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HIGHLIGHTS

e 1.69% growth in local currencies on a comparable basis
e EBITDA margin sustained at 20.7%
e Net income up 79% to CHF 199 million

e Free cash flow tripled to CHF 459 million

* Balance sheet significantly strengthened,
net debt reduced by CHF 939 mullion

e Cash dividend of CHF 20.60 proposed

KEY FIGURES

Sales 3,959
Gross profit 1,780
as % of sales 45.0%
EBITDA at comparable basis*® 820
as % of sales 20.7%
EBITDA® 758
as % of sales 19.1%
Operating income at comparable basis® 525
as % of sales 13.3%
Operating income 460
as % of sales 11.6%
Income attributable to equity holders of the parent 199
as % of sales 5.0%
Eamings per share — basic (CHF}~* 25.07
Earnings per share — diluted (CHF)*¢ 24.97
Operating cash flow 738
as % of sales 18.6%

4,087

1,862
45.6%

842
20.6%

765
18.7%

11.9%

379
9.3%

111
2.7%

14.98
14.87

541
13.2%

a) EBITDA: Eamings Before Interest (and other financial income (expense), net), Tax, Depreciation and Amortisation. This coresponds to operating income before depreciation,
amortisation and impairment of fong-fived assets.

b) EBITDA at comparabie basis excludes acquisition related restructuning expenses. Operating income at comparable basis excludes acquisition refated restructuring expenses and
impairment of long-lived assets.

¢) The weighted average number of shares outstanding has been retrospectively increased as a result of the share capital increase for all periods before the capitalisation to consider
the bonus element of the rights issue.

d) The Mandatory Convertible Securities will convert in March 2010, thus impacting the future eamings per share calculation.
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AT A GLANCE

As the leading company 1n the
fragrance and tlavour mdustry,
Givaudan develops unique and
innovative fragrance and tlavour
creations for 1ts customers around

the world.

Thus leadership position 1s underpmned by a sales and marketing presence
in all major mature and developing markets. Our fragrances and flavours are
used n many fmal products, ranging from fine fragrances to fabric, personal
and household care products as well as soft drinks, ready made meals, dairy
and sweet goods products. Givaudan commuts significant investments mto
cutting-edge research and development programmes as well as consumer
understanding tools to remam the leading mnovator m the mdustry.

Our efhicient operations are driven by two busmess organisations,

the Fragrance Division and the Flavour Division, which are supported

by mtegrated functions such as Finance, Human Resources and IT.

MARKET SHARE

Total market size
estimated at
CHF ~17-18 billion

Givaudan
25%

Sales in 2009: CHF 3,959 mullion
Locations: 82, mcluding 33 production sites
Emplovees: 8,501

Headquarters: Vernier, Switzerland

Global ndustry market share: 25%
Remvestment of sales mto R&D m 2009: 8.29%



WORLDWIDE PRESENCE

Givaudan has a leading presence in all major markets and operates through a network of 86 sites around the world in
mature and developing markets. This global presence as an industry leader is an important contributor to its success.

SALES BY DIVISION SALES BY MARKET

Fragrances Developing
46% 38%
Flavours Mature
54% 62%

Sales Fragrances 46% Sales Flavours 54% Developing markets 38%  Mature markets 62%
CHF 1,824 million CHEF 2,135 million CHF 1,509 million CHF 2,450 million

-3.9% in Swiss francs -2.5% in Swiss francs +9.3% in local currencies -3.2% in local currencies
+0.9% in local currencies +1.9% in local currencies



ORGANISATION

Givaudan operates through two integrated divisions, combining a rich legacy of experience with cutting-edge
technology in its aim to be the leader in sensory innovation and creating added value for its customers.

Fragrance Division

Our perfumers create fragrances for the world’s most respected
brands. The division is organised into three business units, which
are supported by an in-depth understanding of the latest consurner
trends, a performing research and development organisation as well
as an efficient global operational set-up.

Flavour Division

We are a trusted partner to the world’s leading food and beverage
companies, combining our global expertise in sensory understand-
ing, analysis and consumer-led innovation in support of unique
product applications and new market opportunities. From concept
to store shelves and quick-serve restaurants, we work with food
and beverage manufacturers to develop flavours and tastes for
market-leading products across five continents.

CEO and Executive Committee

Fragrance Division
CHF 1,824 million

Fine Fragrances
21%

Signature fragrances, line extensions

Consumer Products
66%
Fabric & personal wash, hair & skin care,
household & air care, oral care

Fragrance Ingredients
13%

Internal use, third party sales

Flavour Division
CHF 2,135 million

Beverages
35%

Soft drinks, fruit juices & instant beverages

Savoury 35%
Ready made meals, snacks, soups & sauces
Meat and poultry

Dairy 12%
Ice cream & yoghurt, desserts, yellow fats
(margarines)

Confectionery
18%
Baked goods, sugar confectionery,
chocolate & chewing gum

Purchasing

Finance

IT

HR

Corporate functions: Communication, Legal, EHS



OUR STRATEGY:

DRIVING PROFITABLE GROWTH

Givaudan continues to successfully implement its consistent strategy since its independent listing on the SIX Swiss
Exchange in June 2000. For almost ten years, our strategy has been based on the objective of driving profitable growth.

This is done through:

* Focusing on mnovation

* Increasing win rate

e Expanding strong position in developing markets
e Broadening our customer base

e Opportunistic approach to acquisitions

WELIL-BALANCED BUSINESS WITH

NATURAL HEDGES

Highly diversified and balanced business mix

The key to Givaudan's sustainable long-term growth is grounded in its well-balanced business with natural hedges.
This also allows the company to maintain a strong competitive advantage against fluctuations in the economic
environment and changes in customer demand. These hedges are built through:

Geography

* 38% of sales in developing markets

*  62% in mature markets

Customers and Products

¢ Diversified customer base ranging from
multinationals to regional clients, from premium
brands to private and white label

¢ Balanced portfolio in most fragrance and flavour
applications

Currency

* Creation and production centres close
to customers

* Sales and expenses balanced across major
currencies protecting margins

4]



Consumer Products Centre in East Hanover, New Jersey, USA.

8 January 2009

As part of its ethical sourcing project in
Venezuela, Givaudan introduces a new
natural ingredient to the perfumers’
creation palette: Tonka roasted beans,
certified organic by ECOCERT.

13 January 2009

A new Consumer Products Fragrance
Creative Centre in East Hanover,

New Jersey, USA, becomes operational.

14 January 2009

The extended and dedicated Malvinas
Fragrance production site opens

in Buenos Aires, Argentina.

March

Stevia leaf, the natural high-intensity sweetener.

11 February 2009

Givaudan Flavours scientists identify and
apply for patents related to their discovery
of the bitter taste receptor triggered by
Rebaudioside-A, the new stevia-derived
“natural high intensity sweetener”.

17 February 2009
Full Year 2008 Results: Givaudan delivers
solid results in a challenging environment.

25 February 2009

As part of its TasteSolutions™ programme,
the company develops an extensive
portfolio of building blocks and ingredients
to help its flavourists enhance salt
perception in low sodium applications.

August

- /
Sweet Goods Applications Centre in Buenos Aires, Argentina.

9 June 2009

Opening of a dedicated, refitted
Flavour sales, creation and application
centre in Buenos Aires, Argentina.

11 June 2009

Rights issue to de-lever balance sheet
and strengthen operational flexibility
is announced.

Givaudan conducts research into umami, Japanese
for “palatability”.

4 August 2009
Half Year Results 2009: Improved
momentum and strong cash flow.

19 August 2009

Givaudan is conducting new and extensive
scientific and culinary research into umami
through its TasteSolutions™ programme.
The Group has developed an extensive
palette of natural taste ingredients which
enable its flavourists to create flavours
that provide a new leve} of deliciousness
and authenticity in foods without having
to rely on the addition of declarable taste
enhancers.

Givaudan-sponsored schoot in Laos.

2 March 2009

A new Fragrance Division brochure
highlighting Givaudan’s in-depth consumer
understanding of the developing markets
of Brazil, Mexico, China and India is
presented to customers.

18 March 2009

A partnership focusing on the sustainable
supply of benzoin from Laos, the third
initiative in the Innovative Naturals™
programme, is introduced to clients and
the media.

26 March 2009

The Annual General Meeting elects Thomas
Rufer as a new director and re-elects André
Hoffmann and Jurg Witmer to the Board of
Directors, all for a term of three years.

