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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.



FY 2015-16: ACHALLENGING ENVIRONMENT

Subdued Consumer Markets*
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Volatile Commodity Prices

Crude 0Oil
$ 108
$86
$ 47 $51
FY 2014 FY 2015 FY 2016 Current

Palm Fatty Acid Distillate

$ 690 $723 $570

EX X

FY 2014 FY 2015 FY 2016 Current

High Competitive Intensity

Rural growth at its lowest in
a decade

Weak rural economy credit negative for
India’s rating: Moody's

Moody's says almost half of the poll 1espondents identified sluggish reform
momentum as the greatest risk to India’s macroeconomic story

Eastern India bears brunt of rural
wage slowdown  {THE FINANCIAL EXPRESS

India's rural crisis, slowed farm growth may hurt 7.5%
GOP dream

Sluggish investments, weak rural demand
to keep Q4 earnings tepid

3
*Market growth (%)



WE ACTED PROMPTLY IN 2015 AS COMMODITY PRICES FELL

Commodity Prices
soften
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DELIVERED ON GOALS

COMPETITIVE GROWTH

Ahead of market

CONSISTENT GROWTH

Healthy UVG in a soft
market

PROFITABLE GROWTH RESPONSIBLE GROWTH
Expanding margins whilst Continued progress on our
sustaining competitive investment Sustainability priorities

HUL PBIT Margin

5
UVG - Underlying Volume Growth; PBIT - Profit Before Interest and Tax



PROGRESS ON SUSTAINABILITY PRIORITIES

IMPROVING HEALTH

AND WELL-BEING

> 65 MILLION

people reached through Lifebuway
Handwashing Programme

>70 BILLION

litres of safe drinking water
provided by Pureit in India, till date

Approximately

1,60,000

people have been impacted
through Domex Toilet Acadermy [OTA|

DTA has helped build over

30,000

toilets in Indian households

100%

of our children's Frozen Desserts
and Edible lce 'Paddle Pop’ portfolio
in India contains 110 kilocalones

or fewer per portion

D .

REDUCING
ENVIRONMENTAL IMPACT

REDUCTIONS IN
MANUFACTURING'

42% 48% >92%

in CO, emissions  in water usage  in disposed waste

> 200 BILLION

litres of water conservation potentizl created
by Hindustan Unilever Foundation partnerships

398

tea estates certified as sustainable estates
ty Rainfarest Alliance and Trustea in India

100%

tornatoes, used in Kissan Ketchup,
sourced from sustainable sources

ENHANCING
LIVELIHOODS

Project Shakti
network has empowered nearly

70;000 Shakti Ammas
48,000 .......

>2 LAKH

youth benefitted through
Rin Career Ready Acadermy

1,38,000

people benefitted from
Prabhat’s programmes

v
*vs. 2008 baseline



SUSTAINED STRONG TRACK RECORD

130%  128%  128%

109%

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

4 consecutive years >100%

56.7

50.1 50.5

45.5

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

Cash from operations (Rs. Bln)

3 consecutive years >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
BrandZrv Top 50 Most Valuable
Indian Brands ranking
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LAKME

HUL consistent recipient of
various Supplier Awards from
leading retail customers

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

DREAM EMPLOYER

®
Campus
Mid Career recruits
Women
N
5th YEAR in arow EMPLOYER 7th YEAR in a row

9
- As per Nielsen Campus Track B-School Survey



CONTINUED RECOGNITION

Forbes | 2015

s | MMA oo
ETC crye
ofthe Year” odtl Mmobilion

MOBILE MARKETING ASSOCIATION

Award for . y
Corporate HUL recognised as the ‘Most HUL adjudged as the ‘Marketer
HUL recognised as Most Excellence Innovative Marketer on Mobile’ of the Year 2015’
Innovative Company in India
HUL

HUL won Gold for our "'L_”- receives 7 \

HUL bags Corporate social experiment recognized as Sustainable || | sustainable

Governance ., “Can Kids Influence the ‘Radio Gold Plus plus gold 2015
ASSOCHA Excellence Award in Change in our World’ Advertiser of Label for ) ;
e the Listed Company- the Year’ 2015 N/

Private Sector

Kan Khajura
Tesan wins the
Spikes Asia 2015
- Grand Prix

FROST HUL wins the ‘Green
@” Manufacturing

Excellence Awards
SULLIVAN 015"

HUL’s Doom Dooma
Factory won the
Greentech CSR Award

J
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STRATEGY ON TRACK AND DELIVERING

Net Sales

31,425

FY 11-12 FY 15-16

A > 30,000 Crore Company
~10,000 Crores added in the last 4y

ol :




