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Nestlé in China

Nestlé is one of the largest 
a n d  m o s t  r e s p e c t e d  fo o d 
and beverage companies in 
China. It has a diverse portfolio 
of products including infant 
nut r i t ion ,  adu l t  and sen ior 
nutrition, coffee, confectionery, 
culinary products, ice cream, 
bottled water, breakfast cereals, 
pet care, etc.  Over 90% of 
the products sold in China are 
manufactured locally.

In addition to the Nestlé brand, 
Nestlé also has formed joint 
venture partnerships with Totole, 
Hsu Fu Chi and Yinlu, meeting 
consumer needs for nutrition, 
health and local taste.

Nest lé  be l ieves that  to  be 
successful in the long term, 
it needs to create value for 
bo th  i t s  sha reho lde rs  and 
the communities in which it 
operates. This Creating Shared 
Value principle guides all Nestlé 
business activities in the Greater 
China Region, including raw 
materials sourcing. To this end, 
Nestlé is working hand in hand 
with local farming communities 
and author i t ies  to  develop 
capabilities in, among various 
categor ies ,  f resh mi lk  and 
coffee. 

Nestlé is committed to providing 
spec i f i c  p roducts  to  meet 

Chinese consumer demand 
for nutrition, health and flavor. 
For this purpose, Nestlé China 
has set up four R&D centers in 
Shanghai, Beijing, Dongguan 
and Xiamen and a food safety 
ins t i tu te  in  Be i j i ng .  These 
centers are integrated into 
Nestlé’s global R&D network 
and ensure that the products 
offered on the Chinese market 
can benefit  from the latest 
advances in technology, research 
and development.

Nestlé is a people-oriented 
company which respects and 
values the talents, expertise and 
cultural diversity of its 50,000 
employees in the Greater China 
Region. 

With this brochure in hand, 
we hope you will gain a better 
u n d e r s t a n d i n g  o f  N e s t l é 
ac t i v i t i es  i n  Ch ina  and  an 
appreciation of our commitment 
and  ded ica t ion  to  p rov ide 
consumers a vast choice of 
quality, nutritious and safe food. 
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Nutrition, Health and Wellness

Nestlé is the world largest food and beverage company 
and is committed to enhancing people’s lives by offering 
tastier and healthier food and beverage choices at all 
stages of life and at all times of the day. Nestlé operates 
440 factories in 80 countries and employs 339,000 people 
in almost every country and region.

Nestlé’s ambition is to enhance the quality of consumer’s 
lives through nutrition, health and wellness. Based on 
Science, Research and Development, Nestlé permanently 
innovates its portfolio to build healthier and happier 
generations. 





Good Food, Good Life

From its foundations, Nestlé 
has recognized that good food 
and nutrition are essential to 
life, health and well-being. In 
addition to nutritional values, 
fo o d  p r o d u c t s  m u s t  o ffe r 
appetite appeal, good taste and 
convenience to lead to pleasure 
and enjoyment… the essence of 
Good Life.

The “Good Food,  Good L i fe” 
promise is backed up by the Nestlé 
research and development network 
- the largest among food companies 
- employing 5,000 people in 3 
Research Centers  for  food & 
nutrition, and 31 Product Technology 
Centers and R&D Centers.
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Did you know?



Nutrition, Health and Wellness 
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Henri Nestlé 

The or ig ins of  Nest lé  date 
back to 1866 in Switzerland. In 
1867, Henri Nestlé developed 
a pioneering cereal-based milk 
food and invented the world’s 
first infant cereal, saving the life 
of a neighbor’s child.

8

Did you know?

Although Nestlé is present in over 
200 countries, China is the only 
country where the brand name 
“Nestlé” has been translated into 
the local language  (quechao).



Did you know?

é

The Chinese characters          (quechao) 
which literally mean “bird nest” 
now form the brand name under 
which Nestlé is operating in China. 
The bird nest symbolizes security, 
warmth, mother care, nature and 
nutrition.

Henri Nestlé gave the company 
his name, a logo, its first infant-
food product and its international 
cu l ture.  He a lso embodied 
many of attitudes and values 
that will define Nestlé corporate 
culture: pragmatism, flexibility, 
willingness to learn, an open 
mind and respect for other 
people and cultures.
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Nestlé in China 



Nestlé was one of the first international food 
companies to come and invest in China after 
the reform and opening policy. After 30 years of 
development, Nestlé is deeply integrated into 
the Chinese economy and is one of Chinese 
consumers’ favorite brands. 

