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Safe harbour statement

This presentation may contain forward-looking statements, including ‘forward-looking statements’ within the meaning ofthe United States Private Securities
Litigation Reform Act of 1995.Wordssuchas ‘will’, ‘aim’, ‘expects’, ‘anticipates’, ‘intends’, ‘looks’, ‘believes’, ‘vision’, orthe negative ofthese terms and other similar
expressionsof future performance or Trading Statement, and their negatives, are intended to identify such forward-looking statements. These forward-looking
statementsare based upon current expectationsand assumptionsregarding anticipated developments and otherfactors affecting the Unilever Group (the ‘Group’).

They are not historical facts, nor are they guarantees of future performance.

Because these forward-looking statementsinvolve risks and uncertainties, there are important factors that could cause actualTrading Statement to differ materially
from those expressedorimplied by these forward-looking statements. Amongotherrisks and uncertainties, the material or principal factors which could causeactual
Trading Statement to differ materially are: Unilever's global brands not meetingconsumerpreferences; Unilever’'s ability to innovate and remain competitive;
Unilever'sinvestment choicesinits portfoliomanagement; the effect of climate change on Unilever's business; Unilever's abilityto find sustainable solutionsto its
plastic packaging; significant changesor deterioration in customer relationships; the recruitment and retention of talented employees; disruptions inour supply chain
and distribution; increasesorvolatility inthe cost of raw materials and commaodities; 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 meethigh and ethical standards; and managing regulatory, tax and legal matters. Anumber of theserisks have increased as aresult ofthe current Covid-19

pandemic.

These forward-looking statements speak only as of the date of thisdocument. Except as required by any applicable lawor regulation, the Group expressly disclaims
any obligationorundertaking to release publiclyany updates orrevisions to any forward-looking statements contained hereinto reflect any changeinthe Group’s

expectations withregardthereto or any changein events, conditions or circumstances onwhich any such statementis based.

Further details of potential risks and uncertainties affecting the Group are described inthe Group’sfilings with the London Stock Exchange, Euronext Amsterdam and

the US Securities and Exchange Commission, including in the Unilever Annual Report and Accounts 2020.
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2021 Delivery

Underlying Sales Growth

4.9%

0%

Underlying Volume Growth

FY Growth

Underlying Sales Growth

4.5%

1.6%

Underlying Volume Growth

Pricing Growth

4.9%

FY20 Q121 Q221 Q321 Q421

Competitive

Growth

53%

% Business Winning MAT'

"Moving Annual Total/ Last 52 weeks




'3 2021 Delivery
m “

Underlying Operating Margin

18.4%

-1 Obps

vs 2020

Underlying EPS

5.5%

7.8%

Constant Underlying EPS

Free Cash Flow

€6.4bn

-€1.3bn

vs 2020




Historical performance

USG % 3.2%
2-year CAGR
\
[
4.5%
3.6%
5 8% 3.2% 2.9%
. - - 1 9%

2016 2017 2018 2019 2020 2021

%Business Winning (MAT) UOM %
53% 53%
51% . v 186% % 185%  18.4%

I 2 = 2 I I

2016 2017 2018 2019 2020 2021

17.7%
16.4%

2016 2017 2018 2019 2020 2021

USG: 2016-2018 restated due to treatment of hyperinflation
UOM: 2017 & 2018 restated due to treatment of IFRS16




E 2021 Performance summary
Growth momentum building

Stepped up pricing in inflationary environment

Earnings growth

Competitiveness maintained
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%éﬁ Underlying Sales Growth 4% | 16k | 29%
USG 35% 5.7% 5.0% 25% 4.9%
aizre:ge 2.8% 2.3% 3.4% 4.2%
« Stepupin2-yearaverage
- growth through the year

upe B

UvG

« Continueto land pricingas
inflationincreases

result

. Flat « Some volume elasticityas a

Q420 Q1'21 Q221 Q321 Q421
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FY 2021: Turnover growth