REWARDED SHAREHOLDERS

16
15 Particulars 2014-15 | 2015-16
Dividend Per Share 15.0 16.0
Interim 6.0 6.5
Final 9.0 9.5
No. of Share (Crs.) 216.35 216.39
201415 2015-16 Total Dividend Outflow* (Rs. Crs.) 3881 4140

Dividend Per Share

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

12
‘ * Including Dividend Distribution Tax




HUL: WINNING DECISIVELY




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 PTl| 14 Jun, 2016, 01.56PM IST

@ Ecostacomment

IMF retains India's growth
forecast, cuts global projection

India's growth pegged at 7.5% for 2Z016-17. global economic expansion estimated at 3.2%

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

IMF, ADB upbeat on India growth story

31 March 2015, New Delhi, Subrata NMajurnder
B E | =3

HOME » POLITICS FIRST PUBLISHED: TUE, APR 14 2015. D& 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 (PTIl) 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.
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AND POSITIVE ON THE MID-LONG TERM OUTLOOK FOR FMCG

Millennials Increasing Urbanization Mobile Internet penetration

India's millen.nials to be catalyst &
for consumption Business Standard

THE GENERATION THAT CHANGES EVERYTHING ‘Lﬁ_ @ % @ &

&£ = A\

: .5‘»5;“ ' WWwWw
i & & 1K
@ [ o

& 2015 2019

438 Emerging Cities
World’s largest millennials 6 Metropolises 34% ‘ 47%
population (470+ Mn)

N

Emerging Rurban

Premiumisation

Cont% 2016 2019

Premium /23% 1.7%
=) 0.9%

Popula

MaSS 38% '2.30/0
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OUR STRATEGY REMAINS UNCHANGED

A Compelling Framework A Model Which Works A Clear Set of Goals

| « Consistent Growth
UnileverSustainable Living Plan{USLP)

| / sah \ PROFITABLE

VOLUME oUR BRANpg
Winring with Brands & Winning inthe SR « Competitive Growth
Innovations Market Place
The LC
Compass = Ll

Winning through Winning with
continuous improvement People

\ Sy /

* Profitable Growth

\ UnileverSustainable Living Plan (USLP) )

* Responsible Growth

INNOVATION +
MARKETING
INVESTMENT

N w



WINNING DECISIVELY

Winning with brands and innovation

Winning through continuous improvement

Winning with people

17




WINNING DECISIVELY

Winning with brands and innovation

1]
H

Winning through continuous improvement
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Winning with people

18



KEY THRUSTS

Innovating across the .. Magic and
. Driving the Core 9
portfolio 9 Craftsmanship

Winning with brands and innovation 19




INNOVATION REMAINS THE LIFELINE OF THE BUSINESS
’ N 2
' Parlour like glow, ‘;'i? ——y LBBy

» . CREAM
everyday D s

; o =
DOI/(' IQI
| | @

FAIRNESS CREAM

"\ ALITTLE TINT s

NEW LAKME LIP CARE

| WITH A
= MAKE-UP FINISH

LAKME

REINVENT V| VLUpoaRe

NEW MAGNUM
BROWNIE

MAGNUN

Drop. Boil. Sip

Winning with brands and innovation 20




BUILDING OUR PRESENCE IN NATURALS

Within the existing portfolio Extending our presence to new brands

- ﬁ%w/t/ S —— ?
SF . . i 3 indulekha
\ X
« | 1 "‘/‘“ ; - -, = - Y |
v by |
4

@ Indulekha and St. Ives Av Winning with brands and innovation 21



STRENGTHENING THE CORE

Surf Excel Clinic Plus

W et g cng s, o ek
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Red Label

Winning with brands and innovation

22



STRENGTHENING THE CORE THROUGH INNOVATION AND
PREMIUMISATION

More benefits

More benefits

e - g
{1y =
FCLIN'C
PLUS B \

Rising Income

»
»

Rising Income

Meeting consumer needs across price points Winning with brands and immsation 23




BUILDING BRANDS WITH PURPOSE

> - .
ety

FOUNDATION

tirst tran’sgender band
AR ’

'
D 0?’9 Let's break the rules of
‘ beauty

@ Llfebuoy Chamki and Red Label AV Winning with brands and innovation 24



BUILDING CRAFTSMANSHIP IN MARKETING

Through Products

= !

