DISCLAIMER

This is a PDF version of the Unilever Annual Report and Accounts 2017 and
Is an exact copy of the printed document provided to Unilever's shareholders.

Certain sections of the Unilever Annual Report and Accounts 2017 have been
audited. These are on pages 86 to 155, and those parts noted as audited within
the Directors” Remuneration Report on pages 47 to 76.

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.

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.

This 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
in the cautionary statement on the inside back cover of this PDF.

Unilever accepts no responsibility for any information on other websites
that may be accessed from this site by hyperlinks.
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UNILEVER ANNUAL REPORT
AND ACCOUNTS 2017

This document is made up of the Strategic Report, the Governance
Report, the Financial Statements and Notes, and Additional
Information for US Listing Purposes.

The Unilever Group consists of Unilever N.V. (NV) and Unilever PLC
(PLC) together with the companies they control. The terms “Unilever”,
the "Group”, “we", “our” and “us” refer to the Unilever Group.

Our Strategic Report, pages 1 to 33, contains information about
us, how we create value and how we run our business. It includes
our strategy, business model, market outlook and key performance
indicators, as well as our approach to sustainability and risk. The
Strategic Report is only part of the Annual Report and Accounts
2017. The Strategic Report has been approved by the Boards and
signed on their behalf by Ritva Sotamaa - Group Secretary.

Our Governance Report, pages 34 to 76 contains detailed
corporate governance information, our Committee reports
and how we remunerate our Directors.

Our Financial Statements and Notes are on pages 77 to 155.

Pages 1 to 157 constitute the Unilever Annual Report and Accounts
2017 for UK and Dutch purposes, which we may also refer to as
‘this Annual Report and Accounts’ throughout this document.

The Directors’ Report of PLC on pages 34 to 46, 77 (Statement

of Directors’ responsibilities), 108 (Dividends on ordinary capitall,
121 to 126 (Treasury Risk Management), 145 (branch disclosure)
and 151 and 155 (Post balance sheet event) has been approved
by the PLC Board and signed on its behalf by Ritva Sotamaa -
Group Secretary.

The Strategic Report, together with the Governance Report,
constitutes the report of the Directors within the meaning of
Section 2:391 of the Dutch Civil Code and has been approved
by the NV Board and signed on its behalf by Ritva Sotamaa -
Group Secretary.

Pages 158 to 179 are included as Additional Information for
US Listing Purposes.

ONLINE

You can find more information about Unilever online at
www.unilever.com

For further information on the Unilever Sustainable Living Plan
(USLP) visit

www.unilever.com/sustainable-living
The Unilever Annual Report and Accounts 2017
(and the Additional Information for US Listing Purposes)

along with other relevant documents can be downloaded at

www.unilever.com/ara2017/downloads
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ABOUT US

AT A GLANCE

UNILEVER IS ONE OF THE WORLD'S LEADING CONSUMER
GOODS COMPANIES, MAKING AND SELLING AROUND 400
BRANDS IN MORE THAN 190 COUNTRIES.

Every day, 2.5 billion people use our products to feel good, look good

and get more out of life. Our range of world-leading, household-name
brands includes Lipton, Knorr, Dove, Axe, Hellmann’'s and Omo. Thirteen
of the world’s top 50 brands are owned by Unilever, up from twelve the
previous year, with our nearest competitor owning just five, according
to Kantar's brand footprint report in May 2017.

In 2017 we had 13 billion euro brands. In addition our portfolio also
includes trusted and iconic local brands designed to meet the specific
needs of consumers in their home market such as Bango

in Indonesia, Pureit in India and Suave in the United States. Our
geographic reach gives us an unparalleled global presence,

including a unique position in emerging markets which generate

58% of our turnover.

During 2017, Unilever operated across four categories. The largest
was Personal Care, followed by Foods, Home Care and Refreshment.
Each one is discussed in more detail on pages 11 and 12. In April 2017,
we announced our intention to combine our Foods and Refreshment
categories (which took effect on 1 January 2018 and the divestment of
our Spreads business, which we expect to complete in mid-2018 after
a €6.825 billion offer from KKR in December 2017. These changes
will accelerate our strategy of long-term, sustainable shareholder
value creation. In this Annual Report and Accounts, we report the
performance of Foods and Refreshment separately because they
were separate categories for the reporting period. They will be
reported together from 2018 onwards.

