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Safe harbour statement

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.
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. 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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Hair category turnover and underlying sales growth
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| From € 1.6 bn to €3.2 bn in 10 years (7% CAGR) |

Our goals for 2007-2010

A globally aligned portfolio able to deliver:

» High single digit turnover growth

» Market share gains

+ Continuous margin improvement through better mix
and positive pricing




What's different now

A more centralised portfolio and brand management
* To reduce risk and accelerate roll outs

Sharper choices

Full portfolio deployment

Focus in innovation as THE key growth driver

» Better products through full deployment of best
technology
* A shift to premium / less reliance on price discounts

Doing

things
differently
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Care Expert

A female beauty

Cornerstone

A dual gender
Premium AD Expert

* To attack the profitable €2bn antidandruff market

» Through a globally aligned brand

* To margin up our Hair business




Simultaneous launch in China, Russ@nd@% %ﬂ .now

A powerful mix

Complete antidandruff and scalp care regime
Premium pricing

Dual gender




Efficacy claims
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Functional messages

REMOVE THE DANDRUE
YOU CAN SEE.

NOURISH DEEP WA/
THE SCALP VWWIHERE

Can your shampoo do this?




Technological image W@@ ﬁa

CHEGOU GLEAR. A CASPA SE VA

Premium look




Comparative call o ,' @9@

REMOVE DANDRUFF AND PREVENT T
A COMING BACK.
XOM THE FIRST VWASH.

NO DANDRUFF,
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7% value share six months after launch
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In Summary

e Hair is attractive

» Unilever is a strong global player with a growth track
record

» Clear expansion is an example of what's different now

* Full portfolio deployment

* Innovation is our lifeblood

» Better products. More premium propositions
» Supported by best available technology

» Fastroll outs

Thank you

10



