition,

Health & Wellness

The F&B opportunity:
Profitable growth by staying ahead of trends
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Â Nestlé's presence all over the world is an unparalleled 

foundation for profitable growth

Â We are investing in R&D, in capabilities, infrastructure, 

in our people and brands to enhance our ability to deliver 

profitable growth

Â The Nestlé Roadmap has laid the building blocks for 

improving our performance by category and country ï

global strategy, local execution

Â We are aligned behind our Roadmap, focused on 

delivering total performance

Nestlé: best positioned to benefit from the trends
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Summary

Â 2010 outlook ïimproved performance despite headwinds

Around 5% organic growth & an improvement in the EBIT margin

Â Winning the competition for investorsô capital 

Sustainable shareholder value creation is about driving profitable growth 

globally consistently over the longer term 

Â GLOBE & Operational performance (NCE) ïthe best still to come  

Enabling improved performance & competitive advantages all along the 

value chain, from supplier to customer 

Â The Nestlé Catalysts

Growth opportunities globally (not just emerging markets)

GLOBE & NCE: creating sustainable competitive advantage

Consistent year after year improvement in results ïtop & bottom line
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Discussion
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