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The "Nest"- The pride of Nestlé

Hernr MNestle adopted his 'coat of aimms' as a
trademark in 1867. Mestle means ’little nest’,
and since then, every Mestle product carmies
the ‘coat of arms’. The famous symbol is
universaly understocd to represent warmth,
secunty, nounshment, family togetherness

nurtunng and canng values to this present day

&= Nestle

Saanjhdpan

Riftrissan ‘Watnr Rural Dirscdopmsnt

Creating Shared Value and' Inspiring Happiness

2010




¢¢...Our thinking has evolved from the concept of
Corporate Social Responsibility (CSR) to that of
Creating Shared Value (CSV).

Creating Shared Value says that for our business to be
successful in the long run, it must consider the needs of
two primary stakeholders at the same time: the people

In the countries where we operate and our shareholders.

Any business that thinks long term and follows sound
business principles creates value for society

and shareholders through its activities. 33

Peter Brabeck - Letmathe Paul Bulcke
Chairman of the Board Chief Executive Officer
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(“Sarvejana Sukhinobhavanthu”)

These ancient words mean “May all the people in this
universe live with happiness and prospenty’. They embody
the spint at Mestle and reflect its busiress philosophy and
its social responsibility initiatives. Mesta believes that
business and long-termn social benefit go hand in hand
antwinad ke the ranches of a banyan tree

Mestlé business philosophy demands compliance with
laws and camvenlions and emphasises the presenation of
the emvironment for sustainabée growth, 1t s the third
dimension - the creation of long - term valus for both
sociely and stakeholders - that makes it unigue. Mestle
calls this ‘Craating Shared Valug

MNeslle is the keading Nutrtion, Health and Wellness
company thal coninuas 1o creale economic value for
sociaty. With its philosophy of ‘Creating Shared Valua

Mestle has gone a step urther

'Creating Shared Value' goes beyond philanthropy. It also
refliects the Gandhian philosophy of trusteeship, that we are
mera custodians of our resources, not the owners of it
Therefore, we must make judicious use of what we have

and use what we need with efficiency

When we see ouf business b

and smiles 0 people across th

Bangiadesh and Si Lanka, we believe we are doing
P00 WK,

We apply this phulosophsy in a manner thal iouches all our

stakeholders across the value chain: flanmers, Consumens

vendors and investors. The uftimate expression of what we

bBateve in and what we endeavour 10 da is 10 provide

Wl

Antonio Helio Waszyk

'Gaod Food, Good Life’
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The journey of Creating Shared Value never ends

S our business and value chain in South Asia Region

we continue fo ensure that we are responding to

= ard at the zame ime
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'‘Create Shared Value' or "Saanjhapan’ as we call itin
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In colloguial thinking Saanjhapan reflects joint benett,
and epitomises our desire 10 create prospenty and halp
mprove the quality of life for people, in an incloesve
manner, The areas of greatest potential for joint value
optimisation with society for us are Mutrition, Water and
Rural Developrment. Thase are also at the core of our
DlUsiness stiategy and operalions
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As incomes have risen in India, Bangladesh
and Sri Lanka so have the a
people. The expectations of a better life
unite the South Asia Region.
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Development is shaping lives across
India, Bangladesh and Sri Lanka.
Prosperity and search for a good life
IS more visible.

manner o products and s

yaungsiers are breaking free

ang sinking oul

1 1N the

Wilh greater disposable incomes in the hands of the new

hawve opened up for all

ETWCES

I frends in the three countries are stikinghy similar

50 are the challenges

Common |
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Growth is only one dimension
The challenge is to create

sustainable inclusive growth.
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NESCAFE

In homes across south Asia, Nestlé touches the lives of millions every day. Nestlé is amongst the most

trusted companies in the region. Fo 1 needs of

used on understanding the changing lifestyl

nsumers, It emphasises science based innovahon and renovation (o develop products

that provide

affordable nutrition. Access to Nestié's Global R&D is a significant competitive advantage.
NESCAFE, MAGGI, MUNCH, KIT KAT. NESVITA, NESTOMALT AND MILO are some of the

Mestlé brands that have won the hearts and minds of consumers across the region.

13 .