27 August 2009

Givaudan Investor Conference attracts a
record 49 attendees and gives the company
the opportunity to brief investors on its
commitment to sensory innovation.



Givaudan Perfumery School, France.

1April 2009

Givaudan's Perfumery School is the focus of
a major story about the fragrance industry
in the April special Fashion & Style edition
of Time magazine.

3 April 2009
First quarter 2009 sales: Consumer
products and Flavours resilient.

Givaudan's Fine Fragrance Studio in Paris sees the
{aunch of Annick Le Guerer's new book.

10 September 2009

Author Annick Le Guerer launches her
new book on the therapeutic tradition of
perfume at the Givaudan Fine Fragrance
Studio in Avenue Kleber, Paris.

23 September 2009

Givaudan hosts a two-day interactive
seminar for customers and media on its
Taste Solutions™ technologies and
capabilities at Food Summit Mexico.

—

SCICNCC

The “Fragrance & Feelings” brochure developed by
Givaudan’s Fragrance research cormmunity.

4 May 2009

Sensory understanding and the psychology
of smell are the main features in the
“Fragrance & Feelings” brochure, developed
by Givaudan’s Fragrance research
community.

6 May 2009

Givaudan further advances its
TasteEssentials™ Chicken flavour
programme by developing proprietary,
breakthrough natural ingredients that help
food manufacturers create consurmer
preference for their products in tough
market conditions.

October

The FiFi is a registered trademark of The Fragrance
Foundation.

22 May 2009

Givaudan’s TasteTrek™ Citrus Flavours team
hosts a seminar for 150 invited food and
beverage customer delegates and media

at the IFIA trade show in Tokyo, raising the
company’s image in this key market.

27 May 2009
Givaudan celebrates seven successes at
the New York FiFi® Awards Ceremony.

November

Project Outlock

Givaudan successtfully rolls out the SAP system across
three sites.

5 October 2009

The implementation of Givaudan's new
enterprise system based on SAP continues
across Europe with successful go-lives at
three European sites: Ashford (UK),
Naarden and Barneveld (the Netherlands).

9 October 2009
Nine months sales: momentum continues
to improve.

Givaudan unveils latest TasteTrek™ Citrus flavours.

18 November 2009

Givaudan impresses customers and media
with its latest TasteTrek™ Citrus lemon
and lime flavours at Food Ingredients
Europe in Frankfurt.

23 November 2009

The highly respected New Yorker magazine
publishes an in-depth article about
Givaudan, entitled “The Taste Makers".

28 November 2009

Article in Financial Times magazine
(How to Spend it) featuring our Orpur™
and Innovative Naturals™ programmes.



Letter from
The Chairman

Dear Shareholder,

Despite the turbulence of a difficult global economic
environment, Givaudan proved its resilience in 2009
with a1.6% growth in sales in local currencies and an
increase in net profit to CHF 199 million. The comparable
EBITDA margin remained stable at 20.7% compared to
2008 as we were able to counter the negative
headwinds. Integration savings, price increases, tight
cost controls and efficiency improvements combined

to help compensate the decline in gross profit margin.

Under the circumstances, this is a very satisfactory
performance which again confirms our leadership
position in the flavour and fragrance industry. It is
notable that this was achieved alongside the introduction
or continued implementation of a number of major
business transformation projects. On behalf of the Board,
[ extend my gratitude to the management team and

our entire staff in our 86 locations across the world for
their hard work and dedication.

The Board of Directors and I are able to witness the
outstanding commitment of our staff every time we

visit one of our sites. During 2009, I had the special
opportunity to see, for example, our partnership project
in Laos on the sustainable supply of benzoin as part of
our Innovative Naturals™ programme. Benzoin is a raw
material used in Fine Fragrances and Consumer Products
and extracted as gum from trees by villagers in northern
Laos. Announced in the early part of the year, this is the
third project in our Innovative Naturals™ programme and
joins those on the sustainable supplies of sandalwood oil
in Australia and tonka beans in Venezuela.

These projects also demonstrate Givaudan’s presence
in developing markets, which now account for over 38%
of our global sales.

In June, we successfully completed our CHF 420 million
rights offerings. The capital raised strengthened
Givaudan’s flexibility in an uncertain macroeconomic
environment to pursue strategies that drive future
growth and profitability, including investments in
innovation and productivity improvements. The
de-leveraging achieved through the rights issue



“Our company is in robust and resilient shape

already helped to reduce the absolute level of net debt
in 2009 by almost CHF 1 billion. In addition, it reduces
our refinancing needs in 2011 and 2012 and broadens

our future refinancing options.

The ongoing integration activities of Quest International,
acquired in 2007, move towards final completion.

The management of the integration has been exemplary.
The company is equipped with a diversified global
creative network that is supported by strong marketing,
research and consumer understanding tools, helping
Givaudan to withstand the unprecedented economic
headwinds, as demonstrated in 2009.

At the Annual General Meeting in 2009, Professor
John Marthinsen stepped down from the Board of
Directors. He was replaced by Thomas Rufer, who has a
long-standing experience in management, accounting
and business administration. I would like to thank
John Marthinsen for his valuable contribution as a
Board Member since 2000. This change at Board level
reflects our policy of a phased renewal, long-term

and will continue to further develop
its leading position in the industry.”

internal succession planning and fostering diversity
of experience.

As Givaudan approaches the tenth anniversary of its
listing on the SIX Swiss Exchange, I am proud to report
that our company is in a robust and resilient shape and
that it will continue to further develop its leading
position in the industry and deliver value to customers
and shareholders in innovative and sustainable ways.

7

Dr Jurg Witmer
Chairman



[ etter from
"The CEO

Dear Shareholder,

The unprecedented difficult economic environment
made 2009 a testing year for the global economy, the
flavour and fragrance industry and Givaudan. Despite the
many challenges, however, our solid performance in 2009
has proven Givaudan’s relative underlying resilience.

We achieved an industry-leading sales performance that
was underlined by our size, our balanced presence in all
product segments, the diversity of our clients and the
high share of sales in developing countries. These natural
hedges were reinforced by the complementarities of
Quest International , which we have successfully
integrated over previous years, establishing a solid
foundation for our future.

The adverse economic conditions caused consumer
spending to drop significantly in the mature markets,
particularly in discretionary segments such as fine
fragrances. De-stocking throughout our clients’ supply
chains impacted our sales performance in the first

few months of the year. Despite these adversities,

we were able to achieve both a sales increase in local
currencies and a slight improvement in our profitability
over 2008 levels.

10

Group sales increased 1.6 % to CHF 3,959 million,
measured on a comparable basis and in local currencies.
Sales growth was stronger in the Flavour Division with a
2.2% increase in local currencies and on a comparable
basis, whereas sales in the Fragrance Division increased
0.9% in local currencies. Our strong performance in the
developing markets was the main contributor to this
good result supported by our ongoing ability to
continuously expand a strong win rate with customers.

Sales of the underlying business in the Flavour Division
and Fragrance Consumer Products proved their natural
resilience whilst our Fine Fragrance business unit was
significantly impacted by a declining fine fragrances
market at the retail level. Growth did pick up towards the
end of 2009 but we expect 2010 to remain a challenging
year for Fine Fragrances.

Despite strong headwinds, Givaudan maintained its
profitability at 2008 levels due to strong cost savings.
Earnings before Interest, Taxes, Depreciation and
Amortisation, or EBITDA, at comparable basis slightly
decreased to CHF 820 million from CHF 842 million last
year, but when measured in local currencies, the EBITDA



“Despite adversities, we were able to achieve
both a sales increase in local currencies

increased by 1.7%. This represented a 20.7% EBITDA
margin for the Group.

Net income rose 79% to CHF 199 million from
CHF 111 million reported last year.

It is clear that such results would not have been possible
without the ongoing benefits we are reaping from our
integration savings and additional cost-containment
measures at all levels during 2009. In order to further
expand our position as one of the most efficient and
cost-effective provider of innovative fragrance and
flavour solutions, we continually strive to optimise

the supply chain.

Despite this year's challenging environment, we
continued to deliver steady progress with our integration
activities and continuous optimisation of the supply
chain. The fragrance ingredients manufacturing site

in Lyon, France was closed in the first part of 2009,

as scheduled. The closure of the flavour production site
in Owings Mills, USA was completed as planned with
production being consolidated into our existing

North American facilities. As the integration initiatives

and a slight improvement
in our profitability over 2008 levels.”

continued to progress on track during 2009, the savings
amounted to the targeted CHF 170 million for the full
year. These cost-containment initiatives were supported
by a significant reduction in discretionary spend.

