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Safe harbour statement

This presentation may contain forward-looking statements within the meaning of the securities laws of certain jurisdictions, including ‘forward-looking statements’ within the meaning of the United States Private
Securities Litigation Reform Act of 1995. All statements other than statements of historical fact are, or may be deemed to be, forward-looking statements. Words and terminology such as ‘will’, ‘aim’, ‘expects’,
‘anticipates’, ‘intends’, ‘looks’, ‘believes’, ‘vision’, ‘ambition’, ‘target’, ‘goal’, ‘plan’, ‘potential’, ‘work towards’, ‘may’, ‘milestone’, ‘objectives’, ‘outlook’, ‘probably’, ‘project’, risk’, ‘continue’, ‘should’, ‘would be’, ‘seeks’, or
the negative of these terms and other similar expressions of future performance, results, actions or events, and their negatives, are intended to identify such forward-looking statements. Forward-looking
statements also include, but are not limited to, statements and information regarding the proposed transaction to combine Unilever’'s Foods business with McCormick & Company, Inc. ("McCormick”), as well as
Unilever’s emissions reduction and other sustainability-related targets and other climate and sustainability matters (including actions, potential impacts and risks and opportunities associated therewith). Forward-
looking statements can be made in writing but also may be made verbally by directors, officers and employees of the Unilever Group (the “Group”) (including during management presentations) in connection
with this presentation.

These forward-looking statements are based upon current expectations and assumptions regarding anticipated developments, future performance and other factors affecting the Group, taking into account all
information currently available to us. They are not historical facts, nor are they guarantees of future performance or outcomes. All forward-looking statements contained in this presentation are expressly
qualified in their entirety by the cautionary statements contained in this section. Readers should not place undue reliance on forward-looking statements.

Because these forward-looking statements involve known and unknown risks and uncertainties, a number of which may be beyond the Group’s control or precise estimate, there are important factors that could
cause actual results to differ materially from those expressed or implied by these forward-looking statements. Among other risks and uncertainties, the material or principal factors which could cause actual
results to differ materially from the forward-looking statements expressed in this presentation are: Unilever’'s global brands not meeting consumer preferences; Unilever’s ability to innovate and remain
competitive; Unilever’s investment choices in its portfolio management; the effect of climate change on Unilever’s business; Unilever’s ability to find sustainable solutions to its plastic packaging; significant
changes or deterioration in customer relationships; the recruitment and retention of talented employees; disruptions in Unilever’s supply chain and distribution; increases or volatility in the cost of raw materials
and commodities; the production of safe and high-quality products; information and cybersecurity risks, including Unilever's ability to maintain a secure and reliable IT infrastructure; risks associated with rapid
advancements in generative Al; execution of acquisitions, divestitures and business transformation projects, including the risks associated with the proposed transaction to combine Unilever’s Foods business with
McCormick, such as the risk that the proposed transaction may not be completed on the terms or in the time frame expected by the parties or at all, or the difficulties and delays in the combined company
achieving the synergies expected thereby, in the time frame expected by the parties or at all; economic, social and geopolitical risks and natural disasters; financial risks; and legal and compliance risks, including
failure to meet high and ethical standards, managing regulatory, tax and legal matters and practices with regard to the interpretation and application thereof, and risks related to emerging and developing ESG
reporting standards including differences in implementation of climate and sustainability policies in the regions where the Group operates. The list of factors presented here is representative and should not be
considered to be a complete statement of all potential risks and uncertainties. Unlisted factors may present significant additional obstacles to the realisation of forward-looking statements.

The forward-looking statements are based on our beliefs, assumptions and expectations of our future performance, taking into account all information currently available to us. Forward-looking statements are
not predictions of future events and any forward-looking events discussed herein might not occur. These beliefs, assumptions and expectations can change as a result of many possible events or factors, not all of
which are known to us. If a change occurs, our business, financial condition, liquidity and results of operations may vary materially from those expressed in our forward-looking statements.

