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Explanatory notes

In this CSR Report Royal FrieslandCampina N.V. presents

the results and most important developments in the field

of Corporate Social Responsibility (CSR) in 2013. The 2013
CSR Report has been compiled in accordance with the Global
Reporting Initiative (GRI) guidelines and the Transparency
Benchmark criteria and complies with GRI's Level B (self
declared) requirements.

Please send any questions, remarks or suggestions resulting
from this CSR Report to:
corporate.communication@frieslandcampina.com.
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Foreword

Dear reader,

The enthusiastic receipt within our own ranks of our
FrieslandCampina purpose, in respect of the three
enormous global challenges for which we, as an
international dairy company, want to be a modest

part of the solutions, is something | look back on with
satisfaction. With this we have really started accelerating
the international roll-out of our CSR activities and the
involvement of our people.

The opening of the FrieslandCampina Innovation Centre

by Queen Maxima on World Food Day was a great moment.
During the opening we explained more about these
challenges and illustrated the link with our corporate story
and purpose. The key issues are ensuring food and nutrient
security for a fast-growing global population, the aging of
the world's farming community and the scarcity of natural
resources for the production of food such as dairy.

Our CSR policy with its four pillars for the Company

with over 120 offices and production facilities and the
Cooperative with more than 14,000 dairy farms dovetails
seamlessly with these three challenges. Our policy, and
our commitment to achieving it, can be expressed in three
words Nourishing by nature. We are stating clearly - and in
a way that is fitting for a cooperative dairy company with a
more than 140 years of history behind it - where we come
from, where we are and where we want to go.

We deploy our people and brands to serve customers
and consumers, create financial value for our member
dairy farmers and, at the same time, contribute towards
social development in the countries in which we operate.
Take, for example, the steps we took in 2013 with our aid
programmes, micro-credits and training for small and
medium-sized dairy farmers in Asia and Africa. We have
signed agreements with China and Indonesia regarding
the transfer of knowledge in the field of agriculture

and food safety. Within our own Dairy Development
Programme micro-credits amounting to 22 million

euro have been set up for Vietnam and Indonesia. In
collaboration with Agriterra we are sending our member
dairy farmers to train farmers in Asia under the auspices
of the Farmer2Farmer programme. Currently we, together
with our partners, are helping around 100,000 small
dairy farmers and around 30,000 small soya farmers in
India and Brazil. This is how we are starting to make our
business case for sustainability robust. And making it an
integral component of our way of working.

But we're not there yet. We are still catching up in various
areas, such as our CSR reporting. And CSR has certainly
not yet flowed into every capillary of our organisation.
That still needs more time, but we are making progress,
and doing so together with more and more involved
colleagues and dairy farmers.

In the Netherlands we have made firm commitments in
respect of the politics related to sustainable dairy farming
and its responsible growth in our country after the ending
of the milk quota. Safequarding the meadow grazing of
cows, the processing of manure, the improvement of
mineral efficiency and the reduction of greenhouse gas
emissions are important themes for which targets have
been set for the coming years. Targets that we, together
with our member dairy farmers, must achieve. With the full
input of the professional skills, knowledge and innovative
strength which throughout our history has enabled
FrieslandCampina to grow we can, together, earn and
retain our license to produce, or perhaps better our license
to grow, for the coming years. All the links in the chain -
from cattle breeding and cattle feed to dairy processing
and production - will have to work together to continue
meeting the current, international demands in the area of
responsible production, safety, care and transparency.

We have an obligation to our position - and good name - as
a global player in dairy, to our consumers and society not
just in this producing country the Netherlands but in our
other sales markets.

Cees 't Hart
CEO Royal FrieslandCampina N.V.




Dear reader,

For FrieslandCampina's member dairy farmers 2013
proved to be the record year for milk price and incomes.
It is illustrative of the great business opportunities

for Dutch dairy farmers on the world market where a
fast-growing population with more spending power is
increasing the demand for dairy. The disappearance

of the European milk quota in 2015 will offer scope for

a gradual increase, in small steps, of milk production

in the Netherlands. We are looking at an increase of
around 2 to 2.5 percent a year. It is, therefore, important
that we reach a good agreement with the political and
social parties involved - our ‘stakeholders’ - regarding
the conditions under which this growth can take place.
For FrieslandCampina 2013 was, therefore, primarily
the year of stakeholder consultation and the securing
of public support in the Netherlands for a responsible
development of dairy farming and dairy.

| am therefore also pleased that we have, with a broad
platform from LTO Nederland (Land- en Tuinbouw
Organisatie - Agriculture and Horticulture Organisation)
- the advocate of the farmers in our country - and

the Dutch Dairy Organisation (Nederlandse Zuivel
Organisatie (NZO)) of which FrieslandCampina is a
member, drawn-up a vision of the future in which the
land-based family business remains the basis of dairy
farming. We have also committed ourselves to retaining
cows being put out to graze, the establishment of a
phosphate ceiling, better mineral efficiency and the
reduction of greenhouse gas emissions. Under these
conditions the Dutch dairy sector will continue to make
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a major contribution towards the growing global demand
for tasty food with high-quality protein, minerals and
vitamins.

