


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, concerning the
financial condition, results of operations and businesses of the Unilever Group (the 'Group’). All statements other than statements of historical fact are, or may be deemed to be, forward-looking statements.
Words and terminology such as 'will', 'aim’, ‘'expects’, ‘anticipates’, 'intends’, 'looks’, 'believes’, 'vision', '‘ambition’, 'target’, ‘goal’, 'plan’, ‘potential’, 'work towards', ‘'may’, 'milestone’, 'objectives’, 'outlook’,
‘probably’, 'project’, 'risk’, 'seek’, ‘continue’, 'projected’, 'estimate’, 'achieve’ or the negative of these terms, and other similar expressions of future performance, results, actions or events, and their negatives,
are intended to identify such forward-looking statements. Forward-looking statements also include, but are not limited to, statements and information regarding Unilever's acceleration of its Growth Action
Plan, Unilever's portfolio optimisation towards global or scalable brands, the capabilities and potential of such brands, the various aspects of the separation of Ice Cream and its future operational model,
strategy, growth potential, performance and returns, Unilever's productivity programme, its impacts and cost savings over the next three years and operation dis-synergies from the separation of Ice Cream,
the Group's emissions reduction targets and other climate change related matters (including actions, potential impacts and risks associated therewith). Forward-looking statements can be made in writing
but also may be made verbally by directors, officers and employees of the Group (including during management presentations) in connection with this presentation. These forward-looking statements are
based upon current beliefs, expectations and assumptions regarding anticipated developments and other factors affecting the Group. They are not historical facts, nor are they guarantees of future
performance or outcomes. All forward-looking statements contained in this presentation are expressly qualified in their entirety by the cautionary statements contained or referred to in this section. Readers
should not place undue reliance on forward-looking statements.

Because these forward-looking statements involve known and unknown risks and uncertainties, a number of which may be beyond the Group's control, there are important factors that could cause actual
results to differ materially from those expressed or implied by these forward-looking statements. Among other risks and uncertainties, the material or principal factors which could cause actual results to
differ materially from the forward-looking statements expressed in this presentation are: Unilever's ability to successfully separate Ice Cream and realise the anticipated benefits of the separation; Unilever's
ability to successfully execute and consummate its productivity programme in line with expected costs to achieve expected savings; Unilever's global brands not meeting consumer preferences; Unilever's
ability to innovate and remain competitive; Unilever's investment choices in its portfolio management; the effect of climate change on Unilever's business; Unilever's ability to find sustainable solutions to its
plastic packaging; significant changes or deterioration in customer relationships; the recruitment and retention of talented employees; disruptions in Unilever's supply chain and distribution; increases or
volatility in the cost of raw materials and commodities; the production of safe and high quality products; secure and reliable IT infrastructure; execution of acquisitions, divestitures and business
transformation projects; economic, social and political risks and natural disasters; financial risks; failure to meet high and ethical standards; and managing regulatory, tax and legal matters..

The forward-looking statements speak only as of the date of this presentation. Except as required by any applicable law or regulation, the Group expressly disclaims any intention, obligation or undertaking
to release publicly any updates or revisions to any forward-looking statements contained herein to reflect any change in the Group's expectations with regard thereto or any change in events, conditions or
circumstances on which any such statement is based. New risks and uncertainties arise over time, and it is not possible for us to predict those events or how they may affect us. In addition, we cannot assess
the impact of each factor on our business or the extent to which any factor, or combination of factors, may cause actual results to differ materially from those contained in any 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
Commiission, including in the Annual Report on Form 20-F 2023 and the Unilever Annual Report and Accounts 2023.




UNILEVER INVESTMENT CASE

Why invest in Unilever

Global market leader with attractive footprint and strong brands

Stepping up performance in 2024, backed by bigger innovations and
increased brand investment

Still in early stages of unlocking consistent, superior performance
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UNILEVER INVESTMENT CASE

Global market leader with strong

Category-led organisation Key facts

Business Groups

Home
Care

$9.9..

Underlying operating profit
FY 2023

/.70

Free cash flow
FY 2023

59.6..

Turnover
FY 2023
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190

Countries where our
products are sold

80..

Turnoverin #1 or #2
positions**

3.4,

People use Unilever

Personal
Foods products every day

Care

/777777
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Ice Cream

* Based on FY 2023 turnover; Foods previously referred to as Nutrition ; Ice Cream separation on track for compl
**Across 341 country-category cells
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UNILEVER INVESTMENT CASE

Strong portfolio of market-making, unmissably superior Power Brands
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UNILEVER INVESTMENT CASE .