Nestlé’s business in China covers the entire 
value chain from farm to table, supported 
by four Research and Development centers 
in Shanghai, Beijing, Dongguan and Xiamen 
and a food safety research institute in Beijing. 
Those centers are part of Nestlé’s global R&D 
network and cooperate closely with many 
national universities and research institutes 
to ensure that Nestlé develops high quality, 
nutritious and safe products in line with local 
consumer needs. 

More than 90% of the products sold in China 
have been developed and manufactured 
domestically. Under its “Creating Shared 
Value” program, Nestlé engages with Chinese 
farmers, offering free training to improve 
production yield and quality and sourcing 
products directly  at fair and guaranteed 
prices. This approach has resulted in the 
establishment of milk districts in Shuangcheng 
(Heilongjiang), Laixi (Shandong) and Hulunbeir 
(Inner Mongolia) as well as the coffee programs 
in Pu’er (Yunnan).

So far, Nestlé has set up 33 factories and 
employs about 50,000 people in China. It 
has also formed Joint Ventures with leading 
Chinese brands (such as Totole, Yinlu, Hsu 
Fu Chi) to better meet the demand for local 
products. 



Research and Development in China
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Nestlé in China
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Nestlé has four R&D Centers in 
Shanghai, Beijing, Dongguan and 
Xiamen as well as a food safety 
research institute in Beijing. 
These institutions are important 
parts of Nestlé’s global R&D 
network aiming at conducting 
science-based research and 
innovation.

Beijing R&D Center
The Beijing R&D Center gathers 
th ree  exper t i ses  on  bas i c 
scientific research, nutrition 
a n d  h e a l t h  a n d  p r o d u c t s 
development under the same 
roof to boost innovation pace. 
Be s i d e s ,  t h e  c e n t e r  u s e s 

modern science and techniques 
to assess the impact of food 
and nutrition on the health of 
Chinese consumers. 

Shanghai R&D Center
The Shangha i  R&D Center 
located in Totole industrial park is 
focused on culinary products and 
beverage systems. This center is 
fully involved in the development 
of chicken bouil lon and has 
developed several technologies 
that have been successfully
exported.

Dongguan R&D Center
The Dongguan R&D Center 

was set up in the Hsu Fu Chi 
park focusing on candy and ice-
cream. It plays an important role 
in the long-term development 
of Hsu Fu Chi, China’s leading 
confectionery manufacturer. 

Xiamen R&D Center
Th e  X i a m e n  R & D  C e n t e r, 
located in Yinlu industrial park, 
focuses on Yinlu core products - 
peanut milk and congee – which 
are valued for their nutrition 
and hea l th  propert ies .  The 
Xiamen R&D Center laid a solid 
foundation to support Yinlu’s 
long-term development.



Industrial Facilities

factories and employs about 
50,000 people in the Greater 
China Region. All over the world, 
Nestlé factories follow the same 
construction, technology, quality 
and environmental standards 
a n d  a d h e r e  t o  t h e  g l o b a l 
“Nestlé Continuous Excellence” 
improvement program.  
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“Creat ing Shared Value” is 
the business guidelines under 
which Nestlé operates. Under 
these guidelines, Nestlé aims 
to be integrated into the local 
economy by developing and 
producing quality, safe, nutritious 
and tasty food to meet the local 
consumer needs.

In line with these guidelines, 
Nest lé  has  set  up i ts  own 
product ion and process ing 
capacity in China. Whenever 
possible, Nestlé uses local raw 
materials to produce locally. 
Nes t l é  t oday  ope ra tes  33 



Nestlé in China

Nestlé Greater China Plants

Nestlé Greater China R&D Centers
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Nestlé Greater China R&D and Industrial Base



Talent Development 

Nestlé Greater China is not only 
a large company integrating 
a wide range of brands; it is 
a people-or iented company 
which nurtures the talents, 
expertise and cultural diversity 
o f  i t s  emp loyees  t h rough 
c o m p r e h e n s i v e  t r a i n i n g 
programs.” Nestlé Executive 
Training” and “Nestlé Senior 
M a n a g e r s  Tr a i n i n g ”  a r e 
leadership training courses 
tailored to the development of 
the Chinese employees. Every 
year,  Nest lé in the Greater 
China Region sends several 
employees to train in Switzerland 
headquarters as well as in world-
class universities. 

As the world’s largest food and 
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beverage company, Nestlé’s 
scope of  act iv i t ies  is  ver y 
international and broad, providing 
a unique setting for professional 
development. Nestlé provides 
a  r i ch  m u l t i - c u l tu r e  wo r k 
environment where employees 
are privileged to work as part of 
a global team.