Close screening of all planned investment programmes
and a clear prioritisation of projects helped us keep
capital expenditure at a low level during a year, focused
very much on cash conservation and de-leveraging.

The strong focus on improving our working capital
translated into a 17% reduction in our inventories,
increasing our cash flow generation from operations

to CHF 738 million in 2009 from CHF 541 million in 2008.

In addition, the rights-issue in June 2009 enabled us

to accelerate the de-leveraging of the financial position
at a much faster pace. At the end of this year, we were
able to decrease our net debt by CHF 939 miillion to
CHEF 1.5 billion.

While maintaining a continued focus on our customers,
we were also able to make progress in many other key
initiatives. Project Outlook, the new enterprise system
based on SAP, is on track with its worldwide roll-out plan.

1



“Givaudan’s performance, against
the backdrop of a difficult business

environment, is a very satisfactory achievement
and a strong sign of our unique capability.”

It was successfully implemented at Ashford, UK and at

our two sites in the Netherlands, Naarden and Barneveld.

In 2010, we will see the first implementations in North
and Latin America.

In 2009, we launched our overall Sustainability
programme and, as part of this, started the roll-out of

a global behavioural-based safety programme to drive
further improvements in personal safety. A satisfying
aspect of the two projects is that it quickly became
apparent how many initiatives we already have in place
in both areas, including a significant number of current
customer projects. We support our clients throughout

a range of complex sustainability related issues across
all aspects of the product life-cycle. This ranges from
supporting them to provide healthier products through
the reduction of salt and sugar content in final products
to further driving our sustainable sourcing strategy.

In the early 1990s, Givaudan’s Fragrance Division started
the first in-house biodegradation testing programme in
the industry. Over 600 biodegradation studies have since
been conducted, providing us with the largest fragrance
environmental database in the industry.

12

Similarly, Givaudan’s Flavour Division has been
developing naturally engineered citrus oils to
supplement and ensure the availability of citrus

raw materials. We use these processes to create
authentic citrus flavours in beverages and foods for our
customers, ensuring long-term supply and price stability.

At this point in time, it is too early to say how and when
the global economic crisis will end. Despite some signs
of recovery, considerable uncertainties continue,
particularly in the USA, Western Europe and Japan.

In addition, the fine fragrance market at retail level
remains weak and we expect this trend to continue for
the time being. In the light of this expectation, we will
continue to evaluate additional ways of driving
competitiveness in 2010 and over the long term.

Givaudan'’s overall performance in 2009, against the
backdrop of a difficult business environment, is a very
satisfactory achieverent. It is also strong sign of our
unique capability to understand and deliver innovation
to support our customers, demonstrating at the same
time a deep knowledge of the markets we serve.
Givaudan fared better than the overall market because



of the solid base we have put in place through the
integration of Quest International as well as the
exceptional efforts and dedication of our employees.

In June 2010, we will celebrate the tenth anniversary
of Givaudan'’s independent listing on the SIX Swiss
Exchange. It was the starting point for the many
changes which have contributed to making this
company the leader in the industry. In ten years, we
have combined the best aspects of many companies,
been enriched by new talent and continued to increase
research efforts, a key element which has enabled us
to differentiate ourselves as the industry leader and to
deliver organic growth which has been consistently
twice the market growth.

Based on these results, we maintain our outlook and
reiterate that we are confident to reach pre-acquisition
profitability levels by 2010 and to continue to grow
faster than the market in line with our growth
initiatives. It is clear, that the difficulties we faced

in 2009 will make this a stretched target but we
believe that we have the right strategy and initiatives
in place to reach this goal.

“Based on these results, we maintain

our outlook and reiterate that
we are confident to reach pre-acquusiion

profitability levels by 2010.”

This company is in solid shape, ready to face the
challenges that 2010 will no doubt bring and to grow
sales and profitability. We have everything in place to
build on the economic recovery that will eventually
happen and further extend our leadership.

N

Gilles Andrier
CEO
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Fngaging the Senses

An extended invitation to engage in the stimulating excitement
of our creative process. From discovery through development,
to the emotional pleasure and celebration of the final product.
Join us and enjoy the journey as we experience the synergy of:
Knowledge, Discovery, Artistry, Performance.



BUSINESS PERFORMANCE

In 2009, Givaudan group sales
totalled CHF 3,959 million, an
increase of 1.4% in local currencies
and a decrease of 3.1% in Swiss francs
compared to the previous year.

On a comparable basis (in local
currencies and excluding the impact
of divestments), sales increased by
1.6% versus 2008.

Sales of the Fragrance Division
were CHF 1,824 million, an increase
of 0.9% in local currencies and a
decrease of 3.9% in Swiss francs
versus 2008.

Sales of the Flavour Division were
CHF 2,135 million, an increase of 1.9%
inlocal currencies and a decrease of
2.5% in Swiss francs compared to the
previous year. On a comparable
basis, sales increased by 2.2%

versus 2008.

Gross Margin

The gross profit margin declined to
45.0% from 45.6% as a result of
strong increases in raw material,
energy and transportation costs.
Although basic commodity and
energy prices have declined from
the peak in the first quarter of 2009,
the impact of this decline on
Givaudan’s margins was not fully
reflected in 2009.

Production volumes were
significantly lower in 2009 than
in 2008, driven both by lower sales
volumes, as well as a strong focus
on reducing inventory levels.
Production costs could not be
reduced in the same proportion,

as a consequence putting pressure
on the gross margin.
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Earnings Before Interest, Tax,
Depreciation and Amortisation
(EBITDA)

EBITDA declined to CHF 758 million
in 2009 from CHF 765 million last
year. On a comparable basis EBITDA
was CHF 820 million, below the
CHF 842 million reported last year.
The comparable EBITDA margin was
20.7% in 2009, slightly higher than
the 20.6% reported in 2008.

The lower gross profit was more
than compensated by integration
savings and cost containment
measures. When measured in local
currency terms, the EBITDA on a
comparable basis increased by 1.7%.

Operating Income

The operating income increased
to CHF 460 million from
CHF 379 million last year.

On a comparable basis, excluding
CHF 65 million of integration costs,
the operating income increased to
CHF 525 million in 2009 from

CHF 486 million in 2008.

The operating margin on a
comparable basis increased to 13.3%
in 2009 from 11.9% reported last
year, mainly as a result of the lower
amortisation of intangible assets, as
well as integration savings and
other cost containment measures
partially offset by continued
pressure on the gross profit margin.

When measured in local currency
terms, the operating income on a
comparable basis increased

by 14.4%.

Financial Performance

Financing costs were CHF 142 million
in 2009, down from CHF 153 million
in 2008. Other financial expense, net
of income was CHF 51 million in
2009, versus CHF 71 million in 2008.

In 2009 Givaudan continued to incur
some exchange rates losses, but
these were lower than in 2008. The
Group continued to incur significant
hedging costs to protect against
ongoing currency volatility.

The Group’s income taxes as a
percentage of income before taxes
were 25% in 2009, versus 28%

in 2008.

Net Income

In actual terms, the net income
increased by 79.3% to

CHF 199 million in 2009 from
CHF 111 million in 2008. This
represents 5.0% of sales in 2009,
versus 2.7% in 2008.

Basic earnings per share increased to
CHF 25.07 in 2009 from CHF 14.98 in
the previous year.



Cash Flow

Givaudan delivered an operating
cash flow of CHF 738 million,

an increase of CHF 197 million
on 2008.

A strong focus on working capital
management delivered a reduction
in inventories of CHF 126 million,
down 16.7% versus 2008 levels,
and accounts receivables were
maintained at 2008 levels, despite
a strong sales increase in the

last quarter versus prior

year comparatives.

Total net investments in property,
plant and equipment were

CHF 95 miillion, down from the
CHF 194 miillion incurred in 2008
as the Group reprioritised
investments.

Intangible asset additions were

CHF 64 million in 20009, a significant
portion of this investment being in
the company’s ERP project, based on
SAP. Implementation was completed
in the Netherlands and the UK and
the project focus has now moved to
North and South America.

Operating cash flow after
investments was CHF 589 million,
up 113.4% versus the CHF 276 million
recorded in 2008. Free cash flow,
defined as operating cash flow after
investments and interest paid, was
CHF 459 million in 2009, a three-fold
increase versus 2008.

