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Introducing Hindustan Unilever Limited (HUL)

FY 2011-12
I
NET REVENUE PROFIT FORTHEYEAR (¢ T
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Segments % Revenue % Results
Faires Soaps & Detergents 48.1 36.9
LGVE”H Personal Products 31.0 52.1
~ Beverages 118 110
inic
@OVEZ ND Cp{lﬁ"' Packaged Foods 6.2 0.7
POND'S Others 2.9 -0.7

* More than 75 years of experience in India with products that touch the lives of 2 out of 3 Indians everyday
* No.1 and strong No.2 in more than 95% of the business
e 17 out of top 100 most trusted brands in India®

* Direct distribution reach of > 2 Mn stores

» 15,000 employees, 70 Manufacturing locations, 40+Depots, 2700+ Distributors

“Brand Equity Survey, 2011



Opportunity in the evolving India

Winning in India — The HUL experience




Growing incomes amidst continued disparity

2004 2009 2015
196 mn households 219 mn households 251 mn households
/g\ /ﬂ\ /E\ M8
LSM 5-7
H iﬁ ii LSM 1-4
Affluence will keep rising BOP will remain large
New categories New consumers

New benefits Extending reach




Rising incomes to favor Personal Care and Foods

Demand elasticity
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Personal Care / Foods explosion

11010

LSM1 LSM 2-4 LSM5-7 LSM 8+

[ Laundry, Skin Cleansing PersProd M Foods

*Source : Family Budget Survey, Consumer Panel



Head room for growth

Consumption
€ per capita consumption

Penetration
All India penetration

Skin Care
59
3.2
0.6
China Indonesia India
Shampoo
1.7 1.6
0.5
China Indonesia India
Ice cream
2.4
1.2
=
I
China Indonesia India

Data Source: Euromonitor

Skin Care
79
63
45
Annual DQ Dec
Hair Care
89
79
63
Annual DQ Dec
Oral Care
91
80
63
Annual DQ Dec
Data Source: IMRB Factbook 6



The changing landscape of Urban India

Rapid Urbanization Hybrid Trade Structure The emerging Urban Poor

Growing at 2.4% Co-existence of GT & MT > 20% of Urban live in slums

Source : CIA world fact book Source : Census 2001 & 2011 projections




Rural whilst evolving will continue to remain large

/

Sizable
Footprint

Majority of
India will
continue to live

in Rural

* Over the last 5 years

\

>3x increase in
government
expenditure*

N/

Source : NREGA Implementation Status Report
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Diversifying
income

Significant
diversification in
Rural income

Consumption and
uptrading

Strong growth
in emerging
categories

N/

N/



Large consumption opportunity

FMCG - $ bin

137

Bl Base Case High Case

CAGR of 12% in base case; 17% with high estimates

Source: FMCG roadmap to 2020 — CII Report, 2010



Opportunity in the evolving India

Winning in India — The HUL experience




Hindustan Unilever Limited : Winning in India

Driven by a clear and compelling strategy

Strategic framework Sustainable Living Plan Our Goals
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COMPASS INTO ACTION

Strategy on Course




Compass Into Action :
Delivering on goals

Competitive growth
Ahead of market

Market

Strategy on Course

Consistent growth Profitable growth
Healthy volumes Margin expansion

1l

T
Domestic consumer
Sales growth

uvGe PG usG

Domestic Consumer

Domestic Consumer HUL EBIT
Sales growth



Our approach to Winning

---- CRREFY & TYE PR PR Dake

Winning with brands and innovation = =
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Winning in the marketplace

Winning through continuous improvement - T

Winning with people




Our approach to Winning
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Portfolio which straddles the pyramid

Premium

Bottom of Pyramid



Better products, stronger brands, stepped up innovation

Superior Products Stronger Brands Stepped up innovation

‘!lg!!P
. of portfolio
g holding/gaining *

2009

Blind Product Wins Brand Equity Scores* Innovation touching 60%+ of portfolio

Measured for the top 25 brands; *Exit 2011 Vs second half 2009



Driving premiumization

SKIN CLEANSING LAUNDRY SKIN CARE (FACE)

