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Safe Harbour Statement 

This announcement may contain forward-looking statements, including ‘forward-looking statements’ within the meaning of the United States Private Securities Litigation 

Reform Act of 1995. Words such as ‘expects’, ‘anticipates’, ‘intends’, ‘believes’ or the negative 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 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 the Group’s Annual Report on Form 20-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 Group expressly disclaims any 

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. 
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Strong performance in a challenging environment 
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Investing in the long term 

Investing in our manufacturing base:  
20+ new factories 

Product quality improvement: 
+€100m in 2011 

Our category driven organisation increasingly becoming a source of competitive advantage 

New organisation 
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Investing in the long term: M&A 

M&A as a growth driver: bolt-on acquisitions on core categories - €1bn - €2bn p.a.  

Personal Care Concern Kalina Personal Care Sara Lee Hair Alberto Culver 



Clear and compelling strategy 

Category led organisation USLP Clear strategic framework 



Win globally - Deodorants 

 +40% global share 

 Consistent growth driven by innovation: 

 Rexona re-launch 

 Dove female 

 Axe new variants 

 Dove Men+Care now in >40 markets 

 



Win in emerging markets - Laundry 

Global value shares are up Dirt is Good re-launched in 48 markets 
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Launch of Comfort into white spaces 

India, Pakistan, Australia, South Africa 



Win differently - Spreads 

Great innovation – Latta & Luftig 
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Highly cash generative 
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More to do in Tea 

 Technology and innovation key to improve performance: 

 TESS: enhanced taste and aroma (Lipton, PG Tips) 

 Launch of non-bitter green and white tea 

 Launch of Lipton Ice Tea 100% natural 

 Introduction of Lipton Green superfruit range in the US 

 



Strong performance in Food Solutions 

3.4% 
4.6% 

8.2% 

Volume Price USG 

2011 
 Now more than €2bn turnover - 2/3rd  in developed markets 

 Success built on a number of building blocks: 

 Chefmanship at the core 

 Expansion in China and other key emerging markets 

 Quality improvement and best-in-class recipe development 
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Turnover 2010 Vol/Mix Price Currency M&A Turnover 2011 

FY 2011:  Strong underlying sales growth 
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Volume growth maintained despite strong pricing 



FY 2011: Accelerated growth in emerging markets 
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Emerging markets underlying sales growth 

 Outstanding performance in 2011 

 54% of turnover 

 Mid-single digit volume growth consistent 

with the last 20 years 



FY 2011: Developed markets growing in line with the market 

 Continued difficult consumer environment 

 Improved overall share performance 

 Strong growth and share gains in Personal care: 

 Hair US reached leadership over L12w 

 Most categories gaining share in Europe 

 Foods value shares are flat 

 Ice cream strong momentum continues 
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FY 2011: Broad based category growth 

Underlying sales growth 

 Personal care: double-digit sales growth in H2 

 Home care: good balance between volume and 

price and value share gains 

 Refreshment: driven by Ice Cream innovation (e.g. 

Magnum launch in the US) 

 Foods growth driven by price (spreads) 

8.2% 8.1% 

4.9% 4.9% 

PC HC Refreshment Foods 



Turnover Q4'10 Vol/Mix Price Currency M&A Turnover Q4'11 

Q4 ’11:  Strong underlying sales growth 
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Volume growth around 1% excluding the impact of systems change in North America 



FY 2011: Underlying price growth at 4.8% 
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underlying price growth 

 2012 to benefit from carry-over pricing 

 Modest incremental pricing in 2012 



15.0% 14.9% 

2010 Gross Margin A&P  Overheads 2011 

FY 2011: Underlying operating margin down 10bps 

-180bps +100bps 

+70bps 

Overheads are all costs below gross profit but excluding A&P 



FY 2011: Gross margin down 180bps 

-230  

-130  

-180  

gross margin bps change 

 Gross margin 39.9%, after distribution costs of 6.6% 

 Pricing lagging cost increases 

 Inflation in factory and distribution costs (crude oil 

related) 

 2011 commodity cost inflation within guidance at €2.4bn 

 Mid-single digit 2012 commodity cost inflation 

2012 gross margin expected to be modestly higher with most improvement in H2 

H1’11 H2’11 FY ‘11 



FY 2011: Savings programmes €1.5bn 
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Total Savings 

 Excellent savings from continuous improvement 

programme 

 Contribution from supply chain, overheads and A&P 

 Difficult macro-economic environment – no let up in 

our productivity initiatives 



FY 2011: A&P investment at €6.2bn - up by €150m 

A&P increase year-on-year (*) 

(*) Comparison is in constant currency 

2009 2010 2011 

 Competitive support levels 

 Advertising quality much improved 

 Digital spend up15% 

 Production costs and fees reduced, releasing funds for 

media spend 

€370m 
€330m 

€150m 



FY 2011: Overheads down 100bps 
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 Excellent delivery in 2011 due to: 

 Continuous improvement mindset 

 Finance cost reduction 25bps 

 Reduction of travel expenses and consultants 

 One-off savings from specific initiatives 

 Taking the right decisions for the long term 

-100bps -40bps 0bps 



Core operating profit in 2012 will include business restructuring 

Underlying Operating Profit 

€6.9bn 
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EPS 2010 Operational   
Performance 

Pension Currency Interest Others EPS 2011 

FY 2011: Core earnings per share growth 
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FY 2011: Strong free cash flow despite investment in capex 
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9th consecutive quarter of negative working capital 

Q1 09 Q2 09 Q3 09 Q4 09 Q1 10 Q2 10 Q3 10 Q4 10 H1 11 H2 11 

Trading Working Capital % Turnover (closing) 
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Cash conversion cycle negative as we exited 2011 



Net debt increased to €8.8bn 
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Pension deficit up €1.1bn at €3.2bn 

 Pension deficit now €3.2bn (from €2.1bn at end 2010): 

 Driven by increased liabilities due to fall in corporate AA 

bond rates 

 2011 cash contributions to pensions €550m 

 2012 cash contributions to pensions will be around €700m 

 Pension interest credit of €70m  

 2012 expected pension interest a debit of €10m 
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A new Unilever emerging 

Market Unilever 

Growth ahead of the market Protecting margins despite 
unprecedented headwinds 
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2011 

A faster and more agile business 

Underlying operating 
margin  
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USLP: launch of the Unilever Foundation 

Helping more than one billion people improve their health and well-being 



Innovation rate above 30% 

Deo – Axe Anarchy 

Global roll-out Western Europe 

Savoury – Knorr Sauce Pur Vaseline – Men Face 

South East Asia 



We continue to roll-out our brands into more markets 

Axe Hair – Western Europe Simple – North America Clear – South Africa 

Now in 40 markets Alberto Culver brands roll-out  Roll-out from the US 
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Consumer environment 
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Priorities 

1. Volume growth ahead of the market 

2. Steady and sustainable core operating margin improvement 

3. Strong cash flow 
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