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SAFE HARBOR STATEMENT

This Release / Communication, except for the historical information, may contain statements, including the words or
phrases such as ‘expects, anticipates, intends, will, would, undertakes, aims, estimates, contemplates, seeks to,
objective, goal, projects, should” and similar expressions or variations of these expressions or negatives of these terms
indicating future performance or results, financial or otherwise, which are forward looking statements. These forward
looking statements are based on certain expectations, assumptions, anticipated developments and other factors which
are not limited to, risk and uncertainties regarding fluctuations in earnings, market growth, intense competition and the
pricing environment in the market, consumption level, ability to maintain and manage key customer relationship and
supply chain sources and those factors which may affect our ability to implement business strategies successfully,
namely changes in regulatory environments, political instability, change in international oil prices and input costs and
new or changed priorities of the trade. The Company, therefore, cannot guarantee that the forward looking statements
made herein shall be realized. The Company, based on changes as stated above, may alter, amend, modify or make
necessary corrective changes in any manner to any such forward looking statement contained herein or make written
or oral forward looking statements as may be required from time to time on the basis of subsequent developments and
events. The Company does not undertake any obligation to update forward looking statements that may be made from
time to time by or on behalf of the Company to reflect the events or circumstances after the date hereof.



FY 2015-16: ACHALLENGING ENVIRONMENT

Subdued Consumer Markets*

2 13 "4 15 YTD L3M
"6 "6

Volatile Commodity Prices

Crude 0Oil
$ 108
$86
$ 47 $51
FY 2014 FY 2015 FY 2016 Current

Palm Fatty Acid Distillate

$ 690 $723 $570

EX X

FY 2014 FY 2015 FY 2016 Current

High Competitive Intensity

Rural growth at its lowest in
a decade

Weak rural economy credit negative for
India’s rating: Moody's

Moody's says almost half of the poll 1espondents identified sluggish reform
momentum as the greatest risk to India’s macroeconomic story

Eastern India bears brunt of rural
wage slowdown  {THE FINANCIAL EXPRESS

India's rural crisis, slowed farm growth may hurt 7.5%
GOP dream

Sluggish investments, weak rural demand
to keep Q4 earnings tepid

3
*Market growth (%)



WE ACTED PROMPTLY IN 2015 AS COMMODITY PRICES FELL

Commodity Prices
soften

2009

L 4

-58%

Commodity Prices
soften

2015

v

-45%

Scenario in 2009

Growth of small

players Loss of market share

as we were not quick
torespond to raw

@@@@
’.& material price
@ L) changes
Driving volume led profitable growth in 2015

Growth of small v’ Swift actions to

players correct price value
equation for

@% @ consumers

L_J

@ v' Up-trading across
] portfolio as we

reduced prices

UvG

Ma Ja

UvG

L] Ja

SQ

sQ

DaQ
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DELIVERED ON GOALS

COMPETITIVE GROWTH

Ahead of market

CONSISTENT GROWTH

Healthy UVG in a soft
market

PROFITABLE GROWTH RESPONSIBLE GROWTH
Expanding margins whilst Continued progress on our
sustaining competitive investment Sustainability priorities

HUL PBIT Margin

5
UVG - Underlying Volume Growth; PBIT - Profit Before Interest and Tax



PROGRESS ON SUSTAINABILITY PRIORITIES

IMPROVING HEALTH

AND WELL-BEING

> 65 MILLION

people reached through Lifebuway
Handwashing Programme

>70 BILLION

litres of safe drinking water
provided by Pureit in India, till date

Approximately

1,60,000

people have been impacted
through Domex Toilet Acadermy [OTA|

DTA has helped build over

30,000

toilets in Indian households

100%

of our children's Frozen Desserts
and Edible lce 'Paddle Pop’ portfolio
in India contains 110 kilocalones

or fewer per portion

D .

REDUCING
ENVIRONMENTAL IMPACT

REDUCTIONS IN
MANUFACTURING'

42% 48% >92%

in CO, emissions  in water usage  in disposed waste

> 200 BILLION

litres of water conservation potentizl created
by Hindustan Unilever Foundation partnerships

398

tea estates certified as sustainable estates
ty Rainfarest Alliance and Trustea in India

100%

tornatoes, used in Kissan Ketchup,
sourced from sustainable sources

ENHANCING
LIVELIHOODS

Project Shakti
network has empowered nearly

70;000 Shakti Ammas
48,000 .......

>2 LAKH

youth benefitted through
Rin Career Ready Acadermy

1,38,000

people benefitted from
Prabhat’s programmes

v
*vs. 2008 baseline



SUSTAINED STRONG TRACK RECORD

130%  128%  128%

109%

2012-13 2013-14 2014-15 2015-16
Return on Capital Employed (%)

4 consecutive years >100%

56.7

50.1 50.5

45.5

2012-13 2013-14 2014-15 2015-16

Cash from operations (Rs. Bln)

3 consecutive years >Rs 50 bln




17 HUL brands feature in the
‘Most Trusted Brands’ 2015

edition
|
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WINNING WITH CONSUMERS & CUSTOMERS

9 HUL brands feature in
BrandZrv Top 50 Most Valuable
Indian Brands ranking

Faire:, Qs
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o A
whes
< U

KWALITY WALL'S P ¥
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LAKME

HUL consistent recipient of
various Supplier Awards from
leading retail customers

Best Brand of Beauty

Business Director’s Award for
Excellence in Partnership

Best Joined Business Plan Award

Best Key Account Manager



RETAINED TOP EMPLOYER POSITION

DREAM EMPLOYER

®
Campus
Mid Career recruits
Women
N
5th YEAR in arow EMPLOYER 7th YEAR in a row

9
- As per Nielsen Campus Track B-School Survey



CONTINUED RECOGNITION

Forbes | 2015

s | MMA oo
ETC crye
ofthe Year” odtl Mmobilion

MOBILE MARKETING ASSOCIATION

Award for . y
Corporate HUL recognised as the ‘Most HUL adjudged as the ‘Marketer
HUL recognised as Most Excellence Innovative Marketer on Mobile’ of the Year 2015’
Innovative Company in India
HUL

HUL won Gold for our "'L_”- receives 7 \

HUL bags Corporate social experiment recognized as Sustainable || | sustainable

Governance ., “Can Kids Influence the ‘Radio Gold Plus plus gold 2015
ASSOCHA Excellence Award in Change in our World’ Advertiser of Label for ) ;
e the Listed Company- the Year’ 2015 N/

Private Sector

Kan Khajura
Tesan wins the
Spikes Asia 2015
- Grand Prix

FROST HUL wins the ‘Green
@” Manufacturing

Excellence Awards
SULLIVAN 015"

HUL’s Doom Dooma
Factory won the
Greentech CSR Award

J

10




STRATEGY ON TRACK AND DELIVERING

Net Sales

31,425

FY 11-12 FY 15-16

A > 30,000 Crore Company
~10,000 Crores added in the last 4y

ol :




REWARDED SHAREHOLDERS

16
15 Particulars 2014-15 | 2015-16
Dividend Per Share 15.0 16.0
Interim 6.0 6.5
Final 9.0 9.5
No. of Share (Crs.) 216.35 216.39
201415 2015-16 Total Dividend Outflow* (Rs. Crs.) 3881 4140

Dividend Per Share

Approval to the scheme for transfer of General Reserve Balance to P&L Account underway

12
‘ * Including Dividend Distribution Tax




HUL: WINNING DECISIVELY




WE REMAIN OPTIMISTIC ON THE INDIA GROWTH STORY

India: Source of optimism

A Grant Thornton survey of global businesses has found that business optimisim in
India is among the top 5 in the world

Livemint =1
First Published: Tue, Feb 05 2013. 09 26 AM IST ==} = & ! share
US investors optimistic about Indian

economy: UK Sinha

By PTl| 14 Jun, 2016, 01.56PM IST

@ Ecostacomment

IMF retains India's growth
forecast, cuts global projection

India's growth pegged at 7.5% for 2Z016-17. global economic expansion estimated at 3.2%

BS Reporter | MNew Dalhi
Al 13, 2016 Last Updated at 00:40 15T

IMF, ADB upbeat on India growth story

31 March 2015, New Delhi, Subrata NMajurnder
B E | =3

HOME » POLITICS FIRST PUBLISHED: TUE, APR 14 2015. D& 50 PM IST

IMF, World Bank see India growth picking up
India projected to do better than China this financial year. but govt needs to push forward the
reforms agenda

India to lead Asia's economic growth: ADB
Mew Delhi, Mar 24 (PTIl) Economic growth in Asia would be led by India for the next

couple of fiscals as China is slowing down, the Asian Development Bank said
Tuesday.