In June 2009, Givaudan successfully
completed its CHF 420 million
rights issue, with 99.7% of rights
being exercised.

Financial Position

Givaudan’s financial position was
significantly strengthened in 2009.
As aresult of a strong focus on

cash generation, lower capital
expenditures and the proceeds

of the rights issue, net debt

at December 2009 was

CHF 2,248 million, down from

CHF 3,182 million at December 2008.

Excluding the Mandatory
Convertible Securities, net debt

at December 2009 was

CHF 1,499 million, down from

CHF 2,438 million at December 2008.

At the end of 2009 the leverage ratio
was 30%, compared to 46% at the
end of 2008.

Dividend

The Board of Directors will
recommend to the Annual General
Meeting on 25 March 2010 to make a
distribution to shareholders of

a cash dividend of CHF 20.60 per
share. This represents an increase

of 3.0% over 2008.

Outlook

For the full year 2010, Givaudan is
confident to further outgrow the
underlying market, based on its
growing pipeline of briefs and new
wins. The integration achievements
have reinforced Givaudan'’s unique
platform for accelerated growth and
performance improvement.

The company is confident of
achieving the announced savings
target of CHF 200 million by 2010
and therefore reaching its pre-
acquisition EBITDA margin level
of 22.7% by 2010.

In an improving environment,
Givaudan continues to focus on
its growth initiatives to expand
in developing countries and in
key segments.

17
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Knowledge

Knowledge is the source from which concepts are born.
It is essential to nourish the creative process and employ
clear thinking in order to find pertinent breakthrough
solutions. It provides the vital synergy of creativity,
science and technology.



Miriad 2.0™, our knowledge management tool helps capture
consumer understanding while continuing to drive the
creation of fragrances. The tools in Miriad 2.0™ have been
extended throughout 2009 to include valuable information
from consumers in developing markets. Perfume Pulse, the
revolutionary raw material research tool, has an extended
portfolio and wide geographic scope.

FRAGRANCE DIVISION

In millions of Swiss francs and
as per cent of sales

Sales

2009
2008 | 1,898

EBITDA*

2009 20.3%

2008 | 400 21.1%

Operating Income*

2009 12.5%
2008 | 230 12.1%

EBITDA: Earnings Before Interest (and
other financial income (expensej, net),
Tax, Depreciation and Amortisation.
This corresponds to operating profit
before depreciation, amortisation and
impairment of long-lived assets.

* On a comparable basis.
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The Fragrance Division recorded
sales of CHF 1,824 million, an
increase of 0.9% in local currencies
and a decrease of 3.9% in Swiss francs.

After a challenging first quarter sales,
business momentum recovered,
improving consistently during the
three consecutive quarters.

The division achieved sales growth
of 5.3% in local currencies during the
fourth quarter of this year.

Total sales for Fragrance compounds
(Fine Fragrances and Consumer
Products combined) increased 0.8%
when measured in local currencies
but decreased 4.3% in Swiss francs
to CHF 1,576 million from

CHF 1,647 million.

An excellent performance from our
Consumer Products business, with
an increase in sales of 3.6% in local
currencies, contributed to the overall
solid sales result and could offset the
7.6% sales decline in local currencies
of the Fine Fragrance business unit.
Fine Fragrances was particularly af-
fected by the reduction of inventories
throughout the supply chain in the
first half of the year and the ongoing
contraction of the mature markets at
retail level.

Givaudan®
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Fragrance Ingredients sales
increased by 2.2% in local currencies
which represents a solid achieverment
given the strong sales decline
experienced in the beginning of the
year which could be offset by a
double-digit growth in the second
half of 2009.

EBITDA, or Earnings Before Interest,
Taxes, Depreciation and Amortisation,
decreased to CHF 333 million from
CHF 348 million last year.

In comparable terms, EBITDA
decreased to CHF 370 million from
CHF 400 million. An unfavourable
product mix due to lower sales in
Fine Fragrances and underutilisation
of capacities due to lower production
volumes, particularly in Fragrance
Ingredients, affected the gross profit
margin. Operating expenses were
reduced due to further integration
savings and cost containments,
partially offsetting the gross margin
decline. The EBITDA margin on a
comparable basis declined to 20.3%
compared to the 21.1% of last year.

The operating income increased

by 24.8% to CHF 191 million from
CHF 153 million last year mainly due
to lower integration and amortisa-
tion costs in 2009. The operating
margin on a comparable basis



Perfume Pulse offers increasingly global fragrance translation.
Nine Givaudan Specialities, as well as two Givaudan
Innovative Naturals™, have been added to the Perfume
Pulse portfolio. WebStar is the new fragrance library in
Miriad 2.0™. This latest tool contains 150 sessions of
consumer market research across several product categories
including Fine Fragrance, Hair, Body Wash, Aircare and

Fabnc Care.

increased to 12.5% from 12.1%
reported last year, mainly as a result
of lower amortisation of intangible
assets, partially offset by lower
gross profit margin. Operating
income on a comparable basis

was CHF 228 million, below the

CHF 230 million reported last year.

In 2009, further progress was
achieved on the integration of our
supply chain. In line with the
division’s strategy to have a cost-
competitive ingredients palette
for its perfumers, the closure of
the commodity ingredients
manufacturing site in Lyon,
France was completed by end of
March 20009.

In Mount Olive, USA, the second
phase of our expansion was finished
in mid-2009 allowing for the full
consolidation of the complete
compounding activities in North
America. In November, the first
important expansion of our
ingredients manufacturing site

in Pedro Escobedo, Mexico, was
completed. The installation of a
multi-purpose manufacturing unit
will further support the production of
speciality ingredients at competitive
costs. In order to better serve our
customers in the developing markets,

the further expansions of our
commercial offices in Moscow and
Dubai were also completed.
Global presence contributes to the
in-depth consumer understanding
of the Fragrance Division.

In addition to investments in our
knowledge management tool,
Miriad 2.0™, teams ensure on-the-
ground connection with local
markets; capturing opinions,
experiences and associations with
fragrance and observing consumer
behaviours when buying and using
products. This information forms the
source for our databases which
inspire commercially successful
fragrance design.

Key tools in Miriad 2.0™ have

been expanded to incorporate
information from developing
markets. Simultaneously BlogTrek,
another Miriad 2.0™ tool, connects
with online communities to feel the
pulse of consummer opinion about
fine fragrance launches.

Givaudan's new enterprise system
based on SAP was successfully
implemented at the Ashford site
in the UK.

Fine Fragrances

Fine Fragrance sales declined 7.6% in
local currencies, impacted by weak
consumer demand and the effect of
de-stocking, particularly in Europe
and North America.

Despite the fact that sales were lower
for the full year, this business unit
showed a clear strengthening in
performance during the second half of
200g in a strongly declining market.

This was a result of Givaudan's
ability to win important new
fragrance projects which were
successfully launched in the market,
and the continued strong, double-
digit performance in Latin America.

Givaudan’s success was also
demonstrated by a strong presence
at the 2009 annual fragrance award
ceremonies in the US, UK, Germany
and France where the following
fragrances created by Givaudan
won awards:

» FiFi® Awards in the USA:
Harajuku Lovers was the Fragrance
of the Year Women'’s Luxe;
Victoria’s Secret Sexy Little Things
won Fragrance of the Year Private
Label/Direct sell;
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Tom Ford’s Champaca Absolute
won Fragrance of the Year
Unique Boutique

FiFi® Awards in the UK:

Paco Rabanne 1 Million won

Best New Prestige Male Fragrance;
Tom Ford White Patchouli was
Best New Limited Distribution
Fragrance for Woman;

Gucci by Gucci Men won Best
New Limited Distribution
Fragrance for Men

Duftstars in Germany:

Bruno Banani Magic Man and
Magic Woman won Best Lifestyle
Perfume in the men’s and
women's categories;

Le Male by Jean-Paul Gaultier
won Best Classic for men

Grand Prix du Parfum in France:
Paco Rabanne 1 Million won

Best Masculine Perfume, Diptyque’s
Collection Les Hesperides won Best
Perfume for Exclusive Distribution
and was awarded the Grand Prix
Marie Claire.

