Paul Polman

London 4th December 2014




A stronger Unilever today

Purpose and Strategy Stronger brands “Grow everywhere” mindset
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A stronger Unilever today 8
Unilover
More cost effective Sharper market execution Performance organisation
Overhead % 2013 vs. 2009 On shelf availability

Clear targets (3+1)

800bps

120b
130bp5 underlying)gH

less reduction
restructuring

Forced distribution

Greater variable

compensation

2009 2014




The 4G Growth Model

Consistent Growth Profitable Growth

+4.7% +20 bps in
Underlying Core

Sales Growth Operating
p.a. Margin p.a.

Avg 2009-2014 Avg 2009-2014
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gaining share
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Competitive Growth  Responsible Growth

No.1 in Dow
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+60% Jones

turnover

Sustainability
Index

Moving annual total
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Each Category has played a specific role Y
Unilover
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Varied contributions by category
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Environment rapidly changing G
Un&ww
Softening markets VUCA World Consumer changing

Market growth (%)
10%
4% \ Emerging
Worldwide
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2% Developed
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Q12013 Q3 2014

Competitive intensity has never been higher
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Sharpening performance where needed T
Unilover
Brand Equity Sharper portfolio choices Focus on core
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Plenty of growth opportunities G
Unilover

EM Footprint Core Premium White Space
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New Geographies Adjacencies Channels Emerging Needs
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Building brands through benefit-led innovation, unlocked through science & technology
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Scope to drive efficiencies 8
Unilover
Extend Low Cost Business Drive media efficiency Deliver Project Half
Models
Since 2011 India: advertising via mobile phones 2014
€450m €1050m

27m | ¥ Ny FTES savings realised
subscribers / reduction
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Realized Identified

€500m annualised savings

Supported by sharper performance targets
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Agility: the critical enabler

Shorter decision lines Simplification

Organisation No. of hair packing formats
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Now » Future Now » Future




Summary
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Clear vision and strategy with growth mindset
Pillars in place for a stronger business
Sharper Category choices

Clear on challenges and opportunities

Not afraid to take the tough decisions

What we will not change: 4G model
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