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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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Unilever objectives

1. To drive volume growth ahead of our markets

2. Steady and sustainable underlying operating margin 

improvement

3. Strong cash flow

We are now in phase 3 of the journey

Magnify innovations

Win with winning customers

Drive up CASH and drive down COSTS

Improve sales fundamentals

Own market development

Step change customer service

Simplify product / SKU range

Agree country & category strategies
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Win with local consumers
through combined power of BB & BD7

9 for 09

TURBO-CHARGE

 
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Another step closer to the virtuous circle of growth

Profitable
Volume
Growth

Innovation 
A&P / R&D

Cost 
Leverage

+ 
Efficiencies

Cost 
Savings

Doing what we said we would do

0.1% 2.3%

5.8%

FY08 FY09 FY10

0.1%

0.2% 0.2%

FY08 FY09 FY10

2.4 

4.1 
3.4 

FY 08 FY 09 FY 10

Volume Growth 
accelerated

Underlying Operating Margin 
increased

Free Cash Flow 
delivered

€bn

Free Cash flow: net cash flow from operating activities – net interest - net capex
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A new Unilever emerging

1 Brands and innovation

2 People and organisation

3 Unilever in emerging markets
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Great brands and leadership positions

Number 1 or 

2 in 80%+ of 

turnover

Innovation becoming a competitive strength

Highest ever innovation rate

30%

33%

FY 2009 FY 2010

9

40

FY 2009 FY 2010

Innovations in ten or more markets

2009 2010 2008 2010 FY 20102010

Average innovation turnover
top projects increase vs. 2009

40%
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Innovating across the portfolio - Hair 

Innovating across the portfolio - Oral 

Signal Sensitive Expert

Signal Complete 8 Pepsodent Anti-Cavity

Close Up White Now

Protects the tooth nerve of pain stimulus and 
strengthens the gums

Whitens teeth instantly

Complete protection Anti-cavity

http://www.gnpd.com/sinatra/gnpd/images/zoom&id=1522983&pic_num=0&origWidth=519&origHeight=502&xOff=0&yOff=0&destWidth=778.5&destHeight=217.5&rotation=0
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Innovating across the portfolio - Laundry

Dirt is Good

Global re-launch with 
enhanced cleaning 
perception with built in 
pre-treaters

Surf launch into white spaces
Radiant

Patented optical 
whitener 
technology

Comfort

Superior freshness 
in-wear

Innovating across the portfolio – Ice Cream

Magnum - Europe , 
North America, AACEE

Fruttare – Thailand, 
LATAM

Cornetto - Europe

http://www.gnpd.com/sinatra/gnpd/images/zoom&id=1470581&pic_num=0&origWidth=519&origHeight=502&xOff=0&yOff=0&destWidth=453&destHeight=753&rotation=0
http://www.gnpd.com/sinatra/gnpd/images/zoom&id=1394792&pic_num=0&origWidth=519&origHeight=502&xOff=0&yOff=0&destWidth=325.5&destHeight=753&rotation=0
http://www.gnpd.com/sinatra/gnpd/images/newzoom&id=1394643&pic_num=0&destWidth=400&destHeight=400&origWidth=400&origHeight=400
http://www.gnpd.com/sinatra/gnpd/images/newzoom&id=1510020&pic_num=0&destWidth=400&destHeight=400&origWidth=400&origHeight=400
http://www.gnpd.com/sinatra/gnpd/images/newzoom&id=1507406&pic_num=0&destWidth=400&destHeight=400&origWidth=400&origHeight=400
http://www.gnpd.com/sinatra/gnpd/images/newzoom&id=1504229&pic_num=0&destWidth=400&destHeight=400&origWidth=400&origHeight=400
http://www.gnpd.com/sinatra/gnpd/images/newzoom&id=1492712&pic_num=0&destWidth=400&destHeight=400&origWidth=400&origHeight=400
http://www.gnpd.com/sinatra/gnpd/images/zoom&id=1514051&pic_num=0&origWidth=519&origHeight=502&xOff=0&yOff=0&destWidth=778.5&destHeight=576&rotation=0
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Innovating differently - Spreads

 Winning differently

 Focus on taste

 Health benefits

 Tailored innovation to local needs

Innovation driving share gain - Laundry in China

value share (%)