A&D 1.3%

(0.1)%
2.4%

FY 2020 UvG UPG Acquisitions Disposals FY 2021 Currency FY 2021
(Constant) (Current)
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Beauty & Personal Care

. . 4% | 4% | 0%
Deodorant, Hair, Oral, Skin Care' o4 sc|ry usc|2.yrcace
v
— Dove
New S ﬂ e,
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PROTECTION e 5 ey
LAR ‘ E 4 4416;:\5\/@ i
" B I'R3 e |!i
3% [(3)% | 6%
Q4 USG|FY USG | 2-yr CAGR
, o« 3
° . 208 Dove NEW LUX
09’ = BEST SOAP =
@, 54 ForcLow 4= ©
: 3 AN

Zjove = / |

NEW formula with skin-natural moisturizers for instantly soft skin & lasting nourishment. -
Proven lasting care for the skin you fve in. <

\

1Excludes Prestige
2Average 2020 fx rates

LUX

3.8%
FY USG

0.8%
FY UVG

3.0%
FY UPG

Pricing stepping-up across all
categories

Social occasions retum but
remain below pre-Covid levels

Prestige Beauty growth
remains strong

Skin Cleansing +13% vs 2019
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0%
Q4 USG

2%
FY USG

6%
2-yr CAGR

TAverage 2020 fx rates

21%
Q4 USG

23%
FY USG

(4)%
2-yr CAGR

5.6%
FY USG

2.9%
FY UVG

2.7%
FY UPG

In-Home growth againsthigh
base driven by strong core
brands and innovation

Food Service recovery
accelerating throughout the
year (-9% vs 2019)"

OutofHome Ice Creamstill
impacted by travelrestrictions
(-9% vs 2019)’
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Home Care

Laundry

\\

70M0

TOUGH ON STAINS

KINDER TO
THE PLANET

8%
Q4 USG

6%
FY USG

4%
2-yr CAGR

NEW LIFEBUOY HOMECARE RANGE
BRUTAL ON GERMS,
GENTLE AROUND YOU

@
oo LS5 2 s

TAverage 2020 fx rates

100%
naturally
derived
Cleanimg
agent

6%
2-yr CAGR

(5)%
Q4 USG

(4)%
FY USG

N,

Il |

@ D

jANTl-BAC
e Mo f) B

ecorefill § % e

il B i

-l ;'(

el
NATURALLY &

3.9%
FY USG

0.7%
FY UVG

3.1%
FY UPG

Significant pricing takenin H2

CleanFuture innovation
landing across markets

Home & Hygiene lapping
strongbase (+13% vs 2019)"
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Regional growth by quarter

Asia/ AMET/RUB Latin America
€24bnTO €6bnTO
8.5%
. 11.9% ( \
USG 9.9% ( ) 8.7% 9.0%
— 7.2%
5.7% . 5.7% 5.8% 5.8% .
. (]
wee | 26w N mn B —
UVvG — ] I
I 1.3%
Q4'20 Q1'21 Q2'21 Q321 Q4'21 FY'21 Q4'20 Q1'21 Q2'21 Q321 Q4'21 FY'21
— —
North America Europe
€11bnTO €11bnTO
USG 7.1% ( ) ( )
6.5% A o
4.3% 0%
UPG 1.1% 2.0% 3.4% 0.8% 0.3% 0.4%
I - I [ ] - [ Py A . 0.2%
uve — — 1.1% 0.5% r— ] | — 0.3%
-2.3% -0.8%
Q4'20 Q1'21 Q2'21 Q321 Q4'21 FY'21 Q4'20 Q1'21 Q2'21 Q321 Q4'21 FY'21
— —
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FY 2021: Underlying operating margin