The forward-looking statements speak only as of the date of this presentation. Except as required by any applicable law or regulation, the Group expressly disclaims any intention, 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 or as a result of new information. New risks and uncertainties arise over time, and it is not possible for us to predict those events or how they may affect us. In
addition, we cannot assess the impact of each factor on our business or the extent to which any factor, or combination of factors, may cause actual events, to differ materially from those contained in any
forward-looking statements.

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 in the Annual Report on Form 20-F 2025 and the Unilever Annual Report and Accounts 2025.
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Many things have changed at Unilever
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Strong H1 performance led by HPC; outlook upgraded
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UOM UOM improvement

USG = Underlying Sales Growth, UVG = Underlying Volume Growth; UOM = Underlying Operating
HPC = Pro forma based on reported Unilever financials, adjusted for the Foods Business Group exc ‘
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A €3%9bn
HPC pureplay




Leading positions in highly attractive categories

Beauty & Personal
Wellbeing Care
7% of
turnover
India ik
Foods Home Care

2nd largest #1Home Care
BPC business business in EMs

*#1 or 2 based on 322 cell (category/country combinations) market share
Pro forma based on 2025 reported Unilever financials, adjusted for the Foods Business Group excluding India Foods




Superior footprint in faster-growing markets

Developed Emerging Better exposure t.o key
Markets Markets consumption drivers

> Population growth

38 622

> Expansion of female labour force

> Urbanisation

» Growing number of households

847 US & Emerging Markets > Wealth expansion

[ ]
12 | Unillen
Pro forma turnover based on 2025 reported Unilever financials, adjusted for the Foods Business Group excluding India Foods W



Unrivalled competitive positions in Emerging Markets

K18§

Rexona BIOMIMETIC

HAIRSCIENCE

65/ F. 80/ 95,

revenuein revenue in

Emerging Market HPC UVG in H12026 ’ #1 positions #1or #2 positions I _ HPC company
o | - e T 2

Superior Brands Leadership Scale

All data is for Emerging Markets. Pro forma based on 2025 reported Unilever financials, adjusted for the Foods Business Group excluding India Foods. 13 U . ‘! '
#1 or 2 based on 322 cell (category/country combinations) market share. Leading HPC in EMs based on revenue. W




Multiple growth opportunities across Emerging Markets
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Consumption Premiumisation Market Making New Spaces
More usage -




India offers a rare combination of scale & per-capita growth potential

A Bubble size: Total FMCG market value, 2025
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Absolute market value increase from 2025-2030

Source: FF&A Report, Euromonitor
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The largest & one of the most loved
companies in India

€ 6.5Bn € 48 Bn 9 out of 10

Annual Hindustan Unilever Households use one or
Turnover Market Capitalisation more of our brands

Employer >90% 85 Bn+ 9 Mn+

of choice
Turnover with Packs sold Outlets
#1 market position in a year reached

23.6% EBITDA Margin

; #1 Employer of choice based on Brand Perception study by InsidellM in top Indian Bschools in 2025
lde[laRfeldalnancial Year 2025-26; Conversions based on a constant exchange rate of 397.6/€; Market Capitalisation as on closing for 4th Sept 2026 (NSE)



HUL has delivered a decade of value creation

Consistent, volume-led Industry-leading
growth profitability
Turnover EBITDA

2X 3X

‘A B

FY'15 FY'25 FY15 FY'25

All reported figuresinclude Ice Cream business for full reporting period
Figures for Financial Year i.e. 1st April to 31st March

Sustained cash
generation

Operating cash flow

-

FY"15

4X

‘B

FY'25






Rising household

Large and young Fastest growing major Under-indexed FMCG .
incomes

population economy l spends

~1 . 5 India’s GDPaning 3‘
10

A\

billion people

-50

293 Mn HH 386 Mn HH
2018 2030 Projected

33

Segmentation by annual household income
c a
median age D m— <$4,000 = $4,000-8,500
Philippines Indonesia $8,500-40,000 > $40,000
5X 3X

Source: UN, IMF, PIB, NIQ, OECD, Bain & Word Economic Forum 1 U }‘\&QA’
HH: Number of Households W



Five structural shifts are creating a New India

Population
transformation

377 Mn

GenZ consumers
in India

/

Women
in-charge

257 to 437+

Participation of women

in workforce
(2018 to 2026)

A digital society
437 to 70%

Internet penetration
(2020 to 2025)

Source: Labour Force Participation Rate Age 15-59, World Bank, Mckinsey, NHAI, Newsroom, CMIE, PIB

Conversions based on a constant exchange rate of 97.6/€
Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons.

