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Unilever Americas

• €13.4B turnover

• 930M consumers

• 42 countries 

• 43,000 employees



Delivering Accelerated Growth

Americas USG

As reported including Foodsolutions
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Concentrated Brand Portfolio



Mayonnaise

Savory

Spreads

Tea/Beverages

Ice Cream

Total Foods

#1 #2

Leading Category Positions 

Share#1 #2Share

North America Latin America

44

26

27

30

22

25%

50

45

17

23

44

35%

Private
Label
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Skin Cleansing

H&B Care

Hair

Deodorants

Fabric Clean.

Fabric Cond.

Total HPC

#1 #2Share#1 #2Share

North America Latin America

Leading Category Positions

33

16

16

36

21%

26

8

27

54

71

34

39%

SCARLAT
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Transformed Organization

Englewood Cliffs

Mexico City

Buenos Aires

São Paulo

Bogota

2005: 15 Operating Units 2009: 5 Multi-Country Organizations



Country Based
Expertise Centres

Reinvented Supply Chain

Regional Networks of Like 
Technology

37 Factories Restructured

20 Factories Closed

2005 2009



Fueling the Growth Agenda

• Supply Chain Cost Savings €1.3B since 2005

• Overheads lowered significantly

• Working Capital down 440bps as % of turnover

• Increased Focus behind Innovation Capex



Strong Sales Fundamentals

• Pricing execution

• Speed to shelf

• Share of shelf

• Share of merchandising

• Assortment execution

• Promotion ROI



Bigger, Better Innovation

USA and Canada Brazil, Argentina, Chile, Uruguay

Latin America USA
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Americas UVG

Improving Volume Growth

As reported including Foodsolutions



Across Both Geographies

North America UVG Latin America UVG
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Change in A&P%

-80bps

+130bps

+260bps

Fueled by Step-up in A&P

As reported including Foodsolutions

Q1'09 Q2'09 Q3'09



Americas Volume Share (bps vs PY)

Increased Volume Share

Discrete periods- L12w vs. PY (where measured)

-72

-18

+25

Q1'09 Q2'09 Q3'09



Improved Profitability

YTD Q3 
2008

YTD Q3 
2009

Change

Operating margin 24.2% 14.2% (10.0)%

Operating margin before RDIs 15.0% 15.7% 0.7%

*Restructuring, disposals and one-off items



Leading Market Development

Brilliant Execution

Win with Winning Customers

Winning in the Marketplace



Leading Market Development

Deo
Dressings

Skin cleansing
Ice cream
Dishwash

Laundry

Tea
Spreads

Oral
Hair
HHC

Savoury
Skin care

% of Global Sales where Unilever is #1



Markets start early in income spectrum
Population Reach

6bn

4bn

1bn

2bn

Super premium Ice Cream

Machine dishwash

Deodorants

Personal wash liquid

Ice Cream OOH

Fabric solution wash

Shampoo

Toothpaste & Toothbrushes

Bar soap

Small surface cleaners powder

Annual GDP / capita $



Development Goals Differ by Tier

Market Development Goal
2018

Source:  Globegro June 09

Note : billions of people

2.9

2.2

1.7

Have Nots

Have Lots

Haves
2.6

2.4
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Socio Economic Tier

2008
Development Goal

More Usage

More Users

More Benefits



Straddling Socio-Economic Tiers

Laundry, Brazil Deos, USA



Relevant to Developing
and Developed

More Users
Shampoo Sachets

Central America, Andina

More Usage
Deo Body Sprays

Americas

More Benefits
Bertolli Dinners

USA



More Users
Conditioner and 2 in1 Sachets at the Right Size/Price

Andina, Central America, Peru, Bolivia, Paraguay, Northeast Brazil



More Users
Conversion from Cleaning Bars to Powders

• Designed for
Tanquinho Basins

• Machine entry point

• Specially formulated to 
project sensorials



More Usage
Axe Body Sprays - Double Pits to Chesty

• ~50% more usage per 
occasion

• Consumption +13% latest 
12 weeks in USA

• US Share 38.7%, +400bps

• 500,000+ YouTube views

• Doublepitstochesty.com



More Usage
Suave Affordable Beauty Hair Care



More Benefits
AdeS fortification to help kids start the day right 

Brazil, Argentina, Mexico



More Benefits
Dove hair minimizing technologies for underarm care

Americas



Leading Market Development

Brilliant Execution

Win with Winning Customers

Winning in the Marketplace



Focused Accountability For Execution

Two Capabilities of Equal 
Stature

Categories Markets

Category 
development 
excellence

Market 
execution 
excellence

Every Day Great Execution

Performance Mindset

Right Customers

Right Pricing

Right Assortment

Right Investment

Right Service

Right Visibility



Sharp Operational Focus Yielding 
Results With Speed

Reignite Profitable 
Volume Growth

Maintain Margin & Cash 

Global Underlying Volume 
Growth

Qtr 1

-180bps
Qtr 2

+200bps

Qtr 3

+360bps



Common Metrics Everywhere

Product

Place

Price

Promo

Speed to Shelf
Assortment Execution

Share of Shelf

Pricing Execution

Share of Merchandising
Promotion Return on Investment



Disciplined Rigorous Approach

0

V o l u m e  I m p a c t  O f  E l a s t i c i t y - P r i c e  I m p a c t  T o o l
T o p  p o r t i o n  