Nestlé in China
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Embracing Modern China

China’s modern success was 
thrust into the international 
spotlight when it hosted the 
2008 Olympic Games in Beijing 
and the 2010 World Expo in 
Shanghai. Nestlé is proud to 
have supported these two 
events. 

In early 2001, Nestlé China 
and its employees supported 
the Beijing Olympic bid and 
joined forces with the National 
Committee of Children’s Affairs 
(NCCA) to co-organise an event 
under the theme “New Beijing, 

New Olympics, let’s draw it 
together”.

In June 2001, at the invitation 
of Nestlé, a delegation of six 
children visited the Olympic 
Museum in Lausanne as well 
as Nestlé headquarters, a few 
kilometers away on the shores 
of the Lake Geneva.
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Nest lé  pa r t i c ipa ted  in  the 
Shanghai 2010 World Expo Swiss 
Pavilion, one of the most popular 
national pavilions. In line with 
the pavilion theme of “urban-
rural interaction” and the prin-
ciple of “energy conservation 
and environmental protection”, 
Nestlé launched its new eco-
shape bottle of Nestlé Pure Life.

A long time advocate of water 
conservation, Nestlé conducted 
an educational course designed 
to promote water saving which 
was carried out and attended by 
representatives of the Shanghai 
Education Commission, Shang-
hai Pudong Institute of Education 
Development and Nestlé Waters, 
as well as teachers and students 
from 18 primary schools.

Nestlé in China
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The Nestlé Healthy Kids Program
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Malnutr it ion and nutr it ional 
imba lance  i s  a  g loba l  and 
complex challenge, especially for 
children. Nestlé has launched the 
“Nestlé Healthy Kids Program” 
in 2009, to significantly improve 
nutrition, health and wellness 
of children aged 6-12 years by 
promoting nutritional health, 
a balanced diet and physical 
activity.

These challenges also exist in 
China, especially as the country 
is going through a social and 
economic transition. In recent 
years, although the nutrition of 
Chinese children has greatly 
improved, children overweight 
and obesity rates are rising 
rapidly due to unbalanced diet 
and reduced physical activity. 
Meanwh i l e ,  m ic ronu t r i en t 
deficiencies are still an issue 
especially in rural areas. 

In 2010, Nestlé cooperated with 
the Chinese Nutrition Society 
(CNS) to launch the “Chinese 
Children’s Nutrition and Health 
Education Program - Nestlé 
Healthy Kids Global Program”. 
Working with experts from 
CNS and from the Institute 
of Nutrition and Food Safety 
Chinese Center for Disease 
Control and Prevention, Nestlé 
h a s  c o m p i l e d  a  t ex t b o o k 
named Healthy School. Nestlé 
has promoted this nutrit ion 
knowledge to children through 
this textbook and pedagogy 
programs. 

In 2014, China Association for 
Student Nutrition and Health 
became another partner  in 
this project, and intensified its 
promotion. By the end of 2014, 
this project has reached about 
2.4 million pupils and nearly 
30,000 teachers in cities and 
rural areas. 



Water Education For Teachers (WET)

Nestlé in China 

WET (Water  Educat ion  fo r 
Teachers) is a project launched 
b y  P r o j e c t  W E T,  a  n o n -
profit  organization promoting 
the awareness, appreciation and 
knowledge of water resources 
through the development and 
dissemination of teaching aids.

Nestlé Water is a long-term 
partner of Project WET and 
introduced it to China in 2010. 
W i th  the  l oca l  suppo r t  o f 
education departments and 
in  coord inat ion with China 
National Health Association 
(Drinking Water Professional 
Committee), the WET program 
has been introduced to millions 
of students in Shanghai, Beijing, 

Gansu, Hubei and 10 other 
provinces since then.

T h i s  p r o g r a m  h a s  b e e n 
dist inguished and received 
numerous awards including 
the “2013 Shanghai Juveniles 
Summer Jobs Outstanding 
Project Award” awarded by the 
Shanghai Spiritual Civilization 
Construction Committee as well 
as the “2013-2014 Shanghai 
Primary and Secondary School 
Students Practice Program” 
awa r d e d  by  t h e  S h a n g h a i 
Educat ion Commission and 
Shanghai Joint Meeting Office of 
Young Students Extracurricular 
Activities.
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Rebuilding Zhuwa School 
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Nestlé in China 

•

•

•

•

•

A s  r e c o g n i t i o n  o f  t h e s e 
achievements, on the eve of 
Children’s Day, June 1st 2015, 
the “30 people China Food 
Safe t y  Forum” a r ranged  a 
presentation for Zhuwa Primary 
School students and parents.  