Modern
villages

€ 20.5Bn

Government's
annual budget for
rural transformation

Road
connectivity

2nd | argest

road network in the
World, with ~600
National Highways

22 | Unillever



Growth opportunities in New India are emerging
in multiple segments

Newer geographies Newer channels \
Small towns growing at Q-com expected to reach : \
2X € 20.5Bn
vs All India market by FY'28
Newer consumer spaces Newer media platforms

India growing at Social media users

2 5X POLYGLUTAMIC Acip

) ~ 500 M n , g : 17X WEIGHTLESS
vs. World ‘ i HYDRATION*

(Vitamins & Dietary supplements) in India : . e PROFESSIONAL

Sources:. NIQ MAT Jul'26, Care Edge Report, Euromonitor 2020-2025, Datareportal
Note: Vitamins & Dietary supplements include weight management & wellbeing;
Conversions based on a constant exchange rate of 297.6/€



Success in New India is winning in distinct growth cells

Hair Care market
70% of population

Tier 4 + Rural

10% of population 20% of population

Small towns

Big cities

Small GT

Online MT GT Online MT GT Large GT

POWER SPENDERS

France HHI

57 Urban Affluent

of population

PREMIUMISERS

Indonesia HHI

607

of population

DEMOCRATISERS
Parts of Africa HHI

35%

of population

X

Rural Value
Seekers

2X

HHI: Household Disposable Income
2Y Shampoo Market Delta (Online + Offline)

24 | Unilloner”




Four key strategies to unlock growth

POWER SPENDERS

France HHI

PREMIUMISERS

Indonesia HHI

DEMOCRATISERS

Parts of Africa HHI

Big cities Small towns Tier 4 + Rural

Online MT GT Online MT GT Large GT  SmallGT

NEW
SPACES MARNEI AN PREMIUMISATION (MORE BENEFITS)

New Exi (M?RE USERS‘)jd, Using more premium shampoos

formats, X/.:t/ng shampoo users adding Shampoo bottles
Masstige & o regime — Condlitioners, Upgrading to Rs. 2 Dove sachet

Prestige masks, serums

CONSUMPTION (MORE USAGE)

Using more shampoo

HHI: Household Disposable Income

25 | Unillonen”



Our portfolio is uniquely positioned to win across these cells

Big cities Small towns Tier 4 + Rural
Online MT GT Online MT GT Large GT  Small GT
| m
POWER SPENDERS 9
K1§ l . ﬁfoye Dow l{
France HHI .5 + e S = E Dove
|
PREMIUMISERS = , il N N
. 'Tan \; | Dove “ Do{/e Do;/e DO)//e
Indonesia HHI ¢ —— = 125 s 125
i = . e .

-
DEMOCRATISERS =
. )

Parts of Africa HHI

HHI: Household Disposable Income



Our Strategy
to Win




DELIVER COMPETITIVE VOLUME-LED GROWTH

Consumption Premiumisation Market Making New Spaces
407 delta 407 delta 20% delta
B ENABLERS
@ Crafting Desirable Brands o Future-fit Go-to-Market € AlasaMoat
B VALUE CREATION MODEL
Generate Deplo Step-u Deliver Volume-led
4 o ploy o p-up )

Fuel for Growth Fuel for Growth Capital for Growth Profit Growth

UNDERPINNED BY UNMATCHED TALENT, WINNING CULTURE & ESG

(]
Delta: Incremental Turnover Contribution 28 ‘ UN.QM’W
Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons.