14




AND POSITIVE ON THE MID-LONG TERM OUTLOOK FOR FMCG

Millennials Increasing Urbanization Mobile Internet penetration

India's millen.nials to be catalyst &
for consumption Business Standard

THE GENERATION THAT CHANGES EVERYTHING ‘Lﬁ_ @ % @ &

&£ = A\

: .5‘»5;“ ' WWwWw
i & & 1K
@ [ o

& 2015 2019

438 Emerging Cities
World’s largest millennials 6 Metropolises 34% ‘ 47%
population (470+ Mn)

N

Emerging Rurban

Premiumisation

Cont% 2016 2019

Premium /23% 1.7%
=) 0.9%

Popula

MaSS 38% '2.30/0

15



OUR STRATEGY REMAINS UNCHANGED

A Compelling Framework A Model Which Works A Clear Set of Goals

| « Consistent Growth
UnileverSustainable Living Plan{USLP)

| / sah \ PROFITABLE

VOLUME oUR BRANpg
Winring with Brands & Winning inthe SR « Competitive Growth
Innovations Market Place
The LC
Compass = Ll

Winning through Winning with
continuous improvement People

\ Sy /

* Profitable Growth

\ UnileverSustainable Living Plan (USLP) )

* Responsible Growth

INNOVATION +
MARKETING
INVESTMENT

N w



WINNING DECISIVELY

Winning with brands and innovation

Winning through continuous improvement

Winning with people

17




WINNING DECISIVELY

Winning with brands and innovation

1]
H

Winning through continuous improvement

|

o H

|
i

Winning with people

18



KEY THRUSTS

Innovating across the .. Magic and
. Driving the Core 9
portfolio 9 Craftsmanship

Winning with brands and innovation 19




INNOVATION REMAINS THE LIFELINE OF THE BUSINESS
’ N 2
' Parlour like glow, ‘;'i? ——y LBBy

» . CREAM
everyday D s

; o =
DOI/(' IQI
| | @

FAIRNESS CREAM

"\ ALITTLE TINT s

NEW LAKME LIP CARE

| WITH A
= MAKE-UP FINISH

LAKME

REINVENT V| VLUpoaRe

NEW MAGNUM
BROWNIE

MAGNUN

Drop. Boil. Sip

Winning with brands and innovation 20




BUILDING OUR PRESENCE IN NATURALS

Within the existing portfolio Extending our presence to new brands

- ﬁ%w/t/ S —— ?
SF . . i 3 indulekha
\ X
« | 1 "‘/‘“ ; - -, = - Y |
v by |
4

@ Indulekha and St. Ives Av Winning with brands and innovation 21



STRENGTHENING THE CORE

Surf Excel Clinic Plus

W et g cng s, o ek

'ihauéchhg n s,

=
ﬁ ]

-.ﬂ.

CLINIC
LINIC
G|

60y

— |y

Red Label

Winning with brands and innovation

22



STRENGTHENING THE CORE THROUGH INNOVATION AND
PREMIUMISATION

More benefits

More benefits

e - g
{1y =
FCLIN'C
PLUS B \

Rising Income

»
»

Rising Income

Meeting consumer needs across price points Winning with brands and immsation 23




BUILDING BRANDS WITH PURPOSE

> - .
ety

FOUNDATION

tirst tran’sgender band
AR ’

'
D 0?’9 Let's break the rules of
‘ beauty

@ Llfebuoy Chamki and Red Label AV Winning with brands and innovation 24



BUILDING CRAFTSMANSHIP IN MARKETING

Through Products

= !

'FREE

Revolutionizing consumer
promos

Through various media

Sy ol e vy b o T
oy o e cue wi et ik ot
Hoeot e o

S ) LT

Reviving art of copy with compelling
advertorial

N
OUP-A-S Pt
00y IN 1 MINUTE %

Marketing at the Point of Sale

Winning with brands and innovation

25



MAGIC IN MARKETING ALIVE IN E-COMMERCE

Hero Images of all products on Thematic Banners resulting in 2X Collaborating with E commerce
website click rate partners for activations & launches

/—/
— B

RELISH DELECTABLE
MEXICAN & THAI FLAVOUR
WITH KNORR SUPS

Savour them in tWo.attractive bowls
Take them home for free!*

Q\‘Nm DHULA 9[4[ -
A 10% o
ON HOME CARE COMRO

BTN >

8005 330t R v .1 0 Y

*Dfer vaid I gocks et Oft vai on Bigbasketcom orf omal saks wicut s e s it

- DA

PINESS

= |
|

Winning with brands and innovation 26




HARNESSING NON TV

Made for Web content Print Innovation Mobile Marketing

3% (0T JON SINEI @V IR
e a

(.ll? Wigig 5
W TR

P Wk

2 9 Mo
, “1 .\ (.\1 MUG a‘ﬂ‘ \&ﬂ ‘;‘ ™

Winning with brands and innovation 27




BUILDING CAPABILITY TO TAP INTO CONSUMER INSIGHT-
PEOPLE DATA CENTER

My tea has
zero calories.”
Yours?

- FEEL LIGHT.
FEELACTIVE.

Targeting right influencers Spot_ting new trends
with right messaging Targeting new segments

Winning with brands and innovation 28




WINNING DECISIVELY

u THE COMPASS BIG

Winning with brands and innovation

Winning in the marketplace

Winning through continuous improvement
Winning with people

Unilever Sustainable Living Plan

29




KEY THRUSTS

Continued focus on Building Channels
Customer development of the Future Market Development

Winning in the marketplace 30



MORE THROUGHPUT FROM MORE STORES @@

More Stores More Assortment Every Day Perfection

More Assortment in More Stores at More Freqguency

31




WIMI STRATEGY REAPING BENEFITS
LIFTING CENTRAL INDIA

tInnine 16 Rajasthan uttar
CJIRRINE 1N 4 . J Pradesh Bihar
o>any

~ Madhya <

Pradesh ;a?,

2

3

s

&

Central India growing [d
1.5x all India, despite market slowdown

E Winning in the marketplace

v Sharply Activating Clusters through Micromarketing
v Product Mix tailor-made according to consumer preferences

32



EVOLUTION OF CHANNELS

Channel Evolution

Rise of Specialist Format

eCOMMERCE

DIGITALSHOPPER JOURNEY END-TO-END
CAPTURE ENGAGE

@ ) 8(( (+]

Closed format large N Open format
grocer large grocer

Q.oo 'J -
0:88 { g+}

COMMUNITY ECOMMERCE

-Ji:! et - ) e ‘7“.‘“’-" s
iR L e

Lol Y TN L ® Modern Trade E-Commerce
Drug-pharmacy Drug pharmacy & beauty
12% of FMCG* in 2016 4% of FMCG* by 2019

33
*Market



BUILDING E COMMERCE- THE CHANNEL OF THE FUTURE

Resourcing ahead of Winning across the
the curve platform

A

iy o §° amazonin snapdeal
e Ve b [

Our market share in E commerce > Modern Trade > General Trade

34




MARKET DEVELOPMENT REMAINS A PRIORITY

Indict current habit as
inadequate

Education and sampling
with influencers/early

adopters /P

Body wash Green Tea

ACCELERATE

Focus on winning proposition.

Expand aided sampling/reach /
Increase access by launch of
sachets/small packs.

Fabric Hand wash  Ketd

EXPLODE
e

Introduce new variants

—

=N

Move to Unaided Sampling
Rapidly expand distribution.

hup Facial Premium

condltloners

= K ili:: L Y e

Cleansers Shampoo

2 a9

CATEGORY PENETRATION

Drive trials through
experiential Sampling

Aggressive investment
behind trial generation.

8X

35



DEVELOPING THE MARKET ACROSS CATEGORIES

Home Care Personal Care Refreshments
- - I
. : D e

T
p al™
AICEF SR .

.

Home to Home Sampling Online Awareness Wet Sampling In-Store Sampling

ol %




WINNING DECISIVELY

u THE COMPASS BIG

Winning with brands and innovation

Winning in the marketplace

Winning through continuous improvement

Winning with people

Unilever Sustainable Living Plan

37




DRIVING THE VIRTUOUS CYCLE OF GROWTH

A Business Model That Works Max the Mix

PROFITABLE cosT Channel,

VOLUME oUR BRANDg LEVERAGE +

GROWTH EFFICIENCY Geog raphy

SUSTAINABLE
LIVING

Margin

accretive Pricing
innovation

INNOVATION +
MARKETING
INVESTMENT

End-to-end cost focus

Materials

Return on
Marketing Overheads
Investments

Winning through continuous improvement 38




KEY THRUSTS

Bringing efficiencies in
ways of working

= ““'"“"ﬁih@ghy

cxpenditice 1
r,ao?

la00i0 gxistsman

Ee— | DGETING

SSAe? 4 caried oty e

g .

