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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
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Unilever and China -

A long history

Lever Brothers entered China in 1923

Unilever returned to China in 1986




Unilever China by Category
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The size of the prize
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HPC market still consolidating

Skin cleansing Hair

Fabric cleaning Face care

Unilever
Global
competitors

Local
competitors

Others

Source: AC Nielsen

The race is still open -
Brand loyalty

Q. If you were buying from your usual store and the brand is not available, would you...?"
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Look for the same brand but choose something different. \&&

Buy an alternative brand
Wait until it was available
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[ Buy the same brand at another store
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» Unilever China: the context
e The opportunity and our strategy

* The challenges and our responses
- Understanding the Chinese consumer
- Connecting with the Chinese consumer
- Sustainable expansion of distribution
- Building a world class supply chain
- Managing complexity
- War for talent

 The outcome




Challenge —
Understand the Chinese consumer

Response —
In market innovation capability

 Focused Brand Development teams co-located
in Shanghai

« Structured interface with Brand Building teams
« Dedicated Customer Marketing resource

« Expertise in Consumer and Market Insight, R&D

« Career development across ‘Go to market’
functions




anti-dandruff

Unmet consumer need

» 70 % of Chinese have dandruff concerns
» Professional AD shampoos account for only 18% of the market
* 40 % of users are not satisfied with the current offering
» AD needs are same cross gender.
» There is no AD brand speaking to me in my language.

Key success factors

* Integrated support plan
» Superior product performance
« Sharp brand position
» Deep consumer understanding

Airport Billboard

Office LCD

Flagship
storewrap




Case study —
Building Lipton through Milk Tea

» High average growth 2004-2007: 94% p.a.

& ,

» Strong activation with rainbow <3
campaign v\\“’%
H

¢ Winning innovations

+ Strong category management

Case study —
Knorr convenient thick soup

Consumer insights:
* 99.9% of all soup consumption in China is in-home

» Knorr Thick Soup Treasure produces the taste and nutrition of
thick soup in instant soup ti




* Highly complex media environment segmented nationally,

provincially and locally (660 discrete markets)

« 4 MUNICIPALITIES

+ 23 PROVINCES

+ 2 ADMIN REGIONS 660+

+ 5 AUTON. ZONES DIFFERENT
- 259 CITIES MARKETS

* 400 COUNTY CITIES]

for 30% of national audience

NATIONAL
APPROACH

PROVINCIAL
APPROACH

LOCAL
APPROACH

Fact File

TV Penetration
TV Stations

96%
302

Satellite TV Channels 94

Cable TV Channels
Cable Subscribers

663
128m

Source: ACNielsen Media Monitoring

The ‘Heat cube’ —
Prioritisation across geography, category and channel

Channels

Category




Micromarketing —

Laundry
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Micromarketing —
Oral
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Micromarketing —

Shampoo

Competitor

Source:
A.C. Nielsen / CSM 2006

Micromarketing —
Lux body wash in South China

Opportunity

¢ Guang Dong Province is the largest
shower gel market

Objectives
« Grow turnover +50%
* |ncrease market share >6%

Expansion plan

* Increase share of voice : 3

+ Expand media footprint p_é % ‘

» Continuous promotion schemes to i : s
drive consumer uptake =

* Increase in-store visibility




Outcome

In 200 stores
110% increase in uptake
60% sales growth
8% market share *

Micromarketing —
Cornetto

Opportunity

* Increase trial and frequency of use
among target consumers (aged 15-25

Objective
¢ Grow turnover >20%

Plan
» Simple digital marketing —
* ‘Flip the lid for a ring tone’

» Celebrity ‘love song’ resonates with
target consumers




Outcome

160m pieces annual sales
No.1 global sales of Cornetto
30% sales growth
30m website hits

Challenge — _
Sustainable expansion of distribution

e Sustainability

»  Balance trade push and consumer pull

Scale sufficient to make distribution viable

« Strength of relationship with route to market
partners

e Capability build
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generation

Partnership

=Joint Business Plan
*Capability Building (Unlversity)

Transparency

*Aligned KPIs
+Distributor Profitability :Channel Activation
+Scaling Up - -Distributor Management System




Challenge —

Building a world class supply chain

Manufacturing
locations

1997 16

2007 7

. Closed since 1997

O Current manufacturing location

Conversion cost reduction

Laundry Powder
Conversion Cost per Ton
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Challenge —

Managing complexity

From (1997) To (2007)
10 joint ventures 1 wholly owned business
13 business units 1 operating unit for
Foods, Ice Cream and
HPC

29 senior executives . .
Simplified management

structure led by 12
senior executives

Response —
A rewarding Vitality environment

Correct leadership objectives

» Developing Asian leaders
e Simplification
» De-layering

»  Stimulating environment




» Unilever China: the context
» The opportunity and our strategy
» The challenges and our responses

e The outcome

A Unilever growth engine with o A - -
 sustainable 20% growth momentum Br '__L !
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