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What | want to talk about

* First Impressions
* Opportunities
« Acquisitions

« Capabilities



First Impressions — Personal Care

* |t's a BIG market

« We play in only a part

Our momentum is improving
 We have strong plans for 2012

« And even bigger aspirations for the future.



It's a Big market
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Global Market is Consolidated
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Premiumisation:

Reaching up — Market Premiumisation

MARKET GROWTH OF GLOBAL PERSONAL CARE % of Market
2010 Unilever

>120 5.9%

100-120 4.3%

80-100 2.7%

PRICE PREMIUMISATION

<80 1.5%

Source: UL GMI, Q1 2011



Premiumisation:

Reaching up — Under Trade in Premium

% Retail Sales by Price Point
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We are stepping up our Performance

Personal Care
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Launched in
USA 1957

O

s s 4 2005Dove
: - Go Fresh
e 2 &

™ Launch

)

2010 Dove Men+Care
& Dove Hair Therapy

a

L}
2o | 20e
L4
s 2

iy

L&

L~
2000-2002 Dove Hair
Launch & Roll out

1.*?%"
A

[ PR,

L —

World Wide = Dove
Roll out 1990+ 1997-1999 Dove Doe | oo a
/—, Deos Launch &
: Roll out
A

1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010




Opportunities

1 Building a broader foundation

2 Adding a new storey




Building a Broader Foundation

e Strengthening Portfolio }

* |nnovation on the Core }

e Market Development ]




1 Strengthening Portfolio
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http://kalina.org/en/brands/clear_line/

2 Innovate on the Core: Axe Excite




2 Innovate on the Core: Lux

ndia’s best beauty soap
just got better.

Enjoy silky skin like never
before with New LUX.

NEW!
Silk Protein
Extract




2 Innovate on the Core:
Dove Hair Damage Therapy




2 Innovate on the Core: White Now
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3 Market Development

9 Scale

PRODUCT

1 Product Hero
 More Users

8 Community
Involvement

 More Usage FLilos

6 Visibility at RKE 2 Right Size / Value
Consumer R i
Touch-points

e More Benefits —
Avallability

4 Product
Experience

3 Educationa
Campaign

PROPOSITION

10 Consistency & Commitment



3 Market Development: Signal Toothpaste

Signal -
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50% of the world’s population do not brush twice a day \




3 Market Development: Lifebuoy

_‘ ~, Lifebuoy - Global Handwashing Day

é @ .. Global Handwashing Day

e “ 15th October, 2011

70 M people in rural India

impacted by the largest private Hygiene Education Programme in the world




Results: Winning in Body Wash China

Develop market via
: strong portfolio
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Results: Record Shares in US Body Wash

Value Share PW AOC
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Results: South AfricaHair #3to # 1
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../../../../Adam.Rose/My Documents/My Documents/Hair/CIP/SUPPORTING VIDS/dove_cctv_hd_dv48c.mpg

Building another storey

e Portfolio & Route to Market }

* Premium Innovation }

 New Business Development ]




1 Portfolio & Route to Market
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http://kalina.org/en/brands/clear_line/

2 Premium Innovation
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2 Premium Innovation
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2 Premium Innovation
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3 New Business Development

(1) SALONS: (2) DEVICES: e.g. Dove Hair & Clear Scalp
e.d. TIGI, Ponds Institute & Dove Spa Diagnostic Tools, Pond’s Skin Diagnostics

——

TAKE THE
SCALP TEST




And then there is Men....
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€20 Bn Market Opportunity



Acquisitions
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Growing Hair

Share

US +30 bps
Canada > +100 bps
UK +20 bps
Mexico +10 bps

over half of our

expected cost
synergies achieved
in 11

We will exceed

10% synergies in
2012

of leaders
accepted key roles




Market Share Leadership in US

Daily Hair Care Value Share |
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Expanding Brands into new markets...
TRESemme now in Brazil

On shelf November 1... 175 days from close
35



Expanding Brands into new markets...
And into Thailand

TRESemmé

SSSSSSSSSSSSSSSSSSS

AU INnsBIU

wuaogdalads:ausiaouniiu...nndu

3

| k\\.

A

waanTurigralazoaiconsowuisowudooBwidenls uifvidovingias
wsouaasiwcuunuiworduwunulnglagiows:

36




Leveraging US Heritage with
Motions relaunched in South Africa

~ P

On shelf November 15... 188 days from close
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http://kalina.org/en/brands/clear_line/

Capabilities

Holistic brand design

Drivers of added value in new Premium Beauty

Ahead of Trends

Go to Market excellence



It's a BIG market

We play in only a part
Our momentum is improving
We have strong plans for 2012

And even bigger aspirations for the future.



4. Personal Care & Brands VT



