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AGENDA

[ * Unilever Journey ]

 Stepping up Performance

Winning in Developing & Emerging Markets
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Over the last 5 years - A very different company %&;%;%

Growing the top line

€50 bn

€40 bn

2009 2013

ON

Unilover

Growing the bottom line An employer of choice

Linked |13}




Strong Foundations - clear vision and strategy

Energising vision Clear strategy
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POSITIVE Fit to Win
i b

§ SR
e wona pa
DOUBLE THE
BUSINESS T o e o .
f o= noem -
By

g e
T
AOS L E
ot e e e
s S
REDUCE B i of sty e
=l

ENVIRONMENTAL
FODTRRINT Bt e e, e Srerae cepretgn

Sustainable
Living



Strong Foundations - putting the pillars in place

Increased investment Reshaped portfolio Organisation & culture
A&P Pecr:(lml Home C: Refreshment Food:
€bn brands: ,
>55%

Personal Care:
36%

E me rg | n g M ktS : Am:‘c‘g \} Sg:‘;\ South Asia Africa
57% 1 x i
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Underpinned by stepped-up in-market execution

2008 2013




Winning in the marketplace

More Stores Perfect Stores Better Served
Doubled coverage in 5 years From zero in 2009 to 7m in 2013 Improved service

No. of stores 0SA (%)

>8m

2008 2013

Up by 900 bps

2009 2010 20M 2012 2013

.‘



USLP is an integral part of the business

Driving Growth Reducing waste & cost

l.lfebuoy. '

Something big happened
today... Hari turned 5!

Brands with purpose €350m cost avoided in 5 years 48% of raw materials from
sustainable sources

b 7
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Stepping up Performance

Innovation

New Growth Opportunities

Simplification & Agility

More Fuel for Growth




Stepping up: Innovation

Bigger, Better, Faster Using new technologies
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Innovations
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http://dontweightforit.com/wp-content/uploads/2013/11/14020ed25a31de5d34017214ce965b95-51700be5d5eba-dove.jpg
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Stepping up: New growth opportunities %}%@:{g

Unilover

Geographic opportunities Fast growing channels Premiumisation

INSIDE THIS WEEK: TECHNOLOGY QUARTERLY [ MI L L E
*presidest Wewt? Brace yosrshes
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Stepping up: Simplification, agility, and speed

Simplification: Project Half Marketing Fit to Win Realising the benefits of scale

o, Uil

' ENTERPRISE &
1 TECHNOLOGY
1 SOLUTIONS
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Stepping up: Fuel for growth

Simplification: Project Half

/

€500m

Marketing Fit to Win :
Savings /

Enterprise Technology & Solutions

1l




ON

Stepping up: Portfolio simplification W

Unilover
Future

O Further disposals of non-core brands
O Targeted acquisitions:

* bolt-on

 aligned with strategy

 emerging markets
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ON

Is the developing & emerging market opportunity W

Intact ?




Changing centre of gravity

There are more people liv inside
isicircle than outs

-

Source: www.bakasc.om



Unparalleled market position

E=l] —

Fabric Cleaning
Hair Care

Skin Cleansing

000000

il
3
©,
©,

00 O OO
0 @@@@@@]
00 OOOOO H
010000000 I'I

®
@
Face Care @
Deos @
Tea @
Savoury @
Ice Cream @ @

Brazil Russia India China  |ndonesia Thailand Philippines South Africa Turkey  Argentina Pakistan

