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Safe Harbour Statement

This announcement may contain forward-looking statements, including ‘forward-looking statements’ within the
meaning of the United States Private Securities Litigation Reform Act of 1995. Words such as ‘expects’,
‘anticipates’, ‘intends’, ‘believes’ or the negative of these terms and other similar expressions of future
performance or results, and their negatives, are intended to identify such forward-looking statements. These
forward-looking statements are based upon current expectations and assumptions regarding anticipated
developments and other factors affecting the Group. They are not historical facts, nor are they guarantees of
future performance. Because these forward-looking statements involve risks and uncertainties, there are
important factors that could cause actual results to differ materially from those expressed or implied by these
forward-looking statements, including, among others, competitive pricing and activities, economic slowdown,
industry consolidation, access to credit markets, recruitment levels, reputational risks, commodity prices,
continued availability of raw materials, prioritisation of projects, consumption levels, costs, the ability to maintain
and manage key customer relationships and supply chain sources, consumer demands, currency values, interest
rates, the ability to integrate acquisitions and complete planned divestitures, the ability to complete planned
restructuring activities, physical risks, environmental risks, the ability to manage regulatory, tax and legal matters
and resolve pending matters within current estimates, legislative, fiscal and regulatory developments, political,
economic and social conditions in the geographic markets where the Group operates and new or changed
priorities of the Boards. Further details of potential risks and uncertainties affecting the Group are described in
the Group’s filings with the London Stock Exchange, Euronext Amsterdam and the US Securities and Exchange
Commission, including the 20-F Report and the Annual Report and Accounts 2009. These forward-looking
statements speak only as of the date of this document. Except as required by any applicable law or regulation, the
Group expressly disclaims any obligation or undertaking to release publicly any updates or revisions to any
forward-looking statements contained herein to reflect any change in the Group’s expectations with regard
thereto or any change in events, conditions or circumstances on which any such statement is based.
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Unilever Overview

Recent Performance

Category Review: Skin Cleansing

Category Review: Ice Cream

Priorities

Unilever:
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D&E Opportunity Evolving into a

diamond

Population (billions)

Striving |

2008 2020

+95% of the increase in world population in D&E
Fastest population growth in India and China

World Number 2 Local Strength

Dressings
Laundry Oral Care

Tea
Daily Hair Care Household Cleaning
Ice Cream

Spreads
Deodorants

Mass Skin

We are number 1 in +70% of Turnover
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Big Global Brands
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‘One Unilever’ change programme

Country/ Category matrix

Multi-country organisations From 100 units
o Yol to 20-25 MCOs L
Pre-One
Unilever Factory closures/ streamlining 50-60 w
[} Headcount reduction 20,000 w
Restructuring savings €1.5bn ()
2008 Restructuring charges €3.0bn u

One Unilever

(2009)
Multi-Country / Multi-
Category Org
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New Vision

Unilever Overview

Recent Performance

Category Review: Skin Cleansing
Category Review: Ice Cream

Priorities
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Profitable Volume Growth

Q109 Q209 Q309 Q409 Q110

Volume Growth is Broad Based

Categories W Top Brands
11/ 11
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Business Performance Improving

Underlying Sales Growth Gross Margin Change
4.8% 3.1%
4.1% 4.1% 29% " 2.4%
E 3.4%
-0.3%
-1.9%
A&P Change Underlying Operating Margin
Change
2.4%  2.2% 1.0%
1.3% 0.7% 0.6%
0.5% "
-0.3%
-1.1% -0.6%
Q109 Q209 Q309 Q409 Q110 Q109 Q209 Q309 Q409 Ql10

Improving all elements of marketing
mix

Bigger, Better, Faster Brands Into New
Roll Out Markets
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Improving all elements of marketing

mix

Covering the Price Superior Superior Advertisin
Pyramid - e.g. Hair Customer Service P &
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Sharpened Performance Culture

Aligned targets

Clear responsibilities

Differentiated performance assessment

High reward and more skin in the game



World Number 2 Local Strength
Laundry Oral Care

Ice Cream

Spreads Caily Hair Care Household
Deodorants Clea ning
Mass Skin

Ice Cream ——— (5) @F%@@

Skin Cleansing W

Dove | -‘\@ X @

Skin Cleansing
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Skin Cleansing: the market

Uss$

Home Care

Savoury snacks

Sauces, Dressings, Condim

» $31bn market

Hot Drinks

Skin Care * 18.5% Unilever
Ice Cream

Hair Care value share

Oral Care

Skin Cleansing * Further room for
Spreads
Deodorants

growth

Soups

w
=
(=)

