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Safe Harbour Statement

Thisannouncementmay contain forward-ƭƻƻƪƛƴƎ ǎǘŀǘŜƳŜƴǘǎΣ ƛƴŎƭǳŘƛƴƎ ΨŦƻǊǿŀǊŘ-ƭƻƻƪƛƴƎ ǎǘŀǘŜƳŜƴǘǎΩ ǿƛǘƘƛƴ ǘƘŜ ƳŜŀƴƛƴƎ ƻŦ ǘƘŜ ¦ƴƛǘŜd States 
tǊƛǾŀǘŜ {ŜŎǳǊƛǘƛŜǎ [ƛǘƛƎŀǘƛƻƴ wŜŦƻǊƳ !Ŏǘ ƻŦ мффрΦ ²ƻǊŘǎ ǎǳŎƘ ŀǎ ΨŜȄǇŜŎǘǎΩΣ ΨŀƴǘƛŎƛǇŀǘŜǎΩΣ ΨƛƴǘŜƴŘǎΩΣ ΨōŜƭƛŜǾŜǎΩ ƻǊ ǘƘŜ ƴŜƎŀǘƛve of these terms and 
other similar expressions of future performance or results, and their negatives, are intended to identify such forward-looking statements. 
These forward-looking statements are based upon current expectations and assumptions regarding anticipated developments and other 
factors affecting the Group. They are not historical facts, nor are they guarantees of future performance. Because these forward-looking 
statements involve risks and uncertainties, there are important factors that could cause actual results to differ materially from those expressed 
or implied by these forward-looking statements, including, among others, competitive pricing and activities, economic slowdown, industry 
consolidation, access to credit markets, recruitment levels, reputational risks, commodity prices, continued availability of raw materials, 
prioritisation of projects, consumption levels, costs, the ability to maintain and manage key customer relationships and supply chain sources, 
consumer demands, currency values, interest rates, the ability to integrate acquisitions and complete planned divestitures, the ability to 
complete planned restructuring activities, physical risks, environmental risks, the ability to manage regulatory, tax and legal matters and 
resolve pending matters within current estimates, legislative, fiscal and regulatory developments, political, economic and social conditions in 
the geographic markets where the Group operates and new or changed priorities of the Boards. Further details of potential risks and 
ǳƴŎŜǊǘŀƛƴǘƛŜǎ ŀŦŦŜŎǘƛƴƎ ǘƘŜ DǊƻǳǇ ŀǊŜ ŘŜǎŎǊƛōŜŘ ƛƴ ǘƘŜ DǊƻǳǇΩǎ ŦƛƭƛƴƎǎ ǿƛǘƘ ǘƘŜ [ƻƴŘƻƴ {ǘƻŎƪ 9ȄŎƘŀƴƎŜΣ EuronextAmsterdam and the US 
{ŜŎǳǊƛǘƛŜǎ ŀƴŘ 9ȄŎƘŀƴƎŜ /ƻƳƳƛǎǎƛƻƴΣ ƛƴŎƭǳŘƛƴƎ ǘƘŜ DǊƻǳǇΩǎ !ƴƴǳŀƭ wŜǇƻǊǘ ƻƴ CƻǊƳ нл-F for the year ended 31 December 2010. These forward-
looking statements speak only as of the date of this document. Except as required by any applicable law or regulation, the Groupexpressly 
disclaims any obligation or undertaking to release publicly any updates or revisions to any forward-looking statements containedherein to 
ǊŜŦƭŜŎǘ ŀƴȅ ŎƘŀƴƎŜ ƛƴ ǘƘŜ DǊƻǳǇΩǎ ŜȄǇŜŎǘŀǘƛƻƴǎ ǿƛǘƘ ǊŜƎŀǊŘ ǘƘŜǊŜǘƻ ƻǊ ŀƴȅ ŎƘŀƴƎŜ ƛƴ ŜǾŜƴǘǎΣ ŎƻƴŘƛǘƛƻƴǎ ƻǊ ŎƛǊŎǳƳǎǘŀƴŎŜǎ ƻƴ ǿƘichany such 
statement is based.
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Mission1



We work to create a better future every day.

We help people feel good, look good and get more out of life with brands and 

services that are good for them and good for others.

We will inspire people to take small everyday actions that can add up to a big 

difference for the world. 

We will develop new ways of doing business that will allow us to double the size of 

our company while reducing our environmental impact.

We are a Successful, Growing, Sustainable Business

ϵ40bn

ϵ80bn

environmental impact

ϵ44bn



Geographic Reach2



Well Positioned for Growth

2bn
consumers 

worldwide use a 
Unilever product 

on any day

53% 
of sales in 

emerging markets

Products sold in 
more than 

180
countries

More than 

50 years
experience in 

Brazil, China, India 
and Indonesia



Balanced Scale Across Geographies

ðOur deep roots in local cultures and markets around the world give us our strong relationship with 
consumers and are the foundation for future growth.  We will bring our wealth of knowledge and 

international expertise to the service of local consumers - a truly multi -local multinationalñ - extract from 
Unileverós Corporate purpose

Americas

Ĺ14.6bn

33% Sales

Western Europe

Ĺ12.0bn

27% Sales

Asia/AMET/CEE

Ĺ17.7bn

40% Sales



Categories and Brands3



Categories - deliver global platforms 

Responsible for:

Brand development

Innovation

Research and Development

Accountable for:

Medium/long term market share

Brand health

Innovation metrics

Category value creation

Regions and Categories                        
Clear, Distinct, Complementary Roles

Responsible for:

Managing the business

Deploying brands and innovations

Customer management

Accountable for:

Short term market shares

Growth

Profit

Cash flows

Regions îin-market execution



Leadership Positions across the Portfolio

Local Strength

Oral Care

Household Cleaning

World Number 2

Laundry

Daily Hair Care

World Number 1

Savoury

Dressings

Tea

Ice Cream

Spreads

Deodorants

Mass Skin

Number 1 and 2 in more than 80% of the business



Broad Based Portfolio

Savoury, Dressings & SCC î32% sales Beverages and Ice Cream - 19% sales

Home Care î17% sales Personal Care î31% sales



Great Brands

Ĺ1bn

Brands


