


Our Journey Continues

In early 2008, | introduced our first Corporate Responsibility

Update with a statement that is still true today: Finding
ways to become more sustainable is a critical business
priority. It is more than just the right thing to do, it is a

requirement to succeed and stay competitive.

In the two years since our first report, the world has changed
dramatically. Our company, like so many others, continues

to feel the effects of a global recession that fundamentally
shifted consumer buying habits and changed the food
industry. Despite these challenges, we continue to improve
our business practices and remain focused on becoming a
best-in-class food and beverage company. With every step
in our journey, a strong sense of corporate responsibility
remains an integral part of our efforts.

As a first step, we align our corporate responsibility
initiatives with our business objectives. As we work to
transform our business, we are committed to doing it in a
way that is right for us, right for consumers, right for our
retail customers and right for the environment.

This means becoming more efficient in the way we operate
and continuing to identify opportunities for improvement.

The bulk of our sustainability programs focus on our
manufacturing and distribution networks, where we
can have the greatest impact. So far, we have realized
millions of dollars in savings largely by reducing waste
and duplication. As we begin to apply this same focus
to our entire supply chain, we expect the result to be a
business that is not only leaner, but also greener.

We also continue to support programs that improve our
local communities. Through the Dean Foods Foundation,
we focus our giving on three key areas where we can
have the greatest impact, and which align with our
identity as a producer of healthy foods and beverages:
ending childhood hunger, promoting nutrition edu-
cation, and supporting a strong and sustainable
agricultural community. In addition, our employees
volunteer thousands of hours to charitable causes
nationwide. Our management team works closely
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with civic and business leaders to advance policy
and other initiatives that help local economies thrive
and prosper.

Today, Dean Foods is one of the leading food and
beverage companies in the U.S. and a European leader
in soy foods and beverages. Continuing our success
means making the right long-term choices for all of our
stakeholders. This year’s report is about our progress
and our plans to improve the impact we have on the food
industry, on our communities and on our environment.
We have made good progress and are proud of our
accomplishments, but we know we have more to do.

With every step forward we strive for a better,
brighter future.
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Gregg L. Engles
Chairman of the Board and Chief Executive Officer
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The Dean Foods Journey




Mapping Our Way
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The impact of our company and our products starts on the
farm, continues through our factories and delivery vehicles, and
doesn't end until we reach consumers. We trace our journey
throughout this Corporate Responsibility Report.

From the Farm







700,000 bushels
of organic and
non-GMO soybeans
seurced from
inside the U.S.




NON-DAIRY PURCHASES
We also are committed to responsible sourcing of our non-
dairy purchases.

Sugars and Sweeteners

Our sugars and sweeteners are sourced principally from U.S. suppliers.
In some cases, suppliers rely on inputs from international sources. These
sources, too, must meet our quality and sustainability expectations.

As we looked at our sugar sourcing program, we found some
opportunities to improve delivery of this ingredient. In order to deliver
sweetener to the central portion of the U.S., we transported sugar
long distances from the east or west coasts or far northern sections
of the country. By simply sourcing certain sugar supplies from Mexico,
we can more efficiently and sustainably deliver to our locations.

Orange Juice Concentrate

We are the third-largest processor of orange juice in the U.S. and
conduct in-person, on-farm inspections of our suppliers. Until recently,
the orange juice concentrate we sourced for our products came almost
exclusively from Brazil through one port on the eastern seaboard of
the U.S. While this arrangement brought a steady, high-quality supply,
the product needed to travel long distances over the road to reach our
plants in the central portion of the U.S. By supplementing a portion

of this supply with high-quality juices from Mexico, we are able to
deliver orange juice concentrate more efficiently across our entire
system and reduce freight miles by 32 percent.

