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ECOMMERCE

Maximising returns and building competitive advantage
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Radical change in path to purchase redesigning our
opportunities to influence for purchase
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Winning and maximising returns from investments in
digital and technology

Making our investments
work harder

- Advertising production costs as %
of media

>30%
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Digital video innovation
- more efficient reach

Increasing investment in
digital

Digital Media Investment % of Media

@ 45%

E 35%

Mobile/Social/Data
Accelerating direct connections

Data records held
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Programmatic competitive
advantage
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Unilewer Trading Desk

Hypertargeting at scale. First
trading desk transacting on
100% viewability

Greater return on digital
investments
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Unilever’s focus for marketing in a connected world

* Shaping the digital industry landscape for competitive advantage

* Highly skilled in digital marketing and ecommerce to win today and
tomorrow

« Data driven customisation
* Mobile first: personalisation at scale
« Building world class capabilities

* Monetising the route to market



1. Shaping the digital industry for competitive advantage

Leveraging scale and pioneering on CPG platforms e.g. Facebook
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1. Shaping the digital industry for competitive advantage

* Leveraging scale to drive innovation on the next platforms

@@ Wechat
I




1. Shaping the digital industry for competitive advantage

* Pioneering with start-ups: more effective and efficient ways of
marketing

 NewAer: Embedding iBeacon technology
/5&
l UNILEVER ‘ - Digital Genius: Leveraging artificial intelligence

&

- 80 pilots, 38 start-ups scaled







1. Shaping the digital industry for competitive advantage

* Shaping industry standards on viewability, verification & value to

maximise ROMI

Facebook to verify that ads are visible to
users
Robert Cookson
Cower & nowamn~ § v K:oo § oramce -
f Facebook has become the latest big internet
company to give in to pressure from
aCEboo‘( bt i pecaa adependent
] verification that ads served by the platform
1 are seen by users.
N Following similar moves by its rivals T
and YouTube, Facebook said on Thursday

that it would give advertisers detailed data about what share of their ads were visible
on 3 user’s screen.

© © © (@ Maovadvertisersincluding Unilever and Kellogg's are
concerned that a large proportion of online ads that
they purchase are served to parts of a website or app
Mere that are by

Facebook said it would work with Moat, an advertising
analytics company, to provide independent verification
to brands.

The social network also an that it would
introduce a new ad buying option that lets advertisers
purchase “100 per cent in-view impressions”, which
[guarantees that the entire ad — from top to bottom —
has passed through a person’s screen in Facebook's
news feed.

At present, brands are charged by Facebook when even
2 tiny fraction of the ad appears on 2 user’s screen.

Keith Weed, chief marketing officer at Uzl

Source: Financial Times

YouTube to provide viewer data to
advertisers

Robert Cookson, Digital Media Correspondent

Louee & mvwsetv @ X

YouTube is preparing to allow
the adverts they place on the video platform can be seen by viewers.

The move is a response to complaints by advertisers such as Unilever and Kellogg’s,
which have become increasingly concerned that they are wasting money on ads that
are not visible.

© © @ (@ Meraremanyreasons whyanad may not be seen,
such as when it loads in a part of a web page that falls
outside of the viewer's screen. In other cases, the

More viewer may scroll away from the ad before they have a
AR chance to see it or minimise their web browser while
ANalysis YouTube stars make the ad is playing.

Source: Financial Times

erify what ion of

THE WALL STREET JOURNAL.

ADTECH

Twitter Finally Rolls Out Auto-Play
Video

ARTICLE COMMENTS (7)

ONLINEVIDEO  TWITTER

Senai | Grin K- |

By SUZANNE VRANICA ' connect

Twitter is officially rolling
out ads that will play
automatically in a user's
timeline, taking on the
dominant forces in online
video advertising —
Google and Facebook

When users scroll through
their Twitter feeds and see
avideo, it will begin to
automatically play while
muted. Clicking on the
video wil play it in its
entirety in the full-screen e Drioaiocald Prdia
viewer with sound. Think

Source: Wall Street Journal



1. Shaping the digital industry for competitive advantage

* Shaping industry standards on viewability, verification & value to

maximise ROMI

Facebook to verify that ads are visible to

users

Robert Cookson

Cower & nowamn~ § v K:oo § oramce -
f Facebook has become the latest big internet

company to give in to pressure from

aCEbook ad\vhstrslnd:nn:mdemm

] verification that ads served by the platform

are seen by users.