Customer service and quality
at the moment of truth

Building back-end
capabilities

Winning through continuous improvement 39




BRINGING COST EFFICIENCIES IN WAYS OF WORKING

Project Symphony Zero based budgeting

Responsible

3
éﬂ ..'.\ :.... |
wa (re=

Ownership With S R
No Functional Silos Or%an';?g:(::e:ﬁde —

v Focused on value & growth

v" Decisions based on data

v" Driven by experienced business

gymphﬁdhy leadership

Making Savings a common agenda across functions

‘ Winning through continuous improvement 40




END TO END FOCUS

Material Cost Savings*

100

2013

141

2015

*Numbers indexed to 2013,

NMSCC Savings* Media Savings*
174
140
100
100 I
2013 2015 2013 2015

base considered 100; NMSCC- Non Material Supply Chain Costs
Winning through continuous improvement 41




SERVICE AT THE POINT OF PURCHASE

Primary CCFOT Secondary CCF
113
102
100
100
2013 2015 2013 2015

L ‘ CCFOT - Customer Case Fill On Time: MT -Modern Trade

On Shelf Availability (MT)

115
] ||||

2013 2015

Winning through continuous improvement 42




AMAZINGLY SIMPLE WHILST DRIVING DISCIPLINE

= (Sl

DELIGHT THROUGH SPEED & SIMPLICITY ool

Think End to End Think Delight Think Tech. Think Discipline

]

479

4

e

Relevant and

v Customers
v N_o TOl_Jch Processes / Vendors new age
v Slrnp_llfy process_ / Emplovees technology
v' Eliminate exceptions ptoy adoption

- Winning through continuous improvement  £3



QUALITY AT THE MOMENT OF TRUTH

Consumer-Customer and Brilliant Quality Thriving quality culture and
brand led Fundamentals people
TOP FIVE FOR s
Ensure zero safety
m incidents

Qin Design Leverage IT for ¥ k

Quality
m *
i <

PARTNER- Drive supplier v
) Quality o _
Q @ the Point of Sale u Grass-root activities to improve

consumer centricity

Q mindset in the Last mile
Distributor = Retail

- Winning through continuous improvement 44



USE THE POWER OF BIG DATA AND ANALYTICS

Advanced Analytics

Analytics Driven Insights

Power to user

Speed of
Analysis

LIVE-~WHRE-

iy ES! X

Unilerer~

Embedding and Integration

Training and capability
development

Winning through continuous improvement 45




WINNING DECISIVELY

u THE COMPASS BIG

Winning with brands and innovation

Winning in the marketplace
Winning through continuous improvement

Winning with people

Unilever Sustainable Living Plan

46




WINNING WITH OUR PEOPLE

Flexible and Agile Diversity and Inclusion Employee Well Being Winning Culture

JRCCWINI\E || BEING

fEreTirIeNee .
i, PN WORKSHOP: THRIVE
g g o kb

- e S o
Careers

MAPS

. MATERNITY AND
PATERNITY SUPPORT

FOUNDER’S
MENTALITY

ol ‘7




WINNING CULTURE

Founder Mentality

SUNE OBsgo
‘8.0\’\ S/o

FOUNDER’S
MENTALITY

* Owner’s Mindset - Long term lens
* Frontline Obsession - Robust frontline
* Insurgency - Real time feedback with

strong control systems

Entrepreneurial spirit

THE
UNILEVER

0UNDRY

Winning with people 48



WINNING DECISIVELY

u THE COMPASS BIG

Winning with brands and innovation

Winning in the marketplace
Winning through continuous improvement
Winning with people

Unilever Sustainable Living Plan

49




HINDUSTAN UNILEVER FOUNDATION

Water Conservation Crop Yield

200 billion litres* 1.5 lakh tonnes* 20 lakh*
. 1i1on fitres . Cumulative Annual Agriculture Cumulative Person Days Generated
Cumulative and Collective Potential Production

Impact >250 Mn people by 2020 | 1in every 5 Indians

50
* Assured Figures




DOING WELL BY DOING GOOD
SWACHH AADAT, SWACHH BHARAT

Mass Media Swachh Basti Swachhata Doot

Haath Muh Bum _
Most Viewed Campaign on YouTube Touched 200,000 lives through the Touched 100,000 lives thr?ugh our
with 20 million views pilot Swachhata Doots
75 million people reached

- @ Haath Muh Bum AV 51



WINNING DECISIVELY

Winning with brands and innovation

Winning through continuous improvement

Winning with people

52




WE HAVE WHAT IT TAKES...

N

S PY

v WS o Do ten Distribution
Hindustan Usdiforer~ Limitod LA
s % B 3 ) Rural
z Supply Chain
Pears LUX g IQ
emmé’ Aamb ° )
o (o Finance
"-. roros \PU)
= J USLP

HINDUSTAN LEVER LIMITED

D .



CATEGORY STRATEGIC THRUSTS

Home Care Personal Care Refreshment

Faird, |ayurvedic My tea has [KisSan |
Love/y care . zero calories. , oot
\ ? —.where what you grow
fair \ Yours? is what go'yeot.g
NOT JUST A CREAM, Il
'S A GOLDEN GLOW TREATMENT. B« —_——
> . o}
A —
L7 N —— p
= ‘ e T ka 5 ;
) 5 FEEL LIGHT.
ABMUSHKIL &
DAAG NIKLENGE g ol o / FEEL ACTIVE.
—_ HASTEKHELTE (\&Sa !

Dove dcoesn't strip

: t A | your skin fike soap. :‘-’ ‘ ¥/ KWALITY WALL’S
Toll Free Helpline: 0800 140 Ve e e | oo racee |
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THANK YOU

For More Information

VISIT OUR WEBSITE

http://www.hul.co.in/investorrelations/

HUL Annual Investor
Meet 2016

HUL's Annual Investor Meet 2016 will be held
on 19" July 2016, Tuesday, at the HUL Head
Office in Mumbai

> View more

WINNING DECISIVELY

ANNUAL INVESTOR MEET | 19 JULY 2016

Sanjiv Mehta, CEO & MD

HUL INVESTOR APP

Available on the
D App Store

y\ Google play

55



FOODS:
WINNING DECISIVELY
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BUSINESS OVERVIEW- FOODS AND REFRESHMENT

SIZEABLE BUSINESS STRONG PLAYER GOOD MIX
PROFITABLE BUSINESS LEADER/CONTENDER SCALE Vs MD

|

~ Rs. 5500 Cr No.1or 2 59%: scale

Size & Profitability: TOP 5 88% of business 41%: Market Development




BROAD BASED DOUBLE DIGIT GROWTH

F&R REFRESHMENTS

(¢

A
>10% CAGR >10% CAGR
(2013 - 16)* (2013 - 16)*

* Financial Year

>10% CAGR
(2013 - 16)*

. New structure designed to accelerate growth for each category



http://www.google.co.in/url?sa=i&rct=j&q=&esrc=s&source=imgres&cd=&cad=rja&uact=8&ved=0ahUKEwi5gKH69MfNAhUCE5QKHT8zBesQjRwIBw&url=http://vector.me/search/cup-icon&psig=AFQjCNHbUcqHaMfjosedECHzWijcqzfvjQ&ust=1467106823529933
http://www.google.co.in/url?sa=i&rct=j&q=&esrc=s&source=imgres&cd=&cad=rja&uact=8&ved=0ahUKEwi5gKH69MfNAhUCE5QKHT8zBesQjRwIBw&url=http://vector.me/search/cup-icon&psig=AFQjCNHbUcqHaMfjosedECHzWijcqzfvjQ&ust=1467106823529933

FOODS VISION

KNORR
IN

EVERY
KITCHEN

\

TIFFIN




kistan

>15%

CAGR (2013-16)*

300bps

(SHARE GAIN)

' 300bps

(GM IMPROVEMENT)

l * Financial Year

kistan

>10%

CAGR (2013-16)*

SOObps

(SHARE GAIN)

450bps

(GM IMPROVEMENT)

>1 !;9%)

CAGR (2013-16)*

800bps

(SHARE GAIN)

900bps

(GM IMPROVEMENT)



kistan

+3 OObps

MUMBAI

+3000ps

MUMBAI S PHH*

MAT May IMRB

*Punjab, Haryana and Hills 6




THE STARTING POINT OF THESE RESULTS

Unlocking Driving
RELEVANCE PENETRATION
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THE STARTING POINT OF THESE RESULTS

Unlocking / Driving
RELEVANCE PENETRATION
¢ Chhoti bhook

yummy mitao

e mei..
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FRESH
TOMATO




UNLOCKING RELEVANCE

WINNING HARNESSING PARTNERSHIPS BUILD BRAND
PROPOSITION NON TV POPULAR CULTURE LOVE
- - SAN TWIST f ma'}j S a weeken e
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UNLOCKING RELEVANCE

in every tiffin break @

yummy

kissan

rolls

Knorr Soup
Chhoti bhook

15sec

Hindi
Manchow soup
0511 14




UNLOCKING RELEVANCE

in every tiffin break %8
yummy

kissan

rolls

KISSAN KETCHUP

35 sec
111214




UNLOCKING RELEVANCE

LEVERAGING PRINT MADE FOR
OUTDOOR INNOVATION WEB CONTENT

HARNESSING
NON TV

@ SUNDAY & TIMES

uulmmcann-y’ Abnnummp: umnmm
Laly Surpréss All By Diggy S Ae Shootor Mnally Gots ¢
7% Haling Cojarm CMP Je " mauumrnwmxi«“

—'Il
BRI | qaieddoPak ks
SESRE | sewreatiohg |
il

WANT T0 SEE
MASTERCHEF
AUSTRALIA JUDGES

Crtaimeydes ste pymimmld
Nutritionists win over kid
clienss with fun cooking tips

e oyt

LIVEIN ACTION*?

)
m o
KNORR THICK TOMATO SOUP b_—

CONTEST DATES:117H MAY TO 20TH MAY, 2016

#KNORRMASTERCLASS

12




UNLOCKING RELEVANCE

PARTNERSHIPS
POPULAR CULTURE

o | S Doza fhi

20 sec
26th May 2015




UNLOCKING RELEVANCE

UCN : 66600601

BRAND : KNORR CUP A SOUP
TITLE : KCS SHAMITABH 25
DURATION : 25

LANGUAGE : HINDI




UNLOCKING RELEVANCE

it's a weekend.
give your gadgets
some rest.

grow a plant
instead.