Our core aim is to enhance the
guality of consumers lives every day,
everywhere Dy oifering tastier and

healthier food and beverage choices
and encouraging a healthy lifestyle.

and nutntious products, communicating e

and ethically. The objective s to improve of sustain thei

eing while ensunng the susiainability of our business.
—ompetitive advantage is clearly our efforts in innovaton
and renovation. Mestle has the largest RAD nete
giobal food industny 1uning 2009 alone il invested
CHF 1.3 billiory i R&D for food and beverages

These investiments mean nat we can respon
praferences with elevant products that are superior i

laste, Mutntion, Health & YWellness

R&D to Delight Consumers

With 28 research, development and techinology facilities

worldwide, Nestie 5.4, has the largest RAD network of a
lnod comopany and empioys over 5000 I'_:g,-_-u::_.[_':|r_-.

It has recemtly announced a new RE&D centre in India. This

a's gbility to respond 10 consumers

miprove guality of nuintion and Impove

and suslamaility inlialives

dable products that

Creating Shared Value and Inspiing Happiness

15 .
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Start Health
Stay Healthy

Mestie START HEALTHY, STAY HEALTHY is an educational

e wowdd like to hear from
you! Mesté Corsumer
Services PO, Bag 2,
Herw Dithi - 110 001
Cail: 0124 - 4121212
CONSUMErsEramsiEin

Mutritional Compass

Mesti com

) NUTRITIOMAL COMPASS™ _
& Reg. Trademark of Sociélé des Produits Nestké 5.4
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Innovation and Renovation

Relaying the message of healthy

lifestyies

MAGG! - Connecting with consumers
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Nutrition

Understanding of nutrition, knowledge of balanced diets and access o good nutriion is essential for a

good life. Nutrition, Health and Wellness is in the DNA of Nestlé, and our continuous effort is to facilitate

this in the community that we touch




Saanjhdpan o Mutrition

k¢ Even though South Asia Region

has shown remarkable economic
development and increased prosperity,
balanced nutrition remains a challenge. 3

Antonio Helio Waszyk, Nestlé

The South Asia Region is expected 1o increasingly bear the
doutie burden of under-nutntion in a Erge section of its

population, along with abesity, disbetes and cardias

diseases amongst maore well-10-do populabons
The geographical, climatic and cultured diversity in South
Asia is known for its complex culinary hakits and solutions

are not easy, However, creating awareness lor batanced

nutrition is necessa

Malnutrition is a complex phenomenon. It is both
the cause and effect of poverty and il healin, and
tollows a cyclical, inter-generational pattern

It is inextricably linked with illiteracy, especially

ternake illiteracy, lack of safe dinking water and
proper sanitation, ignorance, lack of awareness
and il health

It creates its own cycle within the large cycle

of poverty,
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Mutrition

With economic growth and changing lifestyles, nutriiona

me pyramid, Llsing

needs are changing across the |

technology and It's expertise In science - based nutnticn

FOar Eny

MAGG! Masala-ae-Magic which is an affordable taste

enhancer at Bs. 2/~ fortified with iron, vilamin A and iodine,

uselul tor families across income groups

NUTRITION

Mutrition Awareness Programme

In April 2010, Nestlé India launched the Mufrition Awareness
Programme. This initative is being implemented in the
South Asia Region under the Nestlé philosopky of
‘Creatng Shared Value' and is part of

Mestlé Healthy Kids Global Programme

This programme was inaugurated by Ms, Agatha Sangma,

Hon'ble Minister of State tor Rural Development, Government
ot India and Mr. Antonio Halio Waszyk, Nestie

The programme consists of simple but engaging modules
and 15 beng rolled out under the umbrala ol

"SAAMJHAPAN' across the region, in communities whers

we have aur factores

L
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k¢ Food availability and habits differ

from region to region and therefore the

content tor the modules

In collaboration with leading
universities in each region who have

local nutnitional knowledg

Sanjay Khajuria, Nestle
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Collaborator:
College of Home Science,
Punjab Agriculture University
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tion Awareness Programme
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Fonda and Bicholim, India

Collaborator:
College of Home Science,
Goa University

Rajal K. Shinkre, Principal, Goa College of Home Science

B,

dutrition Awareness

Programme

Collaborator:
Department of Food Science and
Mutrition, University of Mysore
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Dr. Jamuna Prakash, Chairperson, Department of Food
Science and Nutrition, University of Mysore,

o
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Mutrition Awareness Programme
Samalkha, India
526 Students in 3 schools have been coverad dunng 2010

Ind =amalkna [xcton,

Collaborator:
Mational Dairy Research Institute,
Karnal
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Dr. AK. Srivastava, Director & Vice Chancellor,
Maticnal Dairy Research Institute.