Stepping up performancein 202

\
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77 Performance

Underlying sales growth Underlying volume growth
9M 2024 9M 2024
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UNILEVER INVESTMENT CASE

Backed by bigger innovations and incre

Fewer, biggerinnovations Power Brands focused innovations
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average project size
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UNILEVER INVESTMENT CASE

Becoming a simpler, more focuse

Business Group-led Ice Crea
and 1UL markets separatio

A simpler company A more focused com

1 Unilever
markets

24 Business Group led
markets

Starting from 1 Jan 2025 IC separation on track for end of 2025

Source: Turnover split based on 9M 2024 excluding Ice Cream

4% Transformation

Cost savings, more than offsetting
operational separation dis-synergies
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UNILEVER INVESTMENT CASE

OUR GROWTH.

PURPOSE: BRIGHTEN EVERYDAY LIFE FORALL
GOAL: DELIVER BEST-IN-CLASS PERFORMANCE WITH MARKET-MAKING, UNMISSABLY SUPERIOR BRANDS

STRATEGY

on the areas of the business
with the biggest returns

OUR WINNING CUL

CULTURE
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OUR GROWT

PURPOSE: BRIGHTEN EVERYDAY LIFE FORALL
GOAL: DELIVER BEST-IN-CLASS PERFORMANCE WITH MARKET-MAKING, UNMISSABLY SUPERIOR BRANDS

UNILEVER INVESTMENT CASE
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OUR VALUE

DELIVER ABSOLUTE PROFIT GROWTH IN LINEWITHTOP 1/3 TSR AMBITION

UNILEVER INVESTMENT CASE

II
Mid-single Modest marg ,lj
digit growth* (USG) improvement (UC

UVG of at least 2% Fuelled by gross margi

ALGORITHM

Sustain around 100% Around 2x net debt / EBITDA
cash conversion over time Strong single A credit ratings

Growth & productivity Portfolio reshaping Capital returns

Capacity and margin expansion Bolt-on M&A focused on US, India l
Long-term investment in brands No transformational M&A
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*applies post Ice Cream separation **TSR peers for Remuneration: Beiersdorf, Church & Dwight, Coca-Cola,
Kimberly-Clark, Kraft Heinz, L'Oréal, Mondeléz, Nestlé, PepsiCo, Procter & Gamble, Reckitt Benckiser ***Unde
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UNILEVER INVESTMENT CASE !

Unlocking opportunities with long

Double-down in India
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UNILEVER INVESTMENT CASE

Beauty & Wellbeing

Investment priority forindustry-beating tof.

Financials Verticals

7 7  Developed
% E Prestige % Markets 4
/ € ® b n ] Emerging challenger
A FY'23 Turnover E Wellbeing | #4 market position ; Emerging
' ; leadership positions in Asia % Markets 5

Sep YTD'24 ! P . 42 marka e
700% USF()J SkinCare B e
Market size
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18.7. B < Tl s
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% ¢ /0 HairCare g 124bn
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€144bn

20.0% o

B Hair mSkin ® Wellbeing

Source: Euromonitor; Skin market size includes Prestige; Wellbeing market size based on Vitamins & Dietary Suppleme
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Personal Care

Accelerate growth of our most profitable b

Financials

€1 3.8bn

FY'23 Turnover

Sep YTD'24
5.2% =

20.2.

FY'23 UOM

23.0% o

SN

NN

Source: Euromonitor; footprint based on FY 2023 turnover

Verticals

Developed

#4 market position
Markets

leadership positions in Asia

=

Oral Care

. #1 market position

Emerging
Markets 5

#1 market position

Deodorants B

Market size

N _—

Skin
Cleansing

Indonesia

M Deoorants W Skin Cleansing

B Oral Care
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Home Care
Exposure to superior growth from Emergin

Financials Verticals

7  Developed
: Fabric #2 market position / P
1 2 2 ] Enhancers i 4 Markets 1
€ bn i Home & - #4 market position
: 4 § : 7 .
FY'23 Turnover Hygiene BEEERE #2 market positi Emerging
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Source: Euromonitor; footprint based on FY 2023 turnover
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Foods

Higher growth exposure than food peers; m

Financials

€’I:!;.:!bn

FY'23 Turnover

Sep YTD'24
2.69% =

18.6-

FY'23 UOM

22.3% ion

NN

Source: Euromonitor; footprint based on FY 2023 turnover
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Condiments
Market size

€4bn 32 HEEESESS

Cooking i
Aids& &
Mini Meals
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H Cooking Aids & Mini Meals
B Condiments
M India Beverages
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Ice Cream
Pursue a distinct strategy as a separate, w

Financials Verticals

=€7 9bn

J" FY'23 Turnover Out of Home

Sep YTD'24
3.6% =
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Developed
Markets 6
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==

Emerging
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Market size

10.8- ome BHE B | e
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B In Home B Out of Home

Source: Euromonitor; footprint based on FY 2023 turnover
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