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Doug Balllie
Chief Human Resources Officer
Driving towards a Performance Culture
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Unilever Organisation Journey

2009

9 for 09

Agree country & category strategies
Magnify innovations

Own market development

Improve sales fundamentals

Step change customer service

Win with winning customers

Win with local consumers
through combined power of BB & BI

Drive up CASH and drive down CO!

Simplify product / SKU range

2010

2011
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THE COMPASS

Unileer

)
Pre-2006

Creating a Unilever that is
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| .éﬁbﬁ' Simpler, Better Connected, Faster
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2007 82011
One Unilever

200x 20

Compass
launched and

Turbo

24x10

@)
2012 & Beyond
Turbo One.

=

8x4

Charging

establishing the Compass

strong global
functional

structures

and clearer
Strategic choices




Winning with People

Confidential

%ﬁ THE COMPASS i

REATE A BETTER FUTURE

VISION

Organisation and diverse talent pipeline rea
to match our growth ambitions

Performance culture which respects our val

HOW WE WILL WIN. .
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Leverage our operating framework for

a5 competitive advantage

2 Leverage our operating framework for competifive advantage



Winning with People

Confidential
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VISION

PRIORITIES

HOW WE WILL WIN._.
Deliver superior products, design. branding and marketing

‘ Leverage our operating framework for
e competitive advantage

12 Leverage our operating framework for competifive sdvantage



Turbo Charging the Organisation
Key Building Blocks - 8 x 4 matrix underpin by Global Function

CATEGORY

MARKETS

FOOD SOLUTIONS

FUNCTIONS



A new organisation 1 4 categories
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Personal Care Home Care Refreshment Foods

From 11 to 4 categories i driving strategy and innovation and leveraging scale




A new organisation 1 8 clusters

North America Europe NAMET & RUB North Asia

|
A

~ . Latin America Africa South Asia ' South East
‘ ) Asia &
%  Australasia

i

From 22 tM&cudters i focus around the consumer, faster and more cost effective




Turbo Charging the Organisation Global Functions
Best-in-Class Services & Cost

Global
R&D Global HR

highest ever
innovation rate 3+1s

Performance Culture

Global Tand

_ enterprise support
Global Marketing
: _ A Passion
Supply Chain Sl for Performance

our Brand Enterprise Support
Equities

Integrated supply
chain



Winning with People

Confidential
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VISION

Organisation and diverse talent pipeline rea
to match our growth ambitions

PRIORITIES

HOW WE WILL WIN._.
Deliver superior products, design. branding and marketing

with
n
!
4
ng ir 5
ketpla
&
7 1 valu
througt
mpra:
Organisation and diverse talent pipeline ready to match our growth ambitions
Winning 1 Performanes culturs which respects our valuss
with people

12 Leverage our operating framework for competifive sdvantage



Understanding theTalent and Skillgap

RecruitingTalentfor an e80bn business

Developing our_eaders




Understanding the size of the gap

The Talent & Organisation Readiness Framework
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TheTalent & Organisation Readiness Framewo g

Unilewer

Talent

Organisation Skills

Do we havelt he
Kalent
fskills

forganisation
Kulture

ét o match ur
growth ambition?



Talent and Organisation Action Plans everywhere

T ABy end 2011, we will have
I — action plans in place and
B ] activated for :
— == ARall 22 MCOs
- |k Aglobal functions

o -l | B Aglobal categories
e e, gi_;j..;“ ‘:".::;f;_m s w@
- 4 =l AKey themes of T&O
I

T T — H | booklet compiled for
_I ’ Unilever Executive market
Visits




Building Talent and Leadership for an L80bn

company requires a step change

Talent Demand Talent Supply

A ManagementTrainees

A Mid-CareerRecruits

A LeadershifDevelopment
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Unilever Employer Ranking 2011

" Number 1 FMCG employer in 14 countries

.0‘0 Number 1

L 202900

South Africa, Vietnam, Indonesia, Australia, Bangladesh, Pakistan, India

@CLUOeLowe

Sri Lanka, Argentina, Chile, Brazil, Netherlands, Russia, Turkey

Various sources quoted - 2011 Universum survey, AC Nielsen reports


http://findicons.com/icon/55868/indonesia?id=55868
http://findicons.com/icon/56817/flag_of_bangladesh?id=56817
http://www.shutterstock.com/pic.mhtml?id=60424324&rid=694447
http://findicons.com/icon/56662/flag_of_india?id=56913
http://findicons.com/icon/89897/brazil?id=89936

Gained good momentum with more to be done

Unilever sends
students to Singapore
for global exposure

Colleen Leygeonie from the Food Sciences Department
wins Unilever's IBMC challenge trip to Singapora!

Unilever Future
Leaders Programme

\

15t position as
Best Employer
(fourth

consecutive year).
AperturaRanking
Leading Business Magazine
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Unilever China Employe[rvj—'\jankfﬁlg
" Moved from #38 (2008) to #9 (2011)
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Unilever Leadership Development Programme (ULDP) @ﬁe’*j’;
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Unilenser

AA strong pipeline of leaders to fuel our
growth ambition

AA team of leaders capable of operating in an
iIncreasingly uncertain world

A100% of senior managers have been
through the ULDP programme.

AThey form the ULDP alumni who become
the coach and mentors to the next level
managers going through ULDP