Mutrition Awareness Programme

Pantnagar, India

Collabarator:

Department of Home Science,

Govind Ballabh Pant University
of Agriculture and Technology,

Pantnagar

dewvelor | i
Mesiid Ir I
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initiative and needs 1o be supported by all. 33

Dr. B. 8. Bisht, Vice Chancellor, G.B. Pant University of
Agriculture and Technology.
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Mutrition Awarenass Programme;

S Lanka
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Collaborator;
. e Collaborator;
Institute of Nutrition

and Food Science,
University of Dhaka

Food Science Department,
The Paradeniva University

AL
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Mutrition

say and the

emment of India for an imteresti g initiative, the
science Express’ frain exhibition
Mestié exhibited posters that camed nutrtion related

intormation and armanged brief lectures for visting students

Ihe ‘Science Express’ travelled 0 56 locations across Indis

Vel 3 pencd of i

+e5le also Cory i '(_:"_1 he |"-§._:"- licr »"-.'-.-';gl(\*r'-:_-:;_._ r.lll-.-".].;-‘.” e

Ewvaryday an estimated 8000 visitors benefitted from

in ten Kendriyva Vidyalayas® f Governr

thig exbbinion in parnership with the Embassy of S
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Need for Nutritional Awareness cuts

across income strata and populations.

€ | am really happy that | had the
opportunity to participate in this Nestlé
Nutrition Programme at my child's
pre-school. Today, even | was
educated in my daughter's school, 93
Vasanthi Pathiraja

(pictured with her daughter Vasitha)

37 .
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Knowledge and understanding of HIV/AIDS is another concem for the
nuirition needs to be continuously region. In India alone over 2 million
upgraded. This is equally important for people are estimated to be affected,
colleagues across Nestlé operations in

South Asia Region.

W treat nutnticn awareness as a pnorty for our own
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Lur ampition 1s 10 produce tasty and nutntious

environmental footprint, o we strive to continuously improve our operational efficiency an

enmvironmential pernonmance

west
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o0d and beverages that also have the low




Water and Emdronmental sustainability

E6 We are thankful to Nestlé for
providing clean drinking water to our
children and teaching them about
saving water.73

Joginder Singh, Village Aliwal, India

Water is a scarce resowrce and in the region a large sechion

of he community dges not have access 10 clean dnnking

walers In order 1o creale awaranass in the communibes
aiout the importance of water for 8 good and healthy lite

Mastie has besn actively setting up "Clean Crinking Water'

propects for the benefit of students in vilage schools arcund

its factories

The Mestle Water Awareness Programme reaches out to the community.

School children: People take waler or grantad, reating it as an endless resource. Neste reats children as

‘water ambassadors'. The programme creates awareness and educates students on the importance of clean, hygienic water,
the need fo check depletion of water resources, and methods of conservation. Children camy these messages home,
widening the impact of the programms

Farmers: Agriculture is a heavy user of water Meslle is increasing awareness regarding water depletion and advises farmers
an optimal water usadge in agrculiune and dainy

Women: MNestie continues 1o educate village women in dairy famming practces and water management, helping them improve

producivity and increase 2aIrHngs.

Employees: On World Water Day, an exiensive poster campaign on water consernvanon and presenation was launched
acroes all tactones, branches and Head office

iy at & wllage scnool in =N Lanka
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L& With clean drinking water in school,
fewer children are falling sick. They
also go home and help their families to
save water. 3

Dalbir Kaur, Teacher, Fatehgarh Primary
School, India.