So now it's up to us to make sure we really ‘deserve’ the
trust our stakeholders have placed in us by together
achieving the results we have promised. There's a

lot depending on it, also for the Dutch economy and
employment as is stated in the NZO's report ‘Lang
Houdbaar': 44,000 jobs, 6 billion euro in exports, good
for 9 percent of the Dutch trade surplus, and 700 million
euro in investments in new factories and innovation
centres.

Which is why | am also making an imperative appeal to
FrieslandCampina's 19,000 member dairy farmers to
apply their ingenuity, entrepreneurship and professional
skills to accelerating innovations to and around dairy
farming so that the goals of our programme for
sustainable dairy farming - Foqus planet - are achieved.
If the results lag behind then animal rights are still a
threat and the brakes will be put on growth. That is not
a desirable development, also from the point of view of
nutrition security for around 1 billion consumers in the
over 100 countries that FrieslandCampina supplies with
products.

| have every confidence that through good cooperation
in the chain and with the energetic efforts of our
member dairy farmers, we can achieve growth in a
demonstratively responsible manner. In this way we will
keep milk and milk products on the map as an important
source of essential nutrients and as a ‘white engine’ of
the Dutch economy.

Piet Boer
Chairman of the Board of
Zuivelcodperatie FrieslandCampina U.A.



s  Important CSR developments in 2013

N Utrition & hea l.th pina introduced Optimel Puur on the market - the

oghurt with no added sugars and no artificial
tasty drinking yoghurt that contains only the
Ily present in fruit and dairy (4.1 gram per 100 ml).

Dairy campaigns were established worldwide to
ers aware of the importance of dairy as part of a
aried diet.

Dairy deV © FrieslandCampina has signed a collaboration agreement
) i with the Indonesian government for the provision of support
in Asia anc for the Dairy Village Programme. The aim of the agreement

is to help the Indonesian government increase the national
production of fresh milk by 50 percent by 2025, which will
make the country self-sufficient in fresh milk.

© FrieslandCampina Vietnam has received a subsidy from
the Dutch government to establish three dairy zones.
A dairy zone is a cluster of dairy farmers trained in the

E]CﬁCient and 2013 FrieslandCampina achieved the two percent more

ergy efficient target: compared to 2012 the efficiency
Sustainab[e primary energy in the production facilities improved by
! , percent. Water efficiency also improved by 2.3 percent.
production chains
October 2013 an energy-efficient condenser went into
eration at FrieslandCampina DMV in Veghel. This condenser
porises the water in whey, which allows the spontaneous
stallisation of the milk sugars that are present. The heat
erated by this new method is utilised in such a way that

Sustainable dairy N r dairy farmers, in collaboration with

i o realised the Van Gogh wind farm. The five

farmlng produce around 27,900 MWh of electricity
equal to the electricity usage of 8,000

olds and is enough for the FrieslandCampina

n Eindhoven and Maasdam.




® Since 2011 FrieslandCampina has organised World Milk

Day activities in 28 countries to bring healthy food to
the attention of consumers, school children and families.
In 2013 more than 21,000 school children in Hong Kong
were reached.

management of sustainable, professional family
businesses with a focus on productivity per cow
and milk quality.

In 2013 11 FrieslandCampina member dairy farmers
trained over 800 local dairy farmers in Thailand,
Malaysia and Indonesia as part of the Farmer2Farmer
programme.

cooling water is no longer necessary. The result is a
60 percent reduction of energy usage.

The new FrieslandCampina Innovation Centre in
Wageningen has been awarded the BREAAM certificate -
the hallmark for sustainable buildings in the Netherlands.
The Innovation Centre's energy usage is 25 percent lower
than the standard for usage set by the government.

On 30 October 2013 Compassion in World Farming
(Compassion), an organisation that focuses on the
welfare of farm animals, presented the Good Farm
Animal Welfare Awards. The FrieslandCampina brand
‘Campina’ received a Good Dairy Commendation

for meeting the criteria through the Foqus planet
programme and efforts made as part of this to
promote meadow grazing and animal health.

Important CSR developments in 2013

® FrieslandCampina has offered primary school children
fresh dairy products for nearly eighty years. In 2013
FrieslandCampina launched a national campaign for
Campina School milk. Visitors to its revamped website can
watch a film about School Milk, play the digital ‘School
game'and parents can make contact via social media.

® FrieslandCampina, together with the Rabobank
Foundation, supports one cooperative in Vietnam
and two cooperatives in Indonesia with education and
affordable financing. In this way the two concerns
contribute towards improving the quality of the local
dairy farming. In total the financing amounts to
around 1.5 million euro.

® [n 2020 FrieslandCampina wants 100 percent of the
electricity it uses to be sustainably generated in the
Dutch agricultural sector, preferably on the member
dairy farmers' farms. In 2013 this was the case for
63 percent of the electricity used in the Company's
Dutch production facilities.