Today, Zhuwa Primary School 
has changed drastically, and 
has became very popular and 
respected by both parents and 
students in the county.
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The 2008 Wenchuan earthquake 
has devastated the Sichuan 
Western prov ince,  causing 
great casualties and damage. In 
Pitangchang town, the school 
bui ldings of Zhuwa Primary 
School collapsed. Nestlé and its 
employees immediately reacted 
to the disaster by raising money 
and providing goods to rebuild 
the school and maintained a long 
lasting friendship and support 
with Zhuwa Primary School. 

• 

• 

In 2009, under the “every    
employee donates a book” 
initiative, Nestlé collected  
10,000 books and established 
a “Caring Library” and set up 
the “Merit Scholarship”. 
I n  20 09 ,  M ichae l  Pos ,  a 
Canadian Nestlé employee 
wrote a song “Your Light” in 

order to encourage students 
to be strong and positive. This 
song has since become the 
anthem of Zhuwa Primary 
School. 
I n  2 010 ,  t h e  “ C h i n e s e 
Children’s Nutrition and Health 
Education - Nestlé Healthy 
Kids Global Program” was 
launched in Zhuwa Primary 
School.
In 2011, Nestlé donated 23 
computers to Zhuwa Primary 
School.
In 2012, with the help of 
Nestlé, Zhuwa Primary School 
organized an art festival to 
promote clay modeling. 
In 2013, Nestlé sponsored two 
Zhuwa Primary School teachers 
to travel to the famous Yucai 
Primary School in Beijing to 
observe and improve their 
teaching skills.

In 2014, Nestlé invited experts 
from the Institute of Nutrition 
and Food Safety Chinese 
Center for Disease Control and 
the Institute of Prevention and 
Sichuan Provincial Nutrition 
to offer nutrition courses to 
teachers and students from 
Zhuwa Primary School.



Creating Shared Value

Nestlé firmly believes that for a company to be successful 
in the long term, it needs to create shared value for 
both its shareholders and the communities in which it 
operates.

Creating Shared Value is a fundamental part of Nestlé’s 
way of doing business. It focuses on specific areas of the 
Company’s core business activities – namely nutrition, 
water and rural development – where value can be 
best created for farmers, suppliers, local communities, 
consumers, the environment as well as shareholders.





Rural Development
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As a leading food company, 
Nestlé has a strong incentive to 
optimize its resources and create 
solid long term relationships with 
its suppliers. Nestlé provides 
f ree technica l  t ra in ing and 
support to the farmers upstream 
to ensure quality and safety 
and increase yield of its main 
raw materials, such as coffee, 
cocoa, milk, etc. All parties on 
those value chains benefit from 
by passing the middle men: 
Farmers increase the value of 
their crop sold directly at a fair 
and reliable price; Nestlé is able 
to source quality and sustainable 
raw materials; Consumers can 
enjoy better and safer products. 

C u r r e n t l y,  a b o u t  7 0 0 , 0 0 0 
farmers throughout the world 
sell their crops directly to Nestlé 
which benefits indirectly over 4.1 
million families.

In China, Nestlé has been a 
pioneer in building sustainable 
relationships both for fresh 
milk farming in Shuangcheng 
(Heilongjiang), Hulunbuir (Inner 
Mongolia) and Laixi (Shandong) 
and  fo r  co ffee  p l an t ing  in 
Pu’er (Yunnan). After nearly 30 
years of joint efforts with local 
farmers and authorities, those 
projects have been the driving 
force behind the economic 
development and living standard 
improvement in each of these 
communities. 

Today, those farmers are facing 
the cha l lenge of  t rans i t ing 
into a more professional and 
larger scale agriculture; Nestlé 
has renewed its commitment 
to those susta inable va lue 
chains by setting up a world-
class Dairy Farming Institute 
in Shuangcheng and a coffee 
center in Pu’er.



Creating Shared Value
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Growing Coffee In Yunnan

Nestlé began to develop coffee 
farming in Yunnan province in 
1988 and formally established 
Nestlé Agriculture Services to 
assist and provide technical 
support to coffee farmers in 
Pu’er. Nestlé agronomists give 
on-site, free and on-demand 
training and technical assistance 
to coffee growers, mainly in 
remote ethnic areas with the 
a im of improving y ie ld and 
quality and providing market 
knowledge.

