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€6 BILLION BUSINESS WITH A STRONG PORTFOLIO 
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STRONG MARKET POSITIONS WITH 75% BUSINESS IN 
LEADING POSITIONS 



GOOD TRACK RECORD OF DELIVERY 

COMPETITIVE GROWTH CONSISTENT GROWTH 
2009 - 2014  

Underlying Sales Growth  
CAGR 
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PROFITABLE GROWTH 
Core Operating Margins* 

vs 2009 

2013	
   2014	
  

+310 bps 

+170 bps 

Source:	
  CompeAAve	
  Growth	
  through	
  Nielsen	
  Retail	
  Panel	
  
*Core	
  OperaAng	
  Margin	
  improvement	
  at	
  constant	
  exchange	
  rate	
  @	
  2013	
  rates	
  

% of business winning share 



2013	
  

41%	
  

33%	
  

17%	
  

Source:	
  Unilever	
  Living	
  Standard	
  Measure	
  ClassificaAon.	
  2020	
  ProjecAon	
  by	
  the	
  MarkeAng	
  Science	
  Unit	
  

680M 

GROWING MIDDLE CLASS, HOWEVER STILL MANY POOR 



ENVIRONMENT, MORE COMPETITIVE 



Source:	
  Nielsen	
  Retail	
  Panel,	
  Euromonitor	
  &	
  Unilever	
  Internal	
  Data	
  
	
  

CHANNEL SHIFTS BUT GENERAL TRADE STAYS IMPORTANT 
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Value	
  Growth	
   Volume	
  Growth	
  

CAGR	
  2010-­‐2014	
   2013	
   2014	
  

Source:	
  	
  FMCG	
  Market	
  Growth	
  through	
  Nielsen	
  Retail	
  Panel	
  

RECENTLY THE MARKET HAS SLOWED IN SEA 



Source:	
  Report	
  &	
  Accounts	
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Sales	
  (US	
  $)	
   PBT	
  Margin	
  

$	
  1	
  billion	
  

$2	
  billion	
  

$	
  500	
  million	
  

$2.8	
  billion	
  

UNILEVER INDONESIA: STICKING TO LONG TERM 
STRATEGY PAYS OFF 



COMPASS: BUILDING AN UNBEATABLE SEAA 



     MARKET MAKING & CORE GROWTH 



EXAMPLE: CORE GROWTH BY CONVERSION TO DISHWASH LIQUIDS 



INDONESIA	
  COVERAGE	
  EXTENSION	
  

PHILIPPINES	
  COVERAGE	
  EXTENSION	
  

     BUILDING BUSINESS IN WHITE SPACES (€500M TURNOVER) 



HAVE LOTS 
 
HAVES 
 
HAVE NOTS 
 

     FUTURE PROOFING IS ESSENTIAL 
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MALE	
  GROOMING	
  

OWN	
  THE	
  TOILETS	
  

MACHINE	
  WASH	
  

HAIR	
  POSTWASH	
  

PREMIUMISING	
  CATEGORIES	
  DEVELOPING	
  EMERGING	
  SEGMENTS	
  

HOW WE ARE FUTURE PROOFING, THE PORTFOLIO & BRANDS 



CULTURALLY	
  RELEVANT	
  BRANDS	
  
&	
  SMART	
  LOCALISATION	
  

     FUTURE PROOFING: STAYING AHEAD OF CULTURAL SHIFTS 



SCREEN	
  AGNOSTIC	
  MARKETING	
  
CONSUMER	
  RELATIONSHIP	
  MANAGEMENT	
  2.0	
  

     FUTURE PROOFING: LEADING TECHNOLOGY SHIFTS, 
      ESP. MOBILISATION 



Source:	
  Nielsen	
  Retail	
  Panel,	
  Euromonitor	
  &	
  Unilever	
  Internal	
  Data	
  
	
  

     LEADERSHIP IN ALL CHANNELS (CURRENT) 



Leading Edge E-Com Capabilities 

Source:	
  Nielsen	
  Retail	
  Panel,	
  Euromonitor	
  &	
  Unilever	
  Internal	
  Data	
  
	
  

     LEADERSHIP IN ALL CHANNELS (FUTURE) 



EXAMPLE: PERFECT STORES    (MARKETING TO SHOPPERS) 
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     USLP FOR GROWTH 
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Bango	
  Turnover	
   #	
  Coconut	
  Sugar	
  Farmers	
   #	
  Black	
  Soybean	
  Farmers	
  

EXAMPLE: BANGO GROWTH FUELED BY SUSTAINABLE 
SOURCING AND SMALL HOLDER FARMER PROGRAM 



•  30%	
  SKU	
  ReducSon	
  
•  10%	
  Fixed	
  Costs	
  AmbiSon	
  

•  16%	
  Increase	
  in	
  ProducSvity	
  
•  Top	
  QuarSle	
  Overheads*	
  

• HolisSc	
  	
  Media	
  Planning	
  
• ReducSon	
  in	
  Non	
  Working	
  
Media	
  
• OpportuniSes	
  for	
  further	
  
efficiency	
  

*Unilever Benchmarks  
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5	
       CONTINUOUS IMPROVEMENT ”SMASHING BENCHMARKS” 



-­‐50%	
  

2010	
   2013	
  

-­‐80%	
  

PORTFOLIO	
  &	
  SKU	
  FOCUS	
   REDUCED	
  PROMOTIONS	
  

SIMPLIFIED	
  STRUCTURE	
   SIMPLIFIED	
  PROCESSES	
  

     SIMPLIFICATION: EXAMPLE UNILEVER MALAYSIA 6	
  



     SEAA TALANT MACHINE 



SUMMARY: COMPASS A REPEATABLE GROWTH MODEL 
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