@ After a successful pilot scheme with two groups
of member dairy farmers, the Koe-Kompas (Cow
Compass) was added to the Foqus planet programme
as of 1 January 2014. This management tool,
developed by animal health experts and dairy
farmers, maps the strong points and the areas in
which there is room for improvement in respect of
the animals' health.



Key figures CSR

2013

Employees (average number of FTEs) 21186
Of which male 15,890
Of which female 5,296
Participants in FrieslandCampina Academy, worldwide 2,819
Number of hours employees spent on FrieslandCampina Academy training courses 53,000
Average number of FrieslandCampina Academy programmes 258
Accident ratio per 200,000 hours worked (LTA Rate) 0.6%'
Products with the 'Vinkje'/Choices logo 1518

Employees per business group in 2013

(average number of FTEs)

Corporate
& Support
Ingredients 4% 897
3,002

Cheese, Butter
& Milkpowder

2,664 Consumer
Products
21,186
[ Middle East
& Africa
8,193

Consumer
Products Asia
6,430

Employees per region in 2013

(average number of FTESs)

Asia and
Oceania

6,846

Africa and North and

2012
19,946
14,760
5,186
2,897
46,352
254

1.0%

181

the Middle East South America

1,026 1% 167

!

21,186

Rest of Europe
4,343

The Netherlands

Germany
1,692

' The LTA rate for 2013 is exclusive of the acquired companies (Alaska Milk Corporation, Yoko Cheese, Zijerveld and Den Hollander Food).
Acquired companies count in the LTA rate as of the start of the second full calendar year after acquisition.

2 A decrease of 30 products because of adjustment of assortment.
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Key figures CSR

2013 2012
CO, emissions milk production (ktonnes of CO,) 14,083 B!533
CO, emissions milk processing (ktonnes of CO,)
+ Electricity 381 364
+ Fuel oil T2 100
+ Naturel oil 650 651
- Diesel oil 69 66
CO, reduction through the use of sustainable energy (ktonnes of CO,) -106 -64
Total greenhouse; gas emissions from FrieslandCampina (kton CO,eq) 15149 14,651
(Scope1,2en3)
Total energy usage (TJ) 20,472 20,466
Energy usage per ton of product (GJ / ton) 3125 BI85
Total water usage (x 1000 m?) 26,674 26,413
Water usage per ton of product (GJ / ton) 428 4L 21
Total quantity of waste excluding water treatment sludge (ton) 52,012 56,444
Total quantity of chemical/dangerous waste (ton) 307 703
Percentage re-used or recycled waste (%) 65 63
Purchased percentage of sustainably generated electricity the Netherlands (%) 63 40
Purchased percentage of sustainably generated electricity worldwide (%) 31 19

Energy usage
(TJ)

25,000 -
20,385 20,466 20,472
20,000 -
15,000 |-

10,000 |~

5,000 [~

201 2012 2013
M heat M electricity W fuel oil M natural gas

' Due to an improvement in data collection the information reported in the CSR Report 2012 have been adjusted.

2 Reporting over scope 1, 2 and 3 in accordance with the GHG protocol. Scope 3 is the amount of greenhouse gases on farm level.
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FrieslandCampina's ambition is to create the most
successful, professional and attractive dairy company
for its member dairy farmers, employees, customers,
consumers and society. The world market's growing
demand for healthy, sustainably produced food offers
FrieslandCampina opportunities.

To fulfil this ambition FrieslandCampina formulated the
route2020 strateqgy for the period 2010-2020. The key
words are sustainable growth and value creation: the
sustainable growth of the Company and maximising
the value of all the milk produced by the Cooperative's
member dairy farmers.

FrieslandCampina strives to achieve the following goals:

» anincreased share of added-value and branded
products in the total sales volume;

« further operating profit growth;

+ asubstantially higher performance premium and a
higher distribution of member bonds for the member
dairy farmers;

» an 80 percent reduction compared with 2011 of the
number of job-related accidents resulting in sick leave
per 200,000 hours worked;

+ climate-neutral growth throughout the entire chain from
cow to consumer.

route2020 strategy: sustainable growth and value creation

e

route2020

create care change e together
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FrieslandCampina invests more than the average in the
three growth categories: dairy-based beverages, infant
nutrition and branded cheese. These categories are
supported through research & development efforts in the
field of growth & development (of children), daily nutrition,
health & wellness and functionality.

Because it is directly linked with the Cooperative,
FrieslandCampina controls the entire production chain
from raw milk to distribution. As a result FrieslandCampina
can vouch for the quality of its products. In the
collaboration with member dairy farmers the accent is on
quality, food safety and operating sustainably.

FrieslandCampina strives to achieve the foreseen growth
of its activities in a climate-neutral manner throughout the
entire chain from cow to consumer. The Company wants

to achieve this by working with the member dairy farmers
and chain partners on improving energy efficiency,
reducing greenhouse gas emissions, stimulating the
production of renewable energy on dairy farms and
keeping cows a component of the Dutch landscape.



By 2050 the world's population is
expected to have grown to between

nine and ten billion people. Feeding this
growing population will be an enormous
challenge and has implications for people,
animals and the environment. How can
enough affordable, nutritious and energy-
rich food be produced? Fertile land and
clean drinking water are already scarce in
some regions.