2007 2008 2009 2010

+330 
bps

 Launch of Omo liquids

Value share
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Innovation driving share gains - Deodorants in Brazil

value share (%)

2009 2010

+140 
bps

 Launch of Dove Men+Care

 Launch of Rexona Naturals

Value share

Innovation driving share gains - Hair in India

value share (%)

2009 2010

+90 
bps

 Clear re-launch

 Dove Damage Repair launch

Value share
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2009 2010

~100 brands into new markets in 2010

Category 1 Category 2

Series 1

~100

~50

2x

 Dove Hair / Skin Cleansing China

 Lipton Spain

 Domestos Italy, Philippines

 Cif India

 Lifebuoy LATAM, Australia

 Fruttare Thailand

 Surf Thailand / Nigeria

 Launch of Magnum in the USA 

during Q1 2011

2 People and organisation
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The right people on the bus

Sharper in our differentiation

Before Now
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Delivery Delivery

Performance matrix

2/3rd of senior management in the green box 1/4th of senior management in the green box

S
ta

n
d

a
rd

s 
o

f 
Le

a
d

e
rs

h
ip

2/3rd 1/4th
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Virtuous circle of development

Performance 
culture

Individual

Goal 
Setting

Learning & 
Development 

Plans

Performance 
Rating

360 
Feedback

GPS 
Feedback

Forced 
Distribution

Differentiated 
Pay for 

Performance - ULDP 
- Asia 4 

acres

Investing in Leadership Development in Asia

Asia - 4 Acres
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A sharper, faster, more effective organisation

22 multi-country organisations CEO forum UEx cells coverage Aligned from 
top to bottom

Still work to do – significant room for improvement

Capabilities getting stronger

Shared services

Centres of excellence
Global supply chain

Marketing

Flawless 

execution

Flexible, agile 

& lean 

structures

World class 

service

Consumer 

perceived 

quality

End-to-end 

competitive cost
SC creates 

value through
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3 Unilever in emerging markets

Sources of growth

75% 75% 75%

 Emerging markets  HPC  Market development
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Unilever: the Emerging Market Company

0%

20%

40%

60%

80%

100%

1946 1956 1966 1976 1986 1998 2004 2008 2009 2010

developed

emerging

53%

Consistent track record – 9% CAGR over the last 20 years

Most 100M+  population countries will be in emerging 
markets (13 out of 15 by 2020)

US

Japan

Mexico

Brazil

Vietnam

Indonesia

India
Philippines

Russia

ChinaPakistan

Bangladesh
EthiopiaNigeria

Egypt

Source: Unilever Estimates from Globegro
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Ban’deshVietnamIndia Indonesia Thailand Philipp’sChina

Fabric Cleaning

Hair Care

Face Care

Skin Cleansing

Deos

Tea

Savoury

Ice Cream

Market leadership in emerging markets

Brazil Russia Argentina
Number 1

Number 2

1 1 2 2 
3 

5 
5 

13 14 

17 

20 

Vietnam Indonesia China India Turkey Mexico Argentina Australasia Brazil USA United 
Kingdom