DELIVER COMPETITIVE VOLUME-LED GROWTH

Consumption Premiumisation Market Making New Spaces

407 delta 407% delta 20% delta
B ENABLERS
@ Crafting Desirable Brands o Future-fit Go-to-Market € AlasaMoat
B VALUE CREATION MODEL
4 Generate o Deploy l Step—up © Deli\(er Volume-led
Fuel for Growth Fuel for Growth Capital for Growth Profit Growth

UNDERPINNED BY UNMATCHED TALENT, WINNING CULTURE & ESG

(]
Delta: Incremental Turnover Contribution 29 ‘ UN.QM’W
Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons.



Driving Consumption is a key source of category growth
Unilever’s leadership & reach gives us an unparalleled advantage

Laundry Tea Shampoo

Affluent

-
¥ *
" ke
[ - Y e
e =z,
é w

Value Seeker

Market Share vs

nearest competitor

Source: Numerator, May’25-Apr'26, Nielsen MAT Jul'26



Laundry in India has huge headroom to grow Consumption

==l  ADOPTION OF
AFFLUENCE WASHING MACHINE

]

Laundry consumption increases Machines enabling consumption

with affluence I
E 1.2X
Power Spenders
@ 1.1X
Premiumisers
‘ Qr? X
Democratisers

' | 1.24X
consumptionin
households with machines

Numerator: Avg Consumption for ANY WASHNG POWDER, Avg Consumption for ANY WASHNG POWDER/LIQUID 3] UA&QM’W
HH: Household




Unilever is best placed to drive Consumption

Relative market share High availability

4X

L nearest competitor

Tiered portfolio

AP/ Segmental

index  share index Present in 9/10 Indian households
Tier 1 L—
%(3 ¢ 21X 3.1X .
o Superior products
Tier 2 Product superiority

1.2X 1.6X increases consumption by

Rn
Tier 3 1.5X -
wheel 2 X “g \\ i‘\\ \

Nielsen Category APIs and Unilever Share Index Jul'’26 | Numerator MAT Jun26 Unilever Laundry Penetration | Numerator Avg Consumption SFXL Powder 39 U ! 1
1.5x vs Tier3 Powders Source of growth : ‘




DELIVER COMPETITIVE VOLUME-LED GROWTH

Consumption Premiumisation Market Making New Spaces

407 delta 407% delta 20% delta
B ENABLERS
@ Crafting Desirable Brands o Future-fit Go-to-Market € AlasaMoat
B VALUE CREATION MODEL
4 Generate o Deploy l Step—up © Deli\(er Volume-led
Fuel for Growth Fuel for Growth Capital for Growth Profit Growth

UNDERPINNED BY UNMATCHED TALENT, WINNING CULTURE & ESG

(]
Delta: Incremental Turnover Contribution 33 ‘ UN.QM’W
Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons.



Unilever’s portfolio is structurally advantaged

to capture Premium growth

Premium (1.3X)
{ ‘ Our Market Share

improves from
Mass to Premium

Mass (X) ‘

Unilever brands are most loved
#1 brand power in Premium

g ; ?
Pove g\‘é&f Horlicks/ w 55

L:d/,» @
Brand Power Rank among Premium Brands
Source: BGS Track, MAT Q2'26; Nielsen MAT May'26




Premiumising soap bars with Dove & Pears

Mass bars  Premium bars A L\

market growth

Unilever outpacing Premium
market growth

Source: Nielsen; Market growth is MAT



Dove is one of our fastest growing premium
brands with huge headroom to grow

2015 2021 2025

Dove Masterbrand Turnover

Calendar year turnover



Making Dove more desirable & extending across categories

T ——
-

<= ove
Dove
.

SOLUTIOMNS,
7

( :HNUT Rl
f T
) SERUM PUTRITLVE

:( | Dove

Dovein 2022

i,

Hair Fall® \
Rescue

) relaxing care : e Y
\ LY (4 - %
| \ Dove \

L Y

HAIR FALL" R

RESCUE Rescue . STy = ’
CONDITIONER OIS
'

cream

' beauty bathing bar

var
for soft, smooth, glowing skin

T

80 ml 68550883

T

@ HOISTIIIIiEIIiG_CIIIhH




Making Dove more desirable & extending across categories

\
i £ 1
peptidebond M EIE @ N
strengt | e -
e T | Gy .
= DITIONER
SHAMPOO p N <
[+PROTEIN PEPTIDE] r b
\
1

Dove , | &=

nourishing -
bodywash P

peptide bond strength

3 DOV@ 10, g

sulphate free cleansers

LEAVE-IN CREME SERUM

.......