And even if the availability of land and

water were not a problem, will there

still be enough farmers to produce our
daily food? And will they earn enough to
sustain themselves and their families?
FrieslandCampina wants to contribute
towards solving three of these global
challenges through its activities.



The growing world population

® Feeding the world's growing population

e The availability of sufficient nutritious and energy-rich food and the
for a wide range of population groups

* Maintaining food safety and consumers' trust

® Interesting young people in f
future and by so doing respo

* Farmers must be able to ach
business operations and the
children

e Worldwide 750-900 million f

The scarcity of natural raw m

e Responding to the increasing scarcity of land, water and natu
producing more efficiently

e Reducing greenhouse gas emissions and making more use of

e Contributing towards the retention of biodiversity

Global challenges

13
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Nourishing by nature

Milk, by nature, contains essential nutrients including proteins,
vitamins B2 and B12, and minerals such as calcium. By offering
trustworthy and tasty dairy products FrieslandCampina contributes
towards safeguarding food and nutrient security. FrieslandCampina
also strives to limit the pressure on the sources of natural raw

materials and the environment.

Every day millions of consumers around the world appreciate FrieslandCampina’s
innovative and tasty dairy products. FrieslandCampina brings the best of two worlds
together by combining the professionalism and entrepreneurship of its member dairy
farmers with the expertise, customer-orientation and experience with global operation

of its employees.

FrieslandCampina is committed to high standards in the field of food safety, the personal
safety of its employees, quality, sustainability and transparency throughout the entire
production chain: ‘from grass to glass'. This lays the foundations for customer and
consumer trust in the products and safeqguards the continuity that is the hallmark

of the Company and the Cooperative.

FrieslandCampina believes in shared values: the simultaneous achievement of a
good income for member dairy farmers, added-value for customers and consumers,
and personal growth and career perspectives for employees. At the same time
FrieslandCampina is an added-value for the communities in which it operates.

This is how opportunities are created and perspectives are offered to all stakeholders.

15
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Nutrition & health

Goals for 2020 Results 2013 Ambitions for 20

Reduce the sugar,
salt and fat in
FrieslandCampina
products

Dietary guidelines drawn up for Asia,

Africa and the Middle East. (In 2012 dietary
guidelines, including action plans and goals,
were drawn up for Europe.)

\

The development of a
Company standard for
labelling and consumer
information

A Company standard for labelling and
the provision of nutritional information
translated into the local situations.

Active participation in the EU Pledge and
Singapore Advertising Code in respect of
responsible marketing aimed at children.

FrieslandCampina'’s guidelines for
responsible marketing aimed at children
expanded for the rest of the world based on
EU Pledge agreements.

29

Reach 10 million
children a year with
effective information
about a healthy diet

Several million children (or the parents of
these children) reached with information
about a healthy diet via World Milk Day

in 28 countries, School Milk and lesson
programmes, JOGG and local initiatives.

Offer help with
combating
malnutrition

SEANUTS nutrition survey: strategy
developed for the development of products
and information materials aimed at
improving the nutrient status of children in
Southeast Asia.

Financial support of the Netherlands Red
Cross (including via the Disaster Relief
Partner Programme), around 600,000 euro
collected in two years.

The drawing up of action plans, including
goals, for Asia, Africa and the Middle East.

The setting up of a monitoring programme
for reporting progress.

Approval and implementation of the
conversion of all consumer packaging
in conformance with the new Company
standard.

Active participation in the EU Pledge and
Singapore Advertising Code in respect of
responsible marketing aimed at children.

Approval and implementation of new
regulations for responsible marketing
aimed at children.

Reach 10 million children with information
about a healthy diet.

Translate what has been learnt from
the SEANUTS nutrition survey for other
countries.

Further expansion of the partnership

with the Netherlands Red Cross. Goals

developed for the three partnership

ambitions:

» Combating hunger and malnutrition
among people in need;

- Contributing towards nutrition security;

« Strengthening the resilience of vulnerable
communities.

Expansion of the Disaster Relief Partner
Programme to include more countries.



Relevance - The importance of this pillar

Currently over 1.4 billion adults and 42 million children
under five years old are overweight (source: WHO, 2013).
At the same time around one in seven people do not
have access to enough food to enable them to lead a
healthy and active life (source: GAIN). These are global
developments with which FrieslandCampina is directly
involved. Dairy can make a significant contribution
towards solving both these challenges because, per
calorie, milk contains a relatively high number of
essential nutrients, such as vitamins B2, B12, minerals
and proteins. Health authorities around the world also
consider dairy a basic component of a healthy diet.

The growing demand for sustainable and healthy
products offers opportunities for FrieslandCampina.

The dairy company processes over 10 billion kilograms
of milk a year into a varied range of consumer dairy
products. FrieslandCampina's approach is aimed at both
emerging economies (in Asia, the Middle East and Africa)
and Europe.

