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Adding  
Vitality to Life
Unilever’s mission is to add 
Vitality to Life. We meet 
everyday needs for nutrition, 
hygiene and personal care 
with brands that help people 
feel good, look good and get 
more out of life.
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Our strong portfolio of foods, home 
and personal care brands is trusted by  
consumers the world over. 13 of our 
brands achieve annual sales of €1 billion  
or more. Our top 25 brands account for  
over 70% of our sales.
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Our brands
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 Our €1 billion brands*

 • Axe/Lynx

 •  Blue Band

 •  Dove

 •  Flora/Becel

 •  Heartbrand  
ice creams

 •  Hellmann’s

 •  Knorr

 •  Lipton

 •  Lux

 •  Omo

 •  Rexona

 •  Sunsilk

 •  Surf

*  Some of our brands may be marketed  
under alternative names in certain countries.



Western Europe

The Americas

Asia, Africa and Central & Eastern Europe

Turnover by region
€ million (contribution to Group %)

Underlying sales growth
%

14 471
     (36%)

1.3

6.5

14.2
13 199
(32%)

  12 853
(32%)

Operating margin (%)

2008 17.7

2007 13.1

Turnover (€ million)

2008 40 523

2007 40 187
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Financial

 7.4% 
underlying sales growth

• Ungeared free cash flow of €3.2 billion

• Profits on disposals of €2.2 billion pre-tax

• Return on invested capital of 15.7%

• Total shareholder return ranking 9th out of 21

•  Earnings per share of €1.79, including €0.36 net benefit  
from disposals and restructuring

•  Total dividend increased to €0.77 per Ordinary €0.16 share  
of NV and 60.74p per Ordinary 31/9p share of PLC

Adding Vitality to Life

Our operational highlights

Operational achievements

•  Strong broad-based underlying sales growth of 7.4%  
across categories

•  More competitive cost base: €1.1 billion savings from supply 
chain and organisational efficiencies

•  Increased investment behind our brands

•  Portfolio reshaped through disposals, including North 
American laundry, Boursin, Lawry’s and Bertolli olive oil

•  Portfolio strengthened through the acquisition of Inmarko ice 
cream in Russia and the planned acquisition of the TIGI hair 
salon brands

•  Named International Supplier of the Year by Tesco for the 
third year running

Regional highlights



Water per tonne of
production (m3)*

2008 2.96

2007 3.05

* Preliminary figures for 2008: these 
   figures will be audited in April 2009CO2 from energy per tonne

of production (kg)*

2008 146.77

2007 149.18

* 2008 data are preliminary data. They will be independently assured and reported in 
 the online Sustainable Development Report 2008 at www.unilever.com/sustainability

Total waste per tonne
of production (kg)*

2008 7.89

2007 7.56

* Preliminary figures for 2008: these 
   figures will be audited in April 2009

Total recordable accident frequency
rate per 100 000 hours*

2008 0.21

0.262007

* 2008 data are preliminary data. They will be 
   independently assured and reported in the 
   online Sustainable Development Report 2008 
   at www.unilever.com/sustainability

Unilever Annual Review 2008 3 

Environmental

 10 years 
as sector leader of  
the Dow Jones  
Sustainability Indexes

•  2015: the year by which we are committed to sourcing 
all palm oil from certified sustainable sources

•  c. 50% of the tea we sell in Western Europe is grown  
on Rainforest Alliance Certified™ farms 

•  39% reduction in CO2 emissions per tonne of production 
over the period 1995-2008*

Social

 22 000 
products have had their nutritional profile assessed

 •  19% reduction  
in total recordable  
accident frequency  
rate in 2008*

•  Three quarters of the food products in our R&D pipeline bring 
specific nutritional or health benefits

•   16 million school meals delivered to 76 000 children in 2008 
through our partnership with the World Food Programme 

•   Four million children reached by Signal / Pepsodent / Close Up 
toothpaste brands through school-based oral health programmes 
in 2008

•  120 million people reached by Lifebuoy brand’s handwashing 
programme in India since 2002

*  2008 data is preliminary. It will be independently assured and reported in our online 
Sustainable Development Report 2008 at www.unilever.com/sustainability

Key facts

174 000 employees at the end of 2008

20 nationalities among our top tier 
managers

Around 100 countries in which we operate

€91m invested in community  
programmes worldwide

€927m spent on R&D worldwide

Around 270 manufacturing sites worldwide

Savoury, dressings 
and spreads
•  Turnover of €14 232 million
•  Underlying sales growth  

of 7.6%

Ice cream and beverages 
• Turnover of €7 694 million
•  Underlying sales growth  

of 5.9%

Personal care
•  Turnover of €11 383 million
•  Underlying sales growth  

of 6.6%

Home care
•  Turnover of €7 214 million
•  Underlying sales growth  

of 9.8%

Category highlights
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2008 was a difficult and turbulent year generally for business  
all around the world. It was dominated by a banking crisis which 
started in the US sub-prime property market and which quickly 
spread to other asset classes and countries. These problems were 
exacerbated by the volatile price of mineral oil and, for companies 
like Unilever, record rises in the cost of vegetable oils like palm, 
soy and rapeseed.

Despite these unprecedented circumstances I am pleased to report 
that Unilever performed well in 2008 and emerged as a stronger, 
more competitive company. It delivered good results on both top 
and bottom line and its strong cash flows allowed it to produce 
substantial returns to shareholders in the form of both share 
buy-backs and dividends.

Part of this was due to the inherent strength and stability of the 
company. Partly it was the result of a robust strategy, effectively 
implemented. But partly, too, it was due to the leadership of 
Patrick Cescau who retired from the business on 31 December 
(see panel opposite).

As a Board team, one of our most important tasks in 2008 was to 
manage Patrick’s succession once he had signalled his intention 
to retire. The process, initiated and led by our Nomination 
Committee, was wide-ranging and thorough. It was as a result  
of this search that we were lucky enough to find Paul Polman.

We are delighted that Paul accepted our offer to become  
Chief Executive Officer. He has immense experience of the markets 
in which we operate, having spent 26 years in our industry. Paul 
brings with him a deep understanding of brands, consumers and 
customers. He also has an enthusiasm for consumer goods which 
is palpable and will bring new energy and ideas to Unilever.

The other change in personnel since our 2008 AGMs has been 
the transition of Geneviève Berger from Non-Executive Director  
to Chief R&D Officer on the Executive team. In this capacity  
she will be able to bring her great knowledge of science and 
technology to the service of the business. In an industry where 
innovation is such a critical success factor I believe that this is an 
important and far-sighted appointment.

At our 2008 AGMs Kees van der Graaf and Ralph Kugler  
stepped down from the Boards. They are currently composed  
of 12 members of whom two are Executives. 

David Simon will be retiring as a Non-Executive Director at  
the end of our 2009 AGMs after three terms of three years. 
During that time he has served as our Vice Chairman, Senior 
Independent Director and Chairman of our Nomination and 
Remuneration Committees. On behalf of our Boards, I take this 
opportunity to thank him for his contribution, wise counsel and 
service since 2000. It is intended that David will be succeeded  
in those roles by Jeroen van der Veer, with effect from the  
2009 AGMs. 

Our strategy, in an unpredictable 
economic environment, is to 
maintain our growth momentum 
and deliver competitive levels  
of profitability.
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Patrick Cescau
On behalf of the Directors and everyone 
at Unilever, I want to express our 
appreciation to Patrick Cescau for  
his services to Unilever over the last  
35 years. By any standards, Patrick’s 
career has been a remarkable one, 
culminating with his appointment  
in 2005 as Unilever’s first ever Chief 
Executive Officer.

Since that time he has helped to 
transform the company. Significant 
organisational change – particularly 
the implementation of ‘One Unilever’ 
– has been accompanied by a 
consistent improvement in business 
results and overall performance. 
Patrick leaves the business stronger 
than he found it, well placed to meet 
the challenges that lie ahead.

Throughout his time in the business, 
Patrick also came to embody the 
qualities and values that help to make 
Unilever a special business: respect, 
humanity, integrity. It is for these 
reasons that he is liked and respected 
in equal measure, both inside the 
company and outside.

We all wish Patrick a long and  
happy retirement.

As part of the time that the Boards spent with the business 
during the year, we visited our laboratories in Bangalore and 
our customer innovation centre in New Jersey. The Boards 
reviewed the strategy at a two-day meeting in October. 

