
COMPANY

Country Netherlands

Number of Employees 206'000

Web www.unilever.com

Share

Market cap (mil) 36'935

Currency EUR

High 52 week 24.6

Low 52 week 17.8

Last Price 21.5

Key Data 2006 2007E

Sales (mil) 39'642 40'559

EPS 1.33 1.42

P/E Ratio 15.51 16.24

Source: Bloomberg / August 13, 2007

Sales in

Alcohol No
Armaments No
Firearms No
Tobacco No
Gambling No

Source: ISS, SAM Research

COMPANY DESCRIPTION

The Unilever Group (Unilever) is one of the world's leading food producer and household & personal care
products company. The company has a product portfolio of around 400 food and home and percsonal
care brands. The company operates in more than 100 countries and has 12 global brands with more than
# 1 billion. Its foothold in Emerging Market is very strong and it generates more than 40% of revenues in
such markets. Thanks to a simplification of its organizational structure, a reformed governance and a
"One Unilever" programme, the company is back on an organic growth path.

SUSTAINABILITY PERFORMANCE

Unilever is the sustainability leader within the food sector. Starting in the year 2005, the company has
assessed nearly all retail and over 50% of foodservice products according to nutritional criteria based on
the Unilever Nutrition Enhancement Programme. In response to growing public demand for improved
nutritional labelling of food products, Unilever launched the Choices programme in May 2006. It uses a
front-of-pack stamp to make it easier for consumers to identify healthier options - foods and drinks that
are in line with internationally accepted dietary advice for fat, sugar and salt. The front-of-pack stamp is
complemented by back-of-pack nutrition information. Over a third of products qualify for the programme
and a further roll-out to more than 40 countries by year-end 2007 is planned. Another cornerstone of
Unilever's commitment is the ambitious Indian hygiene programme Swasthya Chetna. So far more than
80 million people benefited from this hygiene awareness programme. A complimentary initiative in the
consumer hygiene space is the oral health programme that promotes oral health in emerging markets.

SUSTAINABILITY SCORES

Total Score

0% 50% 100%

DJSI sector average on a global basis

Unilever

Best company on a global basis within DJSI sector

Economic Dimension

0% 50% 100%

Environmental Dimension

0% 50% 100%

Social Dimension

0% 50% 100%
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«Corporate Sustainability is a
business approach to create
long term shareholder value by
embracing opportunities and
managing risks deriving from
economic, environmental and
social developments.»

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

ECONOMIC

Brand Management

0% 50% 100%

Strategy for Emerging Markets

0% 50% 100%

Corporate Governance

0% 50% 100%

Risk & Crisis Management

0% 50% 100%

ENVIRONMENTAL

Environmental Policy / Management System

0% 50% 100%

Climate Strategy

0% 50% 100%

Raw Material Sourcing

0% 50% 100%

Packaging

0% 50% 100%

SOCIAL

Standards for Suppliers

0% 50% 100%

Occupational Health & Safety

0% 50% 100%

Labor Practice Indicators

0% 50% 100%

Human Capital Development

0% 50% 100%

DJSI sector average on a global basis

Unilever

Best company on a global basis within DJSI sector
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DISCLAIMER
No offer. The information and opinions contained in this publication constitutes 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. Nno 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 «as is» and without
warranties of any kind, either expressed or implied. SAM Group Holding AG and its related, affiliated and subsidiary companies disclaim all 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. Llimitation of liability All information contained in this publication is distributed
with the understanding that the authors, publishers and distributors are not rendering legal, accounting 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 Holding AG and its related, affiliated and subsidiary companies be liable for any direct, indirect, special, incidental or consequential damages arising
out of the use of any opinion or information expressly or implicitly contained in this publication. Ccopyright Unless otherwise noted, text, images and layout of this publication are the exclusive property of SAM Group
Holding AG and/or its related, affiliated 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 its related, affiliated and subsidiary
companies.