From Our Other Suppliers

We made great strides in the past two years in formalizing our
Total Customer Satisfaction (TCS) framework to ensure account-
ability, commitment and quality service from our suppliers. The
framework is aligned with the Institute for Management's Prin-
ciples and Standards of Ethical Supply Management Conduct and
Principles of Sustainability and Social Responsibility. Using our
TCS approach, we choose to work with suppliers that share these
same values. To learn more about this procurement model, please
go to www.deanfoods.com/procurement.

For our larger suppliers, we began piloting a supplier scorecard
that evaluates the supplier’s performance in the following areas:
product and technology leadership, which includes questions

related to sustainability and corporate social responsibility; service
and support leadership; quality; delivery and lead time performance;
and total cost performance. Because our suppliers better understand
how they will be evaluated, we have experienced several success
stories in which strategic suppliers have come to us with innovative
ideas to pilot or explore that have helped us save money, become
more efficient and reduce our environmental impacts. Examples of
those ideas are: providing assistance to conduct water audits in
our manufacturing operations, diverting specific types of waste into
renewable energy sources, and eliminating unnecessary packaging.

We also seek to engage diverse and smaller suppliers on an
expanded level. We created a Supplier Diversity program in 2010,
and also joined the Dallas/Fort Worth Minority Supplier Development
Council and the Women's Business Council-Southwest. We have
initiated a dialogue with other leading corporations to benchmark
best practices in the supplier diversity arena. We encourage all
Diversity and Small Business suppliers to submit their company
profiles on the Dean Foods Supplier Registry website so we can
include them in opportunities to compete for our business.

Since 2008, we also have developed experience and expertise to
refine our packaging specifications to make sure that our packages
provide superior performance in protecting our products while
using only the amount of material necessary to do the job. Some
of the projects we have accomplished in the past two years
include: continued light-weighting our HDPE gallon and half-gallon
containers; requiring corrugate suppliers to utilize virgin paper
fibers produced from SFI or FSC certified forests and with 20
percent minimum recycled content; and converting to a square pail
ice cream container. The square container uses more resin, but its
impact is more than offset with transportation efficiencies. We also
require that all ingredient and direct contact packaging suppliers
maintain HACCP food safety practices. Beginning in 2010, key
ingredient and packaging suppliers are required to pursue Safe
Quality Food (SQF) Level 2 Certification.




To Our Manufacturing Plants

The Opportunity Radar
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PRODUCT QUALITY

Food safety and quality are always at the top of our priority list. The KPIs we track to
measure our quality performance are: raw milk quality attributes; Total Quality Score
(a combined measure of conformance to specification for several finished product
quality attributes); consumer complaints; and number of product recalls/withdrawals.
From the moment a tanker drives into our plant, the milk is inspected and tested by
our on-site labs to ensure it meets our high standards as well as state and federal
regulations. Then, through each stage of the manufacturing process, we work aggressively
to ensure the safety of our products and the health of our consumers. Finally, our
finished products are tested to ensure product quality and stability for the duration
of the product shelf life.

In 2008, we launched a Quality Improvement Program (QIP) in our Fresh Dairy Direct supply
chain. The goal of the program is to ensure food safety and quality standards throughout
the supply chain. As part of this program, our Directors of Quality conduct annual QIP
Assessments Audits. In 2009, we completed 21 audits; in 2010, we expect to com-
plete another 22. Additionally, each plant performs monthly self-assessments, which are
updated and reported quarterly. WhiteWave and Morningstar launched similar programs,
which included week-long assessments to evaluate laboratory, manufacturing, quality and
technical capabilities. We used the results to create a long-term improvement plan for
each facility, which we began executing in 2010.

We also conduct third-party food safety audits using standards recognized by the
Global Food Safety Initiative (GFSI). In 2009, we achieved Safe Quality Food (SQF) Level 3
certification in all our facilities—the highest level possible.

Dean Foods complies with the provisions of the Grade A Pasteurized Milk Ordinance
(PMQ) as required for the Fluid Milk Segment of the dairy industry. The PMO requires
implementation of sanitation measures throughout the production, handling,
pasteurization, and distribution of milk and milk products.