While 2009 was a challenging year,
the company secured and improved
its position on the supplier core lists
of a number of its key global accounts.
It also won a number of major briefs
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With further projects planned and in progress, WebStar

will become the industry reference for fragrance. Data

already represents consumer insights from both developed
and developing markets including Mexico, Brazil, China,
Thailand, Russia and Turkey. WebStar enables data to be
visualised against a whole range of parameters; markets can be
investigated, categories scrutinised, and olfactive preferences
highlighted to drive successful fragrance creation in any market.

planned for launch in 2010, whilst
maintaining a strong brief pipeline
throughout the year which positions
Givaudan’s fine fragrance business
favourably going into 2010.

New perfumes created by Givaudan
during the year included:

Women'’s Fragrances

Coty
+ Lola by Marc Jacobs

Puig
« Ricci Ricci by Nina Ricci
« L’Eau Ambrée by Prada

L'Oréal
« Hypnose Senses by Lancéme

Elizabeth Arden
« Pretty

Natura
« Ekos Capim Limao

Procter & Gamble
« Anthology by Dolce & Gabbana
« Rose The One by Dolce & Gabbana

Men’s Fragrances

Coty
+ CK Free by Calvin Klein

New Wave Fragrances
- True Religion

Procter & Gamble
« Hugo Element by Hugo Boss
« D&G Anthology

Natura
« Kaiak Aventura Expediges
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Consumer Products

Sales in Consumer Products increased
3.6% in local currencies, driven by

a strong sales performance in the
developing markets. Both regional
and international customers
contributed to this success. Sales

in mature markets remained flat
compared to prior year.

Asia Pacific reported strong sales
growth among all customer groups,
driven both by new wins and growth
of the existing business. Sales growth
was especially strong in China, India
and Indonesia.

Latin America sales posted a high
double-digit growth as a result of the
excellent sales across all customer
groups, especially in Brazil and
Argentina.

Sales in Europe, Africa and the

Middle East increased slightly, driven
by strong momentum in the
developing markets of Central and
Eastern Europe, Africa and the Middle
East. Sales tolocal and regional
customers increased in both
developing and mature markets.

North American sales, despite
returning to growth in the fourth

Miriad 2.0™ continues to bridge the communication

gap that can exist between consumer and perfumer.

With the ability to bring consumers into the heart of fragrance
creation acknowledged as the key to brand success, Miriad 2.0™
provides a window from which to observe and explore.

quarter, decreased overall versus
prior year mainly driven by declining
sales in the discretionary air care
segment.

On a worldwide basis, sales in the
fabric care and oral care segments
recorded the strongest performance,
followed by personal care. Sales in
the household category, particularly
in the air care segment, were below
last year.

Fragrance Ingredients

Sales of Fragrance Ingredients
increased by 2.2% in local currencies,
a solid performance given the
underlying market contraction based
on heavy destocking on the customer
side during the first six months

of 20009.

A novel ingredient, Cosmone® -

a rich, powdery musk with high
impact ~was launched in 2009.
The ingredient, which can be used
across fine fragrance, personal and
fabric care applications, quickly
gained wide market acceptance.

The second phase of the expansion
and upgrade of our ingredient
manufacturing plant in Pedro
Escobedo, Mexico, was corpleted
in November. Additional production
of specialty ingredients will be
transferred to the plant in the
course of 2010.
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Discovery

Discovery is the process of revelation and invention.

It is the cultivation, nurturing and development of iconic
fragrances and flavours so as to create new product
applications and market opportunities.



Perhaps it is simple curiosity. Or, it is our insatiable desire

for innovation. But ongoing discovery is at the very core of
Givaudan Flavours. Finding new ingredients and flavours that
inspire products and delight consumers motivates constant
exploration by our flavourists at the bench and beyond. In

fact, getting our flavourists out of the lab to discover sources of
flavour inspiration lets them experience new tastes, new trends
and new ingredients expanding their thinking on how to appeal

to today’s global consumers.

FILAVOUR DIVISION

In millions of Swiss francs and
as per cent of sales

Sales

2009
2008 | 2,189

EBITDA*

2009 21.1%

2008 | 442 20.2%

Operating Income*

2009 13.9%
2008 | 256 11.7%

EBITDA: Earnings Before Interest (and
other financial income (expense), net),
Tax, Depreciation and Amortisation.
This corresponds to operating profit
before depreciation, amortisation and
impairment of long-lived assets.

* On a comparable basis.
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The Flavour Division reported sales
of CHF 2,135 million, representing a
growth of 1.9% in local currencies
and a decline of 2.5% in Swiss francs,
which was a solid performance
despite the current global business
climate. Excluding the effects of the
divested business, sales performance
in local currencies increased 2.2%.
During the fourth quarter of this
year, the Division achieved sales
growth of 4.3% in local currencies.

The adverse and volatile economic
environment particularly impacted
the performance in North America,
and Central Eastern Europe.
However, the Asia Pacific and Latin
America regions posted strong
growth rates, with an increase in
sales of 8.2% and 14.1% in local
currencies respectively. Throughout
all regions, our sales were impacted
by the inventory reductions
undertaken by our customers.
However, product innovation
continued to be a key business
driver and as a result, an increase in
new opportunities combined with
an improving ability for Givaudan
to win these new projects led to

a strong inflow of new wins,
particularly in the important area
of Health and Wellness. When
looking at the product segments,

Dairy and Beverages posted solid
gains, mainly led by Health and
Wellness applications.

EBITDA, or Earnings Before Interest,
Taxes, Depreciation and Amortisation,
increased to CHF 425 million from
CHF 417 million last year. The
comparable EBITDA increased to
CHF 450 million from CHF 442 million
reported last year. The comparable
EBITDA margin increased to 211% in
2009 from 20.2% in 2008, driven by
integration savings and tight cost
containment throughout the year,
both in manufacturing and
commercial expenses.

The operating income rose to

CHF 269 million from CHF 226 million
last year. The operating margin on a
comparable basis increased to 13.9%
from 11.7% reported last year, due to
the lower amortisation of intangible
assets. On a comparable basis, oper-
ating income was CHF 297 million,
above the CHF 256 million reported
last year.

Givaudan’s TasteSolutions™
programme, focusing on salt
reduction, sweetness enhancement,
bitterness masking and umami saw
double-digit growth for the second
year running. Included in this



It is this “go to the source” philosophy that drives Givaudan’s
TasteTrek™ programme, designed to expose our flavourists
and applications teams to authentic, differentiated flavour
experiences. Early 2009 marked our most recent TasteTrek™.
On this adventure, Givaudan explored the citrus groves at the
University of California Riverside, with which Givaudan enjoys
a strategic partnership. An estimated 1,800 trees and over
1,000 citrus fruit varieties make these groves among the finest
and most diverse citrus orchards in the world.

programme is a bitterness masking
technology which enables the
company to incorporate the new
high-intensity natural sweetener,
stevia into our applications,
particularly beverages. Over the
course of the year, Givaudan
continued to develop creation and
application knowledge for its salt
reduction and sweetness
enhancement toolbox.

The ongoing innovation initiatives
in key icon flavours such as citrus,
dairy, tea, coffee, vanilla and chicken
contributed to significant new
opportunities and new wins.

This was achieved through the
development of new materials

for flavourists to deliver profiles
with enhanced palatability,
authenticity and stability.

Givaudan continued to build its
knowledge of consumer insights
through extensive investments in
quantitative and qualitative market
research studies. The company
continued with one of its key
strategic alliances with the
University of California at Riverside,
which has one of the largest citrus
collections in the world. Throughout
the year, Givaudan continued to
explore the Mood & Emotions area

with our consumer research
capability. Using our Virtual Aroma
Synthesizer™ technology we are
able to capture consumer
information more effectively.

Our ongoing investments in
consumer understanding, sensory
exploration and technology have
given us a clear competitive edge
with our custorners.
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Asia Pacific

Sales for Asia Pacific achieved 8.2%
growth inlocal currencies, growing
faster than the underlying market.
After a slow start into the year, the
region rebounded with solid growth
rates for the remainder of 2009.
The developing markets of China,
India and Indonesia recorded
double-digit increases due to
successful new wins and increased
activity with existing customers.
Sales in mature markets remained
almost flat as a result of the
continued difficult economic
environment, particularly in Japan.

Growth in this region was well
balanced across all segments with
new wins and underlying growth of
the existing business. The beverage

segment showed particular strength.

