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Nestlé in the Netherlands
The Dutch headquarters are in Amstelveen. In addition, Nestlé has a production plant in  

Nunspeet which produces baby food for the Dutch and European market.

Nestlé 
in brief
Nestlé is the world’s largest food com-

pany and leader in the field of Nutrition, 

Health & Wellness. The current CEO of 

Nestlé, Paul Bulcke, is originally from  

Belgium. The headquarters are in Vevey, 

Switzerland, where Henri Nestlé founded 

the company in 1866.

Over 339,000 employees 

worldwide.

85.5 billion euro turnover 

worldwide in 2014.

Established in almost every 

country of the world and 

available in every country.

1 billion Nestlé products 

sold every day.

Nestlé is the world’s 

largest company in 

Research & Development 

in the food industry. Around 5,200 

specialists are working continuously on 

better and more innovative products, for 

example by reducing salt, and using alter-

natives to sugar and fat.

Worldwide, Nestlé produces thousands of 

different products. Well-known brands in 

the Netherlands include:

Nescafé, Maggi, chocolate such as KitKat 

and Bros, Nestlé baby food such as 

Nestlé PyjamaPapje, water including San 

Pellegrino and Vittel, and Nestlé Purina 

Petcare with brands like Felix, Bonzo and 

Purina One. With our mission Good Food, 

Good Life, we aim to make high-quality 

products. Products that can be consumed 

throughout the day by young and old. 

Products that people can enjoy.

In the Netherlands, Nestlé has 

approximately 900 employees.

Turnover of Nestlé Netherlands 

in 2014: 505 million euro.

CEO of Nestlé Netherlands is

Marc-Aurel Boersch.

Nutrition and health
We aim to encourage our consumers to 

make sensible choices, for themselves  

and for their family. Good Food, Good  

Life is the promise that we make every 

day, all over the world: a higher quality of 

life due to good food and beverages, at 

any time of the day and for a lifetime.  

The core values of pleasure, balance  

and understanding are inextricably linked 

to this.

Nutrition also plays an important role in 

our Creating Shared Value principle, 

with which we aim to create value for the 

environment in which we operate as a 

company. Nutrition is the reason of our 

existence. We want to offer our consumers 

nutritious products with genuine health 

advantages and invest in innovation to 

make this affordable and accessible for 

everyone.

http://www.nestle.com/csv/what-is-csv
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Nutritional value of our products

Good nutrition and pleasure are inextricably linked to each other. We assess the nutritional 

value of our products using methodology based on the recommendations by authorities 

such as the World Health Organization (WHO). This is known as the Nestlé Nutritional 

Profiling System. With this system, we are responding continuously to the latest knowledge 

and developments in the field of nutrition, health and wellness. 

We understand that consumers who are looking for healthier food do not want to make 

concessions on taste. Therefore, our product range is evaluated regularly by means of our 

60/40+ tests carried out by consumer panels, in order to improve the taste and nutritional 

value. This ensures that our products meet certain standards for nutritional values and 

consumer preferences.

Innovation and renovation

Nestlé is the world’s largest food R&D 

organisation. Specialists are continuously 

innovating and improving products. For 

example, they work on reduction of salt 

levels and investigate alternatives to sugar 

and fat.

For the development of our products, 

we rely on scientific research. Some 

5,200 employees (70 nationalities) work  

at 34 R&D centres all over the world 

(3 scientific research centres and 31 product 

and technology centres). Every year, Nestlé 

invests over 1 billion euro in R&D.

What do we mean by 60/40+?

60/40 relates to obtaining 60% of taste preferences from a group of consumers in  

a ‘blind’ panel test alongside the products of our major competitor. The + refers  

to the analysis of the nutritional value of the product. The aim is to achieve a  

nutritional value equal to or better than the international criteria for foodstuffs like 

sugar, saturated fat and salt.

Less salt

Nestlé is aware of the high salt intake of consumers, and its consequences for health.

Since 2005, Nestlé has been working hard to reduce the amount of salt in food. In 2012, 

Nestlé recipes contained 14,043 tonnes less salt compared to 2005. In the next three 

years, we will reduce salt content by at least 10% in products with a relatively high sodium 

content. In the Netherlands, we will make this reduction particularly in our Maggi and  

Wagner brands.