I Nﬁ

Following similar moves by its rivals Twitter
and YouTube, Facebook said on Thursday
that it would give advertisers detailed data about what share of their ads were visible

‘Keith Weed, chief marketing officer

at Unilever, the consumer goods group
whose brands include Dove shampoo and
Hellmann’'s mayonnaise, said Facebook’s
move to give advertisers greater
transparency was “very encouraging”.’

® At present, brands are charged by Facebook when even
a tiny fraction of the ad appears on a user's screen.

Keith Weed, chief marketing officer at Unilever, the

Source: Financial Times

YouTube to provide viewer data to
advertisers

Robert Cookson, Digital Media Correspondent

Eoueey & st~ (e 3G Co i onANe [ e

‘Unilever, the consumer goods group and
second-largest advertiser in the world, has
been particularly vocal about the need for
much greater transparency in the market for

online advertising.”

Source: Financial Times

THE WALL STREET JOURNAL.

ADTECH

Twitter Finally Rolls Out Auto-Play
Video

“We want to get what we pay for,” said
Keith Weed, chief marketing officer of
Unilever, one of the world’s top
advertisers.

automatically in a user's
timeline, taking on the
dominant forces in online
video advertising —
Google and Facebook

When users scroll through
their Twitter feeds and see
avideo, it will begin to
automatically play while
muted. Clicking on the
video will play it in its
entirety in the full-screen
viewer with sound. Think

Source: Wall Street Journal



2. Data driven customisation

* Hypertargeting and more efficiently buying media through the ULTRA
automated trading desk

« Lowest level of ad fraud .

@ 1. A person visits a webpage
5. The selected ‘bid’ results in an ad being
served on the webpage @

4. The seller accepts or rejects ‘bid’

2. As page is loading, seller lets buyer know
there is an available impression

3. Buyer evaluates if person is someone we
want to serve ad to. If 'yes’, buyer submits
‘bid” to seller






2. Data driven customisation

* Using consumer search queries to predict trends
* Match consumer needs with content and purchase opportunity




Get Started »
R

N



3. Mobile first: personalisation at scale

Unlocking the power of location, weather and interest data to identify
audiences through micro targeting
FROM: TO: Location and weather targeting
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4. Building world class capabilities

 People Data Centres (PDC) providing real time insights to people
related questions through the combination of live data sources

PN —P | Y
* Active in 5 key markets ) “ E +' £
& - == | | 4

%% PEOPLE

N, e €4m saved in 6months

BTN

AN « 220,000 conversations listened to per day
Faster, Better, Cheaper

* 10 core languages

* Consumer Engagement Centres: 10m engaged per year
(5.4m conversations)

 People Relationship Marketing (107m records)



4. Building world class capabilities

* Investment in digital companies, insourcing leading edge expertise,
knowledge and insight to help us learn fast, then scale.
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el \NpIO]N=8 - Mobile database marketing r Old piC

In emerging markets

User generated content for

visual commerce and marketing

4

BIG SYNC * Music licensing for ‘Perco]_ate * Content management across
= isi platforms
advertising
CIAVIS & eCommerce retail DISCUSSJ « Fast, low cost on-line research

measurement



5. From ‘like” to ‘buy’: Monetising the route to market

£2 mazon D

» Partnerships to drive scale Alibabacori dnatacast FEEE

* Focused execution for S
competitive experience R ES O CLAVIS INSIGHT

* Building infrastructure for
greater purchasing influence




5. From ‘like’ to ‘buy’: Monetising the route to market

"-'-l h Order delivered

Humara| | Shop to shopper's home

Shopper logs onto
Connecting our Hamara Shop

shoppers with their
trusted neighbourhood
traditional trade grocer
for home delivery of
FMCG shopping needs, - a
B

via the internet

Retailer receives Shops for her basket with
online order her trusted local retailer



Summary:

* Shaping the digital industry landscape for competitive advantage

* Highly skilled in digital marketing and ecommerce to win today and
tomorrow
« Data driven customisation
* Mobile first: personalisation at scale
» Building world class capabilities

* Monetising the route to market