One of the striking things to emerge from our strategy session 
was the consistency of Unilever’s approach. While the strategy 
has evolved to take account of the changing external environment, 
its essential elements remain unchanged. The Group is still 
committed to growing competitively and will do so by developing 
its core assets of brands, technology, geographic spread and 
marketing excellence. Just as importantly its principles remain 
unchanged. The Group will deliver its results in a sustainable 
fashion – seeking to manage its social and environmental 
impacts in a manner which meets the needs of all its stakeholders. 

We are proposing to change to a simpler and more transparent 
dividend practice for the Unilever group from 2010 onwards. 
These changes will result in more frequent dividend payments 
through the payment of quarterly dividends to shareholders. 
They will also better align dividend payouts with the cash flow 
generation of the business. Further details are included in the 
2009 AGM Notices.

Looking forward, I remain confident. Unilever entered 2009  
with a realistic assessment of the challenges which it would 
have to face. Its plans were built on the assumption of a deep 
and prolonged global economic downturn. We are determined  
to emerge from this in good shape.

Finally, on behalf of the Boards, I would like to extend my 
sincere thanks to all of Unilever’s 174 000 employees. They  
have had to cope with, and manage, a huge amount of change. 
They have done this in an exemplary and responsible fashion.

 

Michael Treschow
Chairman
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Chief Executive Officer’s review

Taking this role is an honour and privilege, but equally a huge 
responsibility. These are tough times; and tough times demand 
the very best of all of us. That is the spirit in which I intend to 
take the business forward.

Despite the fact that I have joined the Group at a time of 
unprecedented economic turmoil, my first message to you is a 
positive and reassuring one: your company is in good shape. The 
scale and the extent of the changes over the last four years have 
been a positive surprise to me. They have made Unilever stronger 
and more confident, well placed to weather the storms currently 
blowing through all sectors of the economy.

I want first, therefore, to acknowledge the hard work and 
dedication of Unilever employees all around the world. Thanks 
to their efforts, Unilever is a leaner, more focused business with  
a strong portfolio of leading brands. All this is vital given the 
intense nature of the competitive and economic environment.

The transformation was led with a mixture of skill and 
determination by my predecessor, Patrick Cescau, and I want to  
take this opportunity to recognise Patrick’s accomplishments as 
Chief Executive. He leaves a remarkable legacy: a wide-ranging 
change programme combined with steadily improving results.  
In short, the engine was replaced while the car kept running. 
Quite an achievement and I am grateful to Patrick for what he 
hands over.

Last year saw an acceleration of Unilever’s transformation agenda. 

•  The rationalisation of our manufacturing base continued 
across all regions. During the last year we closed or sold a 
further 14 sites, bringing the total to 30 over the last two 
years. We are now on course to exceed our target – set in 
2007 – of closing or streamlining 50 to 60 sites by 2010. All 
these projects are being handled with great sensitivity to the 
workforce. Together they are helping to provide Unilever with 
a modern, cost competitive supply chain, capable of meeting 
the demands of competing in the 21st century. To further aid 
speed and efficiency, we have brought all our logistical and 
supply chain operations in Europe together in one regional 
structure based in Switzerland. And we are currently embarked 
on a similar move in Asia by centralising our supply chain 
management for the region in Singapore.

•  The brand portfolio was further strengthened and sharpened. 
This included the sale of the North American laundry business. 
We also divested some smaller, non-strategic parts of our 
portfolio, including Boursin cheese, Lawry’s seasonings and 
the Bertolli olive oil businesses. These deals were all done at 
good prices, achieving significant value for the company. At 
the same time, the acquisition in 2008 of the leading Russian 
ice cream maker, Inmarko, filled an important gap in a critical 
market for us. And we are in the process of obtaining a vital 
entry into the fast-growing salon sector of the hair care market 
with our planned acquisition of the TIGI hair product business. 
We are also alive to similar value-creating opportunities that 
may present themselves during the year.

It is a great pleasure to report  
to you for the first time as 
Unilever’s Chief Executive  
Officer. I am delighted to be  
a part of the team and to have 
the opportunity of leading  
this great company. 

Paul Polman
Chief Executive Officer
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Underpinning these strengths, Unilever exhibits a set of deeply 
ingrained values – based on trust and integrity – which date 
back to the days of its founders and which are so well captured 
in the concept of ‘doing well by doing good’. These values will 
never be compromised, no matter how difficult the economic 
conditions become, and nor will the Group’s commitment to 
help tackle deep-seated global issues in such areas as nutrition 
and hygiene. In pursuit of these objectives we continue to work 
closely alongside agencies like the World Food Programme (WFP) 
and UNICEF. In 2008, our partnership with the WFP extended 
its scope to six countries and delivered 16 million meals to  
76 000 schoolchildren. 

Given the increasing problems of resource scarcity around  
the world, it is also vital that we take a lead on the issue of 
sustainable consumption. That is why we have made a clear 
commitment to move to sustainable palm oil sourcing by 2015 
and are working with Greenpeace and others to achieve this 
challenging objective.

It was heartening to see the Group’s commitment to these 
issues publicly recognised and rewarded in 2008. For the tenth 
year running Unilever was named foods sector leader in the 
Dow Jones Sustainability Indexes – the only company ever to 
achieve such an accolade. And the award of Platinum standard 
in the UK’s Business in the Community Corporate Responsibility 
Index was further recognition of the Group’s willingness to act 
as an agent for social and environmental improvement.

All these attributes, I believe, will not only help to sustain  
the Group during a period of economic difficulty, but are also  
the pillars of long-term competitive advantage and a high 
performing business.

However, there is no cause for complacency. We must not 
underestimate the challenges ahead. If we are to prosper, we 
will need to continue the programme of organisational change, 
further increasing our ability to move quickly and decisively in 
response to shifting market dynamics. But internal change must 
be accompanied by greater external focus: we have to put the 
consumer and the customer at the heart of everything we do. 
This external focus, coupled with speed and discipline, will be 
the key to success.

These will be our guiding principles as we manage the business 
through a period of continuing turbulence and prepare for the 
future. We are also taking a number of additional steps:

•  We are driving brand innovation, the lifeblood of our business, 
to a new level. The move to a ‘One Unilever’ R&D structure 
under the Group’s Chief R&D Officer, Professor Geneviève Berger, 
will help us to win in the marketplace by focusing on fewer, 
bigger innovations – and rolling them out more swiftly around 
the world. 

•  We are also raising the bar when it comes to our supply chain. 
Through the appointment of a Global Supply Chain Officer, we 
are looking for even better ways to leverage our scale in global 
buying and thereby reduce the overall cost of raw materials.  
In 2008 our supply chain savings were almost €100 million 
greater than the previous year. To drive the process even 
further we have appointed our first Chief Procurement 
Officer. We expect a continued strong programme in  
2009 and beyond. 

•  The One Unilever programme – under which multiple business 
units are integrated into a single operating structure – became  
a reality across most of the Group’s key markets, bringing 
greater speed and simplicity to all our operations.

These changes contributed to a good set of business results  
in 2008. We achieved strong underlying sales growth of 7.4%, 
broadly based across all our major product categories. Growth 
was driven by increased pricing as the Group moved quickly and 
decisively to offset the unprecedented rise in commodity costs.

Supply chain and other organisational savings of more than  
€1 billion meant that we were also able to increase the level  
of investment behind our brands, while at the same time 
delivering an underlying improvement in operating margin.

By any standards, this represents solid progress and a good  
set of results. 

However, despite the positive changes to the business, there are 
still a number of areas in which we need to improve. Our market 
share positions suggest we are not yet winning in enough of the 
key categories and geographies in which we compete. Market 
positions and brand strength are two key determinants of 
long-term earnings capacity. So we need to do better. 

Equally our costs are not yet at competitive levels. Huge progress 
has been made but again there is still work to do. In order to 
invest behind our brands and win the battles for the hearts and 
minds of an increasingly value conscious consumer, we must 
eliminate all the costs that consumers are unwilling to pay for. 

Growing our volume base, while keeping closely focused on 
protecting our margins and cash flow, will be our priority in 2009. 
The economic environment is unprecedented and will require 
flexibility and fast action. But Unilever has long experience of 
operating in difficult markets and at times of great economic 
stress. It should be remembered that the Group was born in the 
era of the Great Depression of the 1930s. On each occasion 
since, it has learnt from the experience and emerged stronger 
and more resilient as a business. There are good reasons to  
believe we can do so again.

