Foods:
Delivering sustained profitable growth

Vindi Banga London
President Foods March 14th 2007

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.
These forward-looking statements are based upon current
expectations and assumptions regarding anticipated
developments and other factors affecting the Group. They are not
historical facts, nor are they guarantees of future performance.
Because these forward-looking statements involve risks and
uncertainties, there are important factors that could cause actual
results to differ materially from those expressed or implied by
these 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 Commission, including the
Annual Report & Accounts on Form 20-F. These forward-looking
statements speak only as of the date of this presentation.




Foods performance

Foods returns to growth

Underlying sales growth %

2003

2005 2006




Broad-based growth

Underlying sales growth (%) in 2006

Total Foods 2.9

Savoury 3.6
Dressings 2.4
Spreads and Cooking 1.3
Beverages 4.1
Ice Cream 3.4

Operating margin

2005 2006 Change

Operating margin 12.6% | 13.6% | 1.0%
Underlying change* (0.7)%
Key drivers:

A&P investment in priority areas
Increased commodity costs, especially edible oils and tea

Savings programmes partially offset cost increase

* before RDI's, 2005 gain on office sale, 2006 US health care, UK pensions gains




Global leadership positions

Top 25 Foods brands account for
85% of turnover

Foods strategy
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rtfolio with Vitalit

Segment
CAGR '02-'06 (Market size '06)

Segment Example

Goodness of olive
oil, soy

Inherent
Goodness

+5% (€100bn)

HEALTHIER
FOODS

Lower salt, sugar, fat

Positive Choice +7% (€130bn) Double churn

Market standard +3% (€990bn) No health claim

Source: Euromonitor, Unilever estimates

Milk




... and deliver five key benefits

Progressively healthier

In 2005 and 2006, reformulation
changes eliminated
30,500 tons of trans-fats
7,100 tons of saturated fats
3,000 tons of sodium and
17,400 tons of sugars from our
ortfolio
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Rama Ideal!

« The first margarine with important
nutrients that support mental
development!

« Low fat (39%) spread

« Rich source of selected brain nutrients
(DHA, ALA, B-vits)

« One design for the world

e Launched in 14 countries in 5 months

The brain needs impartant mersents oo,

New Rama Idea! The margarine that feeds the brain.

Healthy Heart pro.activ

Healthy heart shots that actively
remove cholesterol

Crossing the Atlantic —
US launch May 2007




Slim.Fast returns to growth

» With hunger control technology
* High Protein and Easy Digest formats

* SlimFast US: 2006 growth of +8%
(vs. -22% in 2005)

NOW YOU'VE GOT SOMETHINGTO £

CELEBRATE!

FINALLY, A WEIGHT LOSS SOLUTION FOR YOUI

NEW SLIM*FAST*

EASY TO DIGEST SHAKES

Based on overwhelming demand, Slim Fast

is infroducing a new product, Easy fo Digest =
Lactose FREE and Gluten FREE!
Perfect for breakfast, lunch or any fime of day.

Visit slim-fast.com/easytodigest J'

Making light mayonnaise the flagship

Flagship positioning of Light Mayonnaise

Delicious light mayonnaise with only 5% fat

One shared technology platform (citrus fibre)
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Revitalising Lipton

Lipton relaunch with antioxidants  Hijrameki —theanine for

mental inspiration

=

Linea - Catechins give slimming

benefit

Wishbone Salad Spritzers

11
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AdeS a sustained success in Latin America

UK and Netherlands

AdeZ mix now tested in

J

Great taste

Nutritional balance

Goodness of soy
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