Winning in the New Decade
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W India’s Largest FMCG Company
Hinduwstan Undover Limitod

130+years | 5"Largest | Top1s | 40BN

of proud history in India Foods & HPC company
by market capitalisation of G I.O bauy 9% CAGR

%6.5 Tn In last decade




' Bl Our Distinctive Strengths

1. Purposeful Brands and Wide Portfolio

2. World classR&D

3. Extensive Distribution and Agile Supply Chain

4. Future-fit Talent and Organisational Culture

5. Sustainability atour Core
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W Purposeful Brands

Hinduastan Undlower: Lmited

50 Bn+

in India’s 100 Most
Trusted Brands

210 Bn+ @:;5 D_o:/e POND'S CLINIC LUX_ (e

25 Bn+ [lrE? LAKME Pears @ ©mforl (), Sunught New Brands added

" KWALITY WaALL'S" in the last deche



Skin Cleansing Skin Care

Hair Care

Fabric Wash & Care Dishwash

Health Food Drinks -
Nutrition

Ice cream

& - ."d-\‘:
-r“_-_--\x\ ‘ 0

Oral care Color Cosmetics

Surface and Toilet
Cleaners

Coffee

Talc and Deos
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Categories

>80%

Category
Leadership

9/10

Indian households use
one or more of our
products every day




Portfolio Transformation

2020-21
2010-11

45K

Sales

HC

Covering white spaces through Mergers & Acquisitions

FY17 FY19 FY21 FY21

Yr1Sales: ¥0.8 bn Yr1Sales: ¥0.3 bn Yr1Sales: T 47.5 bn Yr 1Sales: 0.5 bn p



Patents globally

>10%

Demand captured
digitally

Lqrgest FMCGR&D >5,000 scientists Globally, 550 In India Access to 18 R&D centres

in India >100 PhDs & Post Docs in India across Unilever global network

30%

Flexible capacity

29 owned Factories |

1150+ material suppliers

26 Distribution Centres*
~ %300 bn Procurement spends * Excluding nutrition g

40+ manufacturing Partners



21 ,000 Strong workforce |
Digitalfirst mindset

Diverse & Inclusive

2200 BpS Improvementin

manager gender balancein last
decade

High performance
culture

Experimentation
Pioneering

Employer of Choice for 12 years in a row
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Harnessing the power of

Y Differentiated structures and capabilities

Empowered teams

%% CCBT

16 mini boards -

responsible to deliver in-year
results
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Sustainability at our Core : Key Highlights

&

>154 million

people have been reached through our Water,
Sanitation and Hygiene (WASH) initiatives, in India

o7& >1,50,000 p
' waste collected and safely disposed
‘ * since 2018 A

ENVIRONMENT

Shakti entrepreneurs empowered

tonnes post-consumeruse plastic SOCIAL tlf;rough the Shakti programme by end
of 2020

HEALTH &
WELLBEING

. , ~6million
>1.3trillion 5Suvidhacentres peorta meched though

of water potential cumulatively
created through improved supply and
demand water management

setup in Mumbai slums to provide clean toilets,
drinking water and laundry services

*till financial year 2019-20 10



Consistent growth

X450,

FY 2021 turnover

9%

CAGR growth

#1 rmce Company in India

Profitable growth

25%

FY 2021 EBITDA margin

>1000 ...

margin improvement

i Consistent high performance over the past decade

Hinduastan Undlower: Lmited

Long term value creation

10X

Market Capitalisation

#5 in India by Market Cap

Top 15 Foods & HpPC Company Globally by Market Cap
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ot India : Poised for growth

Hinduastan Undlower: Lmited
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India : One of the fastest growing economies

St o e e e Huge headroom for Significantpotentialin
grap growth in FMCG rural
2025 Low penetration
MFD [ 25
Rural
FaceWash |
Affluent (1020 tac pw Bodly Lotion

Aspirers -10tacpa
Strugglers 15 acpa

Washing Liquids |

Dishwash Liquid |
A
2

Share of po’b/u lation

Share of FMCG consumption

Hair Conditioner

Body Wash

Low FMCG per capitaconsumption

Upward income mobility | (® Y a

Large working-class population
X 2X 3X

Source : CEBR, World Bank, IMRB, Nielsen, GOl census 13
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MILK | WHEAT | VITAMINS

= Rejectlabels | | = Healthier products, priorities | || = Reconnectwithone’sroots
' 5 & lifestyles :

= Greatersenseofself-worth || | = Extendsbeyondphysical || =  Spiritofa‘newlocalism'
' ] health |

= Embracetheunconventional | | [{* Immunityandresiliencein | | =  Homegrown versions of
| | adversity modernity

.............................................................................................................................................