€7.0bn’ 0.2%

Includes
Covid costs & mix
+30bps unwind

FY 2020 Gross Margin Brand & Marketing Overheads FY 2021

Investment
BMI FY spend at constant fx rates 16



FY 2021: Underlying earnings per share

Currentunderlying EPS

C onstant underlying EPS

+7.8%
0.1%
N
-
FY 2020 Turnover & Finance cost Tax Minorities SBB Other FY 2021 Currency FY 2021
operational (Constant) (Current)

performance
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Unillerrer

2021 vs multi-year financial framework

il

Growth

Underlying sales
growth ahead of our
markets 3-5% USG

4.5%

&

Profit

Profit growth ahead
of USG

-10bps

UOM

Long term value creation

Sustained strong cash
flow

€6.4bn

Growing dividend

though earnings growth

5.5%

+3%




Unillerrer

Ambition

2021

Savings

€2bn

Perannum

€2bn

Restructuring

€2bn

Over‘'21and ‘22

€0.6bn

2021 vs other long term financial metrics

Mid to
high teens

17.2%

Leverage

2.0x

approx.

2.2X
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M Performance summary
Unillever
Growth momentum building

Stepped up pricing in inflationary environment

Earnings growth

Competitiveness maintained
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Five clear strategic priorities

2. : 4.

Purpose -led, Move
future-fit portfolio into

organisation high growth
& culture spaces

Accelerate

USA, India,

China and
EMs

Lead in
channels of
the future

Win with
brands and
innovation

22



Five clear strategic priorities

Win with
brands and
innovation
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L 8l 1.Winning with our brands

Product Bigger, better
n r n [ ] (] [ ] [ ]
13€1bnbrands superiority innovations
6.4%
50%of To 71% >€1bn
of turnover tested incremental turnover
DOVQ ’ __ winning vs competition through bigger,
— Vs betterinnovations

47%in 2019 (2021)
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Five clear strategic priorities

2.

Accelerate

USA, India,

Chinaand
EMs
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2. Accelerating in USA, India and China

1y

.
-

€9.9bn €5.6bn €3.3bn
FY'21TO FY'21TO FY'21TO

7.7%
3.7%
USG%
0,
0% :ﬁ: 0.2% III
"17 18 "19 20
60% >65%
(MAT)

17 18 19 '20 ‘21

= . —

17

11.2%

18

"19

-1.7%
'20

13.4%

‘21

>75%

_—

"17

18

19

'20

‘21

14.3%

6.9% 7.9%

4.2%
. ] o

18 "19 '20 ‘21

>55%

17 18 19 '20 ‘21
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Five clear strategic priorities

Lead in
channels of
the future
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%& 3. Channels - eCommerce

44% eCom

2021 eCom USG Turnover contribution

omni = usa 13%
+31% -— +13%
.
gL Pure play India
Alibaba.com + 24% + 200% +
2%

@ eB2B China
AGORA | +91% +25% 16 17 18 19 20 21
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Five clear strategic priorities

4.

Purpose -led,
future-fit
organisation
& culture
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4. A new, future-fit organisation

Simpler, faster, more categoryfocused

Unilever Corporate Centre

~

Business
Groups

-

Beauty & ‘ ‘ Home lce Cream
Wellbeing . \ Care
J

Unilever Business Operations
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4. A new, future-fit organisation

Vitamins Minerals &

\_

Beauty &

Wellbeing

Hair Care
Skin Care

Prestige

Supplements

-

Skin Cleansing
Deodorant

Oral Care

Dollar Shave Club

Elida Beauty

Geographic
Business Units Y

.

