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(B Driving sustainable growth ahead of the market

8l Delivering steady, sustainable margin improvements

Deploying cash effectively to fund our growth

88 Becoming more agile  simpler, faster, stronger




Exciting and far reaching ambitions!
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ldeally positioned to capture D&E growth

population value share relative market share

China d 1.4bn >10% 0.4
- - India i 1.3bn >35% >2
: indonesia [ 230m >40% >1.5
Brazil [ 195m >35% >1.5

C BEEET 170m >35% 0.9
- Bangladesh | 160m >50% >2
S Phiippines 90m >40% >1.5
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Significant potential in emerging markets

bath and shower T US$ spend per capita
20

B Developed markets
. Emerging markets

Vietnam Indonesia China India Turkey Mexico Argentina  Australasia Brazil USA United
Kingdom

EA™ i _E Nl 8ElEE K

Source: Euromonitor
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White spaces are a significant opportunity

Key
Countries
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brand presence
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We are reaching consumers more consistently

on-shelf availability up

+450
bps

Q309 Q409 Q110 Q210 Q310

customer service level targets on-track

20

15

10

0
Jar09 Jul09 Janrl0 Jut10

# top 20 countries meeting customer service targets



Accelerated overall performance

volume shares up uvg stepped up improved brand equities

a— A Conviction scores up
D 0.1% 2.3% A Communication

2008 2009 2010 Q3 improving
YTD

2008 2009 2010 Q3

This is despite the toughest economic and competitive market environment




Delivering steady, sustainable margin improvements



Commodity costs trended upwards

% Unilever commodity index commodity spend %
320 ~
240 A
160 -
80 . . ' ' m Packaging ® Chemicals ® Food ingredients
Jul-00 Jan-03 Jul-05 Jan-08 Oct- 10 ® Qils and fats ® Others

Largely driven by olils Tighter supply demand:
and fats fight for acreage

Weaker USD Speculation




3 levers to offset commodity increases in 2011

Pricing

Continuous supply chain savings

Volume leverage and mix



1 Pricing positive in 2011

AYTD stable in-quarter pricing
AUPG positive by end 2010

ALatin America UPG positive since Q3
3.3%

Q110 Q210 Q313

4 In quarter price growth



2 Continuous supply chain savings

A Globalise procurement further
ADrive value improvement programmes
AFurther rationalise logistics network

2007 2008 2009 2010 2011 A Continued streamline of manufacturing




3 Volume leverage and mix

APortfolio shift towards personal care
Alnnovate at higher margins

A Secure the benefits of volume leverage

Q409 Q110 Q210 Q310




We also have significant scope in Indirects

as % turnover

AGood progress already made
ADrive continuous improvement mindset

A> 200bps higher than best in class

2006 Today Best in class



Leveraging scale, standardisation, continuous
Improvement

Unilever Enterprise Services

Information Management

Consumer and Customer

centric organisation

A Leveraging global scale
A Better service/lower cost

A Driving standardisation

One set of common:

A Information standards

A Master data / warehouse

A Performance culture
A External focus

AFewer layers

Global

business services

Real time

information

Continuous

improvement mindset




A&P spend up L1.0bn since 2008

A&P spend around 05.5bn in 2010 reduce production/agency fees

2008 2009 Target

A 2/3 HPC vs. 1/3 Foods ]
c. L1bn spend p.a.

A 55% in emerging markets




Closer to driving the virtuous circle of growth

Profitable
Volume
Growth

Innovation
HA&P/R&[




Operating margin up steady and sustainable

2008 2009 2010 Q3
YTD

underlying operating
margin change




3 Deploying cash effectively to fund our growth




20011 2009: balance sheet strength now restored

« sourcesofcash — « usesof cash

Net cash from Re- Dividends Interest and
operations Disposals paymentof and share Capex additional Acquisitions
excl. pensions debt buy backs pensions

v

Other

Historical focus on debt repayment, disposals and distributions




We are stepping up capex investment

capex % turnover

Stage 1: under-invest Stage 2: kick-start growth Stage 3: sustainable levels
%

4%

2%



Capex focus on emerging markets and innovation

2010 capex by type

¥ Innovation / Capacity ®R&D
= IT / Maintenance ® Savings
u Others

50% of investment for growth:
innovation and capacity

60% in emerging markets

20% investment in IT/Maintenance




Working capital reduction to fund growth

trade working capital free cash flow

5% mess  Closing TWC % T/over

e MAT Average TWC % T/over €4. 1bn
€2.5bn €2.4bn

[ T T

2007 2008 2009

-5%

Ql 6002 6003 608 6MA 61®2 618610

. contribution from working capital




We have Iinvested In various bolt -on

Hair / Skin Alberto Culver Personal Care Sara Lee Frozen Foods Italy
Tomatoes Brazil