Nutrition & health
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Results 2013

Goal for 2020: Reduced sugar, salt and fat content in
FrieslandCampina products

From gquideline to implementation: action plans

In 2012 goals and action plans for product improvement
that are in-line with FrieslandCampina's new dietary
guidelines were formulated together with the operating
companies for the Netherlands, Belgium, Germany,
Hungary, Romania, Greece and the UK. The action plans
for Europe will be implemented in 2015. In 2013 the
dietary guidelines for Asia, the Middle East and Africa
were formulated and the goals and action plans will be
formulated in 2014.

The 'Vinkje' & Choices

FrieslandCampina is one of the initiators of the Ik Kies
Bewust (Choices) Foundation. These are initiatives based on
logos that make it easier for consumers to find the healthier
options within a specific product group and, therefore,
make healthier choices. In the Netherlands, and many

other countries, products that contain less salt, added
sugars or (saturated) fats can be recognised by the 'Vinkje'
or Choices logo. The logo encourages manufacturers

to adjust their products or develop new products that
comply with the dietary guidelines. FrieslandCampina also
takes these criteria, which are a fixed component of the
FrieslandCampina dietary guidelines, into account.

In 2013 there were 151 FrieslandCampina consumer
products with the 'Vinkje' logo on sale in the Netherlands.
This is fewer than in 2012 because the range was adjusted.
Brands with all current and future products that meet

the 'Vinkje' criteria are Optimel, Vifit, GoedeMorgen!,
DubbelFrisss, Fristi, Slankie, Milner and, since 2013, Yoki
and Taksi.

100% puur
endat

Optimel Puur

geen zoetstoffen

Reduced sugar in products

FrieslandCampina has been working on reducing the sugar
content of its products since 2009. Experience gained in
the Netherlands is now being used in other parts of the
world. For FrieslandCampina reducing the quantity of sugar
in products is an effective way to reduce the energy in its
products. Less energy is important due to the growing
group of overweight children. Since 2009 the sugar content
in many Fristi, DubbelFrisss, Vifit and GoedeMorgen! brand
products has been over 25 percent lower. In 2013 the sugar
content in the Yoki, DubbelFrisss (2nd phase) and Taksi
brand products was reduced by 25 - 30 percent.

In 2012 and 2013 FrieslandCampina formulated company-
wide dietary guidelines that incorporate the 'Vinkje'
criteria for luxury, basis, health and children’s products. In
part thanks to these guidelines, all health and children’s
products in the Netherlands now meet the 'Vinkje' criteria
(maximum 5 gram added sugar per 100ml). In 2014
FrieslandCampina is working on reducing the sugar in

its fruit juices and fruit drinks, such as Dubbeldrank and
Appelsientje's Multivitamientje.

Optimel Puur is an example of a successful introduction of a tasty dairy product
containing fruit juice with no added sugar. Optimel Puur is a 100 percent natural drinking
yoghurt that contains nothing but low-fat yoghurt, fruit juice and natural flavourings.
This is FrieslandCampina's first drinking yoghurt that really tastes less sweet because
et o= it contains no added sugars and no artificial sweeteners. Optimel Puur only contains
natural sugars from fruit and dairy (4.1 gram per 100 ml). Optimel Puur tastes half as
sweet as the other Optimel drinks.



FrieslandCampina Institute

Nutrition & health
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FrieslandCampina not only informs consumers and health professionals meticulously regarding the composition of
products but also about a healthy diet in general. The FrieslandCampina Institute is the knowledge centre for scientists
and health professionals in the field of dairy, nutrition and health.

The FrieslandCampina Institute offers dieticians, practice nurses, General Practitioners and other health care
professionals information and practical tools related to dairy, nutrition and health. The FrieslandCampina Institute
not only provides experts with the most up-to-date information based on the latest findings of science and dietary
guidelines, it also pro-actively seeks collaboration with health professionals and scientists, because they share the
Institute's ambition: the encouragement of a healthy lifestyle with a varied and balanced diet in which dairy products

play arole.

The FrieslandCampina Institute stimulates the dialogue with health professions via informative materials, practical
tools, seminars and workshops as well as via canals such as the website, newsletters and stands at congresses. In 2013
this pro-active approach led to over 84,000 individual contacts between the FrieslandCampina Institute and health

professionals around the world.

Reduced salt in cheese

FrieslandCampina has been taking steps to reduce

the salt level in its cheese for a number of years. As

a participant in the Dutch Dairy Association's Salt
Reduction Task Force, FrieslandCampina achieved a salt
reduction of 14 percent between 2007 and 2010. A new
reduction target has been set for the 2010 - 2015 period:
in 2015 all Goudse 48+ cheeses will contain an average
of 10 percent less salt than in 2010. By the end of 2012
these cheeses already contained five percent less salt,
in part due to the further standardisation of the brine-
soaking period. FrieslandCampina is now working on
the following steps. As well as adjustments to existing
technologies, such as reducing the brine-soaking time,
FrieslandCampina is working on the development of a
new technology for salt reduction.

Reduced fat in products

The dairy sector has been working on product innovations
aimed at being able to offer consumers a broader product
portfolio with a range of fat content. FrieslandCampina is
playing an active role in this, for example by developing
products containing less fat, such as 30+ cheese or Milner
cheese made from semi-skimmed milk. Maasdam 45+ and
Edam 40+ cheese are sold in many of the export countries
as is the Frico ‘light’ version.

