Disclaimer Undoner

This PDF is a section of the Unilever Annual Report and Accounts 2009 provided to Unilever's
shareholders. It does not contain sufficient information to allow a full understanding of
the results of the Unilever Group and the state of affairs of Unilever N.V., Unilever PLC or
the Unilever Group. For further information the Unilever Annual Report and Accounts 2009
should be consulted.

Certain sections of the Unilever Annual Report and Accounts 2009 have been audited.
These are on pages 79 to 128, 131 to 132 and those parts noted as audited within the
Directors’ Remuneration Report on pages 71 to 73.

The maintenance and integrity of the Unilever website is the responsibility of the Directors;
the work carried out by the auditors does not involve consideration of these matters.
Accordingly, the auditors accept no responsibility for any changes that may have occurred
to the financial statements since they were initially placed on the website.

Legislation in the United Kingdom and the Netherlands governing the preparation and
dissemination of financial statements may differ from legislation in other jurisdictions.

Disclaimer Except where you are a shareholder, this material is provided for information
purposes only and is not, in particular, intended to confer any legal rights on you.

The Annual Report and Accounts does not constitute an invitation to invest in Unilever
shares. Any decisions you make in reliance on this information are solely your responsibility.

The information is given as of the dates specified, is not updated, and any forward-looking
statements are made subject to the reservations specified on the final page of the Report.

Unilever accepts no responsibility for any information on other websites that may be
accessed from this site by hyperlinks.



We work to create a better future every day.

We help people feel good, look good and get more out of life with
brands and services that are good for them and good for others.

We will inspire people to take small, everyday actions that can add
up to a big difference for the world.

We will develop new ways of doing business with the aim of doubling
the size of our company while reducing our environmental impact.
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A diverse team for the widest range of consumers
An important part of developing the Unilever
workforce of the future is diversity. We need

a diverse team — across gender, nationality, race,
creed, culture — to be able to connect with the
widest range of consumers and to take our
performance to a higher level.

We are already making progress. Our Board of
Directors comprises six nationalities and the nine
members of the Unilever Executive team come
from six different countries. This combination
delivers a wealth of experience in emerging
markets which is critical to our future

business success.

In terms of gender, the number of women in
senior positions has increased. For example, the proportion
of women now at vice president level has gone up by around
one third since 2007. For more on diversity, see page 28.

A place to succeed

As important as development programmes and organisational
structures is having a performance culture that rewards people
and teams who deliver. Only by inspiring our people and
motivating them to succeed will we deliver our growth ambition.

People, integrity and values have always been central to
Unilever, and will continue to be so. But within that context

we are determined to become faster, more focused and more
competitive. In 2009 we updated some of our performance
management tools, for example introducing a global performance
and talent management system.

Measuring cultural change is an inexact science, but we put
great effort into engaging with employees to find out whether
they understand the company’s vision and their role within it,
what their views are about Unilever, and what they believe
needs to change for us to achieve our ambitions. In 2009 we
began an employee engagement programme that will ensure
employees are involved in Unilever’s vision and plans for

the future.
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Case study: World Food Programme

Judged by
our actions

Competing for the best graduates is
a tough job in today’s market. Often
they demand to know more about

a company'’s social and environmental
impact on the world. On campus,
companies bombard graduates with
messages about how ethical they are.
But how many really do more than
write a cheque each year?

As part of Unilever's partnership with the World Food Programme
(WFP), 12 student interns are recruited each year to help run WFP’s school
feeding programme in developing countries.

and more @ www.unilever.com/WFP

She’s got the love
Marmite brand manager
Cheryl Calverley scooped
the Marketing Society’s
Young Marketer of the
Year award in the UK for
her success in re-engaging
the ‘love it or hate it" bran
with young consumers.
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