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Transforming Unilever

Magnify innovations

Win with winning customers

Drive up CASH and drive down COSTS

Improve sales fundamentals

Own market development

Step change customer service

Simplify product / SKU range

Agree country & category strategies
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Win with local consumers
through combined power of BB & BD7
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TURBO-CHARGE

V V

Building sustainable competitive advantages to win for the long term



Unilever: winning consistently
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Underlying sales growth 
consistent performance

Emerging markets growth
record highs

Value shares
steady improvement

% business gaining share
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Delivering consistent and reliable results



Winning in tough markets

2010 2011

150

bps

Hair China
MAT value share change
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Laundry India
MAT value share change

Skin Cleansing US
MAT value share change



Investing in the long term
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Capex investment for growth Leadership centre: 4 acres Singapore

Currently building >25 new factories



Investing in the long term

White space roll -outInvesting in product qualityM&A: sharpening portfolio

>130
brands into new 
markets in 2011



White space roll -out



2009: 37 countries



2011: 48 countries


