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SAFE HARBOR STATEMENT

This Release / Communication, except for the historical information, may contain statements, including the
words or phrases such as ‘expects, anticipates, intends, will, would, undertakes, aims, estimates,
contemplates, seeks to, objective, goal, projects, should” and similar expressions or variations of these
expressions or negatives of these terms indicating future performance or results, financial or otherwise,
which are forward looking statements. These forward looking statements are based on certain expectations,
assumptions, anticipated developments and other factors which are not limited to, risk and uncertainties
regarding fluctuations in earnings, market growth, intense competition and the pricing environment in the
market, consumption level, ability to maintain and manage key customer relationship and supply chain
sources and those factors which may affect our ability to implement business strategies successfully, namely
changes in regulatory environments, political instability, change in international oil prices and input costs and
new or changed priorities of the trade. The Company, therefore, cannot guarantee that the forward looking
statements made herein shall be realized. The Company, based on changes as stated above, may alter,
amend, modify or make necessary corrective changes in any manner to any such forward looking statement
contained herein or make written or oral forward looking statements as may be required from time to time on
the basis of subsequent developments and events. The Company does not undertake any obligation to update
forward looking statements that may be made from time to time by or on behalf of the Company to reflect the
events or circumstances after the date hereof.




FY 2012-13: ACHALLENGING ENVIRONMENT

Slowing Economic Growth Weak Sentiment
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WE HAVE DELIVERED ON OUR GOALS

Consistent & Competitive Growth Profitable Growth

Domestic Consumer

+3300
Crs
Turnover

2011-12 2012-13

USG 18 16
UVG 9 7

2011-12 2012-13

PBIT Margin

S

-,f’ ~ Domestic Eensumer Business = Domestic FMCG + Water; USG: Underlying Sales Growth; UVG: Underlying Volume Growth; PG: Price Growth
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HELP

1 BILLION

PEOPLE IMPROVE
THEIR HEALTH
& WELL-BEING

s

~

— . 45 million people gained
access to safe drinking
water through Pureit

&
4
47 million people touched
by Lifebuoy handwashing
L programs since 2010

J
\

HALVE

ENVIRONMENTAL
FOOTPRINT OF
OUR PRODUCTS

Reduced CO, emissions by 22%,
water use by 29%, waste by 77%*

Out of 38, 30 HUL factories have
become zero discharge sites

SOURCE

100%

OF AGRICULTURAL
RAW MATERIALS
SUSTAINABLY

69% of our agri raw
¢ materials sourced from
sustainable sources

)

.m

=3

30,000 climate friendly freezers
with Hydrocarbon technology

“\ . 100% of palm oil products
i ; sourced in 2012 backed by
sustainability certificates




AN
SUSTAINED OUR STRONG TRACK RECORD ‘

N 2010-11 = 2011-12 = 2012-13

122% 455

35.4

25.5

Return on Capital Employed (%) Cash from Operations (Rs Bln)
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CONTINUED TO BUILD BIGGER BRANDS

Dove T~ %asls 2 . o

NOW RS 1000 CR+ Soap | Facewash | Bodywash | Body Lotions | Deodorant | Shampoo | Conditioner | Hair Oils

THE T
1000 M
CRORE

CLUB

LUX_Dove POND'S

CLINIC
PLUS+

2010-11
4

2012-13

10




CONTINUED TO WIN WITH CONSUMERS & CUSTOMERS

18 HUL brands feature in ‘Most
Trusted Brands’ 2012 List

Dove

[

CLINIC
PLUS+

Pears Laxkme Hamam

‘Supplier of the Year’ Award from
Walmart, Tesco, Metro, Hypercity




RETAINED OUR TOP EMPLOYER POSITION
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: Employer Brand

. ® Best Employer

.2 Best Employer Brand Asia
@

Dream Employer : 4 Years in a row
- : Source: Nielsen / Bloomberg



CONTINUED TO BE RECOGNIZED

AlMA

ALL INDIA MANAGEMENT ASSOCIATION

HUL is Multinational of the
Year at AIMA Managing

Forbes

HUL in Super 50 list of
‘The World's Most

FORTUNE

HUL No. 2 in Fortune

Innovative Companies’ India’s list of Most Awards 2013
Admired Companies
HUL wins Golden Peacock e&_F_'_CCI

Occupational Health &

HUL wins HUL recognized at th
Safety Award 2012 gnized at the
y FICCI| Water Investor Relations Global
Awards 2012

Rankings 2012

Silver Award for DuPont

HUL wins Best Audit Committee

at the Asian Centre for Corporate
Governance, Sustainability &

weessssas | @adership Awards 2013

Global Packaging Award 2012

AON

HUL recognized for Best
in Class Reward Practices
by Aon Hewitt

fl Tvne: Maroesoaan: Trses \
— INDIA —
MANUFACTURING EXCELLENCE AWARDS
FRODS L VAN

T & suLLY

Super Platinum
Award at Frost &
Sullivan’s India
Manufacturing
\Excellen ce Awards/
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LOOKING AHEAD, THE OUTLOOK FOR FMCG IN THE
MEDIUM - LONG TERM REMAINS ATTRACTIVE

2008
220 mn HHs

3%

LSM 8+

LSM 5-7

Growing Affluence Rising Aspirations Headroom for Growth

2020
270 mn HHs

17%

A5

Skin care € per capita consumption
5.9

3.2
. 0.6
|

China Indonesia India

Skin care penetration

79
63
I . ’
\ Annual Da Dec /

Source for Penetration/Consumption: Euromonitor/IMRB




HOWEVER, IN THE NEAR TERM..