THE STARTING POINT OF THESE RESULTS

/ Unlocking \ Driving
RELEVANCE PENETRATION

? Chhoti bhook
mltao

16




DRIVING PENETRATION

ACCESSIBILITY AVAILABILITY SAMPLING NEW OFFERINGS
ON CORE

e Ml = ) il KHATTA

4 MEIN '_. ".' 1 g _ BLAST




ACCESS PACKS ACROSS ALL CORE CATEGORIES

KETCHUP JAMS SOUPS

=
722 GChhoti bhook
AB SIRF o L

NDIAKANOY] 15
Sirf @ mein

g .

KEY ACTIONS

LED COMMUNICATION
WITH ACCESS PACKS
USED FREQUENCY
MEDIUMS TO REMIND
REPEATEDLY

“COST TOO MUCH”
ATTRIBUTE SCORES
MOVED DOWN

Access Packs grown at a CAGR of 40% over the last 3 years

18



DISTRIBUTION RAMP UP ACROSS ALL CORE CATEGORIES

_?ﬁ

- 10 |
— . Readyin 1 Minufé] \
k| m & Tomato
3 = 1 Chatpata
g > wv % |

ey " SINCE 1934 — oV
A MIXED FRUIT SE N

® A : r s 3 e
» ?"‘ P f' S i\ X
e LN R

KETCHUP

Coverage of penetration packs > DOUBLED in last 3 years

19
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SAMPLING SPEND DOUBLED IN LAST 3 YEARS

20



MANGO JAM

FRUTS KA
KHATTA (T

MEETHA - yummy 7 o R | | International

=] .08 Al i ¢ al /RN
kissan (AT A THAI
s 0 .. r & M~ Vegetable Souj
rolls ‘oot Vi WA
o/ Q N

21




THE TRENDS WE SEE INFLUENCING OUR FUTURE...

OUT OF HOME TO IN HOME
EATING OUT IS IMPACTING IN- HOME
COOKING

BRAVE NEW WORLDS
GROWING EXPOSURE TO
INTERNATIONAL CUISINES

0((‘
NATURAL AND PROVENANCE ((Il)'é’ \llg NUTRITION AND WELLNESS
CONSUMERS ARE INCREASINGLY Y FORTIFICATION AND BETTER FOR YOU
SEEKING ASSURANCE AND MOVING & -mé((“)) 30 F00DS ARE ON THE RISE
TO TRUSTED CHOICES

OQ()@\

EVOLVING CONSUMERS
CHANGING TREND IN ASPIRATIONS, DRIVERS, MEDIA HABITS AND CONSUMPTION

22




TOSUMIT UP

ENTERED
NEW
SPACES

ADJACENCIES
HAVE FIRED

CORE IS
SECURE

o —— . a—

FUTURE
TRENDS

HEADROOMTO
GROW
PENETRATION

23
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#ReadyForlife

HOME CARE



2015 HOMECARE PERFORMANCE HIGHLIGHTS
COMPETITIVE, PROFITABLE, SUSTAINABLE GROWTHS

Rs 9600 Cr 30%

Business

No 1l
Position

Of HUL's Size In All Key Sub Categories

350 bps 9/10 Indians

Delta Margin 2012-15 Our Consumer Franchise



HOME CARE : SUB CATEGORIES AND BRANDS

FABRIC CLEANSING & CARE DISHWASH

WATER PURIFICATION SURFACE CARE

pureg,




HOMECARE : KEY THRUSTS

MARKET DEVELOPMENT ON
PREMIUMISATION IN LAUNDRY ASPIRATIONAL BRANDS CATEGORIES OF THE FUTURE

SOCIALLY RESPONSIBLE AND

MARGIN IMPROVEMENT
IN A VUCA ENVIRONMENT



HOMECARE 2016 : KEY THRUSTS

PREMIUMISATION IN LAUNDRY



More Benefits

LAUNDRY PORTFOLIO STRADDLES THE PYRAMID

Rising Income




OPPORTUNITY FOR UPGRADATION HIGH

Price
' Index

=

1.5X

[

SEGMENT SIZE
(MARKET)




Disproportionate
investment behind the
right brand in specific
geographies leads to

differential results

HIGH MASS

MEDIUM MASS

LOW MASS

Approximate Representation of Segment and Opportunities



UNLOCKING PREMIUMISATION
MAKING SURF EXCEL MORE RELEVANT

Highest Brand Equity
brand in India

o o - 1 @ e o comuscma 3
Surf Excel EasyWash.

“ I Focus on building
Outstanding” assets
Low Monthly access to Surf Excel

Penetration N\ J 1\ J



Paul Poleman Ads/surf/5087-surf-excel-sabji-mandi-20sec-Hin-Sub.mp4
Paul Poleman Ads/surf/5087-surf-excel-sabji-mandi-20sec-Hin-Sub.mp4

HOMECARE 2016 : KEY THRUSTS

SOCIALLY RESPONSIBLE AND
ASPIRATIONAL BRANDS



BUILDING ENGAGEMENT PLATFORMS

7Surf

-~ excel

SURF EXCEL BELIEVES
SHARING HELPS CHILDREN GET

« English Speaking An[! |
« Office Dressing A cwn‘[lﬂ Y
e Interview Training cakxt

‘ et st
BRITISH | @R
S THE HINDU

Keep Shining







HOMECARE 2016 : KEY THRUSTS

o

MARKET DEVELOPMENT ON
CATEGORIES OF THE FUTURE



LEADING POSITIONS IN CATEGORIES OF FUTURE
CRAFTING GREAT BRAND EXPERIENCES

MATIC POWDERS FABRIC CONDITIONER LIQUID DETERGENT DISHWASH LIQUIDS



At Scale

FabCon as % of FabClean (Market)

HOME-TO-HOME Point of Sale
Philippines  Thailand Indonesia Vietnam India




SURF EXCEL MATIC

CREATING THE CATEGORY OF THE MACHING SPECIALIST

Immense Potential to Upgrade from Premium
Powders to machine Specialists

bpecialist Machind

Wash

Hand-wash

ALL INDIA

17 mn Machine Households —
(21% Urban penetration)

Home 2 Home MT POS Promoters

1.5 Mn Matic Households

(9 % penetration)



SURF EXCEL MATIC
INNOVATION - MATIC LIQUID

E Su}f

excel
| MATIC|

) NEW |

SURF EXCEL
MATIC LIQUID
FOR MACHINES




SURF EXCEL MATIC LIOQUID

100% TOUGH STAIN REMOVAL IN MACHINES




DISH OPPORTUNITY

-

Rural Category
Building

\_

UTC rural penetration

49%

Current 2019

Large group of non-
user homes

-

Liquids
Category

o

Sampling with scale

LSM 5+ Liquid HH% Al U

13%

2016 2019

Recommended by
Multiple Utensil
Manufacturers

J




PUREIT — A BASIC NEED
WATER QUALITY IN INDIA IS CHANGING

20%

Low Penetration
of Water Purifiers
in India

B - 500 ppm
- 500-1000 ppm

B 1001-2000 ppm

» 2000 ppm -

®

Falling Ground Water table leading
to sharp increase in Water Saltiness



LEVERAGING PORTFOLIO PLAY

STRONG CORE BIGGER & BOLDER PORTFOLIO

Segment Leadership Innovations Launched in Premium
in Gravity Purifiers & Low Price RO Purifiers



EDUCATING CONSUMERS WITH SCALE

REACHING OUT TO PROSPECTIVE CONSUMERS DIRECTLY

X 2.5X

Mn Contacts Mn Contacts

2014 PAONKS



HOMECARE 2016 : KEY THRUSTS

350 bps improvement in Margin

MARGIN IMPROVEMENT
IN A VUCA ENVIRONMENT 2012 PAN)




DRIVING THE RIGHT MIX

Mix improved y-o0-y

Max the mix initiatives — constantly challenging status quo

Build Bridge and Accessible packs Delist/Price up low-margin packs

Ve




MANAGING VOLATILITY

Lower Stock covers Technology to reduce Lead Time

FG Stock - 8% reduction in 80% reduction in Network
DOH Lead time
2013 2014 2015 Pre Post

300+ Pricing Networks with average Lead Time 15 days



HOMECARE : KEY THRUSTS

SOCIALLY RESPONSIBLE AND MARKET DEVELOPMENT ON

PREMIUMISATION IN LAUNDRY ASPIRATIONAL BRANDS CATEGORIES OF THE FUTURE

J
V!% z |
=

MARGIN IMPROVEMENT
IN A VUCA ENVIRONMENT






Marketing in a

Connected World



India: A Unique Market

India #2 country behind China

721mn

462mn
286mn
M China India B United States W Brazil M Japan Russia

India growing at 44% vs. rest of the world at 9%

60%
50%

40%

g 30%
5 <
» 20% i—
e
2 10% G
o L)
£ 0% (G a
2008 2009 2010 2011 2012 2013 2014 2015
India Internet Users Global Growth

Internet usage across the pyramid

Sources: www.internetlivestats.com
Mary Meeker Report, IDC India

Large feature & growing smartphone segments

Smart Phone vs Feature Phone: Market Share In India

78 72 71 68 65
35
22 28 29 32
—Feature Phone —Smart Phone




Enablers To Win in India

Pioneer and Deploy Build Partner
Experiment with Scale Eco-System

amazon.com GO 816

facebook. N AA.

