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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.

SAFE HARBOUR STATEMENT
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PERFORMANCE IN THE RECENT PAST
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A FEW EXAMPLES OF CONSISTENT HIGH PERFORMERS
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LAUNDRY
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HAIR CARE
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TEA
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BEING RECOGNISED
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THE WORLD AROUND US IS EVOLVING
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IT’S AN AGE OF CHANGE AND DISRUPTION
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AND HENCE THERE IS A NEED FOR...
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FMCG CONTINUES TO BE A BIG OPPORTUNITY IN INDIA

Source: Nielsen as of MAT March’18
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RE-IMAGINING HUL
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RE-IMAGINING HUL
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INDIA IS A HETEROGENOUS COUNTRY
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WINNING IN MANY INDIAS (WiMI)
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CCBTs: 15 MINI-BOARDS IN ACTION
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LIBERATING THE MANAGEMENT COMMITTEE TO FOCUS 
ON LONGER TERM GOALS
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RE-IMAGINING HUL
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STRENGTHENING THE CORE
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CREATING CATEGORIES OF THE FUTURE
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MARKET DEVELOPMENT & PREMIUMIZATION
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BUILDING NATURALS

Naturals portfolio growing ~2.5X of overall HUL average
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RE-IMAGINING HUL
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BUILDING BRANDS WITH PURPOSE
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BUILDING ICONIC ENGAGEMENT PLATFORMS
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CONSISTENTLY EVOLVING THESE PLATFORMS
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BUILDING DIFFERENTIATED CONTENT
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RE-IMAGINING HUL
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GENERAL TRADE WILL CONTINUE TO REMAIN BIG
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BUILDING CHANNELS OF THE FUTURE
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RE-IMAGINING HUL
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TECHNOLOGY AVAILABLE TODAY, OPENS UP A 
LOT OF OPPORTUNITIES
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OUR DATA STRATEGY
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WE CHOSE TO DISRUPT THAN BE DISRUPTED
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RE-IMAGINING HUL: OUR VISION
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RE-IMAGINING SUPPLY CHAIN

Robotization AV
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RE-IMAGINING MARKETING
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RE-IMAGINING CUSTOMER DEVELOPMENT
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DEMAND CAPTURE

Shikhar App AV
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DEMAND FULFIL

Project Shogun AV
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DEMAND GENERATE
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RE-IMAGINING HUL
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OUR HISTORY OF SAVINGS
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GENERATING FUEL FOR GROWTH BY CONSTANT 
REINVENTION 
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RE-IMAGINING HUL
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CHANGING STRUCTURES AND PROCESSES IS NOT 
ENOUGH
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NEW STANDARDS OF LEADERSHIP
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BRINGING AN ORGANISATION WIDE CHANGE
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LEGACY OF DOING WELL BY DOING GOOD
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LED BY VALUES
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UNILEVER SUSTAINABLE LIVING PLAN
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POSITIVE IMPACT ON THE PLANET 
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IN SUMMARY



58



59

For more information & updates
For More Information

THANK YOU