28

Givaudan’s teams analysed over 50 citrus fruit varietals before
narrowing the collection to ten new lemon and lime flavours,
now available to Givaudan’s food and beverage customers.
Fresh and exciting, the ten new citrus flavours have already
generated a 25% increase in interest from customers for the
creation of new citrus flavours and product reformulations.

contributed to build a robust
project pipeline.

Europe, Africa, Middle East (EAME)

The fourth quarter of 2009 showed

renewed growth for the region
offsetting most of the declines
experienced earlier in the year.
Despite the challenging environment,
sales were almost maintained at last
year’s level and showed only a slight
decline of -0.3% in local currencies.
The strong growth in the developing
markets of Africa and Middle East
almost compensated for the declines
in Central and Eastern Europe. In
Western Europe, Givaudan was able
to sustain its sales at last year’s level,
in a difficult environment.

New wins fuelled by innovative
flavour solutions as well as increased
market penetration in the region
helped Snacks achieve a double-digit
gain. Dairy segment sales were the
other main driver of growth.

All other segments declined as a
result of the economic challenges
in Europe.

Intimate customer partnerships
supported by programmes such as
ByNature™ as well as tailored key
promotions around chicken, cheese,
dairy and citrus and the ongoing
expansion into new markets

Givaudan’s new enterprise system
based on SAP was successfully
implemented in the Naarden and
Barneveld sites in the Netherlands.



North America

Sales in comparable terms, which
exclude the divestiture of the
manufacturing site based in

St. Louis, decreased 3.3% in local
currencies as a result of destocking
and lower consumer consumption
due to the challenging economic
environment in North America.

However, our strategic focus on key
growth initiatives and our customers’
renewed emphasis on innovative
products have resulted in a strong
pipeline in these areas. In particular,
there were significant wins in
Health and Wellness, specifically
sweetness enhancement and
sodium replacement, through our
TasteSolutions™ programme.

The closure of the Owings Mills in
the USA was completed on schedule
with production being consolidated
into our remaining North American
facilities.

TasteTrek™ Citrus is a prime example of how
Givaudan’s continuous commitment to the discovery
of novel ingredients and flavours not only advances
flavour creation but, more importantly, creates flavours
that build success for our customers.

Latin America

Latin America delivered the best
regional performance, posting a
strong 14.1% increase in local
currencies, clearly outpacing the
underlying market. Strength from
the existing business with key
customers as well as strong

new wins from local and regional
custorners helped to drive all
markets’ strong results with
Argentina, Brazil and Mexico
leading the way with double-
digit gains.

Increased sales can be attributed to
Beverage, Dairy and Confectionery
segments as well as from Health
and Wellness related wins, based

on TasteSolutions™ technology.
These continue to demonstrate our
leading capabilities in this important
growth initiative for the division.

The closure of Vinhedo in Brazil was
completed during the fourth quarter
of the year and the production was
transferred to Jaguaré (Brazil).
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Artistry

Artistry 1s the skill of our experienced human touch that
transforms the cutting-edge palette of ingredients and
ideas into original, creative, popular and successful brands.
It is the ability and the skills of handling complex issues

to find pertinent and breakthrough solutions.



Perfumers are the cornerstones of the fragrance industry.
Thus, the mission of the Perfumery School is to train young
perfumers to carry on the heritage of perfumery as a craft,
through a passion for fragrance and an engrained knowledge
of the materials. These abilities combine to facilitate creative
expression that is founded on sound technical skills.

RESEARCH AND DEVELOPMENT

The foundation of Givaudan's
continued comrmercial success

is a longstanding commitment

to research and development
programmes in both the Flavour
Division and the Fragrance Division.

Creative and innovative programmes
with a clear focus on the current
and future needs of customers

is essential for us to retain our
cornpetitive edge in the fragrance
and flavour industry.

As part of these programmes,

our scientists merge analytical
precision with human sensory
response in developing systems and
technologies that help the business
perform successfully in the market.

In 2009, Givaudan invested

CHEF 326 million in research and
development, more than any other
company in the industry. This
investment will allow us to deliver
on short and mid-term research
initiatives. It also gives us the
opportunity to invest in promising
long-term programmes.

During the year, the Science

and Technology organisation of
Flavour Division continued its
commitment to developing a
strong programme which addresses
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business growth with a focused
ingredient discovery pipeline, new
process technologies and a creative
approach to sensory science.

In the Fragrance Division, the
global Research and Technology
organisation focused on the
discovery of new fragrance
materials and their applications
in fine fragrances and consumer
products, concentrating research
resources and programmes in line
with industry and consumer
lifestyle trends.

Fragrance Division

The discovery of new fragrance
materials and their applications in
fine fragrances and consumer
products remains the focus of the
Fragrance Division's Research and
Technology group. In 2009, we further
concentrated our research resources
and programmes in line with industry
and consumer lifestyle trends. This
resulted in a novel and simplified
organisation focusing on new and
reframed research fields, while
continued investment allowed our
creative teams to provide customers
with superior, differentiated and
cost-effective innovations.

Our Mechacaps™ perfume
encapsulation technology, developed
in 2007 and 2008, was successfully
introduced in many applications
across different markets. Building on
Givaudan’s consumer understanding,
this new delivery system allows a
significant increase in perfume
material delivery on laundry as well
as a controlled release over time of the
fresh encapsulated accord. As a result,
we have been able to enhance the
scent experience from both the
washing and drying of clothes, which
translated into increased consumer
satisfaction. This technology has also
proven its efficacy in reducing the
development of malodour on clothes,
maintaining an unprecedented level
of freshness over time.

The year saw also the introduction
of a new cooling agent that is

six times more efficient and longer
lasting than any other material
currently on the market. This molecule
was identified during a long term
research programme on mouth and
skin cooling bio receptors which was
initiated by the Givaudan'’s Flavour
Division research department in
Cincinnati, USA.

The collaboration between researchers
from both divisions led to the



Currently under the direction of Jean Guichard, the school
has established the standard for modern perfumery training

- and proudly claims that approximately 30% of the world’s
fragrances have been created by a perfumer who trained

at Givaudan’s Perfumery School. The school employs

a structured training technique, designed by its founder -

Jean Carles, which enables aspiring perfumers to systematically
learn the entire spectrum of the olfactive genealogy and
develop an olfactive memory of over 1,200 ingredients.

registration and successful commercial-
isation of the agent. It enables
consumers to explore a new freshness
experience while taking care of mouth
hygiene for oral care applications.

During 2009, the chemistry platform
delivered new fragrance materials
which are critical to the creative
teams. In addition, the team developed
a series of ground-breaking molecule
manufacturing process improvements
that will further increase Givaudan’s
competitiveness. Two new molecules
were introduced in the perfumers'’
palette in 2009:

B Mystikal®

is a resinous, woody note with
ambery nuances that enhances
Chypres and woody compositions
at extremely low concentrations.

B Petalia®

is a novel rosy floral note with lily of
the valley nuances that has already
found use in key successful fine
fragrances and consumer products
compositions.

Activities around odorant molecule
precursors intensified in 2009,
leading to the identification of two
new patented classes of trigger-
released perfume materials that

were successfully clinically tested
with a panel of consumers and
showed significant benefits in
laundry and hair care applications.

The biosciences platform is
examining the possibility of
leveraging recent advances in
biology to access a new class of
aroma chemical.

With sustainability being a major
driver in the business, Givaudan’s
knowledge of biosynthesis is
becoming increasingly important

in innovation and is also an area of
investment in talent and capabilities.

Givaudan'’s fragrance delivery system
research department also introduced
two new technologies in a number
of markets. The research programme
is now directed to the design of
novel capsule systems, enabling

a broader use of encapsulated
fragrance for applications such as
hair and skin care. The programme
follows the principles of open
innovation, involving key partners

in the inward and outward transfer
of ideas on the path of bringing
possible products to market.

During the year, the sensory
platform dedicated its resources

to a fundamental understanding
of the importance of the sense of
smell arnong the world’s population.

This programme augments our
commercial Mood and Emotion
technologies, offering new and
targeted “mood scent” experiences.
Additional benefits of the
programme are anticipated in the
area of perfume preferences.

Givaudan'’s perfume and essential
oils analytical team has developed
a proprietary technique to identify
furocoumarin molecules occurring
in citrus oil. Our perfumers can use
this material while meeting recent
regulatory guidelines.

33



Flavour Division

The appetite for technology
innovation continues to accelerate
as food and beverage companies
seek to meet the challenges of
today’s marketplace. Givaudan

is committed to fostering a strong
science and technology programme
which addresses business growth
with a focused ingredient discovery
pipeline, new process technologies
and a creative approach to

SEensory science.