(")
Content &
Technology partners

Pears Rexona LAKVE HSEEuMS
(ST. I\¢e6 @n)ﬁf{' Pepsoderrt indulekha

\o



Pillars to win in a connected world

>

< 0,
© Al
@

INTERNET

- Y -\?w |
- A
. M s
Win across -
MICro moments Lead Trends Harness ecommerce
of search

PYA
“V" i
V,

Il
Democratize Build rewarding

Entertain and o v
connect via voice S Y video relationships




Winning on search @



It’s about pull not push

m i Search Ygu i a YlJlI 3

TRgsemmé'

DANIEL BAUER

TRESemmé HAIRSTYLIST

> Pl W) 0:05/1:30 @ e o > Bl W) 015/155 5 ra > > ) 050/307

Daniel Bauer Makeup & Hair | TRESemmé The Uber Pout Hair e The Casual Sleepover Look ne Autoplay © €D How to get the day to night work to party look

Daniel Bauer Makeup & Hair / ‘ al ki il 1 al an Up: The Bachelorette Party Lakme India

S A i ¢ Py | ool AKME
449 o st Fac dia e - ! 8 79,990 .
o ‘ : 3 subscrbe i . CE=3 25,035 views

39 Viewd®)» 9142 Views €©» 25293 Views €»

BD\;" EUE the braided bun hairstyle BEIH]' EL.E how to get a party look E'Dki_ Bl  face makeup

. o Videos ages Apps eWs Viore Search tools
All Images Videos News Search tools All Videos Images News Maore Search tools Videos images APPS News More Search fools

ok AP AT O P et e A1 BT el e 00 results (0.79 seconds)
} N 4 \ A eyt b 2 b 1 =i 27 corr ] | )
About 20,30,000 results (0.76 seconds) About 40,10,00,000 results (0.87 seconds)

Images for the braided bun hairstyle 10 Easy Ways To Look Party Ready | StyleCaster Get Flawless face make-up - bebeautiful.in

. ; , %] www.bebeautiful.in/makeup ~
stylecaster.com/beauty/10-beauty-makeup-party-ready-looks/ - : - i P _ .
. _ Step wise tutorial for perfect face make-up for everyday wear. Read Now
o : Update your hair and makeup with these sexy 10 party looks.

‘ . ' 3 Ways to Look Good for a Party - wikiHow Images for face makeup Report images
= h . samanas vanleibumias e o v Dmrmmmmml Mareem fme Wanibl 2 Wenatbls Cankbimem -

2.2M Searches ,@ 250k annual Searches ,@ 1.8M Searches ,@

*Source Info: Google




Be the Wikipedia of Personal Care

61%

360M Beauty searches
annually growing at 44%

rEREEESESRRARRRRNAN

Dramatic rise in mobile
searches vs 2013

Be the WIKIPEDIA Of PC with Unilever
brands serving 70% of all beauty searches
organically

Z
O
o
>
Ll
1
—



The Micro-moments of Search

S (=

e How to use e To salons e Experiment e A specific brand

e Which outfit e Use perfectly e Best product

e | atest Trends e Occasion led looks e The complete look




In Depth Understanding of Searches

5

4 il

Skin Hair Make-up
18M monthly 23M monthly 12M monthly
12M unbranded 13M unbranded 5M unbranded
2.6M branded 2M branded 4.5M branded
3.5M SM 2.5M

irrelevant irrelevant irrelevant



Searches Are Surprisingly Basic

GO gle How to get healthy hair

All

GO gle How to get fair skin

All

GO gle How to apply kajal

All




The Beauty Wikipedia

.""‘
. B E BEAUTIFUL |
/

Ny e ’ """' . '.
s () e, .




The Be-Beautiful Ecosystem

AXE

ove POND’'S

sunsik . _.ap

o .

Fﬂ us [u Brands thdulekha Content Partner

LAKME @ Srves

Pears CLINIC
PLUSH

LUX

Distribution

( Partner

Partner

Ecomm Partner




Extensive Text & Video Content

350+ Articles 100+ videos

TR L ..

F -
r .
W" & \w
4

How To Get Perfect Red Lips - All Things Makeup

Be Beautiful

B
E [ » ST 112,808

254,305 view



Covering Regional Languages Too

3M Hindi searches in 2015 42% Growth in language searches

LI mlemeu 1

GUG L 19e0mBHE 2 GagBLT Lilgadleh LitpliL) m-CagBLT UaLenT eT(hS S, 2emnd 2_mIH6T
&600T @)6emLD (LP(LREUSILD L, & MISET.
BB PICKS—AVIANCE'S NEW
HYDRA BALANCE & WHITE
INTENSE RANGE

HAIRCUT STYLES TO TRY
HOW TO DO A FRENCH JUDA S HAIRCU ES TO TRY

HAIRSTYLE

HOW TO REPAIR DAMAGED
et @

HOW TO GET FAIR SKIN AT

Y. 5 WAYS WOMEN CAN IMPROVH @
A THEIR BONE HEALTH

HRI aiferar 3R IRT 9 ¥ ST Siecd qo & R

written by Girija Naiksatam on May 03, 2016

R THE ONLY SQUAT ROUTINES YOU

i o HOME
TH A § {5 &3 goa Bibed O $1 ‘TP AR Ul & 9§ @A & | B Gebal ¢ b T8 TEI 81, 3R M| 3@ 1 geg B NEEDTE ADD TO YOUR
e fae 2 Al oue! faes A g a1 81 | 5991 [oed & g 8RR U Ader fagivw SR aifern & 9 gAR) WORKOUT
TSl diet T 91 o it & S e SEEee S15Sd He o AReRETN § Sieed qb B I Yo S |
L I[O @\, HOW TO MAKE A FACE PACK

- oy FOR GLOWING SKIN
Qeueflfmlm GagemnL & GHTHOFHSH S, emS LIDLIL|L 6T HEVHE!, 2_hIFH6T &Henor \ ;;’u
@I NREREMRE BANATAT (@B 1N ANANQIEIN | | ARIRAT w\

*Source Info: Google



Making Be-Beautiful

A Leading Beauty Publisher

2015 Data

1.1 MN

Ave g e Monthly Visitors
l"l 111111111111111111

0.5 MN

0.5 MN

V()(UE COSIVIOPOLITAN . ELTE FEMINA '



Helping Our Brands Win On Search

3X CTR VS (so g|e How to get clear skin
benchmark

Books Maore « Search tools

Get clear skin today - bebeautiful.in
EE www bebeautiful.in/get-clear-face ~
O u e Use this step-wise guide for brighter,clearer skin now.Read here
Do it Yourself - Beauty Wiki - Beauty Tips - Skincare Home Remedies
We b S Ite t ra ffl C Remove Face Pigmentation How To Reduce Acne Scars
I How To Get Fair Skin Get Rid Of Dark Circles
to @ million wunez016)

+700bps

consideration
amongst viewers*

*Google Brand Lift study



Leveraging Be-Beautiful Further

A gateway to a relevant and engaged audience

IWWHIHJ "‘ | \  BUYTHE TRENDIEST
N \E TR - EYE MAKEUP.
'I.‘. i @

. OFFICE LODKS WITH §F® : PARTY READY!
3 . 5L THETRENDIEST
. i kd - U , ?[}f‘s’!?&g

= kL bl m \ SHOP NOW 0 o

a BT v [\
Defined sharper target Customized creative for Leading to 10X better
audiences each audience profile conversion on E-commerce

*Sourced : Google



Leading Trends <«




We Are Trend Leaders In New Segments

In all these segments

Fabric Conditioner BB Cream / CC Cream Green Tea Hair Conditioner

Intense
Repair




. EASIOR
Pioneer Beauty Trends at WEEK

Lakmeé Fashion Week

NEW HI-DEFINITION
MATTE LIPSTICK
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Amplified To Millions Real time

e 1 LOVe Lakme FOLLOW

| Love Lakme
Nyt LAKME
o eaLo ! vl

TREND ALERT: Sparkling lips are making it big on the
B Lakmé Fashion Week runway! We loved this look, did
S you too?

© TRENDING NOW:

¢ BOLD SPARKLING LIPS

KAREENA
KARPOOR N ~
EVES : DEFINED SMOKEY EYES - A0 ‘ ' = - llluminate looks from Lakmé
LIPS : ROSE GOLD SHIMMER it i A - FRTGH e ki

purplle.com

o e
o) )
A @ °

Unique Reach Engagement rate Increase in LFW Increase in Purchase interest on
of TG in 5 days VS horm awareness on FB Twitter among those engaged
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FAL

Beauty on duty

8 98M Views 0 8% increase in awareness among viewers (“best-in-class” as per India
' benchmarks*)

*Source- Google Brand Lift study
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Lakmeé Make-up Pro
India’s 1st Real Time Make-Up App

LAKME

~ Revolutionizing Make-up Trial

~ Choose from 100+ pro-stylist looks

>~ Shop the look on the app

> 1.8M downloads in a year

LAKME : Ingias
‘ FIRST Realtime
|

Makeup App




7

=
-
-
-

-
N
-
-

ttttt

e

you're home

jagran.com

PRESENTS

* %

v

aaaaaaaaaa
-----------

CO-POWERED BY

aaaaaaaaaa
.......