Besides significant economic 
benef i ts,  Nest lé act iv i ty in 
Yunnan has  rece ived wide 
acclaim for boosting the local 
social development. In March 
2014, during Chinese President 
Xi Jinping’s visit to Belgium, 
an article entitled “China-EU 
Friendship and Cooperation: 
to Make Our Life Better and 
Better” published in the largest 
local newspaper Evening News, 
mentioned: “A Belgian has been 
guiding farmers out of poverty by 
growing coffee beans in remote 
Southwest China since 2004.” 
The article was referring to the 
work of Wouter De Smet, the 

fifth Nestlé coffee professional 
based in Pu’er. 

In June 2012, the night before 
the “United Nations Conference 
on Sustainable Development” 
held in Rio de Janeiro, Nestlé 
received the prestigious “World’s 
Business and Development 
Award” for its work in Yunnan 
from UNDP (United Nations 
Development  Programme), 
ICC ( International Chamber 
o f  C o m m e r c e )  a n d  I B L F 
(International Business Leaders 
Forum). 

In 2014, Nestlé has reached 
an agreement with Pu’er city 
to establish a Coffee Farming 
Inst i tu te  wh ich  inc ludes  a 
coffee planting training center, 
warehouses, laboratory, and the 
Nestlé coffee experience center. 
This institute will provide training 
to farmers, agronomists, and 
coffee business professionals 
to grow coffee in a sustainable 
way.
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Creating Shared Value
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In recent years, along with the 
increasing popularity of Pu’er 
coffee in the global market, 
Nestlé has been supporting 
local farmers by providing them 
tra in ing for  Common Code 
of  Coffee Communi t y  (4C) 
certification - a widely accepted 
standard by international coffee 
purchasers. 

After years of efforts, nearly 
3,000 cooperative partners have 
received the 4C certification 
which has benefited 36,000 
fa rmers .  Dur ing  the  2014 -
2015 season, all coffee beans 
purchased by Nestlé were 100% 
4C compliant.
 



Developing Dairy Farming

30

Nestlé began developing the 
milk district in Shuangcheng, 
Heilongjiang Province in 1987.  
This was the first investment 
project conducted by Nestlé 
after China’s reform and opening 
policy. Two other investments 
were subsequently made in 
milk districts in Laixi (Shandong) 
and Hulunbeir (Inner Mongolia). 
Today, Shuangcheng remains 
Nest lé‘s largest scale mi lk 
district in China. 

N e s t l é  C h i n a ’ s  d a i r y 
deve lopment  i s  a  s to r y  o f 
perseverance, commitment 
a n d  m u tu a l  g r ow t h .  Ove r 
n e a r l y  3 0  y e a r s ,  N e s t l é 
wrote a success story based 
on  dedication, commitment 
and common deve lopment 
along with local government 
and authorities. Meanwhile, 
Nestlé has supported dair y 
farmers by providing free and 
comprehensive training and 
technical support to solve their 
specific problems. Thanks to 
those efforts, farmers have 
continuously improved their milk 
quality and yield and these three 
dairy districts have been turned 
into modern and professionally 
managed fresh milk production 
bases. This development path 
has increased the income of 
dairy farmers and created a 
sustainable local economy.



Creating Shared Value
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Did you know?

Today,  44 dedicated Nest lé 
Agriculture Services staff members 
and more than 200 milk collection 
agents are committed to training 
and developing dairy farmers 
for long-term mutual growth and 
sustainability.



Nestlé Dairy Farming Institute

world-class theoret ical   and 
pract ica l  t ra in ing in  top ics 
s u c h  a s  m e c h a n i z a t i o n , 
breeding, genetics, feeding, 
hygiene, environment, pasture 
management  and f inanc ia l 
management. 

The  Nes t lé  Da i r y  Fa rming 
Ins t i tu te  i s  opened to  the 
entire dairy industry and will 
train individual dairy farmers, 
p r o fe s s i o n a l s  a s  w e l l  a s 
researchers and students.
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The Dairy Farming Institute 
was established in October 
2 014  i n  S h u a n g ch e n g  t o 
suppor t  the  Ch inese da i r y 
industr y modernizat ion and 
transformation. The Nestlé Dairy 
Farming Institute was set up in 
the background of a long and  
successful cooperation with the 
local dairy farmers ; It supports 
the development of new skills 
r equ i r ed  to  manage  l a rge 
dairy farms and to establish 
a sustainable dair y farming 
industry for the entire country. 