Very low per capita consumption 

bath and shower – US$ spend per capita

Source: Euromonitor

Developed markets

Emerging markets

http://www.google.co.uk/imgres?imgurl=http://www.enchantedlearning.com/southamerica/brazil/flag/Flagbig.GIF&imgrefurl=http://www.enchantedlearning.com/southamerica/brazil/flag/&usg=__WSNCwu_bhqMAiiBOO18peIzy08M=&h=313&w=426&sz=6&hl=en&start=4&zoom=1&tbnid=JTlg9vQ0V2nnkM:&tbnh=93&tbnw=126&prev=/images?q=Flag+of+Brazil&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.footballpictures.net/data/media/147/russia-flag.jpg&imgrefurl=http://www.footballpictures.net/details.php?image_id=1341&usg=__i03KRIgYMeeiNmNUzQO-4VlLT2o=&h=768&w=1024&sz=30&hl=en&start=4&zoom=1&tbnid=bqquuVUhHnmKSM:&tbnh=113&tbnw=150&prev=/images?q=Flag+of+Russia&hl=en&sa=G&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://wikieducator.org/images/thumb/4/41/Flag_of_India.svg/800px-Flag_of_India.svg.png&imgrefurl=http://wikieducator.org/File:Flag_of_India.svg&usg=__jf-_sM2FL0m-Z0Tec9dd77pGKmE=&h=533&w=800&sz=27&hl=en&start=3&zoom=1&tbnid=YRJspSE-Wxx2lM:&tbnh=95&tbnw=143&prev=/images?q=Flag+of+India&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.flag-zone.com/img/china/flag.gif&imgrefurl=http://www.flag-zone.com/flag/china/&usg=__P7VSVhTwH_Krsl_PEu7O02h-rxA=&h=302&w=453&sz=3&hl=en&start=1&zoom=1&tbnid=H77Ns8LoQSpQzM:&tbnh=85&tbnw=127&prev=/images?q=Flag+of+China&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.clker.com/cliparts/3/e/b/8/1206567153268174852Anonymous_flag_of_Indonesia.svg.hi.png&imgrefurl=http://www.clker.com/clipart-flag-of-indonesia.html&usg=__8t4-ZBA1ZAEZS2BcZTlZYxcfMy4=&h=451&w=600&sz=3&hl=en&start=3&zoom=1&tbnid=gGD52LMPGWDS1M:&tbnh=101&tbnw=135&prev=/images?q=Flag+of+Indonesia&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.thaitourism.com.my/images/600px-Flag_of_Thailand.svg.png&imgrefurl=http://www.thaitourism.com.my/regions.php&usg=__eWsOmnyLv7Q-yQVgJJA9yNqa5Uk=&h=400&w=600&sz=2&hl=en&start=2&zoom=1&tbnid=2DRb4RhFP1elxM:&tbnh=90&tbnw=135&prev=/images?q=Flag+of+Thailand&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://wikieducator.org/images/thumb/0/05/Flag_of_Philippines.svg/800px-Flag_of_Philippines.svg.png&imgrefurl=http://wikieducator.org/File:Flag_of_Philippines.svg&usg=__94Jilv_ztbdfHtTw8_qtWPxJiqo=&h=400&w=800&sz=23&hl=en&start=3&zoom=1&tbnid=_LssgGou3fxm6M:&tbnh=72&tbnw=143&prev=/images?q=flag+of+philippines&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://unimaps.com/flags-asia/vietnam-flag.gif&imgrefurl=http://unimaps.com/flags-asia/vietnam-print2.html&usg=__SWrDpQVKfNuLk7V_kjfyMR9Hs6M=&h=600&w=900&sz=6&hl=en&start=3&zoom=1&tbnid=CpfjPrL7_m2kPM:&tbnh=97&tbnw=146&prev=/images?q=flag+of+Vietnam&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://mapsget.com/flags/asia/bg-lgflag.gif&imgrefurl=http://mapsget.com/asia/bangladesh/flag-of-bangladesh/&usg=__z0uJ5n7FET0AUmtvME-5rY-2GUU=&h=302&w=503&sz=3&hl=en&start=3&zoom=1&tbnid=EJwUbS3J1W_9VM:&tbnh=78&tbnw=130&prev=/images?q=flag+of+Bangladesh&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.enchantedlearning.com/southamerica/brazil/flag/Flagbig.GIF&imgrefurl=http://www.enchantedlearning.com/southamerica/brazil/flag/&usg=__WSNCwu_bhqMAiiBOO18peIzy08M=&h=313&w=426&sz=6&hl=en&start=4&zoom=1&tbnid=JTlg9vQ0V2nnkM:&tbnh=93&tbnw=126&prev=/images?q=Flag+of+Brazil&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://wikieducator.org/images/thumb/4/41/Flag_of_India.svg/800px-Flag_of_India.svg.png&imgrefurl=http://wikieducator.org/File:Flag_of_India.svg&usg=__jf-_sM2FL0m-Z0Tec9dd77pGKmE=&h=533&w=800&sz=27&hl=en&start=3&zoom=1&tbnid=YRJspSE-Wxx2lM:&tbnh=95&tbnw=143&prev=/images?q=Flag+of+India&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.flag-zone.com/img/china/flag.gif&imgrefurl=http://www.flag-zone.com/flag/china/&usg=__P7VSVhTwH_Krsl_PEu7O02h-rxA=&h=302&w=453&sz=3&hl=en&start=1&zoom=1&tbnid=H77Ns8LoQSpQzM:&tbnh=85&tbnw=127&prev=/images?q=Flag+of+China&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://unimaps.com/flags-asia/vietnam-flag.gif&imgrefurl=http://unimaps.com/flags-asia/vietnam-print2.html&usg=__SWrDpQVKfNuLk7V_kjfyMR9Hs6M=&h=600&w=900&sz=6&hl=en&start=3&zoom=1&tbnid=CpfjPrL7_m2kPM:&tbnh=97&tbnw=146&prev=/images?q=flag+of+Vietnam&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.clker.com/cliparts/3/e/b/8/1206567153268174852Anonymous_flag_of_Indonesia.svg.hi.png&imgrefurl=http://www.clker.com/clipart-flag-of-indonesia.html&usg=__8t4-ZBA1ZAEZS2BcZTlZYxcfMy4=&h=451&w=600&sz=3&hl=en&start=3&zoom=1&tbnid=gGD52LMPGWDS1M:&tbnh=101&tbnw=135&prev=/images?q=Flag+of+Indonesia&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://unimaps.com/flags-europe/turkey-flag.gif&imgrefurl=http://unimaps.com/flags-europe/turkey-print2.html&usg=__pgrUf0Bq4jZB0XcqS7iB_N-gmXw=&h=600&w=900&sz=8&hl=en&start=5&zoom=1&tbnid=rZW-LjFtlY22WM:&tbnh=97&tbnw=146&prev=/images?q=flag+of+Turkey&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.flag-zone.com/img/mexico/flag.gif&imgrefurl=http://www.flag-zone.com/flag/mexico/&usg=__OzPbvlkRyKRGKSbQ2S6p4cbHenw=&h=302&w=496&sz=8&hl=en&start=1&zoom=1&tbnid=O-ffI3ZBZNz3WM:&tbnh=79&tbnw=130&prev=/images?q=flag+of+Mexico&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://msmacoritto.wikispaces.com/file/view/argentina_flag.gif/100454893/argentina_flag.gif&imgrefurl=http://msmacoritto.wikispaces.com/Argentina+period+5&usg=__Yu-a48mJpFRVtYctolXk7PSuqgU=&h=788&w=1181&sz=24&hl=en&start=2&zoom=1&tbnid=ETWNRTecHCK2zM:&tbnh=100&tbnw=150&prev=/images?q=flag+of+Argentina&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.lytewatermarine.com/wp-content/uploads/2009/11/dbi_flag_australia.gif&imgrefurl=http://www.lytewatermarine.com/home/contact-us&usg=__wl6nhBg0uUD9s85UA4QtYDVGfFM=&h=788&w=1181&sz=35&hl=en&start=2&zoom=1&tbnid=l74_TgZVVdD6dM:&tbnh=100&tbnw=150&prev=/images?q=flag+of+Australia&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.eindiavisa.com/flags/us_flag.gif&imgrefurl=http://www.eindiavisa.com/indian-embassy/san-francisco.html&usg=__vBgdp1iENVwCQ3t4swtaWbEOoR4=&h=1103&w=1464&sz=20&hl=en&start=1&zoom=1&tbnid=bRkoGNav1alHBM:&tbnh=113&tbnw=150&prev=/images?q=flag+of+USA&hl=en&gbv=2&tbs=isch:1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.topnews.in/files/UNITED KINGDOM flag.jpg&imgrefurl=http://www.topnews.in/british-army-launches-investigation-who-leaked-prince-harrys-paki-video-2109168&usg=__VNJaYq0kwjLhg92lZY5lpw0GBE4=&h=415&w=597&sz=39&hl=en&start=13&zoom=1&tbnid=eZ4CVG7x2ZHNqM:&tbnh=94&tbnw=135&prev=/images?q=flag+of+United+Kingdom&hl=en&gbv=2&tbs=isch:1&itbs=1


04/04/2011

17

0

5

10

15

20

25

30

35

40

45

50

0

100

200

300

400

500

600

2005 2006 2007 2008 2009

Market Size Unilever Key Competitor

Market development – Face Indonesia

Face Indonesia

$US m Share

Source: Euromonitor

$350

m

Increased advertising drives market growth

Unilever Sustainable Living Plan
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Unilever’s priorities

1. To drive volume growth ahead of our markets

2. Steady and sustainable underlying operating margin 

improvement

3. Strong cash flow

Questions