NEU!
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mit aktivierenden MicroPee ’

Massage Partikeln
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[ i 5“ X

TAKE YOUR HAIR
FROM ELAT. TO ALL-DAY
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2010/ 2011 Dec 2010 Nov 2010



2009 Portfolio Current Portfolio

««Body Relax % o/

Foods
Ice Cream & Beverages

HPC




An attractive and growing d ividend

1979

1989 1999

€0.819

2009

Dividend payout 1973oday 8% CAGR




Becoming more agile  simpler, faster, stronger



Entire company behind compelling vision

THE COMPASS

g W
WE ARE UNILEVER...

'WE WORK TO CREATE A BETTER FUTURE EVERY DAY

Wearea We help peaple feel goad. look good and get more out of life with brands
uceeeiul and services that are good for them and good for others.

g growing, We will inspire people to take small everyday actions that can add up to
sustainable 2 big difference for the world.

-
e We will develop new ways of doing business with the aim of doubling
the size of our company while reducing our environmental impact.

Our first priority is to our then and it
When we fulfil our ibilities to them. our shareholders will be ded.

We foeus on
consumers and

E customerswith  We will win through a growth mentality and a positive approach to all

ﬁ abiazforaction  our stakeholders, based on clear accountability and bias for action.

WHERE WE WILL WIN...

E Win share and grow volume in every category and country

HOW WE WILL WIN...

1 Deliver superior products, design, branding and marketing

2 Bigger, better, faster innovations

3 Appeal to more consumers across needs and price points
4 Lead market development

5 Win with winning customers

3 Be an execution powerhouse

T Lean, ive and led value chai

] Drive return on brand support

9 Agile, cost competitive organisation

0 Organisation and diverse talent pipeline ready to match our growth ambitions
1l Performance culture which respects our values

12 Leverage our i for

AConsumer and customer focus

ASimple 12 point action plan

AFully aligned personal targets



A simpler organisation

Country/ Category matrix

‘ r

2005
Pre-One
Unilever

2007
One Unilever

2009
MCOGS\ ‘

Fewer touch points Improved performance

Multi -country organisations

Factory closures / streamlining

Headcount reduction

Restructuring savings

Restructuring charges

2007-2010

From 100
to 20-25 MCOs

50-60

20,000
L1.5bn

[3.0bn




Lever 1 revenue growth
Lever 2 operational leverage
Lever 3 cash flow leverage

EPS growth

J

\

+

dividend yield

J

\

TSR

A\




Moving to one universal common language

iInternal reporting external reporting
A gross margin (internal) :
A inflation in working capital A gross margin (external)
A trading result
A trading margin A operating profit
A financing charge A operating margin
A trading contribution

trading working capital
ungeared free cash flow
operational cash flow

A trade working capital
A free cash flow

Fully diluted EPS pre-RDI
Basic EPS preRDI

Fully diluted EPS

Basic EPS

A Fully diluted EPS

o I I Do || Do o I




A more focused set of key performance indicators

2005

A Leading brands

2010

ATop line growth A Profitable volume growth

A Operating margin . .
P g marg A Sustainable and consistent

iImprovement in underlying

AUngeared free cash . .
operating margin

flow L25bn-L30bn

A Low double digit EPS growth AStrong cash flow

AReturn on invested capital




Risk management T another example

| > : r
Standalone risk management 1 opart of you e

oan industry in f o

Simplified framework of

Complicated corporate policies concise policies (26)

(87)

Bureaucratic processes

oPaperi |
responsi

| ght
bil ity




Straightforward external communications

A Externally focussed on key growth drivers:

A Focussed largely on financial performance _
categories and brands

A Complex, multiple metrics _ _
A Simpler, clearer, fewer metrics

A8 pages commentary A 4 pages commentary




Speed to market - an agile emerging Unilever

New Sure
minerals

that allows skin to breathe

Pepsoderrt
THE CAVITY FIGHTER

s W 64 /
: vra ";m};c breathe. ‘ | S
Dare to join forces with nature - et remiimiostte e w
Rexona Naturals UK 10 weeks Pepsodent Philippines 6
from sign off to on -shelf new business units - Own weeks from sign off to on -

availability shelf availability



