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SAFE HARBOR STATEMENT

This Release / Communication, except for the historical information, may contain statements, including the words or
phrases such as ‘expects, anticipates, intends, will, would, undertakes, aims, estimates, contemplates, seeks to,
objective, goal, projects, should” and similar expressions or variations of these expressions or negatives of these terms
indicating future performance or results, financial or otherwise, which are forward looking statements. These forward
looking statements are based on certain expectations, assumptions, anticipated developments and other factors which
are not limited to, risk and uncertainties regarding fluctuations in earnings, market growth, intense competition and the
pricing environment in the market, consumption level, ability to maintain and manage key customer relationship and
supply chain sources and those factors which may affect our ability to implement business strategies successfully,
namely changes in regulatory environments, political instability, change in international oil prices and input costs and
new or changed priorities of the trade. The Company, therefore, cannot guarantee that the forward looking statements
made herein shall be realized. The Company, based on changes as stated above, may alter, amend, modify or make
necessary corrective changes in any manner to any such forward looking statement contained herein or make written
or oral forward looking statements as may be required from time to time on the basis of subsequent developments and
events. The Company does not undertake any obligation to update forward looking statements that may be made from
time to time by or on behalf of the Company to reflect the events or circumstances after the date hereof.



HINDUSTAN UNILEVER LIMITED- A SNAPSHOT

FY 2015-16
NET REVENUE opflmfl'TNG NET PROFIT EPS (BASIC) CASH FROM OPS
Rs 320 bin Rs D4 bin Rs 41 bln rs 18.87 Rs D6 bin+
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80+ years in India with strong brands and leading market position across categories

Over 18,000 employees, 70 Manufacturing locations, 40+Depots, 3500 stockists 3




DRIVEN BY A CLEAR STRATEGY

A Compelling Framework

A Model Which Works
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INNOVATION +
MARKETING
INVESTMENT

A Clear Set of Goals

Consistent Growth

Competitive Growth

Profitable Growth

Responsible Growth



FY 2015-16: ACHALLENGING ENVIRONMENT

Subdued Consumer Markets* Volatile Commodity Prices High Competitive Intensity Market growth at its lowest
in a decade
$ 108 Crude Oil Weak rural economy credit negative for
$86 India's rating: Moody's
$ 49 Moody’s says almost half of the poll respondents identified shuggish reform
$ 47 momentum as the greatest risk to India's macroeconomic story
Eastern India bears brunt of rural
wage slowdown  {THE FINANCIAL EXPRESS
FY 2014 FY 2015 FY 2016 Current

Palm Fatty Acid Distillate India’s rural crisis, slowed farm growth may hurt 7.5%

GDP dream
$ 690 $723 $530 $ 600 o
& % Sluggish investments, weak rural demand
R o & to keep Q4 earnings tepid
FY 2014 FY 2015 FY 2016 Current

- *Market value growth (%); Data till June 2016  §



WE ACTED DECISIVELY IN 2015 AS COMMODITY PRICES FELL

Scenario in 2009

Commodity Prices
soften Growth of small UVvG

players
2009 Loss of market
share- not quick to

@ &
a % oy respond to RM Ma Ja se Da
| @@ l price changes

)

-58%
Driving volume led profitable growth in 2015

Commodity Prices
softgn Growth of small v Swift actions- UVG

players corrected price
2015 value equation for
%@ consumers
O
w v' Up-trading across I I
@ portfolio as we

-45% reduced prices
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DELIVERED ON OUR GOALS

COMPETITIVE GROWTH CONSISTENT GROWTH PROFITABLE GROWTH RESPONSIBLE GROWTH
Ahead of the Healthy UVG in a Expanding margins whilst Continued progress on our
market soft market sustaining competitive inv sustainability priorities

17.2%

16.3%
&
°§°Q
« x
®

Market FY14-15 J@15 SQ'15 DQ'15 MQ'1é6 FY15-16 2014-15 2015-16

FMCG growth Domestic Consumer UVG HUL PBIT Margin

L ‘ UVG - Underlying Volume Growth; PBIT - Profit Before Interest and Tax 7




SUSTAINED STRONG TRACK RECORD

130% 128% 128%

109%

2012-13 2013-14 2014-15 2015-16
Return on Capital Employed (%)

Consistent delivery at >100%

56.7

50.1 50.5

45.5

2012-13 2013-14 2014-15 2015-16

Cash from operations (Rs. bin)

