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What | want to talk about

A First Impressions
A Opportunities
A Acquisitions

A Capabilities



First Impressions  Personal Care
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We play in only a part

A

A

A Our momentum is improving
A We have strong plans for 2012
A

And even bigger aspirations for the future.
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Source: Euromonitor



Global Market 1s Consolidated
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Premiumisation:

Reachingup  Market Premiumisation

MARKET GROWTH OF GLOBAL PERSONAL CARE % of Market
2010 Unilever

>120 5.9%

100-120 4.3%

80-100 2.7%

PRICE PREBMVISATION

<80 1.5%

Source: UL GMI, Q1 2011



Premiumisation:

Reachingup Under Trade in Premium

% Retail Sales by Price Point
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We are stepping up our Performance

Personal Care
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Opportunities

1 Building a broader foundation

2 Adding a new storey




Building a Broader Foundation

A Strengthening Portfolio }

A Innovation on the Core }

A Market Development ]




1 Strengthening Portfolio
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http://kalina.org/en/brands/clear_line/

2 |nnovate on the Core: Axe Excite




2 Innovate on the Core: Lux

ndia’s best beauty soap
just got better.

Enjoy silky skin like never
before with New LUX.

NEW!
Silk Protein
Extract




2 Innovate on the Core:
Dove Hair Damage Therapy




2 |Innovate on the Core: White Now




Innovate on the Core : Radox SPA
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3 Market Development

9 Scale

PRODUCT

1 Product Hero
A More Users

8 Community
Involvement

A More Usage ’ Mot
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4 Product
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3 Educationa
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PROPOSITION

10 Consistency & Commitment



3 Market Development: Signal  Toothpaste

Signal -

BRUSH I
’U 50 DAY+ NIGHT

BRUSH -
DAY+NIGHT ==

chnal




3 Market Development: Lifebuoy

_‘ ~, Lifebuoy - Global Handwashing Day

é [ ¢, Global Handwashing Day

e “ 15th October, 2011

70 M people in rural India

impacted by the largest private Hygiene Education Programme in the world




Results: Winning in Body Wash China

Develop market via
: strong portfolio
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Results: Record Shares in US Body Wash

Value Share PW AOC
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