Our business activities span a complex global value chain. See page 9
for more details. At the heart of our business is a workforce of 161,000
people who are driven by our Purpose and empowered to excel in our
fast-changing markets. Unilever's Code of Business Principles (the
Code), and the 24 policies that support it (Code Policies), set out the
standards required from all our employees. The Code Policies cover
a number of areas, including countering corruption (eg anti-bribery),
respecting people (eg respect, dignity and fair treatment) and
safeguarding information. Together, the Code and Code Policies

help us put our values of Integrity, Respect, Responsibility and
Pioneering into practice. See page 16 for more on our Code and

Code Policies.

Our employees are supported by a management team with representatives
from around 90 countries. In emerging markets, more than 70% of our
country leadership teams are local. It is this combination of global
strength and deep local expertise which lies at the heart of our
success in developing strong, consumer-relevant innovation.

To harness these global and local advantages we have changed the
way we are organised. Central to this strategy is the accelerated
implementation of Connected 4 Growth (C4G), the largest change
programme Unilever has undergone in the last ten years to create

a faster, simpler organisation. Our new C4G organisation is now fully
operational. We expect the benefits of C4G to be realised progressively
during 2018 and 2019. C4G's strategic role is explained in more detail
on page 10.

A further change to make Unilever a simpler and more flexible
business has been a review by the Boards of our dual-headed legal
structure. The review by the Boards is continuing and the outcome
will be announced in due course.

Unilever Annual Report and Accounts 2017

OUR PURPOSE

UNILEVER HAS A CLEAR PURPOSE - TO MAKE SUSTAINABLE
LIVING COMMONPLACE. WE BELIEVE THIS IS THE BEST WAY
TO DELIVER LONG-TERM SUSTAINABLE GROWTH.

As the pace of change accelerates in our markets, we are creating
a stronger, simpler and more agile business. These changes will
help us to deliver our Purpose and our Vision to grow our business,
whilst decoupling our environmental footprint from our growth and
increasing our positive social impact.

However volatile and uncertain the world becomes, Unilever’'s Purpose
and Vision will remain because we believe that managing for the

long term is the best way for us to grow. We are well placed to deliver
long-term value through our strategy, category strategies and the
Unilever Sustainable Living Plan (USLP), launched in 2010. These are
supported by a transformational change agenda which combines our
own actions with a stakeholder approach to external advocacy and
public policy. Our scale and reach mean we are well placed to capture
the economic opportunities presented by the United Nations
Sustainable Development Goals (SDGs). Find out more about how we
are creating value from the SDGs on page 15.

The USLP is a value driver in its own right. Our commitment to the
USLP’s three big goals of improving health and well-being for more
than 1 billion people by 2020, halving our environmental footprint

by 2030, and enhancing livelihoods for millions by 2020 has delivered
growth for the business. In 2016, 18 of our top 40 brands qualified as
Sustainable Living brands, growing 50% faster than the rest of the
business, while delivering more than 60% of Unilever’s growth. Their
success is driven by the growing consumer demand for brands that
have purpose at their core. Our 2017 Sustainable Living brands will be
announced in May 2018 once the analysis is complete. Find out more
about our Sustainable Living brands on pages 11 to 13.

The USLP also delivers lower costs through reduced waste, energy
and packaging. It lowers risks in our supply chain by securing a
sustainable supply of critical raw materials such as palm oil and
tea. And it also increases trust in our business - particularly among
consumers, employees, investors and governments.

We work in partnership with governments and other organisations to
drive transformational change across society with initiatives to help
realise the SDGs. These are themselves opportunities to grow our
business by addressing unmet challenges while alleviating major
social and environmental issues, such as climate change and
deforestation, creating more opportunities for women and enhancing
livelihoods, promoting health and well-being and championing
sustainable agriculture and food security.

Our track record over the past eight years proves our multi-stakeholder
model of long-term, compounding, sustainable growth is working for
shareholders. See page 18 for more details. At the same time, we have
helped more than 601 million people improve their health and hygiene.
We have enabled 1.6 million small-scale retailers and 716,000 smallholder
farmers to access initiatives aiming to increase their incomes or improve
their agricultural practices. And we have sourced 56% of our agricultural
raw materials sustainably.

This Annual Report and Accounts provides further detail on our
performance during the year and how our business model is delivering
accelerated returns for shareholders and a more sustainable way of
doing business for the benefit of all our stakeholders. Find out more
about our performance on pages 6 and 7.
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CHAIRMAN’S STATEMENT

As we look back on 2017, it is quite clear that the consumer goods
sector is going through a vast amount of change and disruption.
Increasingly fragmented media channels and routes to market are
transforming the shopper experience and leaving the way open for
many more new players to enter our markets. Consumers’ own
behaviour is also changing, with a much higher importance being
placed today on products that satisfy a growing desire for naturalness
and authenticity.

