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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




What is Nespresso today?

m  Company founded in 1986

m Break evenin 1995

m Sales 2008: CHF 2’262 mio (CHF 500 mio growth in each of last 3 years)
m Presentin over 50 countries

m 4’000 employees worldwide by end 2009 (47% men / 53% women / 32
years old average) - 70% in direct contact with consumers

m 192 Boutiques by end 2009, 19 Customer Relationship Centres
m 20 bio capsules sold since Nespresso was launched

®m 12 mio machines sold since 1986

= Now more than 7.8 mio active members (estimate end 2009)




Impressive Sales Development

Turnover doubled with in 2 years
Today, Nespresso sells 10x more than in 2000

Average annual growth rate exceeds 30% over
the last 8 years
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Success built on aunique Trilogy and
strong competitive advantages...

Proposition

Perfectly portioned Smart and easy- to-use Personalised &
highest quality machines exclusive service
Grand Cru coffees

Best in cup Quality High brand identity

Best in Class Services

Competitive
advantage

"Nespresso
Recipes"
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...delivering key consumer benefits

v Quality

v Convenience

v Individual choice

v Customized services

v One to One consumer relationship




Enhancing current competitive advantages f\\

Best in cup Quality

High brand identity Best in Class Services

NESPRESSO Club
Competitive @
advantage ¥ *
“Nespresso
Recipes”
NESPRESS0.
Above, Ahead, Apart
* CSV approach — « Differentiate customer value * Flawless execution
Ecolaboration to secure top proposition thanks to permanent « New personalised and
1 % best green coffee innovation (machines, coffee, P ;
beans services) exclusive services
» Develop coffee expertise  Substantiate brand messages ) 5;;32{32?;5 t(')ng]n;ak;:én d
and know how based on core brand values
* R&D for new technologies (premlumr_less, pgrfectlon, .
: pleasure, innovation, responsibility)
(capsules & machines)




Coffee: the best of the best as a must... \ll\
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ECOLABORATION platform was launched in
June 09

Building on the principles of the Nestlé “Creating Shared Value”, the Nespresso Ecolaboration™
framework aims to bring stakeholders and Nespresso partners together with the ultimate
objective of continuously improving the sustainability performance of the Nespresso value
chain, from cherry to the cup.

"NESPRESSO. ecolaboration’
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Ecolaboration: a global partnership within the
Nespresso value chain from cherry to the cup

New
luxury /
eco-iconic
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Ecolaboration: our commitments

By 2013 we will:

Source 80% of our coffee from the Nespresso AAA Sustainable Quality ™
Coffee Program, Rainforest Alliance Certified

Put systems in place to triple our capacity to recycle used capsules to 75%

Reduce our carbon footprint per cup of Nespresso by 20%




Enhancing current competitive advantages f\\

Best in cup Quality

High brand identity

Best in Class Services
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We manage directly our Club Members N

Strength of the Bond to the Nespresso brand

Eco- Best solution Design Nespresso
committed seekers addicts lovers

Key Expectations

The bare product, not Sustainability Coffee expertise + Leading edge design £l
: . Nespresso
the emotional value Convenience & style ;
Experience
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Consistency on expertise and
sustainability are vital to customers...

'NESPRESSO. 'NESPRESSO. 'NESPRESSO.

Lar-carfié corps et dme Le cafit corps et dme Le carfié corps et dme




... While pleasure, indulgence, style remain key
brand values \”\
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Enhancing current competitive advantages f\\
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Nespresso Channels

B2C B2B

Customer
Care

Offices HoReCa

NESPRESSO.Club —~

Sales 89% 11%




Nespresso online & in boutique 2009 B\¢

m Over 300 web sites, 25 languages

m About 50 online boutiques; about 190 boutiques

m 360° marketing approach




Boutigues & Boutique-in-Shop - Split by Zone N

190 boutiques at the end of 2009 - 1
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http://www.flags.net/CANA.htm
http://www.flags.net/UNST.htm
http://www.flags.net/MEXC.htm
http://www.flags.net/DORE.htm
http://www.flags.net/BRAZ.htm
http://www.flags.net/ARGE.htm
http://www.flags.net/LEBA.htm
http://www.flags.net/TURK.htm
http://www.flags.net/ISRA.htm
http://www.flags.net/KUWA.htm
http://www.flags.net/ARLE.htm
http://www.flags.net/DENM.htm
http://www.flags.net/SWDN.htm
http://www.flags.net/NORW.htm
http://www.flags.net/UNKG.htm
http://www.flags.net/IREL.htm
http://www.flags.net/FRAN.htm
http://www.flags.net/BELG.htm
http://www.flags.net/NETH.htm
http://www.flags.net/GERM.htm
http://www.flags.net/AUST.htm
http://www.flags.net/SWIT.htm
http://www.flags.net/ITAL.htm
http://www.flags.net/SPAN.htm
http://www.flags.net/PORT.htm
http://www.flags.net/GREC.htm
http://www.flags.net/RUSS.htm
http://www.flags.net/CZEC.htm
http://www.flags.net/POLA.htm
http://www.flags.net/HUNG.htm
http://www.flags.net/CHIN.htm
http://images.google.it/imgres?imgurl=http://www.enchantedlearning.com/asia/southkorea/flag/Flagbig.GIF&imgrefurl=http://www.enchantedlearning.com/asia/southkorea/flag/&h=300&w=432&sz=4&tbnid=vnHXXH25smWn8M:&tbnh=88&tbnw=126&prev=/images?q=korea+flag&um=1&start=1&sa=X&oi=images&ct=image&cd=1
http://www.flags.net/JAPA.htm
http://www.flags.net/HOKN.htm
http://www.flags.net/SING.htm
http://www.flags.net/ASTL.htm

How will Nespresso keep the
momentum?

Enhancing our competitive advantages and building on our
difference:

Leveraging growth potential of “big fishes”

Enhance leadership markets

Develop "growth potential" markets

Build "growth driver" markets




Thanks

'NESPRESSO.
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