The ability to accurately predict
which flavours will appeal to
consumers is essential to deliver
competitive offerings. Traditional
sensory testing protocols have
limited flexdbility for the delivery
of flavour preference data in a
consumer environment. However,
over the past decade, Givaudan'’s
Virtual Aroma Synthesizer™ (VAS)
device technology has continued
to demonstrate that it is an
extremely attractive tool to probe
human perception.

Currently in its third generation of
instrument evolution, VAS
portability and global presence has
led to the ability to explore large
regions of the flavour space at a
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Students spend three years studying - learning lists of raw
materials by contrast; memorising the characteristics of
each olfactive family -, before moving on to the subtleties
between family members. Only when this knowledge is
embedded can students learn the techniques involved in

blending an accord.

Modern perfumers do not create in isolation, so students
will spend time learning about the chemistry of fragrance,
understanding how technical departments work alongside the
creative ones in a global company.

comparatively low cost. Use of the
VAS as a powerful flavour optimi-
sation tool with target consumers is
a cutting-edge innovation that has
provided a significant body of
sensory knowledge.

The global megatrend associated
with health and wellness issues
has been a catalyst for new
ingredient discovery to populate
our TasteSolutions™ product palette
with proprietary, differentiating
ingredients. Salt reduction, with

its cardiovascular health benefits,
continues to command substantial
attention. With the aid of consider-
able application knowledge, the
effort has focused on expansion of
the flavour systems which build
back the taste effects of saltiness -
without the salt.

Progress has been realised as the
requirements from the food industry
continue to tighten. In the majority
of food systems, the initial goal of
about 40 per cent sodium reduction
can now be achieved without flavour
compromise. Current research is
therefore shifting towards even
more aggressive reduction targets,
with increased attention on the
temporal requirements for the
modulating agents.

To address both sodium reduction
and MSG replacement goals, our
TasteTrek™ technology has been
employed to investigate traditional
cooking techniques — for example,
fermented dishes — from a variety
of cultures globally, particularly
the “delicious taste” and “balance”
of umami and kokumi which is
found in artisanal, Japanese
cooking ingredients and can be
used to create natural - rather
than artificial - molecules for a
wide variety of health and
wellness applications.

This approach has resulted in the
discovery of seven new molecules
which are under evaluation; one of
these was introduced commercially
in 2009.

A number of natural and artificial
sweeteners are widely popular as
sugar substitutes due to their ability
to address concerns related to
caloric load.

However, the search continues for
next generation molecules that can
modify or enhance the sweetness
of the current materials. Variation
inhuman taste perception is
strongly genetic in origin and
affects food choices.



In a joint programme with the
National Institutes of Health (NIH),
we analysed polymorphisms in the
TAS1R3 portion of the sweet receptor
and documented some coding
differences that strongly correlate
with sucrose perception.

As we continue to uncover the
biological underpinning of human
perception, it will be possible to
develop increasingly effective taste
solutions.

Continued development of
proprietary intellectual property
in this field along with expansion
of the in silico modelling and
functional bioassay capability
has facilitated the identification
of novel leads for both sweetness
enhancement and bitterness
masking agents.

Emphasis has also been placed on
expansion of the aroma volatiles
portfolios. TasteTrek™ analysis

of a large number of specific
citrus species in conjunction with
the University of California has
provided authentic compositional
information from the Riverside
collection. Twelve new ingredients
are under evaluation for orange,
lemon and lime flavours.

The creative spirit is nurtured in the school, with students
encouraged to travel, explore, imbue themselves in everything
on offer and experiment with translating their experiences

into scent. The school attracts hundreds of applicants for the
prized few places available each year. They come from all over
the world and from many different backgrounds; some are
inspired by nature, some are artists, some scientists - all are
fascinated by scent and the sense of smell. The lucky few will
craft the fragrances that will inspire tomorrow.

Once a flavour composition has been
established, it becomes important

to ensure that its performance

in specific applications is not
compromised by, for example, heat
and humidity, which may be an issue
in some developing markets where
there may be limited refrigeration to
keep food and beverages fresh.

The PureDelivery™ systems

are designed to provide unique
solutions whether related to
stability, visual effects, sequential
release or authenticity.

Recent focus on the stoichiometry
of interactions has led to an
“intelligent matrix design” which
substantially benefits the devel-
opment of systems where flavour
release can be better controlled.
As part of these developments, we
have focused on aroma release, a
major driver of consumer preference
and therefore of benefit to our
customers’ products.

In addition to the significant
technical innovation accomplished
internally, Givaudan aggressively

pursues specific strategic innovation

goals through collaboration with
world class academic and industrial
alliance partners. Together we

have built a solid technology

network which captures the value
of emerging science and enables
acceleration of research to develop
next generation customer solutions.
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Performance

Performance is our unparalleled ability to deliver
products and services globally, grounded 1 quality,
reliability, and timeliness, supported by our expertise
in existing and emerging regulations ensuring product
safety and comphance.



As consumers, we have high expectations of the foods and
beverages we consume - and great taste always comes first.

SUSTAINABLE. BUSINESS MODEL

During the testing year of 2009,
with its challenging economic
environment, it has become even
more important for Givaudan that
its business is based on operating a
sustainable business model.

Despite the challenging
environment and the adversities
the company faced in 2009,
Givaudan continued to further
expand its commitment to combine
sustainable growth with business
principles that promote sustainable
development. It remains Givaudan'’s
goal to generate long-term growth
whilst being responsive to the
expectations of its various stake-
holders. During the past twelve
months, Givaudan continued to put
a solid internal basis in place to
further expand its company-wide
sustainability programme. The
framework, our vision and the
status and expected progress of that
programme will be presented in its
first Sustainability Report, to be
published in March 2010.

This all-encompassing framework
will further improve our foundation
for long-term performance,
corporate governance excellence and
enhanced business success in an
increasingly challenging world.
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Operating a sustainable business
model enables us to proactively
address possible business
opportunities and challenges which
emerge from different economic,
environmental and social
developments at an early stage.

We strive to continuously expand
our industry leadership by being
responsive to the expectations of its
shareholders, customers, employees,
suppliers, as well as the environment,
and the community at large.



Increasingly, due to health and wellness concerns, consumers
are making additional demands from their favourite food
and beverage brands - asking for less salt, reduced sugar

and more natural ingredients - but without compromising

taste or texture.

Corporate Compliance

Operating in a responsible and
sustainable way, compliance with
company policies, best practices,
laws and regulations of every
country in which Givaudan
operates is essential.

The Principles of Business Conduct
stretch to all parts of Givaudan's
activities and cover its relations
with customers, suppliers, share-
holders, employees, governments
and communities throughout

the world.

Givaudan considers these Principles
of Business Conduct also as essential
in its relationships with its
ernployees. These principles
underline our ambition to create

an environment where trust and
confidence in all our endeavours

are assured in order to provide value
to our customers, shareholders and
other stakeholders.

The company’s compliance system
is based on prevention.

Ensuring that Givaudan and its

employees comply with existing
laws and regulations is a priority
for the company’s management.

At Givaudan, a management
structure and control system is

in place to prevent and detect
violations of the Principles of
Business Conduct. Local compliance
officers ensure that all employees
know about the Principles of
Business Conduct and have

access to them.

All Codes and Policies are easily
accessible on the Givaudan internal
website and can be downloaded
from there. Appropriate training on
different aspects of compliance is
provided on demand.

Any violations of the Principles of
Business Conduct are subject to
disciplinary action, including
termination of employment.

The Board of Director’s Audit
Committee regularly reviews the
Principles of Business Conduct to

incorporate any changes in this area.

Givaudan’s employees are committed

to adhere to high ethical standards
in their business conduct. This
supports Givaudan’s brand and
reputation, which are built on a
rich heritage — one that reflects the
competence, conduct and passion
of all Givaudan employees for over
two hundred years.

The Principles of Business
Conduct are also published
on our internet site:

www.givaudan.com —

[ our company | -

[ corporate responsibility ] —
[ corporate governance ]
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Shareholders

Since its spin-off in 2000 and until
the end of 2009, Givaudan has
created more than CHF 3 billion in
value for its shareholders in the form
of dividend payments and share
price appreciation.