It all makes this a very exciting time to be in consumer goods and while
change on this scale brings its own challenges, there are many more
opportunities in my view, especially for companies able to respond with
the kind of speed and agility that today’s environment demands.

For Unilever, the organisational changes of recent years - with a much
greater focus on front-line empowerment - combined with the steady
strengthening and sharpening of our portfolio, mean that the Group

is well placed to take advantage of these changing market dynamics.
There is also no doubt, in my view, that Unilever’s unflinching
commitment to sustainable and equitable growth, as reflected in the
Unilever Sustainable Living Plan, has growing resonance among
consumers the world over.

These factors certainly contributed to another strong year for Unilever,
with solid revenue growth, strong profitability and good cash flow
performances. These results capped what has been an eventful year for

the Group, which included - in February - an unexpected takeover attempt.

The Board had no hesitation in rejecting the offer for all the shares

of Unilever N.V. and PLC, which we believed was without any financial
or strategic merit. Even though the offer was quickly withdrawn, it did
highlight further opportunities to capture the value we see in Unilever
at a faster rate.

To that end, the Board and management undertook a thorough review
on how to accelerate sustainable shareholder value creation, building
on the Group's successful long-term compounding growth model.

A wide-ranging package of measures announced in April was well
received and by the end of the year the Group was able to report
strong progress towards those goals.

At the heart of the review was an acceleration of the Group's existing
strategy, including faster implementation of the successful Connected
for Growth change programme, first introduced in 2016, as well

as the further sharpening and strengthening of the portfolio. No
fewer than twelve acquisitions were announced or completed in 2017.
Significantly, the Group also announced in December the sale of the
Spreads business to KKR.

As part of the review the Group also announced the setting of a long-
term goal towards an underlying operating margin target of 20% by
2020 and the completion of a €5 billion share buy-back programme.
Another important outcome was a commitment to simplify the Group’s
capital structure, and hence provide Unilever with the flexibility for
further - and bigger - portfolio change if deemed necessary in the
future. The review of the dual-headed structure is progressing well,
and while no decisions have yet been taken, the Board considers that
unification with a single share class would be in the best interests of
Unilever and its shareholders as a whole.

Whatever the outcome of the dual-headed structure review, the

Board is determined that Unilever will remain at the forefront of good
corporate governance and to that end we have already announced that
it would be our intention to maintain listings in the Netherlands, the
United Kingdom and the United States, and continue to apply both the
UK and Dutch corporate governance codes.

2 Strategic Report

These are important matters, but the Board also remains firmly focussed
on the Group’s number one priority of continued outperformance over both
the medium and the long-term. The events of this year have re-affirmed
our confidence that Unilever has both the quality of management and the
clarity of strategy needed to deliver on this objective.

During the review earlier in the year, | met with investors in Europe
and North America as part of a consultation exercise involving 50 of
the Group's top shareholders and other investors. The meetings were
valuable in confirming the widespread support among shareholders
for Unilever’s long-term compounding growth model, whilst also
helping to identify opportunities to accelerate value creation.

We also conducted a separate consultation on our proposed new
Remuneration Policy for the Executive Directors. At the 2017 AGMs
you provided your strong support to the implementation of a reward
framework that encourages and enhances the strong performance
culture that Paul Polman has built at Unilever by enabling managers
within Unilever to have an even stronger personal commitment to
Unilever share ownership. The proposed new Remuneration Policy will
be put to shareholders to be voted upon at the 2018 AGMs in May to
enable this. Further information on our proposals can be found in the
Compensation Committee’s report on pages 47 to 76.

EVALUATION

Our Board evaluation in 2017 was externally facilitated and the results

were discussed at the April 2017 Board meeting. The Board continues

to perform effectively with good leadership and competent and
engaged members, and has the appropriate focus on both in-year
performance and strategy for the future. Reflecting on the lessons
learnt by the Board in the previous year the Board agreed, in
particular, in the evaluation discussions to:

e maintain an ongoing focus on strategy and emerging risks during the
year in addition to the deep focus on strategy once
ayear;

e continue to ensure that Board succession planning is closely aligned
to Unilever’s strategy. In this regard the Board welcomed the skills
and capabilities matrix developed by the Nominating and Corporate
Governance Committee as a tool
to help enhance Board succession discussions; and,

e ensure that the Board programme and agendas allow the best
exposure to Unilever’'s business and its senior management.