For one thing, we possess a highly relevant and inspiring mission. 
Vitality – with its emphasis on helping people to feel good, look 
good and get more out of life – resonates with the hopes and 
aspirations of consumers the world over. Vitality is even more valid 
today as consumers face increasingly tough economic challenges. 

That is why we have made it the theme of this year’s report and 
why we want to extend the concept of vitality right the way 
through our products, our organisation and our engagement 
with societies at large.

We have an excellent, balanced portfolio of strong brands 
fulfilling basic needs; 13 have an annual turnover of €1 billion or 
more and we are not overly exposed to the premium sector at  
a time when this segment of the market is under increasing 
pressure. We have strong, well-established businesses in many  
of the world’s fastest growing markets and our global presence  
is building all the time. Add to this the Group’s simplified 
organisation and a sound and healthy financial structure and 
you can see why, we believe, Unilever is so well placed to win.
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Chief Executive Officer’s review continued

To re-ignite volume growth, we also need to concentrate on 
improving our capabilities in the marketplace – from leveraging 
the global scale of our supply chain to sharpening the focus  
we give to our more successful and fastest growing customers. 
And finally, we will continue to develop the organisation itself, 
building a strong performance culture around the principles  
of clear accountability, a bias for action, speed of delivery and 
external focus.

2009 will be a challenging year. The depth and uncertainty of 
the current recession means that we must be able to respond 
quickly to rapidly changing market conditions. I am confident 
that we have the tools and the organisation to do that. If we 
can, then we will emerge from the current difficulties stronger 
than ever, just as we have done many times before.

 

Paul Polman
Chief Executive Officer

•	 	We	are	ensuring	that	our	brands	address	the	needs	of	
value-conscious consumers everywhere. Our Bertolli 
restaurant-quality Italian dinners for two, for example, offer 
North American consumers an excellent alternative to eating 
out. And in South East Asia, our Knorr brand has been quick  
to introduce low-cost single units of stock and seasoning. 

•	 	Finally,	we	are	using	the	current	economic	environment	to	
bring about a step change in our approach to costs and cash 
flow. Hence, we are accelerating our savings programmes and 
reducing	many	discretionary	costs.	We	are	also	challenging	
ourselves to be ever more efficient and striving to be 
best-in-class in the management of working capital.

In conclusion, 2008 was a good year for Unilever. In volatile 
markets and in the face of a severe economic downturn the 
Group’s performance stood up well. 

Our priority in 2009 will be to get sales volumes growing again, 
both sustainably and profitably. That is why we are focusing on 
driving our costs down faster, so that we can reinvest in the 
business	and	strengthen	our	brands.	We	are	also	focusing	in	2009	 
on improving the size and quality of our innovations, and rolling 
them out further and faster around the world. In 2008, for 
example,	we	launched	Dove	‘Go	Fresh’	in	January	in	two	markets.	
Within	six	months	it	was	in	eight	markets,	and	by	the	end	of	the	
year	in	55.	We	can	do	it.	We	just	need	to	do	it	more	often.

Unilever Executive (UEx)
Responsible for the performance  
of the Group, guided by the  
Chief Executive Officer
Left to right:

Harish Manwani 
President, Asia, Africa and  
Central & Eastern Europe

Jim Lawrence 
Chief	Financial	Officer

Sandy Ogg 
Chief HR Officer

Michael Polk 
President, Americas

Vindi Banga 
President,	Foods,	 
Home & Personal Care

Geneviève Berger 
Chief R&D Officer

Doug Baillie 
President,	Western	Europe
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Vitality through R&D

The year saw two important milestones. Firstly, Geneviève 
Berger was appointed Unilever’s first Chief R&D Officer. 
Secondly, our 6 000 plus R&D professionals came together  
in one unified organisation.

With an integrated global research, product development and 
implementation programme, the new R&D structure aims to  
give us competitive advantage in the market through greater 
efficiency and focus. This R&D organisation is designed to 
accelerate the delivery of ground-breaking advances, increase  
the focus on big innovations and optimise the balance between 
short- and long-term projects.

Unique products with proven benefits
Our R&D teams focus on creating distinctive new products with 
proven benefits that meet consumer needs and help add Vitality 
to Life.

Knorr Stockpot bouillon uses patented jelly technology. It looks 
natural, smells delicious, melts naturally into dishes and has a rich, 
authentic taste. Containing no preservatives or colourings, it was 
first launched in China and has recently been launched in Europe. 

Our anti-dandruff shampoo Clear delivered steady market  
share gains compared to the previous year in markets from  
Brazil to the Philippines. Thanks to our superior technology, 
Clear’s ability to destroy dandruff-causing microbes makes  
the scalp healthier and prevents dandruff from returning  
if the shampoo is used frequently.

And we put our nutritious Blue Band margarine within reach  
of low-income consumers in Africa by developing an affordable 
single-serve sachet that keeps the product fresh even at high 
ambient temperatures. 

Innovation also makes a vital contribution to our sustainability 
agenda. For example, in 2008 we made important strides in 
establishing verifiable environmental metrics and reducing the 
weight of our packaging, helping to decrease the overall impact  
of our portfolio.

Unilever is a global leader in research and development, believing 
that powerful vitality-based innovations are crucial to delivering 
sustainable growth.

www.unilever.com/signal

White teeth, White Now
Our scientists share best practice and 
knowledge across product categories. 
The ground-breaking White Now 
toothpaste, launched under the Signal 
brand in seven European countries,  
is the first whitening toothpaste with 
an instant effect. 

It transfers optical-effect technology 
developed by our laundry team to  
the field of oral care, using a blue 
pigment to make yellow teeth 
appear whiter. Signal White Now 
exceeded its sales targets and  
will be rolled out in a number  
of additional countries in 2009. 

 6 000 +
R&D professionals  
in one unified  
organisation
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Every Child has the Right 
Unilever’s laundry brands are making a 
positive social impact while continuing 
to grow sales. Dirt is Good, the 
unifying campaign for leading brands 
such as Omo and Persil, promotes 
getting dirty as a natural and positive 
part of growing up – essential to  
a child’s learning experience. Under  
the Omo brand, the campaign was 
taken in a fresh direction when it 
commissioned a unique study into 
child development. 1 500 mothers 
shared their hopes and concerns for 
their children, with 63% revealing 
they feared their youngsters were 
being deprived of their childhood. 
This insight inspired the Every Child 
has the Right campaign, focusing  
on giving children the freedom to 
experience, learn and develop. It has 
been launched in Latin America, 
Europe and Asia.

Adding Vitality to Life

Vitality through our brands

 1 000
  tonnes less plastic  
per year used in new 
Rexona roll-on

Over 3.5m 
 women reached by  
 Dove Self-Esteem 
 Fund

 Up to 90%
less oil used in 
 Hellmann’s  
 mayonnaise 

www.unilever.com/omo
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The Vaseline Skin Fund campaign aims to give at least three 
million people better access to information about managing  
a range of skin conditions such as eczema and ectodermal 
dysplasia. It was launched in the UK and the US in 2008, with 
more countries to follow in the coming years.

Meanwhile, Lipton continued its journey towards sourcing all the 
tea for its tea bags from Rainforest Alliance Certified™ farms, a 
goal the brand aims to achieve by 2015. In 2008, eight independent 
tea estates in South India became the latest of Unilever’s suppliers 
to achieve Rainforest Alliance Certified™ status by reducing waste 
and pesticide use, conserving soil quality, protecting wildlife, and 
paying employees a fair wage. The benefits are being felt by 
thousands of employees and their families, to whom the estates 
provide free healthcare, housing, childcare and education.

And our Blue Band/Rama brand continued to raise funds as part 
of our three-year partnership with the World Food Programme 
(WFP). This partnership helped the WFP school feeding scheme 
provide 76 000 children in Indonesia, Pakistan, the Philippines, 
Colombia, Kenya and Ghana with a nutritious daily school meal 
throughout the year. 

Less environmental impact
We aim to grow our business in a sustainable and environmentally 
responsible way through focusing on cutting water consumption 
and waste, reducing our carbon footprint and obtaining more 
raw materials from sustainable sources.

Our Small & Mighty concentrated liquid detergent is a shining 
example: it fits into a much smaller bottle, requiring half the 
packaging, water and lorries to transport it. First launched in  
the US, Small & Mighty is now available across Europe and has 
proved a huge hit with consumers. 