For our organic products, we comply with strict internal quality standards as well as the
requirements set forth by the National Organic Program. We are inspected by third-party
organic certification agencies accredited by the USDA, and we maintain organic system
plans. In addition, Producer Relations Managers deal directly with our Organic Producers
to help maintain our high standards. WhiteWave has significant organic management and
compliance expertise and is actively involved in growing and enhancing access to organic
dairy products for our consumers.

With all of these efforts and more, Dean Foods works hard to prevent problems before
they occur. If there is ever a concern that a product does not meet our high standards,
we remove that product from the marketplace. We implemented three Class | product
recalls in 2008 and four in 2009. We constantly work to improve our processes to minimize
similiar events in the future.




EMPLOYEE SAFETY

Improving employee safety is another goal we set for our-
selves in our last report. As our most important asset, our
employees deserve a safe and healthy work environment.

We implemented an aggressive training program to ensure
our employees are well versed in all areas of safety and
standardization, and we are piloting an incentive program
to further reinforce the importance of safety and quality in
our plants.

We monitor several safety KPls on a monthly basis. The
two most significant KPIs are Days Away rate (lost time)
and the DART (days away, restricted and transferred) rate.
These rates are computed using OSHA rates and are used
to monitor important trends in safety performance. We
are making good progress in both categories. In fact, all
four WhiteWave plants accumulated more than 4,100 days
with no lost-time accidents.

In 2009, our Days Away rate was 1.6, down from 2.1 in
2008. Our DART rate in 2009 was 4.3, down from 5.6 in
2008. While improved significantly since 2008, our DART
rate measures higher than we would like and is an area in
which we continue to focus.

Dean Foods participated in 14 OSHA inspections and paid
$45,092 in penalties in 2009. While the goal is to avoid
violations, this benchmark allows us to report progress in
future years. Toward that end, our Morningstar plant in
Sulphur Springs, Texas, already achieved the STAR
program status in OSHA's Voluntary Protection Program.

Participants in this program partner with OSHA to achieve
safety programs that exceed the requirements of OSHA
standards.

ENVIRONMENTAL MANAGEMENT

In addition to employee safety, we focus on improvements
in environmental safety. Our environmental management
system continues to be managed by our Vice President of
Environmental, Health and Safety, and is essentially the
same as we described in our 2008 report. We continue to use
the framework of the Dakota Environmental Auditing
Plan to conduct internal audits of our U.S.-based
manufacturing plants, but increased the frequency of
the audits. In 2009, we met our goal to audit at least 50
plants, up from the 24 plants audited in 2007. We also
updated and revised environmental compliance manuals
at 51 of our facilities.

In the 2008 report, we announced our plan to begin
tracking state environmental inspections in addition to
those conducted by the Environmental Protection Agency
(EPA). From 2008-2009, Dean Foods manufacturing
facilities received a total of 53 notices of violation
from 17 different state environmental agencies and
paid $225,669 in penalties. Over 60 percent of the
penalties related to violations at two facilities, and we
remedied those two situations. Because of the number
of Notices of Violation (NOV) and the amount of penalties,
we will establish a KPI to begin measuring performance in
the future.




ENVIRONMENTAL 2013 ROADMAP

Finding ways to reduce our environmental impacts and become more efficient at the same time is what our Environmental 2013 Roadmap

is all about. Since our last report, we made significant advancement in reducing our environmental impact in the three key strategic areas

G T I outlined in our 2013 Roadmap: greenhouse gas emissions, water usage and solid waste. Our employees and strategic partners use the

Roadmap framewaork to identify and respond to opportunities. Across the enterprise, reducing costs is the most important component of

our strategic growth plan, and the Environmental 2013 Roadmap plays a vital role with this plan. In both 2008 and 2009, we invested over

$300 million in capital projects, and each year a significant amount of that investment went into energy efficiency and water conservation
projects. We will continue to invest in energy and water conservation projects that also will provide financial returns for our shareholders.