Geographic
Business Units

"

J

Corporate Centre

Home

Care

Fabric Cleaning

Fabric Enhancers

Home & Hygiene
Water & Air

Geographic

\_ Business Units )

Scratch Cooking
Healthy Snacking

Functional Nutrition

Plant-based Meat
UFS

Geographic

\_ Business Units

J

lce Cream

Ice Cream

Geographic
\_ Business Units

J

Business Operations
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4. A new, future-fit organisation

Jan 22

H

|

Reorganisation
announced

|

July 22

[ Go Live

« H1reportedon
current3 Divisions

* Q3 onwards reported
on 5 Business Groups

Designed to furtherimprove
performance

€0.6 bn savings

15% reductionin senior
managementpositions

5%reductionin junior
managementpositions



Five clear strategic priorities

\Y[e)V/S
portfolio into
high growth
spaces
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Acquisitions

€16bn capitalinvested
in 29 acquisitions

since 2017
Other
7% - Functional
Prestige / =~ Nutrition

17% )’

43%

Disposals

€11bn proceeds
from 12 disposals
since 2017

// Spreads
65%

j 5. Portfolio change

Portfolio rotation
('17-21% of TO)

17%

13%

Tl
Eﬁ =

‘?M @ Peers avg

Umﬂww
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5. Portfolio change

‘21 USG contribution High teens ROIC maintained
(bps contribution to 21 USG from acquisitions throughout period of significant portfolio rotation
and disposals since‘17)
4.5%

\

"~ 2as 19% 19%
| 0.4% , ° 18% ° 18% 17%
‘ i I I I
USG USG USG 2017 2018 2019 2020 2021
excl. acquisitions &  acquisitions disposals

disposals (estimated)
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5. Portfolio change

Strong M&A trackrecord in key growth categories

(Performance and FY’'21 TO of major recent acquisitions)

Horlicke

@ - IV

REN

CLEAN SKINCARE

@ Blueair \Cirv/ e’r . /@ d er ma Iog Ica
\\\'
PAULA'S CHOICE SMARTY
2016 2017 2017 2017 PﬂﬂTS%
vitamins ="

DSC Carver Quala Sundial
€230m €310m €270m €300m

2015-21
Prestige Beauty 2020-21
€1bn Functional Nutrition
€1.5bn
2021 36% ()% 2% 2% 28% 24% 22%

USG
36



5. Portfolio change

Functionc
utrition’

27% | FY

Prestige Beauty
USG Q4 18% | FY 24%

Bps contribution to
Unilever USG%

# 1 PAN™ TS =
:‘)E:_-?AN SMARTY uci{@ 60
Skincare brand Kids multivitamin = o PAATSE G0
in Sephora brand on Amazon | .529
(Tatcha) (SmartyPants) P _ 40 40
# 1 2 I I
Professional ]
skincare brand Hydration . 0
globally brand globally ' . ' . ' .
(Dermalogica) (Liquid V) FY'19 FY'20 Q121 Q221 Q321 Q421

"Health Food Drinks + Vitamins, Minerals & Supplements 37



L. Keymessages

* Focused on maximising performance from existing portfolio
- Exiting 2021 with momentum

* Responding to unprecedented inflation with strong pricing

« Organisationalchange will be an accelerant

- Disciplined capital allocationwill continue

38
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Uf Capital allocation

Operationalinvestment

Portfolio reshape

€3bn
Returns to shareholders share buyback

over2022/2023

40



Unprecedented inflation, margin recovers

Margin to be restored after 2022, with the majority coming backin 2023

GM (bps) [(150) 100] (30) [(160) 30 110] 10 80 50 60 50 30 (55) (120)

Includes
Covid costs & mix

UPG% 7.2% (90)bps headwind

4.8%
> 3.3% 1.6% 2.99,

24
14
0.6
-
I s B S e
| | _ |

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

"Net Material Inflation = marketinflation postimpacts of hedging, procurement actions, product reformulations and currency movements 41

NMI'
(€bn)




2022 Priorities

C ontinuing growth momentum

Managinginflaionary pressure while investing for growth

Implementing new operating model

2022 Guidance

4.5-6.5% price led growth

Maintain competitive levels of spend in BMI, R&D and
Capex

« FYUOM16-17%, down by 140-240bps
 H1 more heavilyimpacted thanH2
+ Expectmarginto berestored through2023 and 2024

42
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