The  Nes t lé  Da i r y  Fa rming 
Inst i tute cons ists  of  three 
different size training farms, 
a training center and several 
l a b o r a t o r i e s .  T h a n k s  t o 
partnership with preeminent 
na t i ona l  and  i n te rna t i ona l 
universities as well as world 
leading companies in the dairy 
industry, the institute offers 



Creating Shared Value
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Current ly,  the Nest lé Dair y 
Farming Institute gathers the 
following leading universities, 
companies and institutes:

Northeast Agriculture University
University of Wisconsin – Madison
IFCN
Alltech
Alta-Agricorp
Eastrock
GEA
Land O’Lakes
SCR
Boehringer Ingelheim
Elanco
Zoetis
Avery Weigh-Tronix
Foerster Technik
Goke



Nutrition

As the world’s leading Nutrition, 
Health and Wellness Company, 
Nestlé continually invests in 
the innovation and renovation 
of its large product portfolio, to 
enhance and communicate their 
taste and nutritional value.

In order to analyze the nutritional 
value of its products, Nestlé 
has establ ished a r igorous 
m e t h o d o l o g y  b a s e d  o n 
recommendations for dietary 
intake issued by authorities 
such  as  the  Wor ld  Hea l th 
Organizat ion.  These Nest lé 
Nutrit ional Profi l ing System 
criteria are regularly  reviewed 
by teams of nutrition experts 
and product specia l ists,  to 
incorporate the latest thinking 
and developments in nutrition, 
health and wellness.
 
While continuously improving 
the nutritional value, Nestlé 
also does its utmost to ensure 
p r o d u c t s  m e e t  r i g o r o u s 
standards for nutr i t ion and 
consumer  p re fe rence .  A l l 
products must go through the 
60/40+ test with consumer 
panels where at least 60 of 
the 100 people must prefer 
the Nestlé product over the 
competitor’s. The “+” represents 
the added nutritional plus or 
benefit in the product. 
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Nestlé’s science-based solutions 
help to address the nutrition 
challenges providing products 
and ser v ices for  people at 
al l  stages of l ife and for al l 
condi t ions.  Nest lé’s  offers 
specific products providing a 
variety of nutritional ingredients 
(including micro nutrient), while 
reducing salt and sugar content 
to support consumer’s need 
towards balanced diet.

In addit ion, Nestlé act ively 
part icipates in national and 
international nutrition and health 
initiatives, including nutrition 
e d u c a t i o n  a n d  awa r e n e s s 
programs targeting children and 
seniors. 



Creating Shared Value
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Water and Environmental Sustainability
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N e s t l é ’s  g o a l  i s  t o  m a ke 
products tastier, healthier and 
more nutr i t ious as wel l  as 
better for the environment. This 
commitment for environmental 
sustainability reaches all Nestlé 
businesses, brands and value 
chains, including Nestlé 440 
factor ies around the wor ld 
( including 33 in China)  and 
millions of suppliers.

Water sustainability is one of the 
three pillars of Nestlé’s “Creating 
Shared Value”. Responsible water 
stewardship is critical to the 
future of Nestlé business. Nestlé 
continuously strives to reduce 
its water and environmental 
footprint. Factories are equipped 
with state of the art waste 
water treatment facilities and 
manufacturing processes are 
optimized to ensure natural 
resources and environment 
preservation. 



Creating Shared Value

Did you know?

F r o m  2 0 0 0  t o  2 0 1 2 ,  N e s t l é 
has signi f icant ly reduced i ts 
environmental impact despite an 
increase in production volumes: 
Water waste has been reduced 
by 57%, energy consumption by 
66% and green house gases by 
75% for every ton of products 
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Brands and Products

Nestlé is committed to providing a variety of nutritious, 
tasty and quality products to the consumers, at every 
stage of their life (from infants to adults to seniors), in 
any way they enjoy it (from ready to drink/eat to home 
cooking) and in any setting they like (from home to 
restaurants and professional catering). 

The majority of Nestlé’s business is locally branded and 
enjoys a strong credibility with Chinese consumers. 
Brands like Totole, Yinlu and Hsu Fu Chi are all leading 
brands in their respective product categories. 





Coffee

 

Nestlé invented instant coffee 
in the 1930s and NESCAFÉ the 
world’s first instant coffee brand.

NESCAFÉ was first introduced 
to Mainland China in the 1980s, 
bringing the novelty of coffee  
and setting the stage for the 
development of a local coffee 
culture.

N E S C A F É  i s  c o n s t a n t l y 
innovating, bringing Chinese 
c o n s u m e r s  a  w i d e  r a n g e 
of  coffee exper ience f rom 
m a i n s t r e a m  t o  p r e m i u m 
segments. Today’s products 
include instant coffee (1+2, Café 
Collection range and the pure 
soluble coffee), ready-to-drink 
coffee and capsule machine. 
In 2013 NESCAFÉ launched its 
Dolce Gusto capsule coffee to 
bring a new coffee experience to 
Chinese consumers. 
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Brands and Products

Ice Cream

Nestlé Ice Cream is continuously 
rejuvenating its product range 
to del ight ice cream lovers 
with innovative, fun and high 
quality ice cream. Unlike many 
competitors, Nestlé only uses 
natural colouring.