Meanwhile, Rexona offers one of the most environmentally 
friendly 50ml roll-on deodorants available. This was due to new 
manufacturing and packaging processes that underscore how 
our R&D expertise in responsible packaging can lead to both 
environmental and business benefits (see page 17).

Our Vitality mission reaches across our whole organisation and 
provides the basis for our category, regional and functional 
strategies. Central to the way we manage our brand portfolio  
is identifying how each brand can best bring Vitality to Life.
 
We do this through focusing on three areas: personal vitality,  
social value and environmental impact.

More personal vitality
Our nutrition, hygiene and wellness brands deliver personal 
benefits, both functional and emotional, to the millions of 
consumers who choose them.

For example, the new Flora/Becel pro.activ Blood Pressure range 
enriched with potassium offers a simple way to help manage 
blood pressure. Potassium helps maintain a healthy blood 
pressure eliminating excess sodium in the body. A healthy blood 
pressure is important for maintaining a healthy heart.

Another example of personal vitality is Hellmann’s Light 
mayonnaise, which is rapidly becoming a consumer favourite 
around the world. In 2008, the brand launched its new Light 
and Extra Light formulations which incorporate Unilever’s 
patented citrus fibre technology. This technology gives 
Hellmann’s Light and Extra Light variants a smooth and creamy 
taste almost indistinguishable from the full fat variant, but with 
60% to 90% less oil. 

One of our key challenges is to ensure we make a positive impact 
on the world while continuing to grow sales. Our oral care team 
launched the next phase of Unilever’s Night Brushing Campaign. 
This aims to reinforce the day and night brushing habit among 
four- to eight-year-old children and their parents. Brushing teeth 
twice daily leads to dramatic oral health improvements as well 
as increased toothpaste consumption.

More social value
We believe our brands can be a powerful means of improving the 
lives of large numbers of people, by championing social causes or 
prompting widespread changes in behaviour and attitudes.

For example, by the end of 2008, the Dove Self-Esteem Fund 
campaign had reached over 3.5 million young women around the 
globe, helping to improve their self-confidence by challenging 
conventional definitions of beauty. Such activities help build  
a strong connection with our consumers while underpinning  
the brand’s successful advertising campaigns.

Vitality is at the heart of everything we do. It defines the many  
ways our brands help people get more out of life and is core  
to our growth agenda.
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Adding Vitality to Life

Vitality through our customers and suppliers

In a further example of close co-operation with the Wal-Mart 
Group, in summer 2008 we set up ‘sustainability kitchens’  
at ASDA superstores around the UK. The objective was to 
encourage shoppers to make environmentally friendly changes 
(such as washing laundry at 30ºC) that could also save them 
money. As part of this activity, ASDA ran a promotion on 
selected Unilever brands with strong Vitality credentials, such  
as Hellmann’s, Persil and PG tips, resulting in a significant sales 
increase during the period.

Closer collaboration with suppliers
Unilever’s vitality commitment requires us constantly to make 
our food products healthier – for example by reducing salt, 
sugar and fat – without compromising on taste. 

To speed up and improve flavour development for our food 
innovations, we created the Flavour Operating Framework (FLOF). 
This initiative provides a globally consistent way for our supply 
chain and R&D specialists to collaborate with three external 
suppliers – ‘Flavour Houses’ – which compete to deliver new 
ingredients and technologies.

FLOF has already supplied us with a number of solutions, for 
example to maintain the taste of Lipton ready-to-drink tea while 
reducing sugar content, and helping Knorr products keep 
flavours the same while cutting salt levels.

Winning with customers
We are always looking for new ways to work with customers  
to bring Vitality to Life in their stores. We do this through 
activities that help consumers better understand our brands’ 
health, environmental and ethical benefits.

For example, Unilever is participating in four of Wal-Mart’s  
13 sustainability networks which aim to bring its suppliers 
together to share best practice. Unilever is taking the lead in 
water by developing a reliable way to measure how efficiently 
its suppliers are using water in growing crops. Unilever ran  
an irrigation study among Californian tomato growers, the 
results of which will contribute to a sustainability scorecard  
for Wal-Mart suppliers.

We work hard to build strong, lasting relationships with our 
customers and suppliers around the world – essential in today’s 
competitive marketplace. 
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Vitality through our people

Vital statistics
We introduced a creative way to boost the energy and 
enthusiasm of people working in our offices around the world. 
In a joint move by our Occupational Health and Organisation 
Effectiveness departments, employees in 21 locations completed 
a survey to measure a range of factors that influence their 
vitality. The findings were passed to local managers who then 
tackled priority areas. For example, in Mexico, where it is usual 
to take an early breakfast and a late lunch, the company Board 
at the Boscas office observed that people often resort to 
unhealthy mid-morning snacks. As an alternative, they 
introduced healthy snacks stations, offering fresh water, soya 
drinks, fruit and nuts.

Continued focus on gender 
Our Global Diversity Board, led by the Chief Executive Officer, 
made steady progress in driving the diversity agenda throughout 
the business. Key milestones have been reached with critical 
appointments in senior roles including Geneviève Berger becoming 
Chief R&D Officer and joining the Unilever Executive (UEx) in  
July 2008. Enabling mechanisms include an expanded mentoring 
programme, new ways of working that promote life balance and 
fostering grassroots involvement through the Unilever Women’s 
International Network (U WIN). Initiatives such as the ‘One 
More’ programme focus on diversity in teams, where every team 
leader is responsible for increasing diversity through each new 
appointment. For the top 100 teams, this means looking for the 
opportunity to increase diversity in gender and/or nationality  
in every appointment they make.

Talent powerhouse in Argentina 
Unilever Argentina cemented its reputation as employer of choice 
with a hat-trick of industry awards. For the fourth consecutive  
year, it was voted Best Employer by leading business magazine 
Apertura, which also ranked it first as the ‘company of dreams’ 
for students. The business also received the Carlos Pellegrini 
Award for best employer, presented by the National Industrial 
Association and the Argentine government. Unilever Argentina’s 
reputation is largely thanks to a strategy which includes building 
long-term relationships with universities to share information 
about promising candidates and developing innovative 
recruitment processes to differentiate it from other trainee 
programmes. This strong position has helped Argentina become 
an important talent source for Unilever globally; currently over 80 
employees from Argentina are on assignment overseas and 
many others occupy regional or global roles.

Unilever is shaped and led by its people who operate within a 
framework of shared values and business goals. To attract and 
retain the best people, we aim to create an environment in 
which all employees can fulfil their potential. 

Personal vitality is integral to our vitality agenda. It is brought to 
life through many wide-ranging initiatives that promote the 
wellbeing of our employees.

Putting safety first
We regard safety as an essential element of a successful and 
sustainable business and are committed to providing a safe 
workplace. We aim to improve continuously the health,  
safety and wellbeing of everyone working for or on behalf of 
Unilever. A key measure of our progress in this area is our total 
recordable accident frequency rate, which counts all workplace 
accidents except those requiring only simple first aid treatment. 
In 2008 the rate was 0.21 accidents per 100 000 hours worked,  
a decrease of 19% since 2007*.

Feed the world 
Anne-Roos Carter, Field Sales Support Manager, Benelux, was 
one of ten Unilever managers to take a secondment to the World 
Food Programme (WFP) in 2008. She spent three months in 
Indonesia, working on the WFP’s school feeding project, which 
aims to ensure pupils get at least one nutritious meal a day. Now 
in its second year, the employee secondment programme enables 
Unilever people to contribute their skills in placements lasting up 
to six months in Africa, Asia and South America. Participants get 
a life-changing opportunity to help fight child hunger while at 
the same time gaining valuable first-hand experience of living  
and working in developing and emerging markets.

Nothing embodies our business as much as our employees. We 
grow as a company by growing our people and are committed to 
their personal vitality.

*  2008 data is preliminary. It will be independently assured and 
reported in our online Sustainable Development Report 2008  
at www.unilever.com/sustainability

19%
  reduction in total 
recordable accident 
frequency rate in 
2008*
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Making a difference in society
Social impacts and Vitality

Nutrition – helping make the healthy choice
Increasingly it is recognised that diet along with regular physical 
activity plays a major role in maintaining good health. 

By developing brands that help consumers to enjoy a healthy  
diet we can sustain our business growth and help address the 
challenge of obesity and diet-related diseases. Our marketing  
can also encourage consumers to adopt healthier lifestyles. 

We are improving the nutritional quality of our existing  
product portfolio. 