Consistent delivery > Rs. 50 bln




17 HUL brands feature in the
‘Most Trusted Brands’ 2015
edition
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WINNING WITH CONSUMERS & CUSTOMERS

9 HUL brands feature in
BrandZtm Top 50 Most Valuable
Indian Brands ranking

HUL consistent recipient of
various Supplier Awards from
leading retail customers

ADITYA BIRLA

SHOPPERS STOP
FASHION & RETAIL

Best Brand of Beauty

Business Director’s Award for
Excellence in Partnership

Best Joined Business Plan Award

Best Key Account Manager



RETAINED TOP EMPLOYER POSITION

EMPLOYER OF CHOICE

DREAM EMPLOYER

&
Campus
Mid Career recruits
Women
5th YEAR in a row 7th YEAR in a row
EMPLOYER

- As per Nielsen Campus Track B-School Survey 10



CONTINUED RECOGNITION

HUL recognised as Most
Innovative Company in India

COMPANY OF THE YEAR

-
ET ‘Company I o TH
o;the thaar' MOBILE MARKETING ASSOCIATION ® . . Obl I IIO N
ward for . .
Corporate HUL recognised as the ‘Most HUL adjudged as the ‘Marketer
Excellence Innovative Marketer on Mobile’ of the Year 2015’

HUL bags Corporate
Governance
Excellence Award in
the Listed Company-

Private Sector

ASSOCHA

INDIA

HUL

HUL won Gold for our Hl‘_”‘ receives /a N
social experiment recognized as Sustainable || || sustainable
. ‘Can Kids Influence the 'Radio Gold Plus plus gold 2015
Change in our World’ Advertiser of Label for 4
the Year’ 2015

FROST

&

SULLIVAN

HUL wins the ‘Green
Manufacturing
Excellence Awards
2015’

Brooke Bond Red
Label Tea’s 6
& Pack Band wins
the Grand Prix At
Cannes 2016

HUL’s Doom Dooma
Factory won the
Greentech CSR Award

J
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STRATEGY ON TRACK AND DELIVERING

Net Sales EBIT
54
314
o O
"q‘\ *’l:b
FY 11-12 FY 15-16 FY 11-12 FY 15-16

A > Rs. 300 bln Company
~100 bln added in the last 4y

‘ All values in Rs. bln 12

20 consecutive quarters of margin expansion




REWARDED SHAREHOLDERS

Dividend Per Share (Rs.) 16
15
13
10.5*
7.5
2011-12 2012-13 2013-14 2014-15 2015-16

Approval to the scheme for transfer of General Reserve Balance to P&L Account underway

‘ *excluding special dividend of Rs. 8 per share 13




LOOKING AHEAD,
WE REMAIN OPTIMISTIC ON THE INDIA GROWTH STORY

India: Source of optimism

A Grant Thornton survey of global businesses has found that business optimisim in
India is among the top 5 in the world

Livemint =1
First Published: Tue, Feb 05 2013. 09 26 AM IST =] = & Share
US investors optimistic about Indian
economy: UK Sinha

By PTI| 14 Jun, 2016, 01.56PM IST

& PostacComment

IMF retains India’'s growth
forecast, cuts global pro_]ectlon

o ot 3.2%

India's growth pegaed at 7.5% for 2016-17. alobal ecan

BS Reporter | MNew Dalhi
Al 13, 2016 Last Updated at 00:40 15T

IMF, ADB upbeat on India growth story

31 March 2015, New Deihi, Subrata Majumnder

HOME » POLITICS FIRST FUBLISHED: TUE, APR 14 2015. D6 50 PM IST

IMF, World Bank see India growth picking up
India projected to do better than China this financial year. but govt needs to push forward the

reforms agenda
India to lead Asia's economic growth: ADB

Mew Delhi, Mar 24 (PTIly Economic growth in Asia would be led by India for the next
couple of fiscals as China is slowing down, the Asian Development Bank said

Tuesday.