India consumer price inflation among the
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WE REMAIN COMMITTED TO OUR STRATEGY

Strategic framework Sustainable Living Plan Our Goals

Winning Today,

Winning Tomorrow

* Consistent Growth

* Competitive Growth

* Profitable Growth

* Responsible Growth




DRIVING PREFERENCE WITH
CONSUMERS

/INNING TODAY
WINNING TOMORROW




REACHING UP, DOWN AND WIDE

Straddling the pyramid

Premium \

Bottom of Pyramy

Accessible packs/formats

C t
Pnce point packi a1 Sachets Fut down |}I’I{l!
upgrade packs




A5

SUPERIOR PRODUCTS & SERVICE

Blind Product Wins CRQS Red Incidents % Redefining Standards
Delivery Guarantee
Or Germkill Kit Free

PROMISE AN

. I B || O 5.

reach out to us every month asking questions

lever care
2010 2012 \ 2011 2012 / \ about our launches.
- g e CRQS: Consumer Relevant Quality Standards

3 Days




EXCITING INNOVATION ACROSS THE PORTFOLIO

Tha power of Uy:ﬂmght ofing”
minutes,
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Innovation touched >50% of portfolio in 2012



ANTICIPATING EVOLVING NEEDS TO RESHAPE PORTFOLIO

---------------------------------------------
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COMPETITIVE BRAND INVESTMENTS

Brand Equity Scores

Higher Brand Support

12.9

12.1

80% of the
portfolio

-4

holding or
gaining*

\ 2011-12 2012-13 / /
- *Measured for the top 25 brands; Q42012 Vs. Q42011




‘BE DIGITAL : EMBRACING THE
CHANGE

/INNING TODAY
WINNING TOMORROW




Structured Interventions Digital Hub Media Lab

>10,000 man hours Launched March 2013 Employee Immersions Launch in May 2013

500+ people 31 largest globally Voice / Video
Social / Search

Reverse Mentoring Apps / Games
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Optimizing Planning
Media Landscape

CMI Digital :« KENSHDD

A
YAccuen

The Trading Desk

DOVE - Digital Preview

2010 2011 2012

f(SOURCE
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BUILDING THE EXECUTION EDGE
IN THE MARKETPLACE

/INNING TODAY
WINNING TOMORROW




IT ENABLING FEET ON THE STREET

e 411
=i
= it
== it
omess IPAPRTT110
ailbe

Enabled by a Smart Device

Samsung Android Tablet

Smartphone Android & Windows

Smartphone Android & Windows

Entry level Android Smartphone

Entry Level Mobile phone on Java

Every Day Great Execution

Strong IT backbone




DRIVING QUALITY OF REACH: PERFECT STORES

A Bill Data + Sophisticated Analysis
The Perfect Store = Simple Outlet level Jobs To Be Done

 Right Availability

 Right Assortment

 Right Merchandising

Width Packs Launch Packs

Deploying technology and analytics to win in the marketplace
Perfect Stores growth & share > Other Stores growth & share




A5

SCALING UP IN RURAL

Dramatic expansion in reach Shakti HUL - Tata Teleservices Alliance

Reach = Competitive Advantage
% %
S

2012
Hinduatosn Unilever Lumited
48,000 Shaktiammas press
2009 ‘ —-—)
>30,000 Shaktimaans

135,000 Villages Active in 13 Circles




LEADING MARKET DEVELOPMENT IN RURAL

Driving adoption of new categories

Consumer
Awareness




WINNING IN MODERN TRADE

Customer Collaboration In-Store Execution Shopper Activation

Category Advisorship with Dominant POS visibility across + Joint Shopper Activation
Bharti Walmart for Personal key stores with modular, cut Partnerships with Key Customers
Wash, Hair and Skin through assets

* Shopper Soulmate and Food
Ambassador Models

-{



BUILDING CAPABILITY FOR SHOPPER INSIGHT

Be wise, Brandwise.

Customer Insight and Innovation Centre

Is your brand in these stores yet? Every kind of store out there in the market place
is right here at Unilever.

It ShOUId be_ But, is your brand in those stores?




LEAN, AGILE & EFFICIENT

/INNING TODAY
WINNING TOMORROW




END TO END COST FOCUS

-

100

KZMO

Cost Savings* \

2011

131

2012 /

@n Material Supply Chain Costh

100

85

\2010 2011 2012 /

Savings Up, Costs Down

-

100

2010

Overheads* \

72

2011 2012

*All charts indexed to 2010 (Base = 100)



EFFICIENT SUPPLY CHAIN

Service up, Inventory down Innovation OTIF
== CCFOT 92% M Productivity Improvement
====|nventory DOH (Indexed) H New Capital Investment
0,
100 80%
73 ~10%
Capacity
o 88 added in
2012

\2010 2011 2012/ \ 2010 2012 / 2011 2012
- g i CCFOT: Customer Case Fill On Time; DOH: Days On Hand [(indexed to 2010); OTIF: On Time In Fill




AN ORGANIZATION WITH A
WINNING CULTURE

/INNING TODAY
WINNING TOMORROW




A5

WINNING WITH & THROUGH OUR PEOPLE

Strong Organizational Consumer & Bias for
Values Diversity Customer Centricity Action
i 1
et
INTEGRITY PETRREHINN

thittiririidiati
RESPECT HITTHITT RSN

RESPONSIBILITY
PIONEERING m&w&g

N

PERFORMANCE CULTURE


http://inside.unilever.com/hr/performance-culture/Insight documents/Unilever Values (One Page Visual).pdf

HUL WELL POSITIONED

A Compelling Framework A Model Which Works A Clear Set of Goals

Consistent Growth

PROFITABLE
VOLUME oUR BRANDS
GROWTH

Competitive Growth

SUSTAINABLE
LIVING

Profitable Growth

Responsible Growth
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