Dove in 2026




Making Vaseline more desirable from a lotion & petroleum jelly brand

[ Vaseline ]
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To a desirable, efficacious Skin Care masterbrand growing double-digit

?: If it’s Vaseline,
: it’s Verified. DEEP

MOISTURE®

HEALTHY BRIGHT

Gluta-Hya
Dewy Radiance

0
N
o)
N
=

0
=
©

%2

©
>

. & @R
400 ml 3 5
- .
4/ 5 2
o
7 OV TURI S, "
/ \"“\' 'O‘,’
y 9 % .
( Pl e lip care
Vaseline. total moisture
i o Thocacy® 34 e it
. |
ROSY LIPS J -



DELIVER COMPETITIVE VOLUME-LED GROWTH

Consumption Premiumisation Market Making New Spaces

407 delta 407% delta 20% delta
B ENABLERS
@ Crafting Desirable Brands o Future-fit Go-to-Market € AlasaMoat
B VALUE CREATION MODEL
4 Generate o Deploy l Step—up © Deli\(er Volume-led
Fuel for Growth Fuel for Growth Capital for Growth Profit Growth

UNDERPINNED BY UNMATCHED TALENT, WINNING CULTURE & ESG

(]
Delta: Incremental Turnover Contribution 4] ‘ UN.QM’W
Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons.



Unilever is driving Market Making of under-penetrated segments

A

v

Category Penetration

Hair masks Suncare Face cleansing

<17 13% 177

64X 17X 16X /X 3X 2X

Indonesia
Index to India

Numerator, L3M Jul'26 Category Penetration, Pentrack; Quarterly Category Penetration
Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons.



HUL has a repeatable & proven Market Making model

THE MARKET MAKING PLAYBOOK

A systematic path to category leadership

D &~ - 22—~ [

SUPERIOR TRIGGER LARGE-SCALE SOCIAL FIRST
\ PRODUCT FOR TRIAL EDUCATION SAMPLING PARTNERSHIPS DEMAND GEN. /

Underpinned & Turbocharged by
INVESTMENT

=08 @
@)
("(\T\

FUEL GROWTH BUILD MOATS SCALE FASTER WIN LONG-TERM

T COMPOUNDING ADVANTAGE kg



Laundry liquids is on the tipping point for scale

Many emerging Massive headroom to develop
markets have laundry liquids markets
adopted liquids

Market Market

China volcont. 2Y CAGR

3.3X

vs. India

Liquids

(incl. Softeners)

7 16X

Premium + Popular

Thailand _ Powders 227 4X

2.6X = _________________________;\\T___

vs. India
Mass 72% X
(incl. Bars)

Source: NIQ May'26, Numerator, Pentrack
WM: Washing Machine, Cat: Category; Pen: Penetration

Driven by washing machine
penetration increase

w WM Pen «=Cat Liquid Pen

2.3X

Y 12Y

21-22 22-23 23-24  24-25  25-26

4 | Unillover



Sun carey!

Under-penetrated market

X 21X

Democratiser

Power Spender

Source: Bintix, Kantar

Working women

200 Mn+ women
stepping out for work

Hotter summers

Record breaking temperatures
Erratic monsoon



Premiumiser+
Power spender

Democratiser

We have a robust portfolio to win across segments

Minimalist
Hide Nothing.

In-Vivo Tested \

Sunscreens [
For all skin types J \

White Cast %

POWERFUL SUN PROTECTION
FOR SENSITIVE SKIN.