Further detail on the evaluation process this year, together with the
Board's remit, operations and the topics the Board regularly discusses
and debates can be found in the Governance section on pages 34 to 76.

BOARD COMPOSITION AND SUCCESSION

During the year, we saw the departure of Professor Louise Fresco
who | would like to thank for her outstanding contribution to Unilever.
The Board remains truly diverse in their nationality, experience and
gender, with the proportion of female Non-Executive Directors in 2017
at 45%.

LOOKING AHEAD

Confidence in our outlook was reflected earlier in the year when we
announced a 12% increase in the dividend for the 2017 financial year.
Despite the fact trading conditions are likely to remain challenging in
2018, the Board remains confident in the outlook and in the strategy
for the Group.

Finally, on behalf of the Board, | would like to thank our many
stakeholders as well as the 161,000 hardworking employees
of Unilever for their continued support and commitment.

MARIJN DEKKERS
CHAIRMAN

Unilever Annual Report and Accounts 2017



BOARD OF DIRECTORS

OVERVIEW OF EXECUTIVE & NON-EXECUTIVE DIRECTORS

MARIJN DEKKERS Chairman

Previous experience: Bayer AG (CEQ); Thermo Fisher Scientific Inc. (CEQ).
Current external appointments: Novalis LifeSciences LLC (Founder and Chairman); General Electric Company (NED); Quanterix Corporation (Director); Georgetown University (member Board of Directors).

ANN FUDGE Vice-Chairman/
Senior Independent Director

PAUL POLMAN
CEO

GRAEME PITKETHLY
CFO

NILS SMEDEGAARD
ANDERSEN

Previous experience: General Electric
Company (NED); Marriott International, Inc.
(NEDJ; Young & Rubicam, Inc. (Chairman

and CEO).

Current external appointments: Novartis AG
(NED); Northrop Grumman Corporation (NED);
Catalyst, Inc. [Director); US Programs Advisory
Panel of Gates Foundation (Chairman);
Brookings Institution (Honorary Trustee).

Dutch, Male, 61. Appointed CEO: January 2009.
Appointed Director: October 2008.

Previous experience: Procter

& Gamble Co. (Group President, Europel;
Nestlé SA (CFOJ; Alcon Inc. (Director).

Current external appointments: DowDuPont,
Inc. (NED); World Business Council for
Sustainable Development (Chairman, Executive
Committee); Financing Capitalism for the
Long-Term (FCLT), Global (Board member).

British, Male, 51. Appointed CFO: October
2015. Appointed Director: April 2016.
Previous experience: Unilever UK and Ireland
(EVP and General Manager); Finance Global
Markets (EVP); Group Treasurer; Head of M&A;
FLAG Telecom (VP Corporate Development);
PwC.

Current external appointments: Financial
Stability Board Task Force on Climate Related
Financial Disclosure (Vice Chair).

Previous experience: A.P. Moller - Maersk

A/S (Group CEOJ; Carlsberg A/S and Carlsberg
Breweries A/S [CEQ); European Round Table

of Industrialists (Vice-Chairman).

Current external appointments: BP Plc (NEDJ;
Dansk Supermarked A/S (Chairman); Unifeeder
S/A (Chairman); Faerch Plast (Chairman).

LAURA CHA

VITTORIO COLAO

JUDITH HARTMANN

MARY MA

Previous experience: Securities and Futures
Commission, Hong Kong (Deputy Chairman];
China Securities Regulatory Commission
(Vice Chairman).

Current external appointments: HSBC
Holdings plc (NEDJ; China Telecom Corporation
Limited (NED; Foundation Asset Management
Sweden AB (Senior international advisor);
Executive Council of the Hong Kong Special
Administrative Region (Non-official member);
12th National People’s Congress of China
(Hong Kong Delegate).

Previous experience: RCS MediaGroup SpA
(CEO); McKinsey & Company (Partner);
Finmeccanica Group Services SpA (renamed
to Leonardo SpA) NED); RAS Insurance SpA
(merged with Allianz AG), (NED).

Current external appointments: Vodafone
Group plc [CEQ); Bocconi University
(International Advisory Council); European
Round Table of Industrialists (Vice-Chairman).

Previous experience: General Electric (various
roles); Bertelsmann SE & Co. KGaA (CFO);
RTL Group SA (NEDJ; Penguin Random House
LLC (NED).