In 2005 we began to assess our entire brand portfolio via our 
Nutrition Enhancement Programme. By the end of 2008 this 
showed that 43% of our products are in line with internationally 
accepted guidelines for saturated and trans fat, sugar and salt.  
We continue to keep more than 22 000 products under  
regular review.

Innovation is bringing new products that offer specific health and 
nutritional benefits. 

In our R&D pipeline, around three quarters of food products  
have what we call ‘vitality’ benefits – specific nutritional or 
health benefits. Examples include our Moo/Milk Time range  
of ices made with milk, which provide around a third of the 
recommended daily intake of calcium, and Flora/Becel pro.activ 
Blood Pressure spreads and fruity shots developed to help 
manage blood pressure.

To increase consumer choice, we provide variants of many 
brands, with full and low fat, sweetened and unsweetened 
options, and different portion sizes. 

Through on-pack labelling, we help consumers to make the right 
choices. We provide consumers with essential information, 
showing levels of key nutrients and guideline daily amounts. In 
addition, the Choices stamp helps consumers identify healthier 
choices. Our Food and Beverage Marketing Principles ensure a 
responsible approach worldwide.

In countries where there is malnutrition, Unilever brands can 
make an important contribution to people’s diets. Our Blue Band/
Rama spreads are a good source of vitamins A, D and E.  
Amaze snacks have been developed to contain a third of the  
key nutrients children need daily for their mental development. 
Annapurna iodised salt helps prevent diseases caused by  
iodine deficiency. 

Improving nutrition and hygiene lies  
at the heart of our vitality agenda. 

Spreading the word 
We believe Unilever can play an 
important role in promoting healthy 
food choices. For example, eating 
margarine and mayonnaise is a 
simple, tasty way to consume 
essential fats and fat-soluble vitamins 
– yet many consumers see these 
products as unhealthy. During the 
year, we continued to roll out our 
Goodness of Margarine campaign to 
12 countries to give consumers a 
more informed view of our products’ 
contribution to public health. For 
mayonnaise, we continued our global 
communication that Hellmann’s 
mayonnaise is made with real, simple 
ingredients and is naturally rich in 
omega-3. Consumers responded well, 
with both margarine and mayonnaise 
showing strong growth in 2008.

 120m
 people reached through 
 handwashing campaigns  
 in India since 2002 22 000 

 products under 
 regular review via our 
 Nutrition Enhancement 
 Programme

3 4
of food products in  
R&D pipeline have  
specific vitality benefits

www.unilever.com/hellmanns
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In India, the Lifebuoy hygiene education programme, Swasthya 
Chetna, has reached nearly 51 000 villages and made a difference 
to the lives of 120 million people in rural areas since 2002. Similar 
programmes in Bangladesh, Pakistan, Sri Lanka, South Africa, 
Vietnam and Indonesia reached a further 13 million.

Another common affliction is oral disease. Around the world, 
over 1 billion people do not brush their teeth with a fluoridated 
toothpaste at all, while over 2 billion do not brush twice a day. 
Here too, changing everyday habits is critical. 

Our Signal, Pepsodent and Close Up brands are making a real 
difference. In 2008 we extended our long-standing partnership 
with the FDI World Dental Federation. It now covers 40 countries. 
The partnership is focusing on encouraging children and their 
families to brush day and night with fluoride toothpaste as  
this has the greatest impact on improving oral health around  
the world.

Hygiene – changing habits, helping save lives
Globally, a lack of basic hygiene causes a wide range of illnesses. 
Incorporating simple habits into everyday routines such as washing 
hands with soap prevents life-threatening diseases, particularly 
diarrhoea and respiratory infections. And brushing teeth day 
and night can significantly contribute to the prevention of gum 
disease and infection. 

Making good quality products such as soap and toothpaste 
affordable and widely available to consumers is a crucial starting 
point, but products alone are often not enough if people do 
not change their habits.

So Unilever’s health and hygiene programmes harness the 
power of our marketing to change behaviour. By working with 
partners in government and non-government organisations  
we can extend our impact further. 

In 2008 the Lifebuoy brand, together with the United Nations and 
other partners, launched the first ever Global Handwashing Day. 
Lifebuoy brand teams in 23 countries helped raise awareness 
about how handwashing with soap can help prevent diseases. 

3 4
of food products in  
R&D pipeline have  
specific vitality benefits
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Environment and Vitality

Working towards sustainability

Unilever depends on the natural 
environment for supplies of raw  
materials and water. Sustainability  
is a business issue.

 63% 
  reduction in water  
 1995-2008*

39%
 reduction  
 in CO2 from energy 
 1995-2008*

 68%
 reduction  
 in total waste  
 1995-2008*

*  Measured by tonne of production. 2008 data is preliminary. It will be independently 
assured and reported in our online Sustainable Development Report 2008 at  
www.unilever.com/sustainability

Over two thirds of our raw materials come from agriculture. 
Changing weather patterns, water scarcity and unsustainable 
farming practices threaten the long-term viability of agricultural 
production. Packaging depends on supplies of paper and other 
materials. Water is essential for consumers when using many of 
our brands. 

For more than a decade we have been working to reduce the 
environmental impact of our own operations. Now we are going 
further to look at indirect impacts, encompassing suppliers and 
consumers where possible. In 2008 we piloted a way to measure 
our product categories against four indicators covering water, 
waste, sustainable sourcing and greenhouse gas emissions.  
This data will inform future development and innovation across 
our categories.

Sourcing sustainably
Unilever buys approximately 12% of the world’s black tea, 7% of 
the world’s tomatoes and 4% of its palm oil. We have developed 
detailed guidelines on what sustainable agriculture means for key 
crops, covering issues such as reducing pesticide use, conserving 
water and using less energy. 

In 2007 we announced our commitment to source all our tea 
from certified sustainable sources. About half the Lipton Yellow 
Label and PG tips we sell in Western Europe is now grown on 
Rainforest Alliance Certified™ farms. This commitment was 
instrumental in winning a contract to supply tea for McDonald’s 
in several European countries. 

Hellmann’s mayonnaise is committed to sourcing cage free eggs 
for all products sold in Western Europe by 2010. 

Most of the world’s oil palm is grown in SE Asia where the 
clearance and burning of forests contributes to global warming. 
Worldwide, deforestation releases nearly 20% of the world’s 
greenhouse gases. Working with Greenpeace, we have built a 
global coalition of companies, banks and NGOs to break the 
link between deforestation and the cultivation of oil palm. 
In 2008, we announced our intention to have all our palm oil 
certified as sustainable by 2015. 
 
Addressing climate change
Changes in climatic conditions threaten the stability of the 
markets where we operate, as well as our agricultural supply 
chain. Developing countries, where we are growing strongly, 
are especially vulnerable to the effects of climate change. 

We are committed to reducing carbon dioxide emissions from 
energy in our manufacturing operations by 25% by 2012 
(measured by tonne of production against a baseline of 2004). 

Since 1995 we have achieved a 39% reduction in CO2 from  
energy per tonne of production. In 2008 we reduced our CO2 
emissions by 1.6% per tonne of production compared to 2007*.

In fact most CO2 emissions associated with our brands occur 
during consumer use since many of our products require energy 
to heat water for cooking and washing. Through the design and 
formulation of our products, we can make a difference. For 
example, by developing concentrated detergents that use fewer 
raw materials and less packaging, that are less energy intensive to 
manufacture, and that are effective at lower wash temperatures. 

Conserving water
Our brands rely on water at each stage of their life cycle – 
upstream in the supply chain, in our own manufacturing 
operations and in the hands of consumers. 

Since 1995 we have reduced the amount of water we use per 
tonne of production by 63% by minimising water use and 
maximising water recycling. During 2008 we achieved a  
3% reduction in water use compared to 2007 from 3.05m3  
to 2.96m3 per tonne of production*. 

The most direct impact we can have on water conservation  
is by designing products that use less. Surf Excel Quick Wash 
laundry detergent, for example, saves two buckets of water  
per wash for consumers in India – a real benefit when water is 
scarce and costly. In 2008 sales increased by 20%. One Rinse 
Comfort fabric conditioner eliminates the need to rinse clothes 
before applying the conditioner.
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www.unilever.com/rexona

Lighter, stronger, greener
Unilever experts apply their skills  
to reducing our brands’ impact on the 
environment, as well as making them 
perform better. Our Rexona 50ml 
roll-on deodorant is one of the most 
environmentally friendly on the 
market, thanks to a radical rethink  
of its design and manufacture. The 
moulding, assembly and packaging 
processes were streamlined and 
energy efficiency improved, with the 
resulting roll-on weighing on average 
8% less and using 1 000 tonnes less 
plastic per year than previously. The 
time needed to make the cap was cut 
by 34% and the time to make the 
bottle was reduced by 8%, leading to 
significant energy savings. Rexona 
deodorants continued to do well, as 
sales grew rapidly in 2008.