- Reduced GHG per gallon
of product produced by
5.85 percent in two years

+ 2009 GHG emissions —
1.6 million metrictons

- Megawatt hours of energy —

3,444,197

2009 Emissions by Source
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Measuring and Reporting

We are proud to be included in the Carbon Disclosure
Project’s (CDP) S&P 500 Leadership Index for the quality of
our disclosures about our carbon footprint and management
strategy. In 2010, we were the only company in the consumer
staples category to be placed on CDP’s 2010 Performance
Index. View our full CDP response and search for our reports
at www.cdproject.net.

Focus on Biogas: Do It Yourself Energy

We are pursuing a number of strategies and technologies to
reduce our GHG emissions, including projects to convert biogas
into energy. At our two Garelick Farms plants in Franklin and
Lynn, Massachusetts, we completed projects to capture methane
emitted from our waste water treatment operations. The water
treatment facilities at these plants can hold approximately

5 million gallons of liquid waste. As the biological components of
the wastewater decompose, methane gas, or “biogas,” is produced.

Using grants awarded to us by the Massachusetts Technology
Collaborative, we built two biogas plants to convert the methane
gas into electricity. To accomplish the feat, we installed 10
microturbine generators that burn methane, a potent GHG, and
convert the energy produced into providing up to 8 percent of
the plant’s electricity demand. The electricity we produce offsets
electricity purchased from the electric grid. Our Alpro

business also has been focused on similar biogas projects in
Europe as part of its strategy to become carbon neutral by 2020.

Commitment to Support Renewable Energy

We have been a longtime supporter of the development of
wind energy projects across the U.S. Since 2003, our Silk

and Horizon brands have offset the electricity used in the
production of their products with renewable energy certificates.
We work closely with the nonprofit Bonneville Environmental
Foundation (BEF) not only to offset electricity consumption,
but also to offset important industry events and operations at
our Colorado headquarters. In 2008, our International Delight
brand began purchasing carbon offsets for 50 percent of the
emissions associated with its production. In addition, we
began working with BEF in 2009 to purchase the newly
established Water Restoration Certificates (WRCs) for the
water consumption of our Colorado headquarters. WRCs support
farmers in maintaining their water rights and their efforts to
keep unneeded water in the natural system while avoiding
overuse of this resource.

Partnerships

The International Dairy Foods Association® and the Innovation
Center for U.S. Dairy™ have partnered with the EPA to create the
EPA's Energy Star Challenge for the Dairy Industry. To date, we
have signed up 51 of our plants for this challenge, which sets a
goal to improve energy efficiency by 10 percent in five years.




WATER REDUCTION

- Reduced water used per gallon of
product produced by 5.63 percent
inone year

- Water used—5.5 billion gallons

- Water saved in 2009 —
350 million gallons

SOLID'WASTE REDUCTION

- Approximately 74,000 tons of solid
waste sent to landfill in 2009

- Now collecting recycling and
waste data for all facilities

- Many individual plant success
stories of increased recycling and
diversion of milk waste into
animal feed
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Emissions Reduction

Cold-plate technology
reduced GHG emissions by
18,000 pounds per truck




To Our Customers and Consumers
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Making It Better

With the establishment of our Research and Development Center in Broomfield, Colorado,
Dean Foods brings new capabilities and resources to improve the nutrition, quality, taste
and packaging of our products. The focus of our work at the Center is on improving the
natural goodness of our products. This includes increasing nutrients to encourage and de-
creasing nutrients recommended to be limited in a healthy diet. As mentioned in our last
report, our Horizon Organic and Silk brands offer products fortified with DHA, an Omega-3
fatty acid. Additionally, our Silk Light line was recently reformulated with stevia, a natu-
ral sweetener that enables a reduction in calories without compromising taste. Silk Light
comes in Original, Vanilla and Chocolate, and offers the same great taste as Silk Original,
but with half the fat and 25 percent fewer calories.