k Average 9% underlying sales growth over the last 20+ years

18
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http://www.google.co.uk/imgres?imgurl=http://www.enchantedlearning.com/southamerica/brazil/flag/Flagbig.GIF&imgrefurl=http://www.enchantedlearning.com/southamerica/brazil/flag/&usg=__WSNCwu_bhqMAiiBOO18peIzy08M=&h=313&w=426&sz=6&hl=en&start=4&zoom=1&tbnid=JTlg9vQ0V2nnkM:&tbnh=93&tbnw=126&prev=/images?q=Flag+of+Brazil&hl=en&gbv=2&tbs=isch:1&itbs=1
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http://www.google.co.uk/imgres?imgurl=http://wikieducator.org/images/thumb/4/41/Flag_of_India.svg/800px-Flag_of_India.svg.png&imgrefurl=http://wikieducator.org/File:Flag_of_India.svg&usg=__jf-_sM2FL0m-Z0Tec9dd77pGKmE=&h=533&w=800&sz=27&hl=en&start=3&zoom=1&tbnid=YRJspSE-Wxx2lM:&tbnh=95&tbnw=143&prev=/images?q=Flag+of+India&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.flag-zone.com/img/china/flag.gif&imgrefurl=http://www.flag-zone.com/flag/china/&usg=__P7VSVhTwH_Krsl_PEu7O02h-rxA=&h=302&w=453&sz=3&hl=en&start=1&zoom=1&tbnid=H77Ns8LoQSpQzM:&tbnh=85&tbnw=127&prev=/images?q=Flag+of+China&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.clker.com/cliparts/3/e/b/8/1206567153268174852Anonymous_flag_of_Indonesia.svg.hi.png&imgrefurl=http://www.clker.com/clipart-flag-of-indonesia.html&usg=__8t4-ZBA1ZAEZS2BcZTlZYxcfMy4=&h=451&w=600&sz=3&hl=en&start=3&zoom=1&tbnid=gGD52LMPGWDS1M:&tbnh=101&tbnw=135&prev=/images?q=Flag+of+Indonesia&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.thaitourism.com.my/images/600px-Flag_of_Thailand.svg.png&imgrefurl=http://www.thaitourism.com.my/regions.php&usg=__eWsOmnyLv7Q-yQVgJJA9yNqa5Uk=&h=400&w=600&sz=2&hl=en&start=2&zoom=1&tbnid=2DRb4RhFP1elxM:&tbnh=90&tbnw=135&prev=/images?q=Flag+of+Thailand&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://wikieducator.org/images/thumb/0/05/Flag_of_Philippines.svg/800px-Flag_of_Philippines.svg.png&imgrefurl=http://wikieducator.org/File:Flag_of_Philippines.svg&usg=__94Jilv_ztbdfHtTw8_qtWPxJiqo=&h=400&w=800&sz=23&hl=en&start=3&zoom=1&tbnid=_LssgGou3fxm6M:&tbnh=72&tbnw=143&prev=/images?q=flag+of+philippines&hl=en&gbv=2&tbs=isch:1&itbs=1

D&E markets: more consumers of our products &%ﬁ

1.3 billion new consumers Rapid urbanisation

IIIII%H!IIII

2.6

2013

Population (bn)

/

—_—

2.7

N
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2020

Haves lots

Haves

Have nots

Unilover

Urban population % total*
India China

2020

2013

*Sorirce: Oxford Economics
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D&E markets: more consumption

€ per capita consumption € per capita consumption

Russia Indonesia Thailand India

- o <nlirce: Eriromonitor



D&E: More penetration opportunity

White space

% of total emerging market countries

;@ Dove 11 ! it i goo @@MA&UM 7 ™)
. =V . — 21



ON

Africa, an underexploited opportunity: e.g. Ethiopia %’%‘
Unilever
Vietnam Ethiopia
92 million Population 92 million
> USD 1000 GDP > USD 1000
Zero Sales 20 yrs ago Zero
> €0.5bn Sales now ~ Zero

k- Sarirce: LIN /IS Cenc<tie Riirear:



Many Indias : Rural is a large opportunity

830 million Population 380 million
~ 850 USD GDP per capita ~ USD 2500
€4 HUL categories Per €15

Capita Consumption

Source: Ac Nielsen



ON

Many Indias : Central India presents a large opportunity %ﬁ%
<

Unilover

40% Population ; 49 cities 1.75 times GDP growth
Rest of Central
India India
740 470

Population
(Min)

Uttar Pradesh

Bihar

Population

e 60% 40%

GDP per

capita € PPP 2750 1600

GDP Share 78% 22%




Continuing to capitalise on our strengths

Deepen distribution reach Straddle the pyramid Global leverage and local
relevance

China:

Ejt?:tr;mg more cities & modern trade Chicken cubes in

Nigeria

Vitamin A fortified
bouillon in Vietham

' Indonesia:
t Adding 50 more
. 3}\‘?; ... distribution centres
i |
India:

Adding 17,000
Shakti entrepreneurs

Chicken jelly bouillon
in China

.‘



The emerging market opportunity is intact

= N
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