Reducing packaging and waste
Packaging is essential to protect our brands, maintain hygiene 
and present them attractively to consumers. The more we reduce 
the impacts of our packaging, the greater the potential saving 
in materials, energy, transport and disposal costs for customers 
and consumers.

We have also been minimising waste from manufacturing as 
part of our eco-efficiency programme for more than a decade. 
Since 1995 we have cut total waste sent for disposal by 68% 
per tonne of production. During 2008 we saw an increase of 
4.3% in total waste compared to 2007. This increase from 
7.56kg/tonne to 7.89 kg/tonne has been driven by three factors: 
legislative changes which require different methods of disposal 
for non-hazardous waste; under-capacity in effluent treatment; 
and the planned disposal of accumulated and inherited 
hazardous waste*.
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Group results
Financial performance

Net profit was 28% higher than last year, boosted by the profits 
on disposals. Earnings per share were €1.79, including a net gain 
of €0.36 from RDIs. This compared with €1.35 last year, which 
included a net loss of €0.07 from RDIs.

Net cash flow from operations at €3.9 billion was in line with 
last year. Total cash returns to shareholders in the year were 
€3.6 billion, made up of €2.1 billion of dividends and €1.5 billion 
of share buy-backs.

Underlying sales growth of 7.4% was partly offset by movements  
in exchange rates (4.8%) and the net impact of disposals and 
acquisitions (1.4%). Including these effects, turnover was  
€40 523 million for the full year, increasing by 0.8%.

Operating profit increased by €1 922 million to €7 167 million, 
including a higher level of profits on business disposals. These 
generated a pre-tax profit of €2 190 million in 2008, compared 
with €297 million in 2007. Before the impact of RDIs (restructuring, 
disposals, impairments and other one-off items), operating profit 
grew by 1% at current exchange rates, or 6% at constant 
exchange rates, and there was an underlying improvement  
in operating margin of 0.1 percentage points.
 
 
Consolidated income statement      
(highlights) for the year ended 31 December      

€ million   2008 2007

Turnover   40 523 40 187
Operating profit   7 167 5 245
Profit before taxation   7 129 5 184
Taxation   (1 844) (1 128)
Net profit from continuing operations   5 285 4 056
Net profit   5 285 4 136
Combined earnings per share from total operations €1.79 €1.35

Consolidated balance sheet      
as at 31 December      

€ million   2008 2007

Non-current assets   24 967 27 374
Current assets   11 175 9 928
Current liabilities   (13 800) (13 559)
Total assets less current liabilities   22 342 23 743
 
Non-current liabilities   11 970 10 924
Shareholders’ equity   9 948 12 387
Minority interests   424 432
Total capital employed   22 342 23 743

Consolidated cash flow statement      
for the year ended 31 December      

€ million   2008 2007

Net cash flow from operating activities   3 871 3 876
Net cash flow from/(used in) investing activities 1 415 (623)
Net cash flow from/(used in) financing activities (3 130) (3 009)
Net increase/(decrease) in cash and cash equivalents 2 156 244
Cash and cash equivalents at 1 January   901 710
Effect of foreign exchange rate changes   (697) (53)
Cash and cash equivalents at 31 December   2 360 901

In 2008 we made further solid progress. We achieved underlying  
sales growth ahead of our target range and, faced with  
unprecedented input cost pressures, protected profit by early  
pricing action and savings programmes.

7.4%
 underlying sales growth

€40 523m
 full year turnover
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Western Europe 

In 2008 we made further solid progress. We achieved underlying  
sales growth ahead of our target range and, faced with  
unprecedented input cost pressures, protected profit by early  
pricing action and savings programmes.

 1.3% 
  underlying sales  

growth

The UK and the Netherlands, where the change programme  
is most advanced, performed well during 2008. In France, Spain 
and Germany markets were difficult with branded products 
losing ground to private label. Across the region there was 
strong innovation-led growth in deodorants and oral care and 
price-driven growth in spreads and dressings.

The operating margin benefited from profits on disposals.  
On an underlying basis there was an improvement of 0.7 
percentage points. Gross margins were lower as a result  
of the unprecedented increases in commodity costs,  
but this was more than offset by lower overhead costs  
and the benefits of spending efficiency programmes.

Highlights      
at current rates of exchange      

€ million 2008 2007 change

Turnover 12 853 13 327 (3.6)%
Operating profit 2 521 1 563 61.3%
Operating margin 19.6% 11.7%

at constant rates of exchange     change

Turnover    (0.8)%
Underlying sales growth     1.3%
Operating profit     63.6%

Underlying sales growth was 1.3% for the year, with pricing 
contributing 3.8% and volume lower by 2.4%. Volume 
consumption in our markets has reduced and shoppers are 
increasingly looking to economise on their purchases.

We made good progress in simplifying the business including  
the integration of the separate units in each country and the 
formation of ‘multi-country organisations’. This has enabled faster 
decision making and more efficient operations. The European 
supply chain transformation is progressing well; so far, we  
have announced restructuring plans at 20 factories together  
with additional capital investments to increase efficiency. The 
implementation of a harmonised IT system across the region is 
now complete. The portfolio has been further focused with the 
sale of the Boursin cheese and Bertolli olive oil businesses.

Say goodbye to grot
We constantly develop our brands  
to provide consumers with more 
effective ways to tackle the problems 
they are most concerned about –  
like household germs. Domestos 
Grotbuster is a super-thick bleach 
cleaning gel designed to kill the  
germs that multiply in ‘grot’ – living 
dirt such as mould, mildew and  
food residues. Grotbuster variant’s 
innovative formulation means it 
clings to these problem areas, even 
on vertical surfaces, leaving them 
sparkling clean and safe from germs. 
The packaging is innovative too – a 
directable nozzle delivers the gel to 
hard-to-reach places.

www.unilever.com/domestos
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Financial performance

The Americas

The move to a single head office for the US in Englewood Cliffs 
was completed and the ice cream business has been integrated. 
We set up a new multi-country organisation made up of the US, 
Canada and the Caribbean. We believe this will enable us to 
build scale, drive efficiencies and enhance our capabilities across 
these countries during 2009. The reshaping of the portfolio 
continued with the disposals of Lawry’s seasonings and spices and 
the North American laundry business. We signed agreements with 
Starbucks to include Tazo ready-to-drink tea in the Pepsi-Lipton 
joint venture and for the manufacture, marketing and distribution 
of Starbucks ice cream in the US and Canada.

The operating margin was boosted by profits on disposals. On 
an underlying basis the operating margin was in line with last 
year as overheads savings fully offset a lower gross margin from 
the sharp input cost increases.

Highlights      
at current rates of exchange      

€ million 2008 2007 change

Turnover 13 199 13 442 (1.8)%
Operating profit 2 945 1 971 49.4%
Operating margin 22.3% 14.7%

at constant rates of exchange     change

Turnover     3.5%
Underlying sales growth     6.5%
Operating profit     58.5%

Underlying sales grew by 6.5% for the year, driven by pricing 
actions taken to recover commodity cost increases. Trading 
conditions deteriorated towards the end of the year, with a drop 
in consumer confidence and purchasing power and a reduction  
of trade inventories. Despite this more difficult environment 
consumers continued to spend on our brands and underlying  
sales growth was sustained, although volumes were lower.

Underlying sales growth in the US was 3.8% for the year. Our  
sales were very much in line with the markets. While there has  
been some down-trading from branded products to private  
label brands our own market shares held up well. Growth in  
Latin America was around 12% for the year. All key countries 
contributed well to this growth as we benefited from our 
established brands and the breadth of our portfolio.

Delicious – and affordable
We believe tougher financial times 
should not mean consumers have to 
compromise on taste or quality. Our 
Italian-inspired Bertolli frozen meals 
offer restaurant-quality food you can 
cook at home in minutes. The range, 
which includes delicious Italian dishes 
such as Shrimp Scampi & Linguine and 
Grilled Chicken Alfredo & Portobello, 
was an instant success when it 
launched in the US in 2005. But it 
had its strongest year ever in 2008 
as the economic downturn deepened 
and cash-strapped consumers 
began to look for more affordable 
alternatives to eating out. 