Su
=
O
o4
x O

AWARDS

EEEE

£ Jagran
manoramaoniin

@o

L)
1
-
N
=

T

-
)

(O
)
V)




Make-up Pro 2.0

{4 8 336 "4 8 336
Q LAKME STUDIO Q == < DO IT YOURSELF Q

TRENDS &
INSPIRATION

PROSTYLIST
LOOKS

-

PSS &
TRICKS

< O < O




< TRENDS & INSPIRATION {a} < TRENDS & INSPIRATION fat ¢ LIPS i
The Sculpt Look with Lakmé A... =

4

#lakmeFashionWeek Teal Tale
/ This summer sport blue! Shraddha's teal eye

game had us craving the colour throughout | \

this season. It was pure magic and mayhem on LT 4
the runway. The vivid blue shade on her lids, d . - -
made her eyes look much brighter and more ,’f‘ 2‘1
defined.
OUTLINE ——
UPPER LIP

SHRADDHA KAPOOR'S SAPPHIRE ~LIPS > WNENEE
SHIMMER LOOK "

Shraddha Kapoor's look was all about llluminate, Shine and Shimmer at the

Lakme Fashion Week! Read more about how to sport her divalicious spunk st.. h J . PRU““CTS

lavender Love -
The look was completed with a shimn
surprise! Her lips were a lavender pink {ng

shimmer to go with the eccentric tint on her

Byes.




Harness
E-Commerce



E-commerce in India:
An Exploding Opportunity

220M online shoppers by 2020 Spend to increase 5X vs 2015 Can be >10% of retail like in USA

E-Commerce as % of Total Retail Sales, USA, 2000-2015
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Figure 3. Online shoppers (in million) of internet user in India Figure 4. Average spend per online shopper in India (includes Q2209009000000 0999
(includes only B2C e-tail excluding online travel and classifieds) B2C a-tail, online travel classifieds)

*Google Bain Study 2015 *Google Bain Study 2015 *Mary Meeker Internet trends report



Planning For The Future
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Marketing Excellence

Improve content available online

20* offormore
al"l—'l.a/;onm 0 R Beauty Bounty l"

Shop by Hello, shallendra  Wish
Category ~ shailen..'s Amazon.in Today's Deals GiftCards Sell Customer Service Your Orders ~ List ~

amazon. el (ARl

Shop by Hello, shailendra  Wish
Category - shailen..'s Amazonin  Today's Deals  Gift Cards Sell Customer Service Your Orders -~  List -

Grocery & Gourmet Foods Bestsellers  Snack Foods  Tea, Coffee & Beverages  Spices & Masalas  Dried Fruits & Nuts ~ Cereal & Muesli Beauty  Luxury Beauty Besisellers Make-up & Nails  Skin Care  Hair Care & Styling Fragrance Men's Grooming

« Back to search results for "knorr” < Back to search results for "dove oxygen moisture shampoo”

Knorr Rolls and Wraps Mix Chicken Chilly Garlic, 50g Share ® E Dove Oxygen Moisture Shampoo, 340ml
;ﬁ from Knorr ) from Dove )
== | Feveveved - 2 customer reviews 100% Purchase Protection Prievrirss ~ 176 customer reviews 100% Purchase Protection
Original Products | Easy Returns Original Products | Easy Retums
E Sale: 7 50.00 FREE Delivery on orders over 499,00 Details Securs Payments Price: 7-297.00 score Payments
i Inclusive of all taxes Sale: ¥ 223.00 FREE Delivery on orders over 499,00 Details One-time purchase:
Quantity: [ 1.3 You Save: T 74.00 (25%) ® 222300

Cash on Delivery eligible.
v el Inclusive of all taxes

In stock.

Add to Cart |
i igil Quantity: 14
Delivery to pincode 452001 - Indore Guaranteed by Tomorrow 8pm if you order it in the next 1 hour and 15 minutes, and choose One-Day Delivery at Cash on Delivery eligible ity: 1
checkout. Details Buy Now | In stock.
i ; ; Add to Cart |
Sold by Cloudtail (4.4 out of 5 | 511,508 ratings) and Fulfilled by Amazon. Gift-wrap available. Delivery to pincede 452001 - Indore within 7 - 10 business days. Details
{ /
Rolls & Wraps Mi)s Give a chilli twist ta your snack with Knorr Chicken Chilli garlic mix Deliver to: Seld by Cloudtai (4.4 out of & | 611,445 rafings) and Fuflled by Amazon. Gifi-wrap available |u Buy Now ‘

‘.Chic\:en Chilli Garlig With new Knorr rolls & wraps mix now every home is a restaurant 6 offers from ¥ 223.00

shailendra patel- indore ~

Ready in 5 minutes -
All you need 30 percent Protein P, N Size: 340ml Deliver to:

Can also be used for used io make sandwiches, parathas, tikkis and pizzas. Witk N I Q 80mi 180ml 340ml shailendra patel- indore ~

No added preservatives € from ¥ 80.00 7131.00  223.00

Oxygen o
. . Molsture
@ This is 2 Non-vegetarian product. e Smoothness Subscribe & Save: Save 5%
95 percent thicker looking hair WD

The order quantity for this product is limited to 5 unit per customer.
Please note that orders which exceed the quantity limit will be auto-cancelled. This is applicable
across all sellers

Note: The order guantity for this product is limited to 4 units per customer.
Please note that orders which exceed the quantity limit will be aute-canceled. This is Add to Wish List o

applicable across sellers.
All food products are non-returnable. PP
This item is non-returnable.Learn more

Other Sellers on Amazon

6 offers from ¥ 223.00

amazon: . 20% offormore panded view
5 onal Care surf excel washing powder Beaug! Bnng'

Roll ever image to zoom in Shop by Hello, shallendra  Wish
Category ~ shailen...'s Amazon.in  Today's Deals Gift Cards Sell Customer Service Your Orders ~  List ~

Have one 1o sell? Sell on Amazen
Frequently Bought Together Health & Personal Care  Bestsellers  Diet & Nutrition ~ Household Supplies  Health Care  Medical Equipment  Personal Care  Sports Supplements  Shaving & Hair Removal  Sexual Wellness e

< Back to search results for "surf excel washing powder”
Total price: ¥120.00

[ Add botto Car | Surf Excel Quick Wash Detergent Powder 1 kg Share (9

from Surf Excel

~ 35 customer reviews g 100% Purchase Protection
| Easy R

00

Original Products Returns

Sale: ¥ 192.00 [ENFTIZK FREE Delivery on orders over ¥499.00.Details o
: . ‘ Inclusive of all taxes One-time purchase:
This item: Knorr Rolls and Wraps Mix Chicken Chilly Garlic, 50g 50.00 o ° i

Cash on Delivery eligible 192.00

Knorr Chefs Chicken Masala, 75g ¥ 70.00 . 2 In stock.

r Viewing This Item?

Quantity: 14
Delivery to pincode 452001 - Indore Guaranteed by Tomorrow 8pm if you order it in the next 1 hour and 14 minutes, and choose One-Day Delivery at o

checkout. Details
) Add to Cart
Sold by Cloudtail (4.4 out of 5 | 511,506 ratings) and Fulfilled by Amazon. Gift-wrap available.

9 offers from ¥ 186.00 Buy Now

Size: 1 Kg

Combined with the power of stain removing products like blue, bleach and lemon Deliver to: I
Removes various stains like curry, mud, pickle, grease and ink shailendra patel- indore ~
With x-tra cleaning particles, it makes for the perfect wash.

VI The order quantity for this product is limited to 3 units per customer Subscribe & Save: Save 5%
RUNGId  Please note that orders which exceed the uantity limit will be auto-canceled. This is % 182.40
applicable across sellers.

This item is Non Returnable
Add to Wish List

Other Sellers on Amazon

¥ 186.00 Add to Cart
+3 75.00 Delivery charge
Sold by: GLOBAL MEGA MART

Click to open expanded view 9 offers from ¥ 186.00

Fraauentiv Rauaht Tanasthar

Total price: ¥278.00

Add both to Cart |

Have one to sell? Sell on Amazon
This item: Surf Excel Quick Wash Detergent Powder 1 kg 7 192.00
Surf Excel Bar - 800 g (Pack of 4*200g) 7 86.00

What Other Items Do Customers Buy After Viewing This Item?




Marketing Excellence
The Shop The Look Model

Pop Culture Lakmé Fashion Week The Bridal Occasion

—. A ¢ RENE. S . .
i iiMINTATOONINONNINN
BUY PRODUCTS WORTH ~ iU MNINg faNfing

z‘1-000 FROM rAf’K”

r WUY/(= > -
ke LAKME
‘ E 4@ FASHION
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* ‘ SHOP NOW >
|

Bollywood movie Association LFW Online Store Online Bridal Store
4X conversions 25X conversions 12X conversions

4X Increase in AOV 1.6X Increase in AOV 1.6X Increase in AOV







Marketing Excellence

Destination Stores

Tea & Coffee Store

Valentine Day activation

Home care store

Department

Hello, Aprajit Kathuria

Your Orders >

FESTIVAL
20" - 23™ February

-
1.4X

\

jump in offtakes

amazon.n \/

& Bigbasket
The "Look Good", "Feel Good" beauty sale. Shop on

bigbasket and get upto 25% off on beauty and personal care
products,

F_ o sk R S ROADS

PERSONAL CARE PRCOUCTS

Upto 25% off.

Inchia's Largest Online Supermarket.

+205bps
share delta for PC

amazon.in Q \¥
Super Value
s

Shop worth *1,000/%2,000/%3,000
from this store and get “250/°500/°750
as Amazon.in Gift Card.