14




AND POSITIVE ON THE MID-LONG TERM OUTLOOK FOR FMCG

Millennials

India's millennials to be catalyst
for consumption Business Standard

THE GENERATION THAT CHANGES EVERYTHING

29

&ém 2

World’s largest millennials

population (470+ Mn)

Increasing Urbanization

Mobile Internet penetration Premiumisation

& @ Cont% 2016 2019
.sf& " —
«&ﬁ‘ @ &%ﬁ «Lf — m Premium /23% 1.7%
& m www
@ A4 i =) 0.9%
~ ® Popular  38%
w g 2015 2019
Mass 38% -2.3%

438 Emerging Cities

6 Metropolises
Emerging Rurban

3.y, =y 47%

DESPITE SHORT TERM STRESS

15



WINNING DECISIVELY

Winning with brands and innovation

St s 1 e . e = e
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Winning through continuous improvement

Winning with people

16




WINNING DECISIVELY

Winning with brands and innovation

St s 1 e . e = e
B e L

Winning through continuous improvement

Winning with people

17



KEY THRUSTS

Innovating across the Magic and

Winning with brands and innovation 18
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INNOVATION REMAINS THE LIFELINE OF THE BUSINESS ﬁ‘g

ovely
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 Parlour ke glow, = = BB

everyday % CREAT

" o =
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FAIRNESS CREAM

2% ALITTLE TINT s

NEW LAKME LIP CARE

iz WITH A
= MAKE-UP FINISH

NEW JM
BROWNIE

MAGNUM

Drop. Boil. Sip

Winning with brands and innovation 19




BUILDING OUR PRESENCE IN NATURALS

Within the existing portfolio Extending our presence to new brands
rd- ayurvedic —

ﬁzgw/l/ N \l" ™
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@ Indulekha and St. Ives AV Winning with brands and innovation 20









DEMOCRATIZING TRENDS ACROSS CORE

Recruiting new users into Fair and Lovely Core

Faaire
lovely BB
FAIRNESS CREAM
1
MAKE -UP FINISH

BB Cream Ayurveda Powder Cream

- Winning with brands and innovation 23




STRENGTHENING THE CORE THROUGH INNOVATION AND
PREMIUMISATION

More benefits

More benefits

»
»

Rising Income Rising Income

Meeting consumer needs across price points Wi with brands and ovation 24




BUILDING BRANDS WITH PURPOSE
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Winning with brands and innovation 25
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BUILDING CRAFTSMANSHIP IN MARKETING

Through Products

Revolutionizing consumer
promos

Through various media

covm.y 4 exe e it s ree 2t cicht e e
e Heeot s b of e vor-asersd -
1y ok pir togntharwih s hek:of TIGBad Hand

Reviving art of copy with compelling
advertorial

Marketing at the Point of Sale

Winning with brands and innovation 27




BRINGING MAGIC IN MARKETING ALIVE IN E-COMMERCE

Tea & Coffee Store Home care store
= amazonin ¥ = amazonin - Q W

Hero Images of all products
on website

' Super Value
o o0

BRRL

\\NI\U UHUM’ Da Hetlo, Aprajit Kathutia Your Orders ) Shop worth '1,000/'2,000/13,000
0 ( from this store and get *250/"500/750
as Amazon.in Gift Card.

: ﬂ;\lﬁ

N
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Tea: Caﬂee“.“

Undert100 (MM
FESTIVAL
20"« 23" February

Collaborating with - k
RELISH DELECTABLE ‘ - 1 !
NEVICAN & THAI FLAVOUR, wni E com partners for

o activation &
launches

6X jump in laundry

1.4X jump in offtake & dish wash sales

Winning with brands and innovation 28




GOING BEYOND TV

Made for Web content Print Innovation Mobile Marketing

GET STYLISH
OFFICE LODKS WITH
~ 6 LAKME

== IO . i /,a'

H\ Al 12

OFfeR

OFFER [

N(upm i
HW‘ M ’m‘

Winning with brands and innovation 29




BE BEAUTIFUL- A LEADING BEAUTY PUBLISHER

2015 Data

Average Monthly Visitors
il e

(1une 2015 - une 2028

@ Average Minutes per Visit
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254,305 view

350+ Articles 100+ videos

‘ Leading tO 10X better ConverSion On E-Commerce Winning with brands and innovation 30



BRANDS INTERACTING WITH CONSUMERS VIA MOBILE

gntertainment ka pocket money

Winning with brands and innovation 31







AHEAD OF THE CURVE TO WIN IN DIGITAL

amazon.com
~—

facebook.