Givaudan adheres to good corporate
governance, following best practices
coherent with those of major
industrial countries. In particular, all
information published in our Annual
Report complies with both the Swiss
Code of Corporate Governance and
the SWX Corporate Governance
Guidelines. For more information
please refer to the separate section
on Corporate Governance.

Informing Givaudan’s different
stakeholders in a timely and
responsible way is of key importance
to ensure transparency and equal
treatment. Through frequent press
releases, teleconferences and
publications on www.givaudan.com,
the company disseminates material
information about its performance
and activities widely and
simultaneously, following the Art. 72
of the revised Listing Rules

(Ad Hoc Publicity) of the SIX Swiss
Exchange directives. The principles
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These demands create difficult challenges for food and
beverage manufacturers. Making foods healthier is not as
easy as simply reducing levels of salt or sugar, or substituting

a key ingredient.

of Givaudan'’s disclosure and
information policy can be found at:

www.givaudan.com - [ investors ] -
[ policies ]

At the close of 2009, Givaudan had
15,842 shareholders listed in the
share register, owning 58% of the
share capital,

The top 20 shareholders, including
nominees and funds, represent
around 78% of the share capital.
With little changes compared to
last year, approximately 40%

of the shareholders are based in
North America.

In 2009, Givaudan's management
team conducted 32 road shows, 28%
more than in 2008, to meet existing
and potential shareholders in

38 financial centres (Geneva, Lugano,
Zirich, Amsterdam, Boston, Brussels,
Chicago, Cologne, Copenhagen,

Den Haag, Denver, Dubai, Dublin,
Dusseldorf, Edinburgh, Frankfort,
Helsinki, Hong Kong, Kansas City,
London, Los Angeles, Miami, Milan,
Montreal, Munich, New York, Oslo,
Paris, Philadelphia, Plainsboro,
Rotterdam, San Diego, San Francisco,
Santa Fe, Seattle, Singapore,
Stockholm, Tokyo).

Thirty group presentations and
conferences with a total of

almost 1,000 participants have
been given, an increase of 19%.
Over 400 individual meetings with
fund managers globally, an increase
of 25% compared to 2008, have
contributed to the improved
awareness of Givaudan. In order to
inform the financial community
directly, Givaudan organised three
conference calls to provide more
details about the full and half year
results as well as the rights issue.
Together, they attracted

250 participants.

Furthermore, 18 visits to Givaudan
sites globally with a total of

159 participants, mainly fund
managers, were organised to provide
an in-depth view of Givaudan's
activities. This represents an
increase of more than 50% visitors
to our sites globally.

This year's site visit programme
included two investor days in
Cincinnati, East Hanover (New Jersey)
and New York. Over 30 sell-side
analysts and fund managers
participated in this event to learn
about the promising future of our
global flavour research and our
operations in North America.



They were impressed by the
state-of-the-art research, creation
and production facilities.

For the fourth time, Givaudan
organised a year-end presentation
in its fine fragrance creation studios
in New York to satisfy the increasing
demand to visit these important and
fascinating facilities and to meet
with our talent base.

On 19 January 2010, we started a
similar visit in our fine fragrance
creation studios in Paris.

The complete agenda of forthcoming
events for shareholders is published at:

www.givaudan.com —
[ investors ] - [ calendar ]

Such alterations require a thorough understanding of
the complexities of taste, how ingredients work together,
and how to add or remove ingredients to still achieve the

ideal taste profile.

Customers

The close partnership with our
customers in the creation process —
an engaging and fruitful partnership
—is a key factor for sustaining our
business over the long-term.
Givaudan is committed to creating
and manufacturing for its customers
superior products that will in return
enable them to be successful in their
respective markets. As a result,

a high innovation rate and in-depth
consumer understanding are

vital for the sustainability of our
strong relationships.

Dedicated teams, including
colleagues working across functional
categories, as well as perfumers and
flavourists, are dedicated to serve
our customers across the world.
These are decisive contributors to
deliver the unmatched innovation
which is needed to remain cutting-
edge in today’s market environment.
This can only be achieved by
knowing our clients and their
markets while constantly
challenging ourselves to exceed
customer expectations.

Givaudan's business model is based
on a make-to-order process in a
business-to-business environment.

The company serves its global,
regional and local customers around
the world through a global network
of more than 40 subsidiaries and a
world-spanning supply chain.

In 2009, the top ten customers
accounted for around 56% of
fragrance sales and about 31% of
flavour sales. Our customers are
among the most successful consumer
and luxury goods manufacturers
around the globe. Being a reliable
business partner lies at the heart of
our success as well as adhering to
high professional standards.

The company made further progress
on the global initiative to integrate
its supply chain with its customers
by implementing a single
information technology platform
based on SAP.In 2009, the new
enterprise system went live at

the fragrance site of Ashford, UK

as well as at our Flavour sites

in Naarden and Barneveld,

the Netherlands.

One of the key aspects of Givaudan’s
internal policies and practices is the
commitment to maintain strict
confidentiality on proprietary
customer information and customer
projects, as well as to fully protect
their intellectual property.

1



It is a matter of understanding taste “performance” and
this 1s an area in which Givaudan excels.

Our People

“This year, as we faced a fierce
economic environment and
Givaudan's leadership position was
preserved in great part thanks to the
expertise and passion of our people.
We can be proud of the way our
workforce reacted quickly to one of
the worst recessions in decades. Our
people demonstrated their ability to
continue to drive business results
even in a difficult environment,
based on their understanding of the
markets and their flexibility. It is not
only in good times but also in tough
periods of uncertainty that you live
up to expectations as an employer of
choice. At Givaudan, we remain
more committed than ever to offer a
working environment where people
are given the opportunity to apply

Head Count Development by Region

their talent to their very best potential,
succeed in their roles, be rewarded
for their performance, and be given
the best development opportunities.
In addition, we aim to provide a safe
and healthy working environment”
—Joe Fabbri, Global Head HR, EHS
and IM&sS Purchasing.

Global HR Strategy implementation
In 2009, the Human Resources (HR)
organisation went ahead with the
implementation of the HR Business
Partnering model. In this new
model, the HR organisation will
increasingly become a strategic
partner to the business while
ensuring HR operations excellence.
Givaudan’s 160 HR professionals
embarked on this significant shift
and started to build stronger links
with the business to understand

their objectives, needs, and provide
tailored strategic support to achieve
their ambitious goals. Developing
and nurturing these internal
relationships is as critical to our
company'’s performance as fostering
the ones we establish externally
with customers, vendors and
shareholders.

In early 2009, the HR organisation
realigned itself with the two
divisional organisations to provide
better service. The new structure
continues to benefit from the unique
know-how and support of the global
Centres of Expertise (COEs) in the
areas of Compensation, Benefits,
People Management and HR
Systems. These four platforms

of expertise remain focused on

the development of best practice

Number of employees Number of employees
Region 31.12.2009 % 31.12.2008 % Change from 2008 to 2009
Switzerland 1,494 17.6 1,506 17.0 (12)
Other Europe, Africa, Middle East 2,475 29.1 2,610 30.0 (135)
North America 1,856 21.8 1,960 223 (104)
Latin America a74 11.5 976 111 2
Asia Pacific 1,702 20.0 1,720 19.6 (18)
Total 8,501 100.0 8,772 100.0 (271)
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We call it our TasteSolutions™ programme - a palette

of ingredients and technologies.

programmes and innovative tools,
enabling our employees to apply
their experience, creativity and skills,
contributing to the company results.

People Management

During 2009, we integrated the
individual people management
processes into one holistic concept
called “The People Management
Compass”. These programmes are
now viewed and aligned to each
other in an integrated continuous
cycle with core programmes
positioned at strategic times
throughout the annual calendar.

The people management team has
been expanded this year with
regional representatives. This new
structure ensures that people
management programrnes are
efficiently and consistently
implemented on a worldwide basis
and that business needs related to
learning and development,
succession planning, and workforce
management are addressed in the
most effective way.

Our talent management programmes’
improvements in 2009 can be
attributed to the implementation of
the new HR Business Partnering
model. In fact, through closer

collaboration, business and HR
colleagues are now better able to
systematically identify and evaluate
key talents. This more robust process
also ensures that the high potential
employees are then integrated into
a succession plan accompanied by
an appropriate development
programme. Furthermore, at the end
of 2009, we conducted a comprehen-
sive succession planning exercise to
ensure the long-term sustainability
of our business.

Givaudan’s Individual Development
Planning (IDP) programme
implementation was supported by
our HR B