6.5%
 underlying sales growth

www.unilever.com/bertolli
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Asia, Africa and Central & Eastern Europe

 14.2% 
 underlying sales growth 

higher and lower price tiers and from extensive micro-marketing 
tailored to faster growing areas and channels. Our business in 
China also grew well throughout the year.

The One Unilever organisation is in place throughout the region 
and the move to a single SAP system is progressing to plan. Supply 
chain management for the region is being centralised in Singapore.

In April we acquired Inmarko, the leading ice cream company in 
Russia, and it has performed strongly with both sales and profits 
ahead of plan. We reshaped our portfolio in Côte d’Ivoire with 
the completion of the disposal of our palm oil business and the 
acquisition of soap brands in the same country.

On an underlying basis the operating margin was 0.2 percentage 
points below last year reflecting increased investment in building 
capabilities to drive growth and the sharp increases in input costs 
partly offset by the benefits of savings programmes.

Highlights      
at current rates of exchange      

€ million 2008 2007 change

Turnover 14 471 13 418 7.8%
Operating profit 1 701 1 711 (0.6)%
Operating margin 11.8% 12.8%

at constant rates of exchange     change

Turnover     15.0%
Underlying sales growth     14.2%
Operating profit     8.3%

Underlying sales growth of 14.2% in 2008 was again broad-based 
across countries and categories. Our top five Developing and 
Emerging market countries in the region grew by around 20%, 
from a combination of increased prices and higher volumes. 
Towards the end of the year underlying sales growth remained 
strong but volumes were flat with some countries seeing signs  
of a slowdown in consumption and a reduction in inventories  
by retailers.

Throughout the year we saw continued strong growth in India 
and Indonesia, both countries where we have tremendous scale. 
In these countries we are benefiting from portfolios which span 

Fast thinking 
Sweet foods play an important role 
at Ramadan tables, quickly boosting 
blood-sugar levels. Yet until recently, 
ice cream was rarely part of the 
traditional family fast-breaking meal, 
leading Unilever’s Ice Cream category 
to suspend marketing activity during 
Ramadan. But a closer look at 
consumer behaviour in Muslim 
countries in Asia prompted a rethink – 
and a campaign to promote ice cream 
as a fun and nutritious way to break 
the fast. The move led to substantial 
seasonal sales rises in brands such  
as Viennetta and Carte d’Or, giving 
confidence to develop similar 
occasion-based strategies.

www.unilever.com/heartbrand
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Chairman

Michael Treschow1,2

Nationality: Swedish. Aged 65.  
Chairman since May 2007. Chairman, 
Telefonaktiebolaget L M Ericsson. 
Non-Executive Director, ABB Group. 
Board member, Knut and Alice Wallenberg 
Foundation, Member of the European 
Advisory Board, Eli Lilly and Company. 
Chairman, AB Electrolux 1997-2007 and 
Confederation of Swedish Enterprise 
2004-2007. 

Vice-Chairman

The Lord Simon of Highbury CBE3,4,5

Nationality: British. Aged 69.  
Appointed 2000. Non-Executive Director, 
Suez Group. Director, CEPS, Belgium. 
Member of the International Advisory 
Council, FITCH, France. Member of the 
International Advisory Board, Dana Gas 
Corporation. Member, Advisory Board, 
Montrose Associates Limited. Senior 
Advisor, Morgan Stanley International.  
UK Government Minister 1997-1999. 
Group Chief Executive, BP p.l.c.  
1992-1995 and Chairman 1995-1997.

Shareholder information

Board of Directors

Executive Directors

Paul Polman
Chief Executive Officer
Nationality: Dutch. Aged 52.  
Chief Executive Officer since January 
2009. Appointed Director October 2008. 
President, Kilimanjaro Blindtrust. Patron, 
Leaders for Nature, an International 
Union for Conservation of Nature (IUCN) 
initiative. Various positions within  
Procter & Gamble Co. 1979-2001,  
Group President Europe and Officer, 
Procter & Gamble Co. 2001-2006.  
Chief Financial Officer, Nestlé S.A. 
2006-2008. Executive Vice President and 
Zone Director for the Americas 2008. 

James Lawrence
Chief Financial Officer
Nationality: American. Aged 56. 
Appointed Director May 2008. Appointed 
Chief Financial Officer September 2007. 
Non-Executive Director, British Airways Plc. 
Various senior positions at General Mills, Inc. 
1998-2007, including Vice Chairman 
2006-2007, Executive Vice President-
International 2000-2006 and Chief 
Financial Officer 1998-2007. Executive 
Vice President and CFO, Northwest Airlines 
1996-1998, President and CEO, Pepsi-Cola 
International (Asia, Middle East, Africa) 
1992-1996, and Chairman, LEK Partnership 
1983-1992. Non-Executive Director,  
Avnet Inc. 1999-2008.

Non-Executive Directors

The Rt Hon The Lord Brittan  
of Spennithorne QC, DL6

Nationality: British. Aged 69.  
Appointed 2000. Vice-Chairman,  
UBS Investment Bank and Chairman,  
UBS Limited. Director, UBS Securities 
Company Limited. Member, International 
Advisory Committee of Total. Member, 
European Commission and Vice-President 
1989-1999. Member, UK Government 
1979-1986. Home Secretary 1983-1985 
and Secretary of State for Trade and 
Industry 1985-1986.

Professor Wim Dik7

Nationality: Dutch. Aged 70.  
Appointed 2001. Professor at Delft 
University of Technology. Chairman, 
Supervisory Board of Zesko Holding B.V. 
and Chairman, Advisory Board of Spencer 
Stuart Netherlands. Non-Executive  
Director, Aviva plc, Logica plc and Stage 
Entertainment B.V. Chairman and CEO, 
Koninklijke PTT Nederland (KPN)  
1988-1998 and Koninklijke KPN N.V. 
(Royal Dutch Telecom) 1998-2000. 
Minister for Foreign Trade, Netherlands 
1981-1982.
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Hixonia Nyasulu8

Nationality: South African. Aged 54. 
Appointed 2007. Chairman, Sasol Ltd. 
Non-Executive Director, Barloworld Ltd 
and Tongaat-Hulett Group Ltd. Member, 
Advisory Board of JP Morgan SA. Director, 
Paton Tupper Associates (Pty) Ltd.

Kees Storm9

Nationality: Dutch. Aged 66.  
Appointed 2006. Chairman, Supervisory 
Board and Member of the Audit 
Committee, KLM Royal Dutch Airlines N.V. 
Member, Supervisory Board, AEGON N.V. 
Board member and Chairman of Audit 
Committee, Anheuser-Busch InBev S.A. 
Board member and member of the Audit 
Committee, Baxter International, Inc. 
Vice-Chairman, Supervisory Board,  
Pon Holdings B.V. Chairman, Executive 
Board, AEGON N.V. 1993-2002.

Jeroen van der Veer1,2

Nationality: Dutch. Aged 61. 
Appointed 2002. Chief Executive Royal 
Dutch Shell plc. Member, Supervisory Board 
of De Nederlandsche Bank N.V. 2000-2004.

Charles Golden7

Nationality: American. Aged 62.  
Appointed 2006. Non-Executive Director, 
Clarian Health Partners, Hill-Rom Holdings, 
Eaton Corporation and Lilly Endowment, Inc. 
Member of Finance Committee, Indianapolis 
Museum of Art. Executive Vice-President, 
Chief Financial Officer and Director, Eli Lilly 
and Company 1996-2006.

Byron Grote7

Nationality: American/British. Aged 60. 
Appointed 2006. Chief Financial Officer,  
BP p.l.c. 

Narayana Murthy8

Nationality: Indian. Aged 62.  
Appointed 2007. Chairman, Asia Business 
Council, International Institute of Information 
Technology and Infosys Technologies Limited. 
Director, Infosys Consulting, Inc., Infosys 
Technologies (China) Company Limited, 
New Delhi Television Ltd. Non-Executive 
Director, HSBC Holdings plc.