Unfortunately, too many children are drinking beverages that provide little nutrition for
their growing bodies. According to the USDA, only one in 10 girls and only one in four
boys ages 9-13 regularly get the calcium their bodies require for optimal bone health.
With products like TruMoo® Chocolate milk and our other flavored milks, we are doing
our best to change that trend. TruMoo has eight essential nutrients kids need,
including calcium, protein, potassium, riboflavin, phosphorus, and vitamins A, D and B12.
A1 percent low-fat milk, it contains no high-fructose corn syrup and is produced
without the use of growth hormones. TruMoo is being test-marketed in select
regions of the country.

Smarter Choices Through Education

We always want to provide clear and understandable information about our products and
ingredients. We post nutritional information on our corporate and brand websites and on
product packaging to empower our consumers to make nutritious choices to best meet
the needs of their families.

Since 1960, U.S. per capita consumption of milk has slowly declined due primarily to
increased marketing efforts by soft drink companies and the changing lifestyles of
Americans. MilkPEP®, the Milk Processor Education Program, was launched to effectively
communicate milk's many nutritional benefits. Dean Foods has been an active supporter
in MilkPEP's educational efforts, including the popular “got milk?®" campaign.

We also support initiatives to help consumers learn about the health benefits of soy.
WhiteWave supports the World Soy Foundation (WSF), a program of the World Initiative
for Soy in Human Health. WSF is a 501(c)(3) organization formed by U.S. soy farmers.

It partners with humanitarian organizations, public and private foundations, international
organizations, U.S. and international governments, and private individuals to deliver soy
protein and nutritional information to people in developing countries.




At Dean Foods, our employees contribute to our continued success and
provide the unique talents required to build a sustainable company.
We strive to treat all employees with dignity and respect. We also
work hard to provide them a safe environment, opportunities for
personal and professional growth, and competitive compensation
and benefits.

EMPLOYEE ENGAGEMENT

In our 2008 report, we set an objective of improving employee
retention. With several years of data and insights from a segment
of our employee population now in hand, we are gaining a better
understanding of our strengths and opportunities in the area of
employee engagement. As a result of this effort, we have
developed targeted action plans and have begun to measure
the commitment of our employees to Dean Foods. We plan to
expand the use of our engagement survey to other employee
groups, so we can continue our journey to increase the
satisfaction of our workforce at all levels of the organization.

Supervisory Training — The Foundation of Leadership

Since our last report, we have invested in developing our future
leaders. QOur training provides frontline supervisors and first level
managers with the basics of leadership, communication, delegation,
feedback and improving employee performance. These five key skill
areas are the foundation of effective leadership at Dean Foods. As our
business continues to change, learning and development will help our
employees achieve their personal and professional goals.

PERFORMANCE MANAGEMENT

An Annual Plan for Getting the Job Done
Our Performance Management Program is an annual (or year-long)
process designed to:

Establish a shared understanding of business requirements;

Define outcomes that are relevant, realistic and objectively
measurable;

Clarify the activities required to realize those outcomes;

Determine what tools or training (if any) is needed;

Minimize, as much as possible, any ambiguity about
expectations and subjectivity regarding work performance; and
Ensure that performance is appraised and appropriately
rewarded, creating a direct link between compensation

and performance.

Performance Management is a collaborative program that makes the
employee, their manager and Dean Foods partners in the success of
the company. Performance Management starts with beginning-of-year
objective setting, quarterly touch-points throughout the year, and a
year-end appraisal. After all, it's because of our employees” effort and
accomplishments that Dean Foods continues to lead the industry.