LAKME
FASHION
WEEK _g

- Digitally fueled lifestyle

= ‘Tech-celeration’ of consumer

= Greenawakening

= Earth Positive, Nature Positive
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Purpose

istomake
sustainable living
commonplace

~

is to be a leader in sustainable business. We will demonstrate
how our purpose-led, future-fit business model drives superior
performance delivering consistent, competitive, profitable and
responsible growth.

Our Vision




Compass Commitments

Climate

action

Improve the
health of the planet

Protect and
regenerate nature

Waste-free

world

Improve people’s health,
confidence and wellbeing

Positive Health and
nutrition wellbeing

Equity, diversity
and inclusion

Contribute to a fairer,
more socially inclusive world

Eliminate fossil
fuelsin cleaning
products

N 13 22

O

P 4

100% sustainable
sourcing of our
key agricultural

crops

Bl J15 oiwe

Become 100%
plastic neutral

=

QO

Double the number of

Accelerate diverse
representation & inclusive
culture across organisation

GENDER 10 REDUCED
EQUALITY INEQUALITIES

-~
@1 =)
v

Raise living
standards

Reskillor upskill all
employees to make
them future-fit

8 DECENT WORK AND
ECONOMIC GROWTH

o

products sold that deliver

positive nutrition

GODD HEALT IPARTNERSHIPS
3 AND NELL-I:?IHG 17 FOR THE GOALS

Ensuring alivingwage orincome
to everyonedirectly providing us

e | &

Leverage the power of brand
communications to promote
health behaviour change

6 CLEAN WATER
AND SANITATION

with goods & services

1 NO 8 DECENT WORK AND ln REDUCED
POVERTY ECONOMIC GROWTH INEQUALITIES
e o o /\/‘ -
i | of | =
v




U Five strategic choices

Hinduastan Undlower: Lmited

1. Developing our portfolio

2. Win with our brands as a force for good, powered by purpose and innovation

3. Lead in the channels of the future

4. Build differentiated structures and capabilities

5. Build a purpose-led, future-fit organisation and growth culture

Operational Excellence

Impactful Design for Purposeful Fuelfor
innovation channel brands growth




Market Development

What's in Horlicks?

ek &

Calclum - Iron + Vltumlnc

OUR k
" BEST SOAP ~ | - ~3
FOR GLOW / | % [‘-

UX

milk p nach Omnge {

Superior Products | Effective More users | More usage | Upgrading consumers to
Communication | WiMI More Benefits higher order benefits

20



"Il Growing the Core

Co.rrfmunlc.atlon WiMI Play
driving salience

Superior Product

mfg.?) (E',:,'zy)
—LIFEBUOY— -

THE WORLD'S 1°7

TO REPORT ITS HANDWASH AND SANITIZER

ARE OVER 99.9% EFFECTIVE'
AGAINST THE COVID-19 CORONAVIRUS

Different product mixes &
communications

*as per lab test

Lifebuoy : Extending leadership position in India
brand, #1 Hygiene brand in Skin cleansing, #1 Hand Sanitizer brand




Persuasive communication|
Access packs | Sampling

Addressing keytriggers &
barriers

Just
Shampoo’

Shampoo + Dove
Hair Fall RPescue

Conditioner

Indicting current habit |
Explaining benefit | Education

22



indulekha
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Upgrading consumers to higher order benefits

Premium Beauty Business Unit

3 - X -\ i &?‘ = g: ~
' S Sepe =
choose clean beauly EEEREEANFEY
be kind to your skin s

Nourished hair, glowing skin

& a little love for the planet. | a

Built for digitally native & affluent consumers

23



2. Win with our brands as a force for good, powered by purpose and innovations

Un-stereotype HolisticHealth

World class technology Product superiority Purpose drives growth

VIM BAR BENEFITS

PEPSODENT
GERMI CHECK+

MOUTH
RINSE LIQUID

c:’ f Pepsodenf.

