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Delivering Accelerated Growth
Unilever
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Concentrated Brand Portfolio %&%
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Leading Category Positions %,%3

Unlever

North America Latin America
Share #1 #2 Share #1 #2
Mayonnaise 44 "‘5{ 50 v .
Uriflava Unilover
Savory 26 T Gampbell 45 & (4 i
Uraflanve Usiloases
] . _
Spreads 27 Y 17 Qadia BONGE
Uilaves
Tea/Beverages 30 i 23 Cuttely,
Urille ~ ﬂ gﬁ ﬁ E{::; . . I—
Ice Cream 22 Nestle. G 44 U;;fg, Nestle
Unillaver milever
Total Foods 25% 35%
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Leading Category Positions

Skin Cleansing
H&B Care

Hair
Deodorants
Fabric Clean.
Fabric Cond.
Total HPC
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Unilever
North America Latin America
Share #1 #2 Share #1 42
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Transformed Organization 2

Sao Paulo

Buenos Aires




Reinvented Supply Chain

Country Based Regional Networks of Like
Expertise Centres Technology

20 Factories Closed

Iy

37 Factories Restructured

2009




Unlever

Fueling the Growth Agenda

e 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 %ﬁ%
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* Pricing execution = e  —
e Share of shelf

e Share of merchandising |- . ... ooy Tonn, —

e Assortment execution

e Promotion ROI




Bigger, Better Innovation ﬁ

Latin America




Improving Volume Growth

Americas UVG

3.8

1.3
-1.0
-3.1
Q3'08 Q4'08 Q1'09 Q2'09 Q3'09

i As reported including Foodsolutions




Across Both Geographies ﬁ

Unalever
North America UVG Latin America UVG
5.0
2.7 2.8
o & N &
-3.2 -3.1
Q3'08 Q4'08 Q109 Q209 Q309 Q3'08 Q4'08 Q109 Q2'09 Q309

As reported including Foodsolutions



Fueled by Step-up in A&P

+260bps

+130bps

-80bps
Q1'09 Q2'09 Q3'09

Change in A&P%

As reported including Foodsolutions



Increased Volume Share @

Americas Volume Share (bps vs PY)

+25

I I -18
-(2

Q1'09 Q2'09 Q3'09

Discrete periods- L12w vs. PY (where measured)



Improved Profitability

YTD Q3 YTD Q3 Change

2008 2009

Operating margin 24.2%  14.2% (10.0)%

Operating margin before RDIs  15.0% 15.7% 0.7%

*Restructuring, disposals and one-off items
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Leading Market Development




Leading Market Development

% of Global Sales where Unilever is #1

Deo
Dressings
Skin cleansing
Ice cream
Dishwash
Laundry
Tea
Spreads
Oral

Hair

HHC

Savoury

Skin care



Markets start early in income spectrum

Population Reach

Small surface cleaners powder

6bn

Bar soap
Toothpaste & Toothbrushes

Shampoo

Fabric solution wash
Ice Cream OOH

Personal wash liquid

Deodorants 2bN
Machine dishwash
Super premium Ice Cream 1bn

B Annual GDP/capita$




Development Goals Differ by Tier @%

Unlever

2008 2018

Socio Economic Tier Development Goal

Have Nots - More Users

Note : billions of people

Source: Globegro June 09 _



Straddling Socio-Economic Tiers %,%

Unlever

Laundry, Brazil




Relevant to Developing
and Developed

More Users

Shampoo Sachets
Central America, Andina

crema para peinar
\ N

S v, 1
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More Usage

Deo Body Sprays
Americas

DOUBLE PITS TO CHESTY
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Unlever

More Benefits

Bertolli Dinners
USA

o

CHlANT! BRAISID
Brer & Ricarosi
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More Users

Conditioner and 2 in1 Sachets at the Right Size/Price i

crema para peinar
Vs -
11\ | b

A\ :«/,-'__':..-.:-__—._ .
NS .-.-A'-l‘\‘.\_ #

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




More Users %ﬁ%

- - Unilever
Conversion from Cleaning Bars to Powders

e Designed for
Tanquinho Basins

 Machine entry point

e Specially formulated to
project sensorials




More Usage e
Unilever

Axe Body Sprays - Double Pits to Chesty

DOUBLE PITS T0O CHESTY

 ~50% more usage per
occasion

e 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

WHY WE ARE GIVING
EVERY WOMAN

IN AMERICA
A FREE BOTTLE

OF SUAVE

ON JANUARY 14TH.