o f  t o o l

B o t t o m  p o r t i o n  
o f  t o o l

E f f e c t iv e  
E la s t ic i t y  

( n e t  o f  c o m p )
L is t  %  

C h g

A s s u m e d  
R e t a i l  %  

C h g
A s s u m e d  

V o l  I m p a c t
B e r t o l l i  Q u a r t s - 1 . 2 8 1 3 . 7 % 1 3 .7 % - 1 7 . 6 %

B r a n d  A s s u m p t i o n s

B r a n d  a s s u m e d  
c o m p e t i t o r s  d i d  n o t  f o l l o w ,  

d i r e c t  f i e l d  - 1 7 . 6 %
C o m p e t i t o r s  d i d  f o l l o w ,  
n e w  f o r e c a s t e d  v o l u m e  

i m p a c t  2 6 %  l e s s

E la s t ic i t y
L is t  %  

C h g

A s s u m e d  
R e t a i l  %  

C h g

D i f f  v s .  
U n i le v e r  

H i g h l i g h t
e d  B r a n d

A d ju s t e d  
E la s t ic i t y

A s s u m e d  
V o l  I m p a c t

A c t u a l  
R e t a i l  %  

C h g
V o l  

F o r e c a s t

B e r t o l l i  - 1 . 4 2 1 3 . 7 % 1 3 . 7 % - 1 . 4 2 - 1 9 . 4 9 % 1 3 . 7 % - 1 9 . 5 %
R a g u 0 . 1 4 1 3 . 5 % - 1 . 8 % 0 . 1 4 1 . 8 9 % 1 3 . 5 % 1 . 9 %
P r e g o 0 . 1 1 0 . 0 % - 1 0 0 . 0 % 0 . 0 0 0 . 0 0 % 1 3 . 5 % 1 . 5 %
C la s s ic o 0 . 1 2 0 . 0 % - 1 0 0 . 0 % 0 . 0 0 0 . 0 0 % 1 3 . 5 % 1 . 6 %
O t h e r  P r e m iu m 0 . 1 0 0 . 0 % - 1 0 0 . 0 % 0 . 0 0 0 . 0 0 % 1 3 . 5 % 1 . 4 %
N E T - 0 . 9 5 - 1 . 2 8 - 1 7 . 6 0 % - 1 3 . 1 %

B r a n d  A s s u m p t i o n s A c t u a l  P r i c e  C h a n g e

U p c o m i n g
S e p t e m b e r

P r i c e
I n c r e a s e



Consistent Execution Yielding Gains
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Leading Market Development

Brilliant Execution

Win with Winning Customers

Winning in the Marketplace



Strategic Partnerships in Modern Trade

2003 2008 2013 2018

16%

18%

20%

23%

Source: MVI

Total Global Share of Retail Sales 
in Unilever Categories



Proven Model in General Trade

General Trade Repeatable Model

Non-exclusive 
distributors

+ Direct

Wholesalers

Exclusive 
distributors

Exclusive 
distributors

+ Direct

Channel service
providers
+ Direct

Non-exclusive 
distributors

Hybrid Market Concentrated MarketFragmented Market

Market development of total retail
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Route to Market Adapted to Market 

North America:

• Modern Trade

• Direct  Distribution

• Local & Int’l  Retailers

Latin America:

• Modern & Traditional Trade

• Direct & Indirect Distribution

• Local & Int’l  Retailers 

• Key Distributors



Key Strengths

• Proven Repeatable General Trade Model

• Record of Market Development

• Advantaged Portfolio in Modern and General Trade

• Access to Insight and Experience from Around the World



Customer Insights & Solutions

Winning the Hispanic
Shopping Trip



Centers of Excellence

Optimising 
Promotional
Sell Out

Customer Service
Excellence

CD AcademyTrade Category
Management

Customers &
Sustainability

Customer Marketing Integrated Business
Planning

Trade Terms & 
Pricing

General Trade In-Store Every Day
Great Execution



Partnerships in Sustainable Growth

Look Good, Feel Good, and Get More out of Life
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