Detergents by

Surf Excel

6X jump in laundry
and dishwash sales



Our E-commerce Business IS

Share & Profit Accretive
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Mobile Marketing



Mobile Landscape

Mobile TV
Penetration Penetration
- - [ l— Mobile is the
DIDIDI i - medium with the
" e—— widest reach




Diverse Consumer Base and Needs

Feature phone Users
No Data Usage, talk-time starved

Voice is the big driver

Low end Smartphone Users
Restrictive Data Usage
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High end Smartphone Users
No restriction in usage, WiFi Access

Democratize Video

Build rewarding relationships

*Source: Primary research



Diverse Portfolio of brands to Address Each
Segment
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TRESemme

USED BY PROFESSIONALS
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Targeted to the mass end of the spectrum

Voice based, solving an unmet consumer need

43 MN 3 MIN 30 Min

Total Subscribers Active Subs. per/month Avg. Engagement

Now getting rolled out in

Bangladesh as
(Kanamachi Station) BauElEAsREGuEsEs




KKT leading to an ECO system







,J)| Communication |dea

Wheel rekindles the husband wife romance

through its fragrance

| The Campaign

A medium to the wives to talk to |
their husbands for FREE ||






Results

*Source: Internal Data




Brand Insight The Campaign

Unfair as it is, appearance can open or shut Rin Career Ready Academy
doors to a brighter future

JOIN RIN CAREER READY ACADEMY,
GIVE A MISSED CALL ON

1800-121-4545.

* English Speaking
» Office Dressing
* Interview Training

BRITISH
COUNCA




"1 . TIPSONCOLOUR OF i SINVLAY'S TIPS ON [,
Y v
LIPSTICK m/ INTERVIEW PREPARATION ~ “ems/

FOR PARTIES

Bright or dark lipstick

Rinvijay

FOR OFFICE

Light coloured lipstick that matches skin tone
and attire.

INTERVIEW TRAINING
RINA'S TIPS ON @

INTERVIEW TRAINING
RINVIJAY'S TIPS ON HOW TO @
INTERVIEW PREPARATION s

WRITE A RESUME RCADENY

Rinvijay always
ensures that

his resume is not
more than

ONE SIDE LONG.

Resume

Certificates
Recommendation letters
Passport size photos

OFFICE DRESS.II-NIGPS ON ACCESSORIES m OFFICE DRE?_ASS IC CORPORATE
RINA'S _ Y RINA'S !
) LOOK FORATERRIFIC TUESDAY e/

FOR PARTIES :
Dressing
2 AN® * White collared shirt
- *%*"‘ ) * Well-fitted black trousers

Grooming

* Light lipstick

FOR OFFICE ' * Well combed hair

Accessories

* Elegant bracelet

ENGLISH SPEAKING
RINVIJAY ON OFFICE L
LANGUAGE: PHOTOCOPY e

‘ - . Rinvijay can you please give me

~hnantaranu :
a photocopy of this

proposal?
Yes Sir, the COPIES are already on ’
your desk.
ENGLISH SPEAKING
RINA ON OFFICE LANGUAGE: v
SAME PAGE Nsperr/

| trust we are all on the Same
page for the meeting with the
regional manager.

Yes Ma'am, |
with our plan to grow
in South India.

INTERVIEW TRAINING
RINVIJAY'S TIPS ON Y
INTERVIEW PREPARATION SR/

Rinvijay’s

INTERVIEW TRAINING .
RINA'S TIPS ON (G,
INTERVIEW PREPARATION S

INTERVIEW TRAINING
RINVIJAY'S TIPS ON :
HOW TO CRACK AN INTERVIEW "N/

Rinvijay

OFFICE DRESSING

RINVIJAY'S TIPS ON SHOES

.....







Results




Video on Mobile

Smartphones have proliferated Internet usage has grown
: 750
Smartphone Penetration 39% Data Consumption 620
5 36%
< 33.4%
5 29.8%
é 26.3% 430
2 21.2% H2G
: 310* 5 3G
k_é 230
m2014 ®2015 m2016 W2017 m2018 m 2019 © Statista 2016 2013 2014 2015
But data ARPU has not increased Due to high data costs & poor networks

500

“I know | can watch video on Mobiles but

- /\ it COnsumes more Of my data paCk”

250

200

“Bad Data networks causes the video to
load forever”

50

0
Q1 2014 Q2 2014 Q3 2014 Q4 2014 Q1 2015 Q2 2015 Q3 2015 Q4 2015 Q1 2016 Q2 2016 FY 2016

*Source: eMarketer, India Data *Source: Statista; Nokia MBTI Study



7 .l 83% @ 10:03

Q& :

HOME ROMANTIC DANCE OTHERS MOVIE TRAIL

Sun Saathiya
Banner Section

| - - iy ’
Selfie Le Le Re Naach Meri Jaan
Banner Section Banner Section




Build Rewarding
Relationships



L AKME
MAKEUP

i




How do we Stay
Ahead of the Curve?



Unilever Foundry:

Building Partnerships For The Future

%’ E‘:hopalyst

o o
StoreKing” Engagement
Convenience Commerce & Ad models
Shopper

Marketing

uniphore
@ annear.

LOCATION . AUDIENCE . REACH

@.
GROFERS

Market D|G|TA|_ Content
arke .
EEFICIENCY ‘Y FAB BAG
GREYORANGE places Curation THE BEST OF BEAUTY IM A MOKNTHLY BAG

Supply Chain
PEY IOT
Efficiency

oadrunny moh
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Pioneering & Holistic approach
Experimenting to digital

Marketing in a connected world

Pears Rexona LAKVE  HESHNWE
S ves @)nﬁft Pepsodent | ndulekha

Deploying
with scale

BRU~
—

Dove

dmMaZon.com

facebook.

Google
NSAk.,

Eco-system
of partners

Grow our brands
& business
sustainably







Personal Care INDIA

Spa
Rejuvenation

Our first-ever range with shampoo and scalp massageable conditioner that has
hydrating minerals and nutrients to nourish the scalp in just three minutes.




Introducing Personal Care - India

1/2 of HUL’s revenue 2/3 of HULUs profit Fast growing Leading brand positions

#1 #1 #1 #2 #1

SKIN HAIR ORAL MAKE
2010 2015 CARE CARE CARE UP

Personal Personal

Care Care

~INR 150 bin ~INR 38 bin

2nd largest PC business in Operating margins ~ Added > INR 6000 Crore in Market leader across
Unilever 25% 5 years categories



With Six iconic 1000 crore brands

CLINIC

PLUSH+

Aaj ki m=~hooti hi kal jhalkeg?%’\

35X sk

zyaada mazboot baal

MAZBOOT BAAL MAZBOOT RISHTEY.

i Get your
fairness back.

\at's the Pond's promis

< 7 Parlour like glow,

/LZ7 /'//‘ ﬁzgve/t/
Love/y B everyday

Unbeatable Fairnes§*evefl
against some International Creams

e )

~
~

INSTANT FAIRNESS i 1 o Y 4 AR E V)5 0 AT g O, B ¢ g rpctel
300 PORSTAAN AT et 6 61t 011




Our Vision

Continue to grow ahead of the market across PC categories

Become the Wikipedia of Personal Care in India



Key thrusts for Personal Care

Make Core Aspirational Lead Market Premiumisation

fair Pears
[ovely BB )
= ﬁ?}/‘
Tovely
g, FAIRNESS CREAM B
WITH A

THE SEGRET TO MY BEAUTY. £UX PERFUM
HE SEGRET TO MY BEAUTY. LUX PERFUME M. UP FINISH

Lifebuoy
has changed!

New Dove Pink

STUATS LIGE FARNESS CRERY.
FINSHES LICE WARE L2,
(RS R CREEIARYE BN

CLNIC
Tottay's Strong Found: o, &
Wil Show Strang Resu s Tomorrow @
>

E2 et

AE (NVENT

Dove [ew]

PROFESSIONAL QUALITY
FOR HEALTHY-LOOKING AR

Dove.

Dove helps rebuild

damaged hair at cellular level.
For up to 10x stronger hair.

= 5




Make Core Aspirational

More and bigger innovations on core brands
Build consistent engagement platforms rooted in brand mission & functional promise

Core of the Core

DN



More and bigger innovations on core brands

BB cream

m Ay 8B Ayurvedic Care
g o o

MAKE-UP FINISH
— 1] gl

faird . | ayurvedic

Lo»e/y care’

Powder Cream

Biggest BB cream in the market within
a year of launch

Ffairds,  PowpeR
[ovely CREAM

Participating in the growing naturals market

New sensorial that delivers long lasting
faimess


POnd's Ads/Fal Ayurveda 30sec Final Online_10.12.15.mp4
POnd's Ads/Fal Ayurveda 30sec Final Online_10.12.15.mp4

Engagement platforms rooted in Brand Mission
& Functional Promise

AUG ocT

Summer/Back to
School




Close Up Engagement Platform- First Move
2015 : Launch of First Move

closeyp

CLOSEUP KE SAATH

Penetration

' — AUR PAAS AAO —
All India

L MAKE YOUR
FIRST MOVE

R | Penetration
L ﬁ LSM 7+

Brand
Awareness Up 30%

Social Up

LAKH
Jg\/EtE%\CKETS Engagement 15x

A SELFIE STICK ’
Brand Up 600 . . FREE Jg._
Conviction BPS
L05C). closeyp




Leveraging WIMI — to drive Core of the Core across
Rural Markets

Selection of key SCRs that contribute to over half of the Locally relevant insights activated
sachet business '

Hindi heartland

Braj £ Mo iE%E. Localised promotions (Central

India+Mah)

' on ana '
...... 1.,.?'
a Hills & Platea

------------------




Lead Market Premiumisation

Pioneering New trends

Turbo charge Market development by building new benefits

>\




Lakme: Pioneering new trends

2016: Illuminate

THIS SEASON,
JEWELLERY.
WEDS COLOR

MATTE LIPSTICK
']

» il "

" il

L AKIMIE ABSOLUTE SCULPT

MEET YOUR EVERYDAY

Fair BB
lovely =5 SKIN STYLIST

\ = -




Dove & TRESemme: Premiumisation led by new benefits

Premium Shampoos (Dove & TRESemmé) winning with new benefits

Conditioners — Winning in the segments of future

MS Val

MS Val
-

1.5X

2013 2014 2015 MAT16 2013 2014

2015 MAT16

Dove Oxygen Moisture TRESemmé Spa Rejuvenation

Clinic Plus Twin Sachet SunsilkTwin Sachet

Gy
i \ Spa
.- /f

E |\< juvenation
<7 Breathe life N .