Member Nomination Committee
Member Remuneration Committee
Chairman Nomination Committee
Chairman Remuneration Committee
Senior Independent Director
Chairman Corporate Responsibility and Reputation Committee
Member Audit Committee
Member Corporate Responsibility and Reputation Committee
Chairman Audit Committee

1
2
3
4
5
6
7
8
9

Left to right:

Michael Treschow
The Lord Simon of Highbury
Paul Polman
James Lawrence
The Rt Hon The Lord Brittan of Spennithorne 
Professor Wim Dik
Charles Golden
Byron Grote
Narayana Murthy
Hixonia Nyasulu
Kees Storm
Jeroen van der Veer



24 Unilever Annual Review 2008

Unilever website
Shareholders are encouraged to visit our 
website www.unilever.com which has  
a wealth of information about the 
Unilever Group. There is a section 
designed specifically for investors at 
www.unilever.com/investorrelations

Electronic communications
NV shareholders participating in the 
Shareholders’ Communication Channel will 
be able to appoint a Proxy electronically to 
vote on their behalf at the AGM in 2009.

Shareholders of PLC can elect not to 
receive paper copies of the Annual 
Review and other shareholder documents 
but to be alerted by email to view these 
documents on our website. To register,  
or to find out more, please visit  
www.unilever.com/shareholderservices 
and select the e-communication option.

UK capital gains tax
The market value of PLC 3¹⁄9p ordinary 
shares at 31 March 1982 would have  
been 76.84p per share. Since 1982, PLC 
ordinary shares have been sub-divided on 
two occasions and consolidated on two 
occasions. First, with effect on 26 June 
1987, the 25p shares were split into five 
shares of 5p each. Secondly, with effect 
on 13 October 1997, the 5p shares were 
split into four shares of 1.25p each. Thirdly, 
with effect on 10 May 1999, the shares 
were consolidated by replacing every 112 
shares of 1.25p each with 100 shares of 
1.4p each. Lastly, with effect on 22 May 
2006, the shares were consolidated by 
replacing every 20 shares of 1.4p each 
with nine shares of 31/9p each.

Contact details and financial calendar
Shareholder information

Share registration
Netherlands
ANT Trust & Corporate Services N.V.
Claude Debussylaan 24
1082 MD Amsterdam

Telephone: +31 (0)20 522 2555
Telefax: +31 (0)20 522 2500
Website: www.ant-trust.nl
Email: registers@ant-trust.nl

UK
Computershare Investor Services PLC
The Pavilions
Bridgwater Road
Bristol BS99 6ZY

Telephone: +44 (0)870 600 3977
Telefax: +44 (0)870 703 6119
Website: www.unilever.com/
shareholderservices
Email: web.queries@computershare.co.uk

USA
Citibank Shareholder Services
PO Box 43077
Providence, RI 02940-3077

Toll free phone (inside US): 888 502 6356
Toll phone (outside US): +1 781 575 4555
Website: www.citibank.com/dr
Email: citibank@shareholders-online.com

Financial calendar
 
Annual General Meetings

PLC   11.00am 13 May 2009 London

NV     10.30am 14 May 2009 Rotterdam

 
Announcements of results

First Quarter     7 May 2009 Third Quarter  5 November 2009  
First Half Year     6 August 2009 Final for Year 4 February 2010

 
Dividends on ordinary capital

Final for 2008 – announced 5 February 2009 and to be declared 13 May 2009 for PLC and 14 May 2009 for NV 
  
          Ex-dividend date Record date Payment date

NV         18 May 2009 20 May 2009 18 June 2009 
PLC       20 May 2009 22 May 2009 18 June 2009 
NV – New York Registry Shares   18 May 2009 20 May 2009 18 June 2009 
PLC – American Depositary Receipts   20 May 2009 22 May 2009 18 June 2009

 
Interim for 2009 – to be announced 5 November 2009 
  
          Ex-dividend date Record date Payment date

NV          18 November 2009 20 November 2009 16 December 2009 
PLC        18 November 2009 20 November 2009 16 December 2009 
NV   – New York Registry Shares   18 November 2009 20 November 2009 16 December 2009 
PLC – American Depositary Receipts   18 November 2009 20 November 2009 16 December 2009

 
Cumulative preference shares NV

        Announced date Ex-dividend date Record date Payment date

4%     4 December 2009 7 December 2009 9 December 2009 4 January 2010 
6% and 7%   4 September 2009 7 September 2009 9 September 2009 1 October 2009

As announced on 5 February 2009, at the 2009 AGMs and at separate Meetings of 
Ordinary Shareholders we will be proposing resolutions to authorise the Directors to 
modify the Equalisation Agreement to facilitate the payment of quarterly dividends from 
2010 onwards. This will allow us to change to a simpler and more transparent dividend 
practice for the Unilever Group. These changes will result in more frequent payments to 
shareholders, and better align with the cash flow generation of the business.

Any queries can also be sent to us electronically via www.unilever.com/resource/contactus.aspx

Addresses
Rotterdam London

Unilever N.V. 
Investor Relations Department 
Weena 455, PO Box 760 
3000 DK Rotterdam 
The Netherlands 
 
 
Telephone +44 (0)20 7822 6830 
Telefax  +44 (0)20 7822 5754

Unilever PLC 
Investor Relations Department 
Unilever House 
100 Victoria Embankment 
London EC4Y 0DY 
United Kingdom 
 
Telephone +44 (0)20 7822 6830 
Telefax +44 (0)20 7822 5754
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The two parent companies, Unilever N.V. (NV) and Unilever PLC 
(PLC), together with their group companies, operate effectively  
as a single economic entity (the Unilever Group, also referred to  
as Unilever or the Group). This Annual Review therefore deals with 
the operations and the results of the Unilever Group as a whole. 
The Unilever Annual Review and Summary Financial Statement are 
produced in Dutch and English. The Annual Report and Accounts  
is produced in English.

The brand names appearing in this Annual Review are trademarks 
owned by or licensed to companies within the Unilever Group.

In the commentary on pages 18 to 21, sales growth is stated on  
an underlying basis at constant exchange rates and excluding the 
effects of acquisitions and disposals. For further information, 
please refer to our website at www.unilever.com/investorrelations

The term shares as used in this document should, with respect to 
shares issued by NV, be construed to include depositary receipts for 
shares issued by Foundation Unilever N.V. Trust Office, unless the 
context otherwise requires or unless it is clear from the context that 
this is not the case.

Cautionary statement
This document 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, 
including financial objectives to 2010, 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, consumption levels, costs, the ability to maintain and 
manage key customer relationships and supply chain sources, 
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 Annual 
Report and Accounts on Form 20-F. 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.

This document does not comply with accounting principles 
generally accepted in the United States (US GAAP) and should not 
therefore be relied upon by readers as such. The Group’s Annual 
Report on Form 20-F for 2008 is separately filed with the US 
Securities and Exchange Commission and is available on our 
corporate website www.unilever.com Any information on or linked 
from the website is not incorporated by reference into the Annual 
Report on Form 20-F. 
 
In addition, a printed copy of the Annual Report on Form 20-F is 
available, free of charge, upon request to Unilever PLC, Investor 
Relations Department, Unilever House, 100 Victoria Embankment, 
London EC4Y 0DY, United Kingdom.

Designed and produced by Unilever Communications in conjunction with Addison at www.addison.co.uk
Board photography by Jaap van den Beukel
Product photography by The Pack Shot Company
Main photography mostly from Unilever image library
Printed by St Ives Westerham Press Ltd. ISO 14001: 2004, FSC certified and CarbonNeutral

This document is printed on Greencoat Plus Velvet which has been independently certified according to the rules of the Forest  
Stewardship Council (FSC). Greencoat Plus Velvet contains 80% recycled fibre. The manufacturing mill is accredited with the ISO 14001 
Environmental Standard. In recognition of its recycled content Greencoat Plus Velvet has also been awarded the NAPM recycled mark.  
This document is completely recyclable. If you have finished with it and no longer wish to retain it, please pass it on to other interested 
readers or dispose of it in your recycled paper waste. Thank you.



Unilever N.V.
Weena 455, PO Box 760
3000 DK Rotterdam
The Netherlands
T +31 (0)10 217 4000
F +31 (0)10 217 4798

Commercial Register Rotterdam
Number: 24051830

Unilever PLC
Unilever House
100 Victoria Embankment 
London EC4Y 0DY
United Kingdom 
T +44 (0)20 7822 5252 
F +44 (0)20 7822 5951

Unilever PLC registered office
Unilever PLC
Port Sunlight  
Wirral
Merseyside CH62 4ZD
United Kingdom

Registered in England and Wales
Company Number: 41424

www.unilever.com
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