No whitecast | Broad Spectrum | PA++++

LAKME

FLUID LIGHT,

5 SECOND ABSORB
SPF 50 PROTECTION

m —
LAKME
SUN EXPERT

DRY MATTE FLUID

l\}\\wKME - Glowe,

BLOCK THE SUN,

UNBLOCK GLOW.
2-IN-1 SUN GLOW GEL

TRIAL
PACK AT

Rs.10
LAKME

SUN EXPERT

4 | Unallover



DELIVER COMPETITIVE VOLUME-LED GROWTH

Consumption Premiumisation Market Making New Spaces

407 delta 407% delta 20% delta
B ENABLERS
@ Crafting Desirable Brands o Future-fit Go-to-Market € AlasaMoat
B VALUE CREATION MODEL
4 Generate o Deploy l Step—up © Deli\(er Volume-led
Fuel for Growth Fuel for Growth Capital for Growth Profit Growth

UNDERPINNED BY UNMATCHED TALENT, WINNING CULTURE & ESG

(]
Delta: Incremental Turnover Contribution 47 ‘ UN.QM’W
Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons.



Unilever is decisively entering select high growth spaces

s~ A\ Y’

| .«'f//( 3 Added suga_t-‘ Q '
— | L
¢ & Hof lld_(s

—

Minimalist
HideNothing.

\".
Updated '
, Formula

\\-,_
.
1

i

N
L

Masstige Deodorant Protein Ready-to-drink

y =3

Right to Win | Profit Pool | Sustainable Growt 48 ‘ UWW



Building Masstige Skin Care |

[ ] [ ] [ ]
Minimalist
HideNothing. Vitamin B5

10%

with copper, zinc & magnesium +
hyaluronic acid + betaine

lightweight & oil free
moisturizer (oily skin) - 50g /1.7 oz

Proven actives,
right upfront /

+ alianton

F'ul'lular_‘l, Hydroxyethylcellulose, Lefhthin, for all skin types
Sclerotium Gum, Phenoxyethanol, 30mL/1floz
Ethylhexylglycerin, Lactic AFHD

: Vitamin C
ngredients: 9 icyli
_ 10% Salicylic
Centella Asiatica Leaf Water, Acid + LHA
3-0O-Ethyl Ascorbic AFHD, Glycerin, FACE SERUM . 3
. 2
Ethoxydiglycol, Dimethyl Isosorbide, with acetys ghicosaiNg 02%
Sodium Glucenate, Acetyl Glucosamine, * polybycraxy acid + centela
] CLEANSER
Sedium Hyaluronate, Xanthan Gum, brightens & Illuminates skin nith oat extract

Minimalist.

FY 22 FY 23 FY 25 FY 26

) M 5— f?:_lkag@ :

Minimalist

Minimalist

Maintaining brand ethos Unlocking synergies

Annualised Run Rate in Turnover, c.£100m based on H12026 revenue; 2X is since acquisition. Conversions based on a constant exchange rate of ?97.¢/€ 4



Entering the fast-growing Protein segment with Horlicks

3
<

¥
z.n_m-ds.pu,

Horlicks
Protein

%

SKIPTHE |
SCRAMBLE, |
KEEP THE |
PROTEIN

FIBRE NUTRIENTS PROTEIN

[}
sclaimer: This i s visuals includi - - - - 50 | Unallersen
Disclaimer: This image contains visuals including synthetic human images created using generative Al



Hindustan Unilever: Delivering volume-led profit growth

Competitive volume-led revenue growth

I

Generate Fuel for Deploy Fuel for
Growth Growth
500 bps 500 bps
o o

...................................................................................

Medium-term EBITDA Margin range
22% - 24%

§\l

Volume-led profit growth

Step-up growth led capex investments from 2% to 3% of Turnover
and deploy capital on bolt-on acquisitions



Summary

Structural shifts in India present the largest exponential growth opportunity

globally

= There are multiple opportunities through consumption expansion, premiumisation,

market making and new spaces.

= Market leadership, elevated brands, strong executional capabilities and

unmatched talent put Unilever India in strong position to capture that growth.

» |ndiais the best example of Unilever’s broad-based strengths in emerging markets,

that represent 62% of Unilever revenue, growing volumes at 6.5%*

= |In Emerging and Developed markets, our category portfolio, brands desirability

and performance culture have all been transformed.

= The proof is superior competitive volume growth and profit growth in hard

currency, two key performance metrics for our business.

*Emerging market HPC UVG in H12026