: e
into dry, dull hair. a '
New Dove )|
Oxygen Moisture EN O E
L-ﬁ ‘
|
e sofl, hony B2
% 'k‘ ehes Talde

* Source — Nielsen retail panel MS Val, IMRB consumer Panel HH penetration



Axe Signature: Premiumisation led by new benefits

MS Val (Men’s Mkt) - Axe Signature
6.4

R XE&E SIGNATURE ‘ WITH 3X MORE PERFUME'

Q314 Q414 Q115 Q215 Q315 Q415 Qlie )

Biggest innovation in Personal Care in 2015




Lead Premiumisation in the emerging
Naturals Segment

Within the existing portfolio Extending our presence to new brands

indulekha




PC Enablers
Dialling up the BIG Q agenda

>\




PC Enablers: Building the PC Gene
_wiM& oM

" .‘.":' X —

b T b

- DU ovor GE -

= - iy F;-:
- e =

- o, . - -
$ P()NMJ 2

.oy =
Strong savings program

-

The Pursuit of
Perfection

\ | | | B N GROSS
= - . : Pl Py NN MARGIN
Everyday Inspiration Leverage WIMI Gross Margin




Craftsmanship

DN



Leading Edge Technology to drive brand
propositions at POS

2 NEW
DYNAMIC ASSETS & DESIGNER FRAGRANCES

dark spots ?

Take the Scratch Test Challenge.

E-ink Parasite Hangers
Deployed across 25% of stores in Modern Trade






One size does not fit all:

Clear approach based on degree of evolution of category

Accelerate GRPs

Launch Access Pack

Aided Sampling / Contact Programs

Build new benefits

Unaided / Drop-

b )
Indict current habit ead Sampling

Start expanding VWD using DLSG

Men's Face Bodywash Deos Conditioners Handwash Dove Bar Facial Premium Skin Premium
Care Cleansing Shampoo



Sampling supported with education

POND’S BB DOVE CONDITIONER FAL FACE WASH

i

FAIRNESS
OVP/g FACE WASH

Instant Spot-Less ; X 9
fairness, everyday". " YOLR ZARLOUR C_EAN-UR

1 APPOINTMENT & NOW INTHz Nzwil f

e Tl Tl e




e Wikipedia of hair, Skin & Make-up




Wikipedia: All things hair, skin & make up

GD gle be the wikipedia of beauty online 4 H

Search: The Bedrock Relevant content Encouraging Results

Rz

=

12M searchesamonth P
P 7 | N\
"' HOW TO ACE THE NO MAKEUP 1 o —
LOOK LIKE A CELEBRITY
5M unbranded searches WL |
4.5M brandedsearches f.; - Y 4
\_/‘4% A z:/(/Vb?/d/ ﬂ%
SKIN HA
2.5M LY NS i3

irrelevantsearches

' w TL b Be Beautiful: No.3 beauty

b b portal in India
— e
_______________________________ I A [ CTR' ZX f BM
MICRO MOMENTS ON SEARCH Tb_h S5 E S e &R0
——————————————————————————————— 5 haldtl p’
If*r:lwczys‘l Hovlvjt(o)use ToaGs(a)Ion PEi\c’ts CPC half Of benCh ma rk

Latest trends What to Services Complete look 100+ vid eos



Our Vision

Continue to grow ahead of the market across PC categories

Become the Wikipedia of Personal Care in India
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REFRESHMENT

ANNUAL INVESTOR MEET | 19 JULY 2016



SA Refreshments showreel 2014-15.mp4

WHAT | AM GOING TO SPEAK ABOUT

AW

1. The refreshment opportunity in India
2. Why do we think HUL will win

3. Our strategy to win
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GLOBAL POSITION

INDIA POSITION

COFFEE

NA
#

OUR PORTFOLIO

MAGNUM

’G

(),

KWALITY WALL'S |

ICE CREAM
#1

H#2



THE OPPORTUNITIES - TEA

LOOSE TEA UPGRADATION INDIA TEA BAGS GREEN TEA

We are just 1 00/0 of the mkt. vol Potential to be E1 00 Mn today At 2X margin, Explosive Growth



THE OPPORTUNITIES - COFFEE

Conventional Coffee Upgradation Tea User Conversion

3/4th of the Mkt still to be tapped Coffee, only 50/0 of tea consumption



THE OPPORTUNITIES - ICE CREAM

Share Gain Consumption Increase

Only 1/10th share of a E1.2BnN M« 400ml ppc vs.1.6L (Indo) & 7\ (Braziy



ARE WE SURE OF THE OPPORTUNITY

AW

India 15%

Refreshment as a % of HUL

South India 24%

Pakistan 34%




WHAT | AM GOING TO SPEAK ABOUT

AW

1. The refreshment opportunity in India
2. Why do we think HUL will win

3. Our strategy to win



POWERFUL BRANDS

MAGNUM

’—G

(),

KWALITY WALL'S |

COFFEE ICE CREAM

SHARE OF MIND TO
SHARE OF MARKET 3X 1 . 2X 5X



VERY STRONG BUSINESS MODEL

AR

Tea Ice Cream Coffee
GM% indexed to Source of Growth 2X 1.5X 2X
Indexed GM growth 2013-2016 1.2X 1.4X 1.2X
Share of media spends to market share HX HhX 1.4X

We have the FU EL to Wl N the Market



COMPETITIVE GROWTH

- TEA COFFEE ~ ICECREAM

Volume Growth Volume Market Share Indexed Share Growth
2008-2012
1995-2008 [
95 100 105 110 115 99 100 101 102 103

Market growth

Consistent Growth Across Categories



NOW IS THE TIME TO ACCELERATE

AR,

Double-Digit CAGR

FY'13 FY'14 FY’'15



WHAT | AM GOING TO SPEAK ABOUT

AW

1. The refreshment opportunity in India
2. Why do we think HUL will win

3. Our strategy to win



FOUR FOLD STRATEGY

DIFFERENTIATED TECHNOLOGY

CRAFT MAGICAL BRANDS

S oee— 2 SATR

.;..;..'.nuillmm ;

Y

-

% A¢ 5601 8 Toddy sliops ini my fown'closed I asked my,
self: I I can’t get toddy any more what am I to drink?
I work Lard and occasionally need a stimulant, % From
my personal experience I can now give the answer 3
TEA, OF COURSE,Y

“1 have been drinking tea now for several months and
it’s amazing how I have lost all craving for toddy! Tex
gives me all the stimulation T need. T find this beverage
more refreshing than any drink; for, it quickly dispels @' 3 X
my fatigue, and elicers me up. It has made a new man ‘

of e, The Cup that Cheers Be

1 i

>
R R T A S L




CRAFT MAGICAL BRANDS

START A LOVE STORY
SHARE A CORNETTO




DIFFERENTIATE WITH TECHNOLOGY

FRESH TEA VENDING PROPRIETARY COFFEE PROPRIETARY ICE CREAM
MACHINES TECHNOLOGY TECHNOLOGY




WINNING IN MANY INDIA'S

E Green teain E
i long leaf format
L I

powdery dusts

E flavour & strength R A !

f— CTCleat_.__. Medium to}: Nt |

C S T¢ plainp,:)  Plain @11 o4l grown Good !

| | flavour & 1 flavour &R o & Strength |

: '+ medium !, medium 1 TCTG Koose leaf

i Besttogood i strength i strength .| |

' flavour & medium:i CTC leaf !, CTC leaf '_i___________________J

 strength CTC leaf it~ =~~~ W el !

| & dust TR AY : i

L . T\ Brooke Bond 3 Roses

T jpestitavour and Blend Intervention leading to

IR S Strength 1.1 x growth in market share
Local grown | CTC |
plain unique ' | ‘eaf & dust i

" flavour CTC



Green Tea

Lagidl

Green Tea

Clearly
~_ Lighter

&

Boilable Tea Buds

New 3Roses? easy boil tea buds., |

MARKET DEVELOPMENT

Flavoured tea

BRU: CC
conversion



3 Roses- Refreshment.mp4
3 Roses- Refreshment.mp4

Z5S REFRESHMENT oy S
O
Unleaser

THANK YOU
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