Goal for 2020: The development of a Company standard
for labelling and consumer information

A standard for labelling and information

In 2012 FrieslandCampina developed a standard for
labelling and (consumer) information. This standard
specifies which obligatory and optional elements can

be found on FrieslandCampina's packaging and how
nutritional facts are communicated to consumers.

The standard includes quidelines for nutritional value
statements on the front and back of packaging and the
use of logos such as the 'Vinkje'/Choices logos to make
it easier for consumers to make healthy choices. In 2013
this standard was translated to fit the local situation in
the different parts of the world. Implementation will start
in 2014.

Responsible marketing aimed at children

In 2012 FrieslandCampina signed the EU Pledge

and Singapore's Advertising Pledge. By so doing
FrieslandCampina has undertaken to limit marketing
aimed at children under 12 to products that meet
stringent nutritional specifications. No marketing aimed
at children will be developed for other products. In 2013
FrieslandCampina worked on updating the standard for
responsible advertising. This will be approved at the
beginning of 2014 after which implementation will start.
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Goal for 2020: Reach 10 million children a year with
information about a healthy diet

FrieslandCampina wants to reach more than 10 million
children every year with information about a healthy diet
and lifestyle. Initially the goal was to reach one million
children a year. In 2012 the goal was increased to 10 million
children a year. In Thailand alone FrieslandCampina tells
more than one million children about healthy eating
through activities such as World Milk Day.

Local FrieslandCampina operating companies in Asia carry
out many activities aimed at informing children about

a healthy diet. From offering lesson material to giving
children in Indonesia, Hong Kong, Vietnam and Thailand
the opportunity to taste dairy products.

World Milk Day worldwide

Since 2001 the United Nations' Food and Agriculture
Organisation (FAO) has held a World Milk Day on 1 June.
This is an obvious moment to disseminate information
about a healthy diet and lifestyle. Health authorities
throughout the world see dairy as a basic ingredient of

a healthy diet. Per calorie milk provides relatively many
nutrients, such as vitamins B2 and B12, minerals and
proteins. FrieslandCampina supports World Milk Day with
activities that draw the attention of consumers all over
the world to the recommendations related to healthy
eating and the role milk can play in a healthy diet.

Since 2011 FrieslandCampina has been involved in the
organisation of World Milk Day activities in all the

28 countries in which the Company is active. From Belgium
to Nigeria entertaining activities are organised that draw
the attention of consumers, school children and families
to healthy eating. In Hong Kong alone more than 21,000
school children are reached. FrieslandCampina has also
developed Goodness of Dairy campaigns around the world
to make consumers aware of the contribution dairy can
make towards good nutrition as part of a healthy and
varied diet. The Goodness of Dairy campaign in Malaysia
included handing out 50,000 glasses of milk.

Young People at a Healthy Weight (Jongeren op Gezond
Gewicht (JOGG))

In the Netherlands FrieslandCampina is the national partner
of JOGG, an initiative which aims to reverse the growing
incidence of obesity among young people up to the age of
19. The JOGG approach involves public and private parties
working closely together to promote healthy eating and
exercise including through focusing attention on nutrition

and exercise in schools, improved sports and recreational
facilities and the supply of information for parents. Currently
there are 55 JOGG municipalities and one JOGG province.
Compared with 2012 that is an increase of 30 municipalities.

In Amersfoort FrieslandCampina, the city council and
the local health service worked closely together on the
B.Slim programme which helps parents and children in
disadvantaged areas make healthier food choices and be
aware of the importance of sport and exercise. The goal
of B.Slim is a five percent reduction in the number

of overweight children in Amersfoort in 2014 compared
with 2005.

FrieslandCampina, together with the city council and the
local health service, puts together an annual programme
of activities. In 2013 the activities organised by the three
parties included a campaign about ‘Healthy Snacking’
(including via Facebook) that was specially linked to the
Amersfoort Four Evenings Walk event. A ‘Healthy Snacking
Champion' drew attention to the topic. More than 1,000
visitors looked at the B.Slim photography competition

on Facebook. The prize winners were also announced on
Facebook.

School milk

In Asian countries dairy is not always available to young
children, for whom the nutrients it provides are particularly
important. FrieslandCampina provides children with milk via
school milk programmes in Thailand, Vietnam and Malaysia
amongst others and also informs parents and teachers
about healthy nutrition and the contribution milk makes
towards this. The Malaysian school milk programme, for
example, is reaching over 1,300 schools. As a result around
300,000 Malaysian children aged between seven and
twelve now receive milk.

Campina School Milk has existed in the Netherlands for
80 years. FrieslandCampina offers primary school children
fresh dairy. Milk contains vitamins B2 and B12, proteins
and calcium - nutrients that are particularly important

for growing children. A Campina School Milk programme
subscription makes it easy for children aged from 4 to

12 years to drink milk. In 2013 FrieslandCampina launched
a nationwide Campina School Milk campaign aimed at
parents. Visitors to the revamped website can watch a film
about school milk, play the digital ‘School game’, and get
in contact with parents via social media.