Google
e Onfft pper s LUX
” I m—.;ﬂﬂ

Pioneering & Holistic approach Deploying with Eco-system of
Experimenting to digital scale partners

Grow our brands
& business
sustainably

33



BUILDING CAPABILITY TO TAP INTO CONSUMER INSIGHT-
PEOPLE DATA CENTER

FEEL LIGHT
FEEL ACTIVE

Targeting right influencers Spotting new trends
with right messaging Targeting new segments

‘ Winning with brands and innovation 34




WINNING DECISIVELY

Iu THE COMPASS BiG

Winning with brands and innovation

Winning in the marketplace

Winning through continuous improvement
Winning with people

Unilever Sustainable Living Plan

35




KEY THRUSTS

Continued focus on Building Channels
Customer development of the Future Market Development

Winning in the marketplace 36



MORE THROUGHPUT FROM MORE STORES @zo)

More Stores More Assortment

More Assortment in More Stores at More Frequency

37




WIMI STRATEGY REAPING BENEFITS
LIFTING CENTRAL INDIA

; Uttar
Rajasthan Pradesh Bihar
Madhya <
Pradesh §
2
3
3
(&)

Central India growing faster than all
India, despite market slowdown

Indicative map of India

Sharply Activating Clusters through Micromarketing
Product Mix tailor-made according to consumer

preferences

38



EVOLUTION OF CHANNELS

Channel Evolution

Rise of Specialist Format

eCOMMERCE

DIGITALSHOPPER JOURNEY END-TO-END
CAPTURE ENGAGE

\ ))O((E]
Closed format large Open format .
grocer large grocer ®
Q.o ) iO°
668 { @+
COMMUNITY ECOMMERCE
Modern Trade E-Commerce
Drug-pharmacy Drug-pharmacy & beaut
P Y Y 12% of FMCG* in 2016 4% of FMCG* by 2019
*Market

D ¥



BUILDING E COMMERCE- THE CHANNEL OF THE FUTURE

Resourcing ahead of Winning across the
the curve platform

amazonin snapdedl

5%,

A/mﬁuu PURPLLE
You ety Our Pasin

Our market share in E commerce > Modern Trade > General Trade

40




MARKET DEVELOPMENT REMAINS A PRIORITY

 seED W ACCELERATE
Indict current habitas o -
inadequate Focus on winning proposition.
Education and sampling Expand aided sampling/reach
with influencers/early Increase access by launch of
adopters sachets/small packs.
P /k L =Rabiae
Body wash Green Tea Fabric Hand wash
conditioners

.._;ﬂ.xﬁh”

Ketd

s

EXPLODE
e

Introduce new variants

o

Move to Unaided Sampling
Rapidly expand distribution.

hup Facial Premium

Cleansers Shampoo

L S oh

CATEGORY PENETRATION

Drive trials through
experiential Sampling

Aggressive investment

behind trial generation
%

8X

*vs. 2014

Leading trends in new segments

41



DEVELOPING THE MARKET ACROSS CATEGORIES

Home Care Personal Care Refreshment

Home to Home Sampling Online Awareness Wet Sampling In-Store Sampling

ol 2




WINNING DECISIVELY

Iu THE COMPASS BiG

Winning with brands and innovation

Winning in the marketplace

Winning through continuous improvement

Winning with people

Unilever Sustainable Living Plan
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KEY THRUSTS

Bringing efficiencies in
ways of working

SV e a:-<aV

S ﬁ 2 "‘;/( A

SOOO®

ZERO
BASED

BUDGETING

g .

Customer service and quality
at the moment of truth

Building back-end
capabilities

Winning through continuous improvement £ /4




BRINGING COST EFFICIENCIES IN WAYS OF WORKING

Project Symphony Zero based budgeting

Responsible

\'& ....‘ . '...‘ Consistent

we W \(, —
Ounerstp Wi geiaion i oz

No Functional Silos Engagefent B

Focused on value & growth
= Decisions based on data
RRRRRRRRRRRR /@ . . .
$Vmphndny Driven by experienced bus. leadership

Making Savings a common agenda across functions

Winning through continuous improvement 45



END TO END FOCUS

Material Cost Savings* NMSCC Savings* Media Savings*
174
141
140
100 I
100
100 I

2013 2015 2013 2015 2013 2015

Media inflation savings

L ‘ *Numbers indexed to 2013, base considered 100; NMSCC- Non Material Supply Chain Costs Winning through continuous improvement 46




SERVICE AT THE POINT OF PURCHASE

Primary CCFOT Secondary CCF On Shelf Availability (MT)

115
102 113

100 100

2015 2013 2015 2013 2015

CCFOT - Customer Case Fill On Time; MT -Modern Trade Winning through continuous improvement 47




QUALITY AT THE MOMENT OF TRUTH

Consumer-Customer and Brilliant Quality Thriving quality culture and
brand led Fundamentals people
TOP FIVE FOR P
Ensure zero safety
m incidents

Qin Design Leverage IT for ¥ k

Quality L
L)Y
vVeww a
|—| Drive supplier

g qual -
Q A the Point of Sale ‘ug y Grass-root activities to improve

consumer centricity

Q mindset in the Last mile
Distributor = Retail

- Winning through continuous improvement 48



USING THE POWER OF BIG DATA AND ANALYTICS

Advanced Analytics Drive further simplification
Analytics Driven Insights
b Think End to End

s e
'-‘._‘“,'-' -4

I “,' —_ g
llll 'I — -1
allll ==

(eI

Think Tech.

