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Safe Harbour Statement

This presentation 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' 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, 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 & Accounts on Form 20-F.  

These forward-looking statements speak only as of the date of this presentation



Highlights

• Results in line with our goals for the year

• From actions we have taken over the last 3 years

• Strengthening our relative position

Financial Highlights – Year to Date

• Strong organic growth 7.4%

• Additional A&P spend €100m – share of spend up

• Underlying growth in operating profit 9% 

• Underlying improvement in operating margin +30bps

• Earnings per share +26%

• Strong balance sheet



Strong Organic Growth

(5.8)%(5.0)%Currency effect

(1.0)%(1.1)%Acquisitions and disposals

0.7%0.6%Volume

6.7%7.7%Price

7.4%

0.2%

€30.4bn
Ytd

8.3%Underlying sales growth

1.8%Change

€10.4bnTurnover
Q3

Europe

Americas

Q3 2008
8.2%USG

Asia Africa

Q3 2008
15.7%USG

Europe

Q3 Ytd

• Price driven growth in Western Europe

• Improved volume development in Q3

• Transformation programme progressing well

• Sustained double-digit growth in Central and 

Eastern Europe
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• US growth of +4% ytd

• Market share remains firm

• Latin America growth of +12% ytd

• Continued improvement in Brazil
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• Strong broad-based growth – ahead of 

markets

• Volume growth of +5% ytd

• All major D&E countries growing well in both 

volume and value
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Underlying Sales Growth by Category
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Ice Cream and Beverages
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Personal Care
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Winning in an Economic Downturn 

• Maintain or increase advertising investment

• Drive consumption moments - breakfast and home cooking

• Bigger packs…..smaller packs…..

• Position brands in other channels

Example: some actions we are taking in margarines…..

Recessionary pressures impact categories in different ways

In Europe

• In-home meals generally thrives

• Deodorants unaffected

• Hand & body prone to down-trading

• Laundry using less product



Reasserting the Value of Our Brands

Calve tastes better according to independent taste trials
Calve peanut butter has been Holland’s favourite for 60 years

Are we going to compare? - the real differences:

• The taste of more peanuts
• No added sugars
• Rich in Vitamin E

Commodity Cost Impact on Margin

• Cost increase peaking in Q3

• 2008 full year estimate around 600bps

• More benign conditions in 2009
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Increased Marketing Investment

• €20m incremental A&P investment in Q3

• €100m incremental A&P investment ytd

• Benefiting from media efficiency programmes and 

lower media rates

• Share of advertising spend increased

Savings Continue to Deliver Strongly

Year to date:

• €800m total savings

• €250m restructuring savings

• €490m restructuring costs

Buying
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Restructuring

0.3
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efficiency

0.1

On track to deliver >€1bn
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4.8%3.4%(1.4)%Including RDIs*
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Key drivers:
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* Restructuring, disposals and one-off items

Operating Margin Development –
Year to Date

Drivers of EPS Growth – Year to Date

0.24(0.05)Includes RDIs*, after tax
(charge)/gain

26%1.381.10EPS (€)

Change20082007

* Restructuring, disposals and one-off items

Key drivers: %

Underlying growth in operating profit 9

Currency (6)
Tax rate (before RDIs*) (5)
RDIs* 26
Share buy-back 2
TOTAL 26



Cash Flow and Balance Sheet

• ‘Strong single A’ balance sheet

• Net debt reduced to €8.7bn

• Cashflow from operating activities €2.5bn

• Working capital improvement in Q3

• €1.5bn share buy-back 

2008 Outlook

• Underlying sales growth now expected to be 

well in excess of our 3-5% long-term target 

range

• Underlying improvement in operating margin



Accelerating changeQuestions
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