
DANONE TURNED IN A SOUND PERFORMANCE IN 2008, CONFIRMING 
THE POTENTIAL FOR PROFITABLE GROWTH OF A GROUP THAT IS 100% 
FOCUSED ON HEALTH AND WELL PREPARED TO STAND UP TO TESTING 
CONDITIONS. 

FRANCK RIBOUD  
A BUSINESS FOCUSED 
100% ON HEALTH, WITH 
CLEAR PRIORITIES
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Sales  
(€ millions)

Key figures

Organic growth  
+8.4%*
(Volume up 2.8% 
and value up 5.6%*)

What do you have to say about 2008 for Danone? 
Franck Riboud:

It looks like Numico also made an important contribution to the quality 
of results. 

FR:

€
€

The new Danone has four business lines. How did they perform 
individually? 

FR:

€
€

Our sound results in 2008 show that our staff members have 
lost none of their agility and commitment—which is what really 
counts in the current context.
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2006

12,068

2007

12,776

2008

15,220

Positions

no.�1 worldwide
for fresh dairy products

no. 2 worldwide
for bottled water

no. 2 worldwide
for baby nutrition

no. 1 in Europe
for medical nutrition



Geographically, emerging markets appear to be the main sources 
of growth. 

FR:

Doesn’t the growing weight of these new markets also mean risks, 
for example margin dilution and instability? 

FR:

Will you be continuing investment in emerging markets despite the 
economic crisis? 

FR:

Looking in the opposite direction, are you planning any divestments, 
to trim debt for example? 

FR:

€
€

€
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Organic sales 
growth  
(like for like)

+17%
Baby Nutrition

+12.7% 
Medical Nutrition

+7.7% 
Fresh Dairy Products

+1.9% 
Waters

INTERVIEW/ FRANCK RIBOUD

4 businesses 
for health

The growing role of emerging countries is the consequence 
of the strategy we adopted a decade ago, going for growth 

where we could find it and extending our geographical reach.

Contributions  
to 2008 sales 

57%
Fresh 
Dairy 

Products 

6%
Medical 

Nutrition

19%
Waters

18%
Baby 
Nutrition



On the subject of China, how is your dispute with your associate in 
Wahaha beverages going and, more generally, what is Danone’s current 
position there? 

FR: 

Danone is one of the world’s top two bottled-water companies, but in 
developed countries the segment has been criticized for its price and 
environmental impact.

FR:
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90 years’ focus on health 
2009 is the 90th anniversary 
of the Danone brand, 
launched in Barcelona 
in 1919. Its inventor, Isaac 
Carasso, used it for the 
yogurts he was the fi rst to 
develop with the support 
of the research fi ndings 
of the Pasteur Institute on 
lactic ferments. Carasso 
drew special inspiration 
from the work of Elie 
Metchnikoff , winner of the 
Nobel Prize for Medicine in 
1908. In 1929, his son Daniel 
(photo above, left) brought 
Danone to France. Now over 
100 years old, Daniel Carasso 
is Honorary Chairman of 
Danone’s Board of Directors. 

also means a need for nutrition 
information and labels identifying the health benefi ts associated with Danone products. 
Above: infant formula in an Italian supermarket.
——



What would you reply to people who say that it’s irrational to choose 
bottled water since tap water serves the same purpose? 

FR:

To return to Danone, how do you see prospects for 2009? 
FR:
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Evian, the world’s 
number-one mineral 
water brand, is backed by 
unrivalled experience in 
the conservation of water 
resources, with care of the 
catchment area for its own 
spring a priority. Evian is 
also looking at the broader 
picture with a drive to 
reduce its environmental 
impact through 
optimization of energy 
consumption, packaging 
and transport. The target 
is to halve its carbon 
footprint from 2000 to 
2011, and Evian is backing 
initiatives to offset the 
remainder. This includes the 
support it will be providing 
from 2009 on for the 
rehabilitation of wetlands, 
which act as natural carbon 
traps, in association with 
the Ramsar Convention 
and IUCN (International 
Union for Conservation 
of Nature). See page 85. 

“Evian will be 
our first carbon-
neutral product 
by 2011”

Nobody would deny that the year ahead will be challenging,  
but wringing our hands won’t get us anywhere. In this kind of 
situation, what counts is attitude, courage, and commitment.
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And growth? 
FR:
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52% 
of sales are outside 
Western Europe. 

accounting for no less than 52% of water sales, for example.
In 2008, capital expenditure totaling €706 million was in large part used to back geographical expansion and growth on emerging markets such
as Brazil, Argentina, China and Indonesia.
— —

3rd 
place

Danone headquarters 
placed 3rd for the 
quality of working 
conditions in the “Great 
Place to Work” survey 
of businesses with more 
than 500 employees.
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What about product innovation? Will the strict new European regulations 
on health claims mean new obstacles or risks? 

FR: 

You recently announced plans for a fund to finance the development of 
what you call Danone’s eco-system. Could you tell us what the plan 
involves and where the idea came from? 

FR:

€

So, the final question—what do you expect Danone to be like five years 
from now? 

FR:

Danone 2008 —— 13

Franck Riboud 
53, French,
Chairman and CEO

Emmanuel Faber (see p. 93)
45, French,
Co-Chief Operating Officer

Bernard Hours (see p. 72)
52, French,
Co-Chief Operating Officer

Jordi Constans (see p. 20)
44, Spanish,
Executive Vice President 
Fresh Dairy Products
Western Europe

Thomas Kunz (see p. 24)
51, Swiss,
Executive Vice President 
Waters

Felix Martin Garcia 
(see p. 20)
48, Spanish,
Executive Vice President
Fresh Dairy Products, Central 
and Eastern Europe, Africa/
Middle East, Asia and Oceania

Flemming Morgan 
(see p. 29)
53, British,
Executive Vice President
Medical Nutrition

Christian Neu (see p. 27)
52, German,
Executive Vice President
Baby Nutrition

Muriel Pénicaud (see p. 60)
53, French,
Executive Vice President
Human Resources

Pierre-André Térisse 
(see p. 98)
42, French,
Executive Vice President
Finance

Sven Thormahlen  
(see p. 43)
52, German,
Executive Vice President
Danone Research

Dirk Van de Put (see p. 20)
48, Belgian,
Executive Vice President 
Fresh Dairy Products and 
Waters, Americas

Executive 
Committee  


