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Safe Harbour Statement Onillower

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 mpfuture performance or results, including any
financial objectives, and their negatives are intended to identify such forward-looking
statements. These forward-looking statements are based upon current expectations and
assumptions regardinf; 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, 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 requlatory 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
announcement.
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1. Positioning Unilever for growth
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Unilever has been transformed ... %‘g&w

 ousinessodel [ Giobal scale combined with tong local roots
~ categores [ Globa categony Iedinnovation and advertising
© necCenves [ Global RaD for more disuptive technologies
- couries [ Fom 2001 operaing ompanies 0 24MCO's
~ supiychain [ Vove toregionalsupply chainnetworks
~ poroio [ romdisposal tonewboltonacqusions

| Large scale restructuring completed by end 2009
..







... with leading category positions locally Onilover

lce Cream
69%

Dressings Skin
74% Cleansing
713%

Laundry

64%




G WY

Culture is changing ... with passion to win -l

Consumer &
Customer Focus

Consistent

Bias for Action Winning
Organisation

Accountability &
Responsibility
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Volume growth shows a positive trend o

Q308 Q4 08 Q109 Q209 Q309



Operating margin is improving again &

+70 bps

-30 bps

70 bps -60 bps

Q3 08 Q4 08 Q109 Q209 Q3 09
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Cash flow delivery is up strongly o

Cash flow from operating activities (€bn)

3.2

YTD 2008 YTD 2009
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2. Compelling opportunities for further growth



Our mindset is changing E%L
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Compelling opportunities for growth %ﬁ%
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Key drivers for our growth E%%



Key drivers for our growth

Bigger, Better,
Faster Innovation
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Brilliant Execution
with Customers
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Opportunities across all socio-economic tiers %&ﬁ
2008 2018

Affluent MORE BENEFITS

S 0o BEEXE ) oRE UsAGE

Striving MORE USERS

GIobaI pop ulation (source: World Bank) —
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Our markets start early in income spectrum Uj%?
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Population Reach

Small surface cleaners powder |
Bar soap |
Toothpaste & Toothbrushes []

Shampoo ]

Fabric solution wash [0

Ice Cream OOH I
Personal wash liquid ]
Deodorants [
Machine dish wash _
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Market development in D&E markets




Big FAT truth

Some fats are essential.
And you find them in Margarine
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Key drivers for our growth

Market
Development
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Brilliant Execution
with Customers
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Innovation to fuel our growth
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Key drivers for our growth

Market Bigger, Better,
Development Faster Innovation
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Customer service improving in key countries @ﬁ

17

January September
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Building business with customers @"}?
TESCO Wt pubiix
g i ﬂ/ Publix
DOLLAR (9 O
GENERAL Carrefour cosrco B9 Ahold SAFEWAY

Walgreena g!acsy Swpevdrug

#uchan @ ﬁeg% M

MORRISONS
TARGET.
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Better customer capabilities e

C:C

CUSTOMER INSIGHT & INNOVATION CENTER




CalvinKlein bOuKsln‘
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Elizabeth Arden

* Number of Unilever M&A transactions since 1995
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3. Clear room to improve cash and costs
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Margins competitive ... not best in class yet %%é‘

25%

20%

—
o
X

Operating margin before RDI’s
X

Unilever

* Unilever underlying operating margin relative to key peers (actual 2008 reported numbers).

..
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Further room to improve overheads @ﬁb
Unilover
20%

(%)

9

©

Y 16%

Y
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O 4%

Unilever

* Unilever overheads as % of sales relative to key peers (actual 2008 reported numbers).



Further room to improve working capital %%&‘

10% f======mmmmmmmmmmmm - i
8%
6%

4%

Working capital as % of sales

2%

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009
IFRS MAT

* Unilever annual average working capital based on 5 quarters (with 2009 MAT based on a 12 months rolling basis).
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Continued focus on ROIC %%&‘
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12%
9%

6%

3%

Return on invested capital *

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009
IFRS MAT

* Unilever reported return on invested capital (with 2009 MAT based on a 12 months rolling basis). Excluding profit on disposals.
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4. Financial strategy to support growth plans

.



Consistent financial strategy
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Priorities for use of cash Ot
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Conclusion Bl
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Compelling opportunities for growth %ﬁ%