25%* in Maggi light bound gravy with herbs  

        
  (naturel, garlic and beef)

�
25%* in Maggi vegetables broth

25%* in Maggi chicken broth

33%* in Maggi beef broth

Salt reductio
n

2007     2012           2014

* percentage reduction compared to comparable stock products

Conscious eating
The core values ‘pleasure, balance and understanding’ are reflected in all 

products and communication of Nestlé. In order to make these values more 

tangible, we developed communication materials around the theme Conscious 

eating for dieticians and their clients. 

Create awareness about nutrition

Awareness about nutrition is the main focus of these materials. 

Attention is given to for example reading the label, the right amount 

of vegetables on your plate, eating with your senses and preparing a 

meal with leftovers.

Themes

Different theme cards give attention to subjects that Nestlé finds important. 

They provide tools for the dietician to talk with clients about subjects like 

‘Less salt’, ‘The label’, and ‘Portion guidance’. 

Concise tips and the use of tools like the season vegetable calendar, help to 

apply the information in daily life. For example, it is visualised what a portion 

of 200 grammes of vegetables looks like on your plate, what herbs you could 

use to replace salt, or what you should be aware of when reading a products’ 

label.

In addition to the theme cards, we published a product brochure with a selection from the product portfolio, which informs the dietician of 

Nestlé’s products and its nutritional value. Over 1,300 dieticians receive updates from this campaign and in 2015, practice assistants will 

receive the brochures as well. New theme cards will also be developed, to address subjects like sustainability, hydration and sugar as well.

Rational advertising & 
marketing

As the world’s largest food company, 

we have a responsibility to promote 

our products in a way it encourages 

balanced consumption, especially 

among children. This is also one of our 

Corporate Business Principles. We 

do not carry out any direct advertising 

or marketing aimed at children under 

7 years of age. Advertising aimed at 

children between 7 and 13 years of 

age remains restricted to products with 

a nutritional profile that helps follow 

a healthy, balanced diet, including 

maximum values for ingredients such 

as sugar, salt and fat.

is added at home: while 
cooking or at the dining table. is already present in the 

products we buy. The most 
important sources of salt in 
Dutch nutrition are bread, meat 
products and cheese. There’s 
also a lot of salt in ready-to-eat 
meals, pizza, soup, sauces and 
savoury snacks.

5,200 employees

Nestlé invests over 
1 billion euro per 
year in R&D.

34 R&D centres

http://www.nestle.nl/nhw/etenmetaandacht
http://www.nestle.nl/nhw/etenmetaandacht
http://www.nestle.com/aboutus/businessprinciples
http://www.nestle.com/csv/nutrition
http://www.nestle.com/csv/nutrition
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Alliances

In order to achieve our objectives in important areas such as science, health and corporate 

social responsibility, alliances are essential for Nestlé.

Nestlé cooperates as a partner with:

•	 The Dutch Academy of Nutritional Scientists (NAV)

•	 The Dutch Association of Dieticians (NVD)

•	 FNLI ‘Taskforce Zout’: this working group, an initiative of the Dutch Food Industry  

 Federation (FNLI), aims at salt (sodium) reduction. It encourages actions to lower  

sodium levels in foods. Nestlé is one of the partners signed up to this initiative.

Good to know
•	 On a global scale, 98% of our products for children reached the Nestlé Nutritional Foundation criteria in 2014.

•	 By 2016, we will reduce the amount of sugar, salt and fat with another 10% in all relevant products that do not yet 

meet the Nestlé Nutritional Foundation.

•	 In 2014, Nestlé was included in the top three of the Access to Nutrition Index.  

•	 Maggi is touring in the Netherlands with Koken 

& Co, a campaign to inspire consumers  

with dinner variations.

•	 Nestlé is mentioned on the ‘Voeding  

Vooruit’ Platform of the Dutch Food  

Industry Federation (FNLI). There, we  

show our initiatives in the field of nutrition,  

health and wellness, with concrete  

examples. 

   

http://www.fnli.nl/taskforce-zout.html
http://www.accesstonutrition.org/global-index-2013