: Vim Bar removes tough stains

| GERMI CHECK+
‘ ooooooooooooooo
T
/ FiouTs | A LEMON FRAGRANCE
99.9¢ VA
\ . s z P
\ Wi

Vim Bar has a refreshing Taste OfTOgetherness 2

lemon fragrance

ot eat anything

~
-~ /
- -
- - Don
- == after rinsing for half
- = an hour
- -
- -
4 S

With Power of 100 Lemons*,
Vim removes grease faster

1o claaning benefit of 100 lemons.

24



GLOW SCIENCE

MULTIPLE DIMENSIONS OF GLOW

EEEEEEEEEEEE

Get glowing skin with
every wash

L AKNMESSrS5 PRIMER - MATTE LIPSTICK ;

REINVENT

25
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indulekha
oy A

\ ) A FRUIT FAGAL LK GLOW I 15

-

CLINICALLY PROVENTO
CURE DANDRUFF*

fited ith
dhln Plums

KERATIN SMOOTH
HAIR SERUM s

( WiTH
B CAMELLIA OIL

Leveraging Neuroscience Impactful Innovations

26



Purpose drives growth

Positive nutrition

v
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Bridging India’s Nutrient
Deficiency

People positive

Rajeshwari was not
pretty enough for her
would be in-laws.

To us, she is beautiful.

Dove
s 4
Look for the beauty.

Not the flaws.
#StopTheBeautyTest

Positive and
Inclusive Beauty

Planet positive

3\ On'
ti;lns - Planet

N\

Superior Performance with
Lesser Chemicals

27



3. Lead in channels of the future

Digitising General Trade AcceleratingeCommerce New routes to consumers

& SHIKHAR -

e
CLIMATE PROTECTION SHAMPOO

4% OFF : 3 :I

O 5= v — =

SHOP BY CATEGORY

Digitised demand capture > 10% of the business



= @ SHIKHAR ¥ @ Anytime Ordering

Q, Search Products j[lE \9;

n 515 stores in your area placed order last
week

@ ¢ . .

! upto | | Transparent Pricing
4<% OFF B4 F 3 I

Q = e . .
SHOP BY CATEGORY ‘@ O n -tl me D e llvery

Guaranteed Returns

EasyNo/Low Cost Credit

Rapid Scale-up: 600K stores | 10%+ Orders on Shikhar



Accelerating Pureplay and Omnichannel eCommerce

Design for Channel Content that converts Flawless execution

I \kisens: @nfort
D50 A\

' COMFORT - =

o

\ n«-.-n-q . W.wr"j

eCommerce 2x contributioninJQ21 vs JQ'20



New routes to consumers

Taking premium brands D2C

-—
LAKME | W(
. ’ =
UR
CLORARAIEY

dermalogica

“r 7

; Endto End
engagement

Content Sampling &
A@E)

Hubs Experience

H BEAUTIFUL.
7' »fﬂ —_ GO-
@ S5 = = |&  SKINCARE

—
GET SET'# =
CLEAN = 200w

Directto
Consumer




*’
Hindustan, Unlever: Limited

4. Build differentiated structures and capabilities

Reimagine HUL: Journey to an Intelligent Enterprise

Yesterday Tomorrow

Data, Tech &
Analytics

T

Sales

From Traditional Linear Value Chain to Non-Linear and Inter-connected Ecosystems

32



Lt AV: Re-imagine HUL
Hindustan Undever Limited

D AV : Reimagine HUL

33



5. Build a purpose-led, future-fit organization and growth culture

Agile & Future-Fit
Organization

Truly Inclusive Culture to Outperform

TALENT
ECOSYSTEM

#unstereotype the workplace

FOR EVERYONE.

Future proofing skills s e h k
. o o gnitingthe TUMAN SPAr
Ways Of Worklng Microcosm Of Indla for a better business & a better world

Delivering the Today. Transforming the Tomorrow

34



In Summary

OurVision Growth

mindset

is to be a leaderin sustainable

business. We will demonstrate

how our purpose-led, future-fit
business model drives superior Long term

performance delivering value creation
consistent, competitive,

profitable and responsible

growth

High performance Distinctive
anatomy capabilities




