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Business Reporting on the SDGs — UN Global Partners
Compact Action Platform
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THE DANONE CASE : 2030 GOALS e
IN LINE WITH THE UNITED NATIONS SUSTAINABLE DEVELOPMENT GOALS
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Brands embarked on Manifesto Brand journey

Manifesto brands are purpose driven brands that act as true activists towards their point of view. They pursue a

purpose based on social, health and / or environmental issues that matter to its consumers and communities, and gender circular lower impqcf suppori to nourishing
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PERFORMANCE TOWARDS OUR AMBITION 2018 KEY HIGHLIGHTS
BT

Subsidiaries started leveraging
the certification at brand level

using social media and on-pack
marketing
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B CORP™ CERTIFICATION

of our global business is
Global

™
B Corp™ certification 5 entities certification cove.r.ed l?y tf11e Bl
|| entities By 2030 certification®
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What does it mean to be a B Virtual shelf dedicated
to products from
B Corps™ certified
companies on
Waitrose online shop

Corporation

Danone North America and Danone Canada
certification

USA BANGLADESH * Achievement two years ahead of target
‘ * Danone North America is the largest Certified B
Corporation® in the world
* Danone Canada becomes the largest consumer-
facing Certified B Corporation® in Canada

(1) Excluding Grameen Danone and Danone Manifesto Ventures turnover, not consolidated as both are treated as equity affiliates
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