'FREE

Revolutionizing consumer
promos

Through various media

Sy ol e vy b o T
oy o e cue wi et ik ot
Hoeot e o

S ) LT

Reviving art of copy with compelling
advertorial

N
OUP-A-S Pt
00y IN 1 MINUTE %

Marketing at the Point of Sale

Winning with brands and innovation

25



MAGIC IN MARKETING ALIVE IN E-COMMERCE

Hero Images of all products on Thematic Banners resulting in 2X Collaborating with E commerce
website click rate partners for activations & launches

/—/
— B

RELISH DELECTABLE
MEXICAN & THAI FLAVOUR
WITH KNORR SUPS

Savour them in tWo.attractive bowls
Take them home for free!*

Q\‘Nm DHULA 9[4[ -
A 10% o
ON HOME CARE COMRO

BTN >

8005 330t R v .1 0 Y
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Winning with brands and innovation 26




HARNESSING NON TV

Made for Web content Print Innovation Mobile Marketing

3% (0T JON SINEI @V IR
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(.ll? Wigig 5
W TR

P Wk

2 9 Mo
, “1 .\ (.\1 MUG a‘ﬂ‘ \&ﬂ ‘;‘ ™

Winning with brands and innovation 27




BUILDING CAPABILITY TO TAP INTO CONSUMER INSIGHT-
PEOPLE DATA CENTER

My tea has
zero calories.”
Yours?

- FEEL LIGHT.
FEELACTIVE.

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

Winning with brands and innovation 28




WINNING DECISIVELY

u THE COMPASS BIG

Winning with brands and innovation

Winning in the marketplace

Winning through continuous improvement
Winning with people

Unilever Sustainable Living Plan

29




KEY THRUSTS

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

Winning in the marketplace 30



MORE THROUGHPUT FROM MORE STORES @@

More Stores More Assortment Every Day Perfection

More Assortment in More Stores at More Freqguency

31




WIMI STRATEGY REAPING BENEFITS
LIFTING CENTRAL INDIA

tInnine 16 Rajasthan uttar
CJIRRINE 1N 4 . J Pradesh Bihar
o>any

~ Madhya <

Pradesh ;a?,

2

3

s

&

Central India growing [d
1.5x all India, despite market slowdown

E Winning in the marketplace

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

32



EVOLUTION OF CHANNELS

Channel Evolution

Rise of Specialist Format

eCOMMERCE

DIGITALSHOPPER JOURNEY END-TO-END
CAPTURE ENGAGE

@ ) 8(( (+]

Closed format large N Open format
grocer large grocer

Q.oo 'J -
0:88 { g+}

COMMUNITY ECOMMERCE

-Ji:! et - ) e ‘7“.‘“’-" s
iR L e

Lol Y TN L ® Modern Trade E-Commerce
Drug-pharmacy Drug pharmacy & beauty
12% of FMCG* in 2016 4% of FMCG* by 2019

33
*Market



BUILDING E COMMERCE- THE CHANNEL OF THE FUTURE

Resourcing ahead of Winning across the
the curve platform

A

iy o §° amazonin snapdeal
e Ve b [

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

34




MARKET DEVELOPMENT REMAINS A PRIORITY

Indict current habit as
inadequate

Education and sampling
with influencers/early

adopters /P

Body wash Green Tea

ACCELERATE

Focus on winning proposition.

Expand aided sampling/reach /
Increase access by launch of
sachets/small packs.

Fabric Hand wash  Ketd

EXPLODE
e

Introduce new variants

—

=N

Move to Unaided Sampling
Rapidly expand distribution.

hup Facial Premium

condltloners

= K ili:: L Y e

Cleansers Shampoo

2 a9

CATEGORY PENETRATION

Drive trials through
experiential Sampling

Aggressive investment
behind trial generation.

8X

35



DEVELOPING THE MARKET ACROSS CATEGORIES

Home Care Personal Care Refreshments
- - I
. : D e

T
p al™
AICEF SR .

.

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

ol %




WINNING DECISIVELY

u THE COMPASS BIG

Winning with brands and innovation

Winning in the marketplace

Winning through continuous improvement

Winning with people

Unilever Sustainable Living Plan

37




DRIVING THE VIRTUOUS CYCLE OF GROWTH

A Business Model That Works Max the Mix

PROFITABLE cosT Channel,

VOLUME oUR BRANDg LEVERAGE +

GROWTH EFFICIENCY Geog raphy

SUSTAINABLE
LIVING

Margin

accretive Pricing
innovation

INNOVATION +
MARKETING
INVESTMENT

End-to-end cost focus

Materials

Return on
Marketing Overheads
Investments

Winning through continuous improvement 38




KEY THRUSTS

Bringing efficiencies in
ways of working

= ““'"“"ﬁih@ghy

cxpenditice 1
r,ao?

la00i0 gxistsman

Ee— | DGETING

SSAe? 4 caried oty e

g .

