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HEALTHIER CHOICES '

We strive to empower employees and consumers to lead healthier lives

while creating shared value for our business and local communities. & HOR/ZON ORGAN/C
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of Collaboration for Healthier Lives, a project we are co-creating with
the Consumer Goods Forum and more than 100 partners in 10 cities
worldwide to encourage healthier eating and drinking habits. For example,

As organic pioneers and the largest organic dairy brand in the
world, Horizon Organic is helping to lead the way in responsible

i 3 \ : o -3 dairy in the U.S. We work closely with farmers to prioritize
in the London boroughs of Southwark and Lambeth, Danone and retailer P. H animal welfare, promoting healthy, stress-free environments,
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environment, Horizon Organic also helps its farmer partners
to improve the soil, while offsetting 100% of the electricity
used to make its products with renewable energy credits.
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