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Safe harbour statement

This presentation may contain forward-looking statements, including 'forward-looking statements' within the meaning of the United States Private Securities Litigation Reform Act of 1995, concerning the financial
condition, results of operations and businesses of the Unilever Group (the 'Group’). All statements other than statements of historical fact are, or may be deemed to be, forward-looking statements. Words and terminology
such as 'will', 'aim’, 'expects’, 'anticipates’, 'intends’, 'looks’, 'believes’, 'vision', '‘ambition’, 'target’, 'goal’, 'plan’, 'potential’, 'work towards', 'may’, 'milestone’, 'objectives’, 'outlook’, 'probably’, 'project’, 'risk’, 'seek’, 'continue’,
'projected’, 'estimate’, ‘achieve’ or the negative of these terms, and other similar expressions of future performance, results, actions or events, and their negatives, are intended to identify such forward-looking statements.
Forward-looking statements also include, but are not limited to, statements and information regarding Unilever's acceleration of its Growth Action Plan, Unilever's portfolio optimisation towards global or scalable
brands, the capabilities and potential of such brands, the various aspects of the separation of Ice Cream and its future operational model, strategy, growth potential, performance and returns, Unilever's productivity
programme, its impacts and cost savings over the next three years and operation dis-synergies from the separation of Ice Cream, the Group's emissions reduction targets and other climate change related matters
(including actions, potential impacts and risks associated therewith). Forward-looking statements can be made in writing but also may be made verbally by directors, officers and employees of the Group (including during
management presentations) in connection with this presentation. These forward-looking statements are based upon current beliefs, expectations and assumptions regarding anticipated developments and other factors
affecting the Group. They are not historical facts, nor are they guarantees of future performance or outcomes. All forward-looking statements contained in this presentation are expressly qualified in their entirety by the
cautionary statements contained or referred to in this section. Readers should not place undue reliance on forward-looking statements.

Because these forward-looking statements involve known and unknown risks and uncertainties, a number of which may be beyond the Group's control, there are important factors that could cause actual results to differ
materially from those expressed or implied by these forward-looking statements. Among other risks and uncertainties, the material or principal factors which could cause actual results to differ materially from the
forward-looking statements expressed in this presentation are: Unilever's ability to successfully separate Ice Cream and realise the anticipated benefits of the separation; Unilever's ability to successfully execute and
consummate its productivity programme in line with expected costs to achieve expected savings; Unilever's global brands not meeting consumer preferences; Unilever's ability to innovate and remain competitive;
Unilever's investment choices in its portfolio management; the effect of climate change on Unilever's business; Unilever's ability to find sustainable solutions to its plastic packaging; significant changes or deterioration in
customer relationships; the recruitment and retention of talented employees; disruptions in Unilever's supply chain and distribution; increases or volatility in the cost of raw materials and commodities; the production of
safe and high quality products; secure and reliable IT infrastructure; execution of acquisitions, divestitures and business transformation projects; economic, social and political risks and natural disasters; financial risks;
failure to meet high and ethical standards; and managing regulatory, tax and legal matters..

The forward-looking statements speak only as of the date of this presentation. Except as required by any applicable law or regulation, the Group expressly disclaims any intention, obligation or undertaking to release
publicly any updates or revisions to any forward-looking statements contained herein to reflect any change in the Group's expectations with regard thereto or any change in events, conditions or circumstances on which
any such statement is based. New risks and uncertainties arise over time, and it is not possible for us to predict those events or how they may affect us. In addition, we cannot assess the impact of each factor on our
business or the extent to which any factor, or combination of factors, may cause actual results to differ materially from those contained in any forward-looking statements.

Further details of potential risks and uncertainties affecting the Group are described in the Group's filings with the London Stock Exchange, Euronext Amsterdam and the US Securities and Exchange Commission, including
in the Annual Report on Form 20-F 2023 and the Unilever Annual Report and Accounts 2023.
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Driving change at pace

Growth !

Action Plan
launched

July
2023

New
leadership
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Q4 results!
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led by Power Brands

Ice Cream ¢

separation
announced

€800m
productivity

programme
announced o

Updated Climate

Transition Action Plan
approved °

€1.5bn!
buyback

started




Growth Action Plan

Fewer things, done better, with greater impact

Faster growth

Productivity & simplicity

Performance culture




Power Brands

Strong market positions

Attractive volume growth

Gross margin accretive
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Faster growth led by Power Brands
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Faster growth with big bold moves

Scalable platforms with
differentiated technologies /

Committed investments
for >3 years
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A granular approach to superiority

P600

Input metrics across 6Ps
for root cause analysis

Market and proprietary
Unilever data

Bespoke weighting of the
6Ps at country / category
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Performance linked to reward

New Directors’ remuneration policy
better aligned with shareholder interests

Greater line of sight and differentiation
for employees

Streamlined and systematised
individual goal setting




Accelerating gross margin
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Strengthening productivity

Gross

savings

39

Capex spend on
productivity
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Stepping up our impact

€300m 2%

Material cost savings Production and logistics
per unit cost reduction

Value chaininterventions Network optimisation
Complexity reduction Digitising logistics
Enhanced buying approach Business waste reduction
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Accelerating the Growth Action Plan

Ice Cream separation Productivity programme

A more focused company A more efficient company
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Planned by end 2025 Cost savings, more than offsetting
operational dis-synergies
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Capital allocation: investing in growth

Organic growth and
productivity

Selective bolt-on :€ 1 R 5 bn

acquisitions

Share buyback started
in May

Capitalreturns to
shareholders




Strong fundamentals for growth

Iconic o
brands

Advantaged
footprint

Focused Growth ___
Action Plan

Enhanced o __
productivity

Portfolio
transformation

Volume growth

Gross margin
expansion

Attractive
returns on
capital



Clear priorities and improved execution

A simpler, more focused company

Building
for higher
performance

Strengthening performance culture
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