Think Delight

Cross Function Linking

Indicative map of India

- I Winning through continuous improvement 49




WINNING DECISIVELY

Iu THE COMPASS BiG

Winning with brands and innovation

Winning in the marketplace
Winning through continuous improvement

Winning with people

Unilever Sustainable Living Plan
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WINNING WITH OUR PEOPLE

Flexible and Agile

YOU decide.

Flox:
rrrrrrr

MAPS

.y MATERNITY AND
PATERNITY SUPPORT

Diversity and Inclusion

]
e
rieeee

PRttt rieieeete
i hpd bbb bbb

o
Bigfioti

7 Y I

Employee Well Being

WELLBEING
WORKSHOP. THRIVE

Founder’s mentality

E OBg,
qetun £ss,
FOUNDER’S
MENTALITY

L)

51



IGNITING THE ENTREPRENEURIAL SPIRIT

BUILDING PARTNERSHIPS FOR THE FUTURE

Engagement
& Ad models
Shopper D|gm\

Marketmg

Research Eih Opal)!St
= wooplr

(G

DlG'TAL Content

Market
Creation &

EFFICIENCY

places

Suppl i
pply Chain o
Efficiency

GROFERS

Unilever Foundry

LUX  Suit
sunsik @,") iﬁﬁﬁﬂﬂﬂﬁﬂfﬁt

Fairs

) i,
sl A AP >

FilmProduction  PopularCulture  Production Houses

Television Activation Radio Digital
% | e |t | g we | B
v AN sy ) = 2
viacomf) = L 5 = .
ol | @ | | o
: [> hungama
FimESE] Siaizat mﬁm M %&'f ot BRE:E

Content Partners briefed on 14 brands
900+ ideas in the first round

Content Day
52



WINNING DECISIVELY

Iu THE COMPASS BiG

Winning with brands and innovation

Winning in the marketplace
Winning through continuous improvement
Winning with people

Unilever Sustainable Living Plan
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HINDUSTAN UNILEVER FOUNDATION

Water Conservation Crop Yield

B daad®

200 billion li . 1.5 lakh tonnes* 20 lakh*
. itlion litres . Cumulative Annual Agriculture Cumulative Person Days Generated
Cumulative and Collective Potential Production

Impact >250 Mn people by 2020 | 1 in every 5 Indians

- * Assured Figures 54




DOING WELL BY DOING GOOD
SWACHH AADAT, SWACHH BHARAT

Mass Media- Haath Muh Bum Swachh Basti

Most Viewed Campaign on YouTube
with > 20 million views Two lakh people reached through on-

> 75 million people reached ground program in Delhi and Mumbai

Two lakh people reached through pilot

- - @ Haath Muh Bum AV H Unilever Sustainable Living Plan B§






AHEAD OF THE CURVE IN INITIATING STEPS ON INSTITUTIONAL
AGENDA

High population Food gets s ‘c , C H I F S S
density & large transported Deplating Wl

resources &

cattle across global w0 }‘r HUL niftave on Fose Safety Seiences
population borders ‘ ral
=~ M = Pioneering initiative by

CllI-HUL to promote food
safety sciences (CHIFSS)

Good agricultural
practices not yet
fully adopted

Climate change

57



WE HAVE WHAT IT TAKES...

s 23

‘?:a;: g i Doyg Hamam Distribution

Huadustan Um!bww Limited @ "ﬁ‘% LAKME R I
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HINDUSTAN LEVER LIMITED

D .



THANK YOU

For More Information

VISIT OUR WEBSITE HUL INVESTOR APP

http://www.hul.co.in/investorrelations/

HUL Annual Investor
Meet 2016

HUL's Annual Investor Meet 2016 will be held
on 19 July 2016, Tuesday, at the HUL Head
Vil WINNING DECISIVELY

> View more ANNUAL INVESTOR MEET | 19 JULY 2016

Sanjiv Mehta, CEO & MD

Available on the
D App Store
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