Besides the iconic cones, Nestlé 
Ice Cream offers a wide range 
of unique and differentiated 
concepts l ike 8 Cube, Moji, 
BenNaNa and the tasty milk 
stick. 
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Nestlé Infant Nutrition
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Infant milk cereal was the first 
product Nestlé provided for 
consumers worldwide. In 1867, 
Henri Nestlé, the founder of 
Nestlé Corporation, saved a 
baby’s life with the milk cereal 
he invented, starting the long 
company’s history in maternal 
and infant nutrition. 

As the industry leader in the 
field of maternal and infant 
nutrition, Nestlé knows that the 
first 1,000 days of life starting 
from pregnancy to the baby’s 
second birthday are a critical 
phase to influence maternal 
and in fant  l i fe t ime hea l th . 
Nestlé provides a full portfolio 
of products for the first 1,000 
days, including milk powder 
for pregnant and breastfeeding 
mothers, infant formula milk 
powder for all stages and infant 

cereal.  According to the typical 
development milestones of the 
first 1,000 days, Nestlé “Start 
Healthy Stay Healthy” nutrition 
education program provides 
targeted nutrition and feeding 
solutions to six crucial phases, 
inc lud ing Pregnancy,  B i r th , 
Supported Sitter, Sitter, Crawler 
and Toddler. Nestlé is looking to 
nurture a healthier generation 
together with thousands of 
Chinese families. 



Brands and Products

Wyeth Nutrition

Wyeth Nutrition was established 
in 1913 as an infant formula 
manufacturer and remained 
faithful to its roots with its 
recent integration into the Nestlé 
group.

Greater  Ch ina  is  the most 
important market for Wyeth. 
As a result, Chinese consumer 
tastes and preferences play an 
important role during product 
development stages.

43



Nestlé Water

Along with the growth of the 
country, Chinese people have 
embraced the consumption of 
bottled water. Nestlé has built up 
its presence with its own brands 
and through the acquisit ion 
of Yunnan Dashan Water and 
Waterman.

Nest lé  Waters  focuses  on 
providing quality and safe water 
through a wide range of local 
and imported brands to cater 
the diverse needs of Chinese 
consumers.
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Brands and Products

Yunnan Dashan Water

Did you know?

Yunnan Dashan recently launched 
a new range of bottles developed 
in partnership with Nestlé Greater 
China and global teams. The new 
1.5L bottle is 50% stronger than its 
predecessor, while using 21% less 
material and 23% less electricity 
to produce.

Yunnan Dashan is Yunnan’s 
l ead ing  wa te r  b r and ,  i n  a 
p rov ince  renowned fo r  i t s 
pristine environment and unique 
cultural identity.

The brand rose to  the  top 
thanks to Yunnan Dashan’s 
deep understanding of local 

consumers, its entrepreneurial 
management style and a strong 
distribution network.
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Confectionery

Nest lé  CUICUISHA,  Ch ina 
leading wafer brand, with its 
iconic yellow Shark character, 
is the most famous Nestlé’s 
confect ioner y brand in the 
country. The brand has been 
around for  18 years  which 
is quite a feat in such a fast 
changing environment. Chinese 
consumers enjoy this delicious 
snack for its perfect balance of 
chocolate and wafer, a real bite 
into happiness!

For a maximum of pleasure and 
enjoyment, Nestlé Confectionery 
also carries brands like FRUTIPS, 
as well as selected imported 
chocolate brands.
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Brands and Products
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Nestlé Health Science

Nestlé Health Science, a Nestlé 
medical  nutr i t ion company, 
was established in 2011 as a 
health-science company aiming 
to foster a therapeutic role 
for nutrition in healthcare. Its 
business area covers consumer 
care, medical nutrition and novel 
therapeutic nutrition. Today, 

the business in China focuses 
on pediatric and adult nutrition 
with the introduction of more 
and more high quality products, 
effectively changing the way 
consumers approach their health 
management. 



Senior Nutrition

With 300 million Chinese over 
55 years old in 2015, Nestle 
p r ov i d e s  S e n i o r  N u t r i t i o n 
so lu t ions  to  address  the i r 
nutrition and health concerns, 
with a range of senior formula 
milk powders providing bone, 
heart and digestion benefits. 
Meanwhile, Nestle also launched 
t h e  “ We i x i a o”  c a m p a i g n , 
engag ing mi l l ions  of  adu l t 
children to follow and show their 
daily care to parents.