PREMIUM




TRESemmé

USED BY PROFESSIONALS™

Salon Style Hair, at Home

Everyday

empower

WSl



Building today to win with the aspiring consumer

Building Capabilities in Beauty Investing in Segments of the Future

[ Reshaping the Portfolio ]

[

Point of Purchase Experience ]




Our approach to Winning

---- CRREFY & TYE PR PR Dake

Winning with brands and innovation = =
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Winning through continuous improvement - T
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Stepping up front end execution

More stores

* CCFOT (Customer Case Fill on Time)

Better Stores

~ Promotion

Better served®

90%

93%

2011

YTD 12




Winning in the Channel of Tomorrow : Modern Trade

World Class Service Growing contribution Strengthened Partnerships

( I contribution  esfli==zrowth \

No.1 Supplier of Choice k
eQ” scores highest in industry Awarded Supplier ofthe Year from
2010-11 2011-12 / Wal-Mart, Tesco, Metro & Hypercity




Winning in the Geography of Tomorrow :

Gateway to Rural

Project Shakti
Expanding presence

Khushiyon Ki Doli
Increasing consumer
awareness

45,000 shaktiammas
30,000 shaktimaans
100,000 villages

70,000 villages
25 min consumers

400,000 Retailers

Project Express
Leveraging partnerships

HUL - TTSL Alliance
> 20,000 markets across India

Rolled out in 4 states, 4 more WipP



Building differentiated capabilities to win in the market

* Mumbai Customer Insight & Innovation Centre (CiiC) : First CiiC for Traditional Trade

* Building competitive edge through Customer Collaboration

» Enabled by Superior Shopper Understanding and Leading Edge Technology




Our approach to Winning

---- CRREFY & TYE PR PR Dake

Winning with brands and innovation = =
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Driving savings and leverage

Higher Savings

Indexed CEPs
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CEPs - Cost effectiveness programmes

Indexed Overheads as % of turnover
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Driving Return on Marketing Investments (ROMI)

Getting more out of advertising & promotional spends

Improvement in Ad preview scores Higher ROI
Up by 800 bps Up 200 bps

70%

Positive

Persuasion

Awareness

Production and media fees More green activities
Lower by 900 bps Higher by 1100 bps

-

2. I'I”

_ ==
2010 "‘“1/

2011 2011




Our approach to Winning

---- CRREFY & TYE PR PR Dake

Winning with brands and innovation = =
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Building a talent powerhouse
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Strengthening Performance culture

Reward linked to

Aligned goals Sharper
performance

differentiation

M Fixed Variable

>
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2006-07
2011-12

Standards of Leadership

'I,,’I’ %f,f

Delivery

Performance culture index is up by 14% in 2011




At the heart of our strategy is doing business responsibly

Sustainable Living Plan with ambitious goals

HELP

1BILLION

PEOPLE IMPROVE

SOURCE

HALVE 100%

ENVIRONMENTAL OF AGRICULTURAL

FOOTPRINT OF RAW MATERIALS
OUR PRODUCTS SUSTAINABLY

THEIR HEALTH
& WELL-BEING




And we are making steady progress

. 30 million people touched by Lifebuoy handwashing programs in 2010-11

30 million people have gained access to safe drinking water through Pu
since 2005 t

~60% of our major food and beverage brands comply with the ‘Healthy
Choice’ guidelines’

Reduced CO, emissions by 14.7%, water use by 21.5%, waste by 52.8%*
Improved CO, efficiency by 17.8% in transportation %
60% of tomatoes in Kissan Ketchup are sourced sustainably

kistan

*in our factories, over 2008 baseline




And taking decisive action on securing India’s water resources
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Looking Ahead

HUL : Driven by a clear & compelling strategy
Medium-Long Term

* India Growth Potential
e Consumer demand drivers intact

e Opportunities from emerging trends

Near Term

e Challenging market environment

Consistent Growth Competitive Growth

* Inflationary pressure on consumers

Profitable Growth Responsible Growth
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