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Company Description Sustainability Performance

Fenpeny The Unilever Group (Unilever) is one of the world's leading supplier ~ Unilever managed to restore its competitiveness and it has grown

Country Netherlands

of consumer goods in foods, household and personal care products.  its business again thanks to organizational restructuring and
Number of Employees 206'000

Web www.unilever.com The company is organized in two global divisions - Foodsand Home  higher advertizing & promotional expenses. The strength of
Share & Personal Care. In 2005, the new CEO Patrick Cescau hastakenon  Unilever in Developing & Emerging Markets has been a very
Market cap (mil) 20728 the new role of group chief executive, responsible for all operations.  important pillar in the business strategy. For the first time in the
Currency EUR One of the main challenges has been the design of a direct Unilever history, the sales in Developing & Emerging Markets
High 52 week 203 |eadership structure and a platform for future growth. The processof  (38% of total in 2005) exceeded the revenues in Western Europe.

Low 52 week 16.5
i Pl 9 a simplification and change of the organizational structur - the"One  This performance was achieved due to long-standing
Unilever" programme - has progressed well and 80% of group relationships with its suppliers and customers in such markets,

Key Data 2005  2006E
: revenues were generated by One Unilever organizations by the end  the successful local product adaptations, and the products and

Sales (mil) 39672  40'125
EPS 127 133 of 2005. company's brand strength. Unilever has been a driving force in
P/E Ratio 14.16 13.45 the development of Sustainable Palm Oil Criteria and it will now

Source: Bloomberg / August 21, 2006 volunteer to take part in a two-year pilot chaired by the

Sales in Roundtable on Sustainable Palm Oil. Unilever continued its
Alcohol No

efforts to strengthen its supplier relationships and over 70% of
Armaments No
Bl No first-tier supplier have committed themselves to the Unilever
Tobacco No Business Partner Code by the end of 2005. Furthermore,
Gambling No

Unilever together with Oxfam, conducted a local economic
Source: ISS, SAM Research

impact assessment in Indonesia which revealed strong
employment links to sourcing and retailing partners. The
learnings will be taken into account for a wider assessment in its

African businesses.
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Industry Driving Forces

The food sector in industrialized markets is mature and consolidation will continue. Strong product brands and a high level of innovation
is crucial for maintaining a good market position. As a result of shifting consumer demands and new consumption patterns, innovative
food companies can position themselves in new market niches with higher margins and sales growth than conventional food categories,
such as the organic or healthy nutrition market. Furthermore, the growing consumer base in emerging markets offers new opportunities
for branded products that clearly differentiate from the standard offerings. Moreover, the food sector has internationalized its supply
chain over the last years in order to satisfy customer demands. As a consequence, food producers need to establish long-term
relationships with their suppliers and increase their transparency through reporting along the supply chain. Pressures on the sector will
become stronger from improved food retail private label products and renewed producer-supplier partnerships are needed.

Company Performance for selected Criteria
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Brand Management Strategy for Emerging Markets
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No Offer The information and opinions contained in this ?ublicatipn contitutes neither a solicitation, nor a recommendation, nor an offer to buy or sell investment instruments or other services, or to engage in any other
kind of transaction. The information described in this publication is not directed to persons in any jurisdiction where the provision of such information would run counter to local laws and regulation. No warranty This
publication is derived from sources believed to be accurate and reliable, but neither its accuracy nor completeness is guaranteed. The material and information in this publication are provided "asis" and without warranties
of any kind, either expressed or implied. SAM Group AG and its related, affiliated and ‘subsidiary companies disclaim al warranties, expressed or implied, including, but not limited to, implied warranties of
merchantability and fitness for a particular purpose. Any opinions and views in this publication reflect the current judgment of the authors and may change without notice. It'is each reader's responsibility to evaluate the
accuracy, completeness and usefulness of any opinions, advice, services or other information provided in this publication. Limitation of liability All'information contained in this publication is disfributed with the
understanding that the authors, publishers and distributors are not rendering legal, accountnjg_ or other professional advice or opinions on specific facts or matters and accordingly assume no liability whatsoever in
connection with its use. In no event shall SAM Group AG and its related, affiliated and subsidiary companies be liable for any direct, indirect, specia, incidental or consequential damages arising out of the use of a:;?l
grl‘n'lon or information expressly or implicitly contained in this publication. Copyright Unless otherwise noted, text, images and I?&)m of this publication are the exclusive property of SAM Group AG and/or its related,
filiated and subsidiary companies and may not be copied or distributed, in whole or in part, without the express written consent of SAM Group AG or itsrelated, affiliated and subsidiary companies.
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