World School Milk Day

On 25 September 2013 World School Milk Day was
celebrated in over 40 countries. In the Netherlands
World School Milk Day is implemented by the Dutch Dairy
Organisation (NZO). In 2013 attention was focused on the
importance of milk for school children through a quiz
and a visit by the Dutch Olympic swimming champion,
Maarten van der Weijden.

National School Breakfast

Another initiative in which FrieslandCampina also
participated in 2013 was the National School Breakfast,
which underlines the importance of eating a proper
breakfast that includes dairy products such as semi-
skimmed milk and 30+ cheese. This nationwide breakfast
event reaches hundreds of thousands of children, parents
and teachers each year.

Goal for 2020: Offer help to combat malnutrition
SEANUTS nutrition survey

In 2012 FrieslandCampina, scientists, NGOs and universities
worked together to complete SEANUTS (South East

Asia Nutrition Survey), the first large-scale study of the
nutritional status of nearly 17,000 children in Malaysia,
Indonesia, Thailand and Vietnam. Knowing the nutritional
status, and whether there are any nutritional deficiencies,
is vital in order to be able to match advice, research and
products more closely to the nutritional needs of these
children. This crucial information is often lacking in
developing countries. Thanks to SEANUTS, and together
with interested parties, a knowledge gap in relation to a
vulnerable target group - growing children, for whom good
nutrition is vital - has been closed.
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Junior NBA programme for young people in the Philippines

The partnership with the Junior NBA programme has been running for
seven years in the Philippines. During these seven years more than 80,000
students, parents and coaches have been involved in youth camps, clinics
and NBA Cares activities. The Junior NBA programme encourages children
to exercise, participate in outdoor recreation and have an active lifestyle.
In 2014 FrieslandCampina will expand this partnership to include Indonesia,
Malaysia, Thailand and Vietnam.

In 2013 the results of the SEANUTS survey were made
available worldwide through the publication of a series

of scientific articles. To draw worldwide attention to the
results of the survey FrieslandCampina was also involved in
a number of symposia, such as the International Congress
of Nutrition in Spain and the Scientific Conference of the
Nutrition Society of Malaysia.

In 2013 FrieslandCampina also worked on a strategy for
the development of products (to which certain vitamins
had been added) and information materials aimed at
improving the nutritional status of children in Malaysia,
Vietnam, Thailand and Indonesia. The nutrient intake

of over half the children in Vietnam can be improved
substantially. The problem of malnutrition in children is

far greater in rural areas than it is in the cities. Which is
why, in 2013, FrieslandCampina Vietnam launched the
“two million cartons of milk"” campaign in 800 Vietnamese
rural communities. In 2013 FrieslandCampina also began
organising 90 nutrition festivals in Asia aimed at informing
parents in rural areas about the contribution a good

diet makes to a child's healthy development. In Thailand
FrieslandCampina established the Nutri Fit programme of
seminars, information and teaching aimed at the policy
makers, parents, teachers and children. FrieslandCampina’s
objective is working together to improve the nutritional
status of children. The ‘Child nutrition and outdoor activity
seminar’ brought together more than 1,000 teachers and
parents from five regions.



Partnership with the Netherlands Red Cross

In 2012 FrieslandCampina and the Netherlands Red Cross

signed a five-year partnership agreement based on a search

for shared value. The aim is to make available existing or

new emergency aid products for victims of violence or

natural disasters. The goals of the partnership are:

+ To combat hunger and malnutrition among people in
need;

+ To contribute towards food security;

+ To strengthen the resilience of vulnerable communities.

In 2013 FrieslandCampina and the Netherlands Red Cross
worked on a strategy for the partnership and explored
possibilities for the joint development of emergency aid
products and teaching programmes aimed at healthy
nutrition.

In December 2013 FrieslandCampina collected around
36,525 euro for 3FM Serious Request, especially in
Leeuwarden. In 2013 FrieslandCampina also gave financial
support to the Disaster Relief Partner Programme. The
Red Cross trains volunteers for this programme and

builds up stocks of materials and financial reserves so it
can provide emergency aid to victims in the immediate
aftermath of a natural disaster. In total FrieslandCampina's
contribution towards the Netherlands Red Cross during
the past two years amounts to around 600,000 euro.

Employee involvement in the

Disaster Relief Partner Programme

More than 25,000 Mammoet and FrieslandCampina
employees are involved in the Disaster Relief Partner

Programme. They raise funds for victims of natural
disasters via online fund-raising campaigns they
organise. In November 2013 FrieslandCampina
employees donated over 21,000 euro to the
Netherlands Red Cross for the victims of the typhoon
in the Philippines. The Alaska Milk Corporation in the
Philippines (part of FrieslandCampina) offered direct
help via its own Operation Rainbow Team. Employees
in the Philippines were directly involved in providing
local aid in cooperation with the Philippine Red Cross.
Volunteers dispensed milk and water. Alaska Milk
Corporation in the Philippines donated aid materials
worth 1 million US dollar. But this cooperation can also
be seen in Indonesia. FrieslandCampina contributed
towards the food provision for around 6,000 victims,
including 2,000 children, who were affected by a
volcano erupting.