5 PR pul A hoftle -
mill isspinn you So apply this dod 1o yow 5

Live beautifully for less. SUAVENOMICS.

=+ Click here to get a coupon for your free boitle” of Suave®.

PROVEN PERFORMANCE
WITHOUT THE SALON PRICE TAG.




More Benefits
AdeS fortification to help kids start the day right

Brazil, Argentina, Mexico



More Benefits _
. e e - Unilever
Dove hair minimizing technologies for underarm care

More and more women are putting

an end to that prickly feeling.

<1
~

Put an end to that prickly feeling
between shaves.

New Dove Minimising Anti-Perspirant.
Feel stubble-frea for loon,

1 unique formula ooneining pro-epll complo with nefunl eod eots Mok halr fool 808 and ned oo
et prickly faelirg betweon shenm Sa o0 sty dry ol dey e fosl bameillly sabblo-See far kangar

MNovo Dove Hair Minimizing,  Sinta-se recém depllada por mas @

Americas



Winning in the Marketplace v

Brilliant Execution




Focused Accountability For Execution U%%

Two Capabilities of Equal
Stature

Every Day Great Execution

Right Customers

Right Pricing

Category Market
development execution
excellence excellence

Right Assortment
Right Investment
Right Service

Right Visibility

Performance Mindset




Sharp Operational Focus Yielding
Results With Speed

Global Underlying Volume
Growth

Reignite Profitable
Volume Growth
Maintain Margin & Cash



Common Metrics Everywhere %

Speed to Shelf

Product Assortment Execution

Share of Shelf

Pricing Execution

Share of Merchandising
Promotion Return on Investment

Place

Price



Disciplined Rigorous Approach L

Volume Impact Of Elasticity- Price Impact Tool Upcoming
eptember
- Price
To%fpfor;'lon I Brand Assumptions | Increase
Effective Assumed
Elasticity List % Retail % Assumed
(netofcomp) Chg Chg Vollmpact
Bertolli Quarts | -1.28 | 13.7% 13.7% | -17.6% |
Bottom portion
of tool
[ Select Fact: Select Market:
Bar Soap 213 Pack | Everyday (Based Price per Unit J | FDOM exclim j
List %
Elasticity Chg
Bertolli -1.42 13.7% 4.00
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Consistent Execution Yielding Gains %%

20 1

Number of Top 20 countries achieving
service at the 2009 par target level

15 A

10 -

Jan-08
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Winning in the Marketplace v

Win with Winning Customers

e




Strategic Partnerships in Modern Trade U%%

Total Global Share of Retail Sales 23%
in Unilever Categories
20% m
18%
TESCO
16% )
Walmart -

2003 2008 2013 2018
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Proven Model in General Trade %ﬁ

Unilever Share of Total Retall

>

Unillever
General Trade Repeatable Model
Exclusive Channel service

distributors providers
+ Direct + Direct

Exclusive

distributors

Non-exclusive
distributors
+ Direct

Non-exclusive
distributors

Wholesalers

Fragmented Market Hybrid Market Concentrated Market

>

Market development of total retail



Route to Market Adapted to Market

North America: \ Walmart P

e Modern Trade

e Direct Distribution

Carrefour ()

e Local & Int’l Retailers

‘A Bande ACUECAN

Latin America:
 Modern & Traditional Trade
* Direct & Indirect Distribution
e Local & Int’l Retailers

» Key Distributors




Unlever

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

Following the Monay




Centers of Excellence

Customer Marketing

.,
B3 _,'-_ L
*'

Optimising
Promotional
Sell Out

Integrated Business
Planning

.
V=
&

Customer Service
Excellence

Trade Category
Management

In-Store Every Day
Great Execution

Customers &
Sustainability

w2

Trade Terms &
Pricing

«2e

CD Academy




Partnerships in Sustainable Growth %,%3

Unilener
Better Better
Future for Future for
Farming the Planet

Better
Future for

A more
Confident

Children Future

R
I'. | L&
. &,

A Healthier
Future
' - m,
S

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

TESCO Walmart
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