Did you know?

N e s t l é  D a i r y  a l s o  i n v i t e s 
p r o f e s s i o n a l  d o c t o r s  t o 
provide free health check and 
recommendations on healthy 
lifestyle to senior consumers in 
store. Since 2011, over 6 million 
senior consumers have received a 
free health check and consultation.
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Brands and Products

Totole

Established in 1988 in Shanghai, 
Totole is China’s largest bouillon 
manufacturer. Unlike traditional 
bouillon recipes, Totole uses 
f resh ingredients inc luding 
chicken, eggs, onions and garlic. 
As a result, Totole bouillon has 
a distinctive and superior taste 
that appeals to the palates of 
Chinese consumers.

Totole operates today the world’s 
largest chicken bouillon factory 
in Shanghai.
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Hsu Fu Chi

Hsu Fu Chi was founded in 1992 
and quickly became China’s 
leading sweets and candy brand. 
Hsu Fu Chi won the hearts of 
Chinese consumers by introducing 
the ‘pick and mix’ concept, letting 
customers create and enjoy their 
own candy assortment.

The Hsu Fu Chi name quickly 
became synonymous  w i th 
Chinese New Year's sweets. Hsu 
Fu Chi built its market leadership 
by setting up early an extensive 
and sophisticated sales and 
marketing network around the 
country.
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Brands and Products

Yinlu

The origin of Yinlu can be traced 
back to 1984 in the rural village 
of Matang, Fujian province. Yinlu 
eventually focused on beverage 
and congee manufacturing and 
is recognised today as a leader 
in sterilisation and packaging 
technologies in China.

Yinlu is famous for its congee 
l i n e  o f  p r o d u c t s  a n d  i t s 
peanut milk, which is today the 

most popular product within 
Nest lé Greater  China.  Yin lu 
has remained faithful to its 
rural roots and enjoys today a 
prestigious reputation in China’s 
countryside.
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Keep connected with Nestlé

Nestlé China
www.nestle.com.cn

Purina China
www.purina.cn

Wyeth Nutrition
www.wyethnutrition.com.cn

Yinlu Foods Group
www.yinlu.com

Galderma
www.galderma.cn

Nestlé Taiwan
www.nestle.com.tw

Nestlé DFI
www.nestleDFI.com

Totole Food Ltd.
www.totole.com.cn

Sichuan Haoji
www.haoji.com.cn

Nestlé Nutrition Institute
www.nestlenutrition-institute.org

Nestlé Nutrition
www.nestlebaby.com.cn

Hsu Fu Chi
www.hsufuchifoods.com

Nestlé Waters
www.nestle-waters.cn

Nestlé Hong Kong
www.nestle.com.hk

Nescafé China
www.nescafe.com.cn

Wyeth Nutrtion Science Center 
www.wyethnutritionsc.org

Yunnan Dashan
www.dashanqy.com

Cetaphil 
www.cetaphilchina.com.cn

Website



Wechat
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Nescafé @
weibo.com/nescafechina

Maggi @
weibo.com/nestlemaggi

Hsu Fu Chi @
weibo.com/xfjchina

Wyeth Expert @
weibo.com/wyethexpert

FruiTips @
weibo.com/qumanguo

Gerber @ Gerber
www.weibo.com/GerberBaby

ilovehaoji

NestleCN

DolceGusto
NESCAFE_Dolce_Gusto

dashan96133
5 Rams Ice Cream

Cuicui sha

Nestle_CMT ylhsnn yinluhzd 

NestleDFI

Chao Ma Tuan @  
weibo.com/iamchaoma

Hua Xin Tong @
weibo.com/huaxintonghxt

Yinlu @ 
weibo.com/ylhsnn

Purina @
weibo.com/purinapurina

Cetaphil @
weibo.com/Cetaphil

Nespray

Gerber

5 Rams @
weibo.com/wuyangxuegao

Haoji @
weibo.com/ilovehaoji

CuiCui Sha @
weibo.com/cuicuisha

Nespresso @Nespresso
weibo.com/nespresso

cetaphilofficial

BenNaNa @ NANA
weibo.com/nestlebnn

Cheerios @
weibo.com/nestlecheerios

Nesvita @
weibo.com/nesvitachina

Wyeth illuma @
weibo.com/illumaclub

Nespray @
weibo.com/nespray

FruiTips

Nespressochina

Weibo
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