Meal products

Source: Euromonitor

Skin Cleansing D&E opportunity:

High market growth, low spend per capita

Market Size Sbn Market Growth

4.1

China India USA UK China India

Per capita consumption

17.2 19.4 \

s o
1.6 1.6
— —
USA UK China India

Source: Euromonitor

11



Superior Innovation:

DEFI liquid technology

Market Standard Dove Difference

bar

- Ky cl DEFI: mild & moi;turizing
Dove @ ove shower ‘3 —l
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Visiblecare
“a MOISTURE DEFI Liquid: superior care
s NOURISHING 5007 WaSH
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Dove NutriumMoisture™ takes the same

d E m tangible product promise that’s found in bar

B J to body wash
o

Superior Innovation:
Dove Men+Care

» Brand new patent filed formula: ‘caring isotropic’

D()Ve  Clinical superiority to leading men’s body washes
QACEANR‘E’ e Faster roll out: +50 countries

O O
CLEAN MICRD é MO!STURE The droplets are precisely 0O o s
COMFORT = sized for efficient deposition *— Q
e ®) ; B on skin without feeling heavy: L ©

B0DY AND.
FACE WASH

— e O (__) ’
Ry

oy and process that suspends ol
sing matrix .

nables to keep the refreshing aesthetics of
the formula.

Clinically proven to fight
skin dryness better than
any regular men's BW,
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Brands Into New Markets

Lifebuoy — Vaseline for Men —
Turkey, Argentina India, Indonesia
> ©
E a8 . - q

Diinyanin en cok tercih edilen
1 numarali antibakteriyel sabunu*
simoi TURKIYE'DE!

Vaseline Vaseline

MEN

WHITENING
WASH

daha iyi koruma~ —

Currently in 25 markets Currently in 5 markets

Market Growth - Lifebuoy
Growing the Market by Doing Good

Lifebuoy clinical trial with 2,000 families in

Mumbai r“{
1y5
»25% fewer episodes of diarrhoea ?}\ 3 %

*41% fewer days off school
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Covering the Price Pyramid

D&E example: India

Average price per 100 gr
4

Dove 44
Pears 32
Liril 27
Hamam 18
Lux 16
Lifebuoy 13
Breeze 10

Source: AC Nielsen

Covering the Price Pyramid

Example: UK

Average price per 100 ml

' s

Dove Men +
Care 71

Dove Visible 68

Care
Axe/Lynx 53
Dove Go 52

Fresh
Timotei 36

Source: IRI
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Bolt-On Acquisitions: Sara Lee

KEEPS SKIN : 160
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Ice Cream
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Ice Cream: the market

Uss$

Home Care
Savoury snacks
Sauces, Dressings, Condim
Hot Drinks

Skin Care

Ice Cream

Hair Care

Oral Care

Skin Cleansing
Spreads
Deodorants

Soups

(=]
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Meal products

Ice Cream D&E opportunity:

+ $68bn market

* 18.6% Unilever
value share

* Further room for

growth

Source: Euromonitor

High market growth, low spend per capita

Market Size Sbn
15.0

6.7
4.5
A= = -
- =

USA Italy China Brazil USA

1135

uss 487

Italy China

Per capita consumption

I
USA

Market Growth
7.2
6.2
Italy China Brazil

Brazil )
Source: Euromonitor
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Superior Innovation:

Magnum Temptation

Patented technology giving

e Superior creaminess
*Shape retention

*Unique 3D shape

Cold Extruded 1/C

Faster Roll out: Magnum Gold?!
Biggest launch ever in 29 countries

“THE BEST ICE CREAM
WE'VE EVER STOLEN”

-

MAGNUM
GOLD?!
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Brands Into New Markets

Magnum - Ben & Jerry’s - Paddle Pop -
Brazil Norway Vietham

Currently in 36 markets Currently in 23 markets Currently in 10 markets

Superior Product:
Klondike US

: . * 25% Thicker Chocolatey
) Z2iser ) adnowe) jaowowe YR
ANy )%} {-oricinaL ~oRiGwmaL \

* Improved packaging

&

OND

e KL

pisis

IKELL [“omiamar ) * Strong activation
- — campaign
* Double digit growth YTD

Klondike Turnover

2007 2008 2009
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Superior Product:
Ben & Jerry's
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Priorities
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Priorities for 2010

* Continue to drive volume growth

* Steady and sustainable improvement in full year

underlying operating margin

* Strong cash flow

Questions
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