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Unilever 2011 Investor Seminar
Leveraging the new organisation: Winning in the markets

Harish Manwani îChief Operating Officer
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Unilever 2011 YTD : Accelerated growth

2010
2011 
YTD

Consistent Growth 

4.1%

6.5% 

3.5% 

2009

Competitive Growth 
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2007 2008 2009 2010

Turnover (ϵbn)

Continued Strong Performance in D&E

10% CAGR

YTD Sept 11

At constant 2010 average rates, excl Foodsolutions .

USG 11 %

Turnover (Ĺbn)
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D&E: Unilever in key markets
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BRIC
YTD : +12 %

NASCENT
YTD : +19 %

STRONGHOLDS
YTD : +13 %



Challenging but competitive growth in ðDñ
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2010
2011 
YTD

Unilever Sales Growth 
(%)

+0.6 

(-0.3) 

2009

+1.2 
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Western Europe:  Progress but still more to do

Now growing in line with the market

ÁNew Leadership Team 

ÁShare performance turned around 

ÁTransferring relevant D&E practices
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North America : Strengthened portfolio

2011 Sept MAT, market share is based on L 12 wks

No1 position in Daily Hair Care US in last period

Leveraging Alberto Culver 
Hair  Value Share L̄12w

US
incl. A 
Culver

US 
excl. A 
Culver

19.7 %

31.6 %

Winning in Personal Care
(MAT)

1.7 % 

3.6 % 

Market USG

http://www.suave.com/Professionals-Shampoo-Conditioner/Sleek
http://www.dove.us/Products/Hair/Shampoos/Intensive-Repair-Shampoo.aspx
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2007 2008 2009 2010

Turnover 
(ϵbn)

Building a profitable growth engine îPersonal Care

6% CAGR

YTD Sept 11

USG 7.5%

Turnover (Ĺbn)

UL PC 

Operating Margin (%) 
H1 2011

14.7
18.5
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Fit to compete : In òDó and òD&Eó 

2011 MAT by September.

Value share movement (bps )

US Ice Cream US Hair India Laundry UK Laundry China Hair China Laundry US Skin 
Cleansing



More Users  

More Usage

More Benefits

Market Development Wheel
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Building Competitive Advantage îMarket Development
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Driving Market Development 

More Usage More BenefitsMore Users
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Building Competitive Advantage îPerfect Stores

From òSupplying Retailersó to òMarketing to Shoppersó

Product

Pack

Proposition
= shopper call to 

action

Price

Place

Promotion

The Shopping 
Experience

The Perfect 
Store



Building  Competitive Advantage

More StoresçBetter Stores

CORE SERVICED :  4.3 Mn

DISTRIBUTED:  10.5 Mn

UNIVERSE:  20 Mn

More Stores
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Opportunity

Influence

Direct

Perfect Stores



Building  Competitive Advantage

More StoresçBetter StoresçBetter Served
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2008 2011 YTD

On Shelf Availability



Building  Competitive Advantage

Bigger, Better, Faster Innovations

KnorrJelly ς36 countries Cifς48 countriesClear ς35 countries 17

Dove Hair ς71 countries Lifebuoy ς40 countries



Á Consistent and competitive performance in a challenging environment

Á Accelerated growth in D&E and Personal Care

Á Competitive growth in òDó:

Á More to be done in Europe

Á Strengthened Personal Care portfolio in North America

Á Driving global capabilities

Á Market Development

Á Perfect Stores

Á Bigger, Better, Faster Innovations
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Summary îWhere are we today
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ϵ80bnϵ44bn

Consistent Growth

Competitive Growth

Profitable Growth

Responsible Growth

Unilever Ambition
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Sources of Growth

Market 
share gain

10-15% 

Market
development

70% 

White
space

10-15%

Excluding acquisitions.
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Have lots

Haves

Have nots

billions of people (global)

1.9

2.0

2.9

3.0

2.7

1.9

2010 2020

Source: Unilever estimates Globegro , updated upon LSM 2.0 baseline studies.
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Where the consumers are and will be



Big opportunity for expanding consumer base

serving 2 billion consumers today 

out of 6.8 billion people in 2010
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Big opportunity for expanding consumer base

Reaching more consumers in futureç

in a world of 7.6 billion people in 2020
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Significant upside in markets where Unilever leads

Source: Unilever Estimates.

Bubble Size  refers to 2020 Population
next 13BRIC
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* : RMS > 1.25
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Winning in the Markets: òStraddling the Pyramidó

Reaching Down

Competing for 
non- users at the 
άōƻǘǘƻƳ ƻŦ ǘƘŜ 
ǇȅǊŀƳƛŘέ

Reaching
Wide

Be first and fast in 
άǿƘƛǘŜ ǎǇŀŎŜǎέ

Reaching Up

Competing for 
share gain & 

premiumisation
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IcecreamTurkey òStraddling the Pyramidó
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Reaching Down 

Competing for non -users at the bottom of the pyramid

Reaching Down

Competing for 
non -consumption

D&E : Low share at the bottom -end 
in Home Care W.Europe : Increasing share of Private Labels 

Affordability : Roll -out Low Cost Business Models  

Accessibility : 
More Stores, Better Stores, Better Served

2001 2010
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Winning in the Markets

Reaching Down

Competing for 
non- users at the 
άōƻǘǘƻƳ ƻŦ ǘƘŜ 
ǇȅǊŀƳƛŘέ

Reaching
Wide

Be first and fast in 
άǿƘƛǘŜ ǎǇŀŎŜǎέ

Reaching Up

Competing for 
share gain & 

premiumisation
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Reaching Up 

Competing for share gain and premiumisation

Reaching Up

Competing for 
share gain
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Beauty Segment 
(Hair/Face/H&B)

> 120

100-120

80-100

< 80

TOTAL (%) 

UL Share (%)

14

24

28

53

26

Price Index

Source: Nielsen data excluding private labels and small local players.
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Reaching Up 

We now have the portfolio/innovations

Reaching Up

Competing for 
share gain
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http://www.dove.us/Products/Bar-Body-Wash/Beauty-Bar/Dove-Nourishing-Care-Shea-Butter-Beauty-Bar.aspx