Customer service and quality
at the moment of truth

Building back-end
capabilities

Winning through continuous improvement 39




BRINGING COST EFFICIENCIES IN WAYS OF WORKING

Project Symphony Zero based budgeting

Responsible

3
éﬂ ..'.\ :.... |
wa (re=

Ownership With S R
No Functional Silos Or%an';?g:(::e:ﬁde —

v Focused on value & growth

v" Decisions based on data

v" Driven by experienced business

gymphﬁdhy leadership

Making Savings a common agenda across functions

‘ Winning through continuous improvement 40




END TO END FOCUS

Material Cost Savings*

100

2013

141

2015

*Numbers indexed to 2013,

NMSCC Savings* Media Savings*
174
140
100
100 I
2013 2015 2013 2015

base considered 100; NMSCC- Non Material Supply Chain Costs
Winning through continuous improvement 41




SERVICE AT THE POINT OF PURCHASE

Primary CCFOT Secondary CCF
113
102
100
100
2013 2015 2013 2015

L ‘ CCFOT - Customer Case Fill On Time: MT -Modern Trade

On Shelf Availability (MT)

115
] ||||

2013 2015

Winning through continuous improvement 42




AMAZINGLY SIMPLE WHILST DRIVING DISCIPLINE

= (Sl

DELIGHT THROUGH SPEED & SIMPLICITY ool

Think End to End Think Delight Think Tech. Think Discipline

]

479

4

e

Relevant and

v Customers
v N_o TOl_Jch Processes / Vendors new age
v Slrnp_llfy process_ / Emplovees technology
v' Eliminate exceptions ptoy adoption

- Winning through continuous improvement  £3



QUALITY AT THE MOMENT OF TRUTH

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

Qin Design Leverage IT for ¥ k

Quality
m *
i <

PARTNER- Drive supplier v
) Quality o _
Q @ the Point of Sale u Grass-root activities to improve

consumer centricity

Q mindset in the Last mile
Distributor = Retail

- Winning through continuous improvement 44



USE THE POWER OF BIG DATA AND ANALYTICS

Advanced Analytics

Analytics Driven Insights

Power to user

Speed of
Analysis

LIVE-~WHRE-

iy ES! X

Unilerer~

Embedding and Integration

Training and capability
development

Winning through continuous improvement 45




WINNING DECISIVELY

u 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 Diversity and Inclusion Employee Well Being Winning Culture

JRCCWINI\E || BEING

fEreTirIeNee .
i, PN WORKSHOP: THRIVE
g g o kb

- e S o
Careers

MAPS

. MATERNITY AND
PATERNITY SUPPORT

FOUNDER’S
MENTALITY

ol ‘7




WINNING CULTURE

Founder Mentality

SUNE OBsgo
‘8.0\’\ S/o

FOUNDER’S
MENTALITY

* Owner’s Mindset - Long term lens
* Frontline Obsession - Robust frontline
* Insurgency - Real time feedback with

strong control systems

Entrepreneurial spirit

THE
UNILEVER

0UNDRY

Winning with people 48



WINNING DECISIVELY

u 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

200 billion litres* 1.5 lakh tonnes* 20 lakh*
. 1i1on fitres . Cumulative Annual Agriculture Cumulative Person Days Generated
Cumulative and Collective Potential Production

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

50
* Assured Figures




DOING WELL BY DOING GOOD
SWACHH AADAT, SWACHH BHARAT

Mass Media Swachh Basti Swachhata Doot

Haath Muh Bum _
Most Viewed Campaign on YouTube Touched 200,000 lives through the Touched 100,000 lives thr?ugh our
with 20 million views pilot Swachhata Doots
75 million people reached

- @ Haath Muh Bum AV 51



WINNING DECISIVELY

Winning with brands and innovation

Winning through continuous improvement

Winning with people

52




WE HAVE WHAT IT TAKES...

N

S PY

v WS o Do ten Distribution
Hindustan Usdiforer~ Limitod LA
s % B 3 ) Rural
z Supply Chain
Pears LUX g IQ
emmé’ Aamb ° )
o (o Finance
"-. roros \PU)
= J USLP

HINDUSTAN LEVER LIMITED

D .



CATEGORY STRATEGIC THRUSTS

Home Care Personal Care Refreshment

Faird, |ayurvedic My tea has [KisSan |
Love/y care . zero calories. , oot
\ ? —.where what you grow
fair \ Yours? is what go'yeot.g
NOT JUST A CREAM, Il
'S A GOLDEN GLOW TREATMENT. B« —_——
> . o}
A —
L7 N —— p
= ‘ e T ka 5 ;
) 5 FEEL LIGHT.
ABMUSHKIL &
DAAG NIKLENGE g ol o / FEEL ACTIVE.
—_ HASTEKHELTE (\&Sa !

Dove dcoesn't strip

: t A | your skin fike soap. :‘-’ ‘ ¥/ KWALITY WALL’S
Toll Free Helpline: 0800 140 Ve e e | oo racee |
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THANK YOU

For More Information

VISIT OUR WEBSITE

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
Office in Mumbai

> View more

WINNING DECISIVELY

ANNUAL INVESTOR MEET | 19 JULY 2016

Sanjiv Mehta, CEO & MD

HUL INVESTOR APP

Available on the
D App Store

y\ Google play
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