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A rich history with strong fundamentals

Geographic footprint Heritage and values Strong brands

Pakistan
1948

Philippines @

Brazil
1929

Indonesia
Argentina 1933
1892




Growth remained elusive during the 2000’s

Turnover Market Shares

€40bn




We set out an energising vision in 2009

2x revenue, 2 environmental footprint Supported by ‘Compass’
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WHERE WE WILL WIN...
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§ Win share and grow volume in every category and country.

HOW WE WILL WIN...

N 1 Deliver superior products, design. branding and marketing
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10 i i ready to match our growth ambitions
Winning 11 Performance culture which respects our values

12 Leverage our operating framework for comptitive advantage



We are focussed on growing ahead of our markets

Fewer Faster Better

No. of innovation projects Innovations into 10+ countries On-shelf availability

>5,000 /'

>800bps

g
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2005 2012 2005 2012 2005 2012




The USLP is now an integral part of our business model

Driving growth Reducing cost Managing risk

WELCOME

JO A LIFE FREE FROM GERMS

-113 tons plastic : .
Roundtable on Sustainable Palm Oil

20% cheaper

as compared to ordinory soap
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Incremental brand investments Capex

~€1.5bn ~150bps

2008 2012 2008 2012

Supported by a more competitive IT and Enterprise Support infrastructure




SEA SALY

( SUEDE TASSELS ) TIXWIBIIG SPRAY ,
FANCY A CUPPA FINGER TWIRLING .

Adding revenue

Strategically aligned

€2.7bn

1.2% [

— €1.3bn
-0.4%
-1.4%
-2.4%
2008 2009 2010 2011 Acquisitions Disposals
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Driving financial discipline in all parts of Unilever

Savings Overheads Average working capital

™ "

-140bps €1.5bn
2009 2010 2011 2008 2011 2008 2011
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Improved systems and processes

IT systems convergence Simplification: no. of reports Speed in closing (days)

12,000

200

1,800

From To From To 2010 Today 2014



Becoming more agile, faster and front foot

Faster decision making

Foods Home Care

Personal Care

Refreshment
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8 mega clusters
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Market leadership Hair US

2009 2010 2011 2012
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Our performance has improved accordingly

Revenue Broad based growth (Q3 YTD) Values shares up
€50bn

+11.7%

€40bn

+0.8%

2008 2012 Developed Emerging 2008 2012



We are ready for the next stage of the journey

‘Fit to Compete’ Becoming ‘Fit to Win’




Consistent and sustainable top and bottom line growth

Virtuous circle of growth

Profitable : 5 L Cost
Volume eveirage

Growth Efficiencies

Innovation
A&P / R&D

Financial growth model

Revenue growth

Operational leverage

Cash flow leverage

Core EPS growth

Free cash flow growth




Further enhance culture of continuous improvement

Driving gross margin up Bring overheads down
2009 2011 Future 2009 2011  Benchmark

Consistent and sustainable improvement in core operating margin




i) Drive gross margin: ‘'maxing the mix’

Margin - accretive innovation Premiumisation
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CAEME DODYNASH

+ 400bps Bars Powders Liquids

Channel opportunities

Drive drugstores and pharmacy



i) Drive gross margin: pricing efficiency

Promotional effectiveness Strategic pricing discipline

BE COMFORTABLE
IN YOUR OWN SKIN
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i) Drive gross margin: continuous improvement

Value improvement Reduce waste Low cost business models

/ >€500m p.a. \

* Buying savings

* Restructuring savings

* Production and logistics




Stage 2

Continued discipline and cost control: A&P, business restructuring

Reduction of non-productive media Business restructuring

\ % Revenue
-200bps \
\ -100 bps

2009 2011 Benchmark 2009 2011




The Unilever IR Conference 2012

From:

‘Fit to Compete’

To:

Becoming ‘Fit to Win'
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