DIVERSITY

We know that a diverse workforce provides a powerful competitive
advantage in the marketplace. Each of our plants has an Affirmative
Action Plan with specific recruitment goals which are updated
annually. We have also taken steps to improve gender diversity
in our workforce. Qur approach has been multi-pronged, offering
development, mentoring and networking opportunities to women
in all functions and at all levels of the organization.

We have partnered with external organizations, such as the \Women'’s
Foodservice Forum® and the Network of Executive Women, in addition
to offering internal programs, such as Leading by Design (a three-day
leadership development program) and Leadership Her Way (a virtual
mentoring program).

Ethnicity 2008 2009

Asian/ Pacific Islander

African American

Hispanic/Latino

White
Other




At Dean Foods, we are as passionate about our community as we are about our
company. We strive to make a difference in the communities where we operate,
and we provide financial support, food and other resources to a variety of nonprofit
organizations that do the same.

Each community has unique needs. For this reason, we encourage our employees
to be active in their communities, and we empower our businesses to provide
financial help to local charitable organizations.

Through the Dean Foods Foundation, we align our giving with our core business
by supporting organizations that promote and encourage nutritious lifestyles and
educate families on the importance of maintaining a healthy diet. As a leading
producer of healthy food products, we also work with programs and organiza-
tions that aim to prevent childhood hunger and its effects, as well as to provide
hungry kids with access to healthy foods.

We also support organizations that teach at-risk children and youth the importance
of maintaining a nutritious diet. In addition, understanding that a healthy food supply
depends on the well-being and stability of our nation’s farm system, we partner with
organizations that promote responsible agriculture.

We focus our efforts nationally and in Dallas, our headquarter city. Qur philanthropic
efforts are influenced by a set of guidelines designed to ensure that the dollars
we give have the greatest possible impact on our communities. Some of our
current community partners are:

Nutrition Education
March of Dimes®
Children's Medical Center Dallas®
Genesis Women's Shelter, Dallas

Hunger
Feeding America®
North Texas Food Bank®
Community Food Share®
Notre Dame School of Dallas

Responsible Agriculture Growing Gardens

National FFA Foundation
Farm Aid®
World Soy Foundation

Many of our facilities support local hunger relief organizations in their communities
with donations of product and often cash. At the corporate level, we are a national

partner of the Feeding America network of food banks. Prior to 2010, our giving
to local hunger organizations was not centrally tracked so we do not have accurate

estimates of the amount of product donated. In 2010, we estimate that we will
donate more than 10.5 million pounds of product to Feeding America nationally.
In future reports, we will track these figures across our network.

Volunteerism

We are proud of our employees’ efforts in their local communities. From holding
corporate office volunteer days to empowering our manufacturing facilities to
participate in local fundraising events, we encourage our employees to continue
giving back to their communities.

Disaster Relief

When disaster happens, our employees want to help. We encourage this spirit
of giving by matching dollar for dollar the personal contributions they make to
major relief organizations. Sometimes disaster happens in the very communities
where we operate. In those cases, we take care of our employees’ immediate
needs first, and then respond to the needs of the larger community with
donations of product and logistical support, such as trucking and refrigeration.

THE NEXT STEPS IN OUR JOURNEY

In creating our first Corporate Responsibility Report in 2008, we established
processes and databases to help us measure and transparently communicate
our progress in managing our social and environmental impacts. With our 2010
report, we hope we demonstrated that those efforts served us well at every

step of our journey toward sustainability. We are confident that developing and
refining these methods keeps us on a steady path toward transforming our
company into a best-in-class food and beverage company.

We are proud of the work we have accomplished in identifying and responding to
opportunities to reduce our environmental impact, but we still have much to do
to achieve our goals. We are excited for the challenge and up to the task, and we

look forward to sharing the next chapter in our success story in our next report.

For additional information about Dean Foods Company, including financial
information, press releases, annual reports, position statements, GRI Index,
and our Carbon Disclosure Report and previous responsibility reports, visit
our website at www.deanfoods.com.
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