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agenda

1- Nestlé Waters : who we are ?

2- CSR for Nestlé Waters

3- What do we do in packaging and transport ?
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T h e H e a l t h y H y d r a t i o n C o m p a n y
TM
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Key figures 2007

Sales 10.4 billion CHF (10% of Nestlé Group sales)

Organic growth 6.6%

RIG 5.0%

EBIT 851 million CHF

Market share* 19%

Employees 33,500

Factories 100

Producing countries 37

Brands 72
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Nestlé Waters = Global #1 of Bottled Water 

• Value Market Share (100% Plain Water)
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Nestlé Pure Life, nº1 bottled water brand in 
the world

=> 5 out of 10 top Brands are Nestlé

Source: Zenith & Nielsen 2007

Value in Mio$ in 2007
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Good quality water asset
NW has unsurpassed water resources in quantity & quality

• 500 water catchments around the world 
- about 60 Bo L authorized capacity
- well protected from surface water contamination

• Highly secured processes (Nestlé Pure Life) 

• Advanced technologies / practices in the field of:
- water resources exploration
- management and protection 

ensure a long term sustainability

305.000 Trees in Santa Maria 
(MEX)

Agrivair – Vittel (FRA) São Lourenço (BRA)
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Brand portfolio is aligned 
to key Consumer need states & targets

STATUS 
BRANDS
"Premium 
drinking"

LOCAL BRANDS
"Untouched purity"

FAMILY HYDRATION
"Nestlé Quality & Safety"

http://images.google.fr/imgres?imgurl=http://www.cff.org/UploadedImages/ChapterImages/ps%2520logo.jpg&imgrefurl=http://www.cff.org/Chapters/newengland/&h=212&w=300&sz=116&hl=fr&start=2&tbnid=VqE0F2P9r7et_M:&tbnh=78&tbnw=111&prev=/images%3Fq%3DPoland%2BSpring%26svnum%3D10%26hl%3Dfr%26lr%3D%26sa%3DG�
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agenda

1- Nestlé Waters : who we are ?

2- CSR for Nestlé Waters

3- What do we do in packaging and transport ?



December 3, 2008 – John J. Harris

Our CSR Framework…
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Sustainability makes long term business sense 
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Sec. Packaging

Cost of energy will increase Fossil fuel is not forever

We need to REDUCE the energy we use
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We would want a business with impact 0 on 
enviroment: different phases to be addressed

2. Actions / Innovation

3. Engagement

1. Measurement

Desired:
Impact = 0
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Life Cycle Assessment (LCA)

Production 
of PET +

packaging
Processing
+ Bottling Distribution

Bottle 
end-of-life

Extraction
of raw materials

Outputs to air, water….

Inputs : energy + raw materials

Enviromental impact from craddle to grave
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Global Enviromental Footprint measurement -
SKU approach 

SKU

Site

Market 

NW Global 
Environmental 

Footprint

The NW 
GEF is 

obtained 
by 

agregation 
of all the 
SKU’s
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agenda

1- Nestlé Waters : who we are ?

2- CSR for Nestlé Waters

3- What do we do in packaging 
and

transport ?
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Increasing environmental sensitivity.
In some countries Bottled water has turned into a symbol of anti-
sustainability

http://www.nytimes.com/�
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The bottle
Our key consumers asset

Reduce Energy
(lightweighting)

Reuse Energy
(recycle)

Innovations
(new materials)

GUARANTEE
PROTECTION

SOLIDIFIED
ENERGY
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Packaging weight per L produced

2002 2006

-26%

1) Reduce Energy
Use less packaging

Update with 2008 data if possible
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New
Eco-shape

NW
Bottle

Other
BW

CSD

USA RESIN 
USED

(grams)

1) Reduce energy
Nestlé Waters « Eco-Shape » Best in Class bottle
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2) Reuse energy
Our recycling initiatives

New recycling
Labeling (FR)

Introduction
of R-PETWorking with policy makers
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3) Innovations

MINIMIZING NEGATIVES 
+ EXPLORING ALTERNATIVES through:

New Design

New Materials

working with:

Internal R&D Centers, Universities….
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Five key areas of work to substantially decrease NW 
emissions

1. Improve 

transport 

utilization

3. Use 

alternative 

transport 

modes

4. Produce 

closer to the 

customer

5. Explore new 

technologies

2.Manage carriers 

to reduce their 

enviromental 

footprint
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Conclusions

« We do not 
inherit the Earth 

from our ancestors, 
we borrow it 

from our children. »

Antoine de Saint-Exupéry 

http://www.evene.fr/celebre/biographie/antoine-de-saint-exupery-279.php�
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