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In 2009 we set out to make Unilever ‘Fit to Compete’ 

€40bn 

€80bn 

environmental impact 

USLP increasingly recognised externally and a source of competitive advantage 

Growth as a primary goal An inspiring vision 



Getting Unilever to grow again 

Virtuous circle of growth 

•  Drive fewer, bigger, better innovation 

•  Drive the basics in execution 

•  Make the structure and organisation work 

•  Drive performance culture 

•  Drive people agenda to competitive levels 



Our progress is increasingly recognised externally: innovation 

Dove: 17 awards HUL: world's #1 FMCG  
most innovative companies 

Digital marketer of the year 



Our progress is increasingly recognised externally: execution 

Customer service Logistics Preferred supplier UK 

Up in 10 out of 

15 markets 
Up in 12 out of 

15 markets 



Our progress is increasingly recognised externally: people 

Top 3 employer 27 markets 5th most in demand employer 
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Unilever now ‘Fit to Compete’ 

3.5 
4.1 

6.5 6.6 

2009 2010 2011 Q3 YTD 
2012 

Growth ahead of our markets 

Underlying sales growth 

30 
bps 

Margin improvement 

2009 - 2011 

€10 
billion 

Turnover increased 

2009 - 2012 
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Becoming ‘Fit to Win’ 

Agility 

Reliability Flexibility 

Consistent top and bottom line expansion 
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