Clean Drinking Water Prajects
Setting up these water projects is a continuing process
With every new MNestle Clean Drinking Water project

water education” becomes a part of the curriculurm in one

chool and rare children learn about water

vation and the link between clean water, hygiens

health and weliness. Across the South Asia Region, over

100,000 studants in village schools are already benefiting
directly. 5n Lanka has set up 10 projects, Bangladesh has
23 and India has invested in 155 water proects. Many morne

are planned

Water and Emdronmental sustainability
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Water and Erw ertal suskainakbility

(6 Emphasis on conservation of
resources Is a priority within our
factories. 19

Christian Schmid, Nestlé

Within our factories and in areas under our control thera is a
continuous effor o minimise consumpion of natural
resources and reduce wasie and ermission, while
maxirmesing production, Al processes folow the Mastia
ystem and business practices

Erwironment Management

comply with govemment policies, ermvironmental laws and
requiabons using state-ol-ine-arl lechnodody ana
equpment

and rediuction in emission o er'.-'.'l.: 1 Nouse ;._.Jo..&u per onne

of produciion

350 7

300 1

250 1

S Production

INDEX

Energy Consumplion / lanne

a0 1
Water Consumption / tonne: —

£ g8 g s
2 1 Lo =
o o o o o o o

1997
1998
1999
2000
200
2002
2003

Water consumption per tonne of
production has reduced substantially
and water use efficiency has improved
by 58% by deploying efficient methods
and technologies.

B Index of Waler {m’) per fonne

mlllmum
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Energy consumption per tonne of
product has reduced by 49% through
investments in energy efficient systems
and processes, and cutting down on
energy losses

80 1
g0 4
70 1

60 1

INDEX
%

40 1
30 4

20 1

B Index of Energy {GJ) per tanne

Waste water discharge per tonne of
product reduced by 67% as a result of
the reusing of water and more efficient
processes that reduce water need

INDEX
&

Water and Emdronmental sustainability
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Water and Emdronmental sustainabiliny
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significantly reducing as a result of our
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Mestlé and Wl
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Our relationships are based on the
understanding that our investments
must result in long term sustainable
growth and economic and social
progress for the community as well.

Rural Devealopms

k€ Nestlé constantly guides us, providing
technology and best practices to upgrade our
guality to international standards. They now use
our supplies to substitute iImports and at the
same time it opens the export market for us. 73

Paras Budhiraja, PARAS Foods, India.

Creating Value for Suppliers

Mesle has worked exlensively 10 develop dainy larming and make it a sustainable INCome Soufce aven

tor srmall and marginal farmers, MNestle Ialows this approach acrss suppliers, halpng local companie:
NE CASE ar
e Bas
y Witk ¢

xd thie area uncler

2SI has incre

thus has increasad from
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t€ Nestle has taught me how to keep
our cattle healthy and the milk clean,
and how | can help my family live a
better life. 73

k€ The war took away my cattle
Nestlé got them back.9)

Aruna Bandara, Sri Lanka.

Daljit Kaur, Village Walipur Khurd, India.

As the largest private s

Sn Lanka, M
The Milk Economy of Moga, India; a global case study [Harvard Business Review] developm

Whien MNestlé staned operations al the lactony in Moga m 1981, only about
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Girl student tend to drop out ©
schools due to lack of sanitation
facilities. Nestlé provides sanitation

facilities to reduce these drop outs.

EMpowerad women, happier Nomes




Creating shared valug Report 2010

ey

-, Nestla
Milk Agenc
Village- RAN| A mg
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Strengthening trust

k¢ Jitendra Singh for instance is amongst the one lac farmers of
Moga who sell milk to Nestlé everyday, He started with two

cows in 1996 and with Nestle's financial and technical support,
today he owns 78 cows. 39
-CNBC TV18

AL

k¢ If you teach a worman, you teach a family. With that belief
MNestlé is surely helping village women in Punjab to become
financially independent.......

....... Company's women development programme may be a

ike to follow. 19

nodel that other corporates would

CNBC TV18

k6 Instead of investing inland and setting up its own milk farms,
Nestlé decided to help create a model where it provides the
technology with the farmer being the pillar of the strategy. So
farmers like Sardool Singh have used Nest
he

e's technology to
pincrease produce hygienically and reduce wastage. 13

CNBC TV18

61 -