The direct involvement of FrieslandCampina's
employees in the partnership with the Netherlands
Red Cross has a very positive effect on their
motivation and feeling of involvement with
FrieslandCampina itself. The partnership also
generates teamwork and the formation of mutual
relationships. FrieslandCampina's ambition is to
further encourage employee involvement in 2014.



What FrieslandCampina is working on

Sugar reduction: step by step

FrieslandCampina considers it important that consumers
eat less sugar and develop a taste for less sweet products.
Reducing the sugar content without the addition of
(natural) sweeteners in products must be approached
carefully. Through a combination of smart innovations
and gradual sugar reduction FrieslandCampina is
developing technologies that will enable less sugar to be
used without taste being affected. The continuous search
for technological possibilities and achieving consumers’
acceptance is challenging. Consumer taste tests of new
recipes are, therefore, carried out continuously.

Reduced salt

FrieslandCampina believes it is important that consumers
eat less salt and has, therefore been taking steps to
reduce the salt level in its cheese for a number of years.
Between 2007 and 2010 FrieslandCampina achieved a salt
reduction of 14 percent and the goal for the period 2010

- 2015 period is a further 10 percent reduction in the salt
content of Goudse 48+ cheeses. When this is achieved the
following step must be considered very carefully. Salt not
only contributes towards the taste it also plays a crucial
role in the shelf-life and firmness of the cheese. A further
reduction could, therefore, pose a challenge for the quality
of the product and how easily is can be sliced. Research
must indicate the possibilities and solutions.

Nutrition & health
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Product affordability

FrieslandCampina fulfils its ambitions related to the
Nutrition & Health pillar with products that form the

basis for a healthy lifestyle. One vital aspect of this is

to ensure the products are affordable. The addition of
certain ingredients (vitamins) or other adjustments to the
composition of the products can increase their price. This
can affect the affordability of these products to such an
extent that consumers not longer can, or want, to buy them
(or don't see any need to buy them as they cannot see any
difference from other products).

Cooperation with the Voedselbank

(Food supply point)

FrieslandCampina is working with the ‘Voedselbank’
in the Netherlands to ensure that surplus dairy
products from its distribution centres are directed to
where there is greatest need for them. According to
the Netherlands Institute for Social Research, some
367,000 children across the country are living at or
below the poverty line. Through its partnership with
the 'Voedselbank’, FrieslandCampina is helping to
ensure that these children can also benefit from the
important nutrients contained in milk.

In 2013, FrieslandCampina supplied nearly one million
consumption units to the eight regional distribution
centres of the ‘Voedselbank’, which in turn handed
them out to all clients in each region.

FrieslandCampina is thus contributing to the goal
of getting nutritious food to the people in the
Netherlands who are in most need of it, while at the
same time preventing food waste.
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Dairy development in Asia and Africa

FrieslandCampina has been active in the world of dairy farming
and dairy for over 140 years and is using the knowledge and
experience it has gained to bring about the further development
of local dairy farming in Asia and Africa. Via the Dairy
Development Programme (DDP) FrieslandCampina is enabling
local dairy farmers to run their businesses optimally and raise
the quality and quantity of their dairy production. Through
knowledge-sharing, training courses, exchange programmes

and the establishment of local milk distribution systems the

DDP has supported over 40,000 local dairy farmers (directly and
indirectly). In addition, FrieslandCampina reaches 60,000 small
farmers in cooperation with Agriterra and 30,000 small farmers
involved in soy growing in India and Brazil in cooperation with
Solidaridad and CONO Kaasmakers. In this way FrieslandCampina
contributes towards the welfare of farmers (farmers’ livelihood)
in Asia and Africa. FrieslandCampina also wants to interest young
people in becoming farmers by offering prospects for the future
and, by so doing, respond to the rapid aging of the global farming

community.






s Dairy development in Asia and Africa

Goals for 2020’

FrieslandCampina employees
are training dairy farmers and
milk collection centres and
cooperative employees in all

Raise the quality and food

@ safety of locally produced

(4] milk in Asia and Africa

Results 2013 A

Implementation of the entire Quality
Roadmap in every DDP country.

DDP countries.

In 2013 two large PPP projects
(Public-Private Partnerships)
aimed at the further extension of

Improve the income
per farmer in Asia and
@ Africa by raising the

productivity per cow and

thus contribute towards a
better standard of living
for local farmers

Relevance - The importance of this pillar

The Dutch government acknowledges that sustainable
economic growth is the engine that drives development
and an important tool in the battle against poverty.
Many NGOs also see the added-value of the business
community's contribution towards tackling several global
issues. The dairy development in Asia and Africa fits in
with FrieslandCampina's ambition to be able to continue
providing enough nutritious food for the growing global
population. Responding to this growing demand is in the
interests of both FrieslandCampina and society. In addition,
a considerable portion of FrieslandCampina'’s act