Current external appointments: ENGIE Group
CFO and EVP North America and UK/Ireland;
Suez NED).

Previous experience: TPG Capital, LP
(Partner); TPG China Partners (Co-Chairman).
Current external appointments: Lenovo Group
Ltd. (NEDJ; Boyu Capital Consultancy Co. Ltd
[Managing Partner]; MXZ Investment Limited
(Director); Securities and Futures Commission,
Hong Kong (NED).

STRIVE MASIYIWA

YOUNGME MOON

JOHN RISHTON

FEIKE SIJBESMA

Previous experience: Africa Against Ebola
Solidarity Trust (Co-Founder and Chairman);
Grow Africa (Co-Chairman); Nutrition
International (formerly known as Micronutrient
Initiative) (Chairman).

Current external appointments: Econet Group
(Founder and Group Executive Chairman);
Econet Wireless Zimbabwe Ltd (Director);

The Alliance for a Green Revolution in Africa
(AGRA] Not-for-Profit Corporation (Chairman);
Rockefeller Foundation (Trustee).

Previous experience: Harvard Business School
(Chairman and Senior Associate Dean for the
MBA Program); Massachusetts Institute of
Technology (Professor]; Avid Technology (NED).
Current external appointments: Rakuten, Inc.
(NED); Sweetgreen Inc (Board Member);
Harvard Business School (Professor).

Previous experience: Rolls-Royce Holdings
plc (CEO); Koninklijke Ahold NV [merged to
Koninklijke Ahold Delhaize NV) (CEQ, President
and CFOJ; ICA (now ICA Gruppen ABJ(NED).
Current external appointments: Informa plc
(NED); Serco Group plc (NED); Associated
British Ports Holdings Ltd. (NED).

Previous experience: Supervisory Board of
DSM Nederland B.V. (Chairman]; Utrecht
University (Supervisory); Stichting Dutch Cancer
Institute/ Antoni van Leeuwenhoek Hospital
NKI/AVL) (Supervisory).

Current external appointments: Koninklijke
DSM NV (CEO and Chairman of the Managing
Board); De Nederlandsche Bank NV (Member
of the Supervisory Board); Carbon Pricing
Leadership Coalition (High Level Assembly Co-
Chairman), Climate Leader for the World Bank
Group Leader, convened by World Bank Group.

NON-EXECUTIVE DIRECTORS

MARIJN NILS LAURA  VITTORIO ANN JUDITH MARY STRIVE ~ YOUNGME JOHN FEIKE

DEKKERS ANDERSEN CHA COLAO FUDGE HARTMANN MA MASIYIWA  MOON RISHTON  SIJBESMA
Age 60 59 68 56 66 48 65 57 53 60 58
Gender Male Male Female Male Female Female Female Male Female Male Male
Nationality Ag:;:z;ﬂ Danish Chinese Italian American Austrian Chinese Zivr?:aambf American British Dutch
Appointment date April April May July May April May April April May November

2016 2015 2013 2015 2009 2015 2013 2016 2016 2013 2014

Committee membership* CC,NCGC AC NCGC cc lCh;rCman] AC cc [Chg"f:m] CRC  AC(Chairman) ‘E&%f‘ﬁ;ﬁ
Leadership of complex global entities v v v v v v v v
Finance v v v v v v v v v
Consumer / FMCG insights v v v v v v v v v v
Digital insights v v
Sales & marketing 4 v 4 v v v
Science & technology v v v v v
Attendance at planned Board Meetings 6/6 6/6 6/6 6/6 6/6 6/6 6/6 6/6 6/6 6/6 6/6
Attendance at ad hoc Board Meetings 8/8 8/8 6/8 7/8 5/8 6/8 8/8 7/8 7/8 5/8 7/8
Tenure as at 2017 AGMs 1 2 4 2 8 2 4 1 1 4 3

* AC refers to the Audit Committee; CC refers to the Compensation Committee; CRC refers to the Corporate Responsibility Committee; and NCGC refers to the Nominating and Corporate

Governance Committee.
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CHIEF EXECUTIVE OFFICER’S REVIEW

A CHALLENGING BACKDROP TO THE YEAR

2017 was another challenging year for the world economy, and in
particular for the consumer goods industry. Consumer confidence
continued to be hit by a combination of stagnating wages, recessionary
pressures and widespread political and economic uncertainty. While
the economic system is working for some, the benefits are still not
widely felt, and inequality is rising in most countries. That's not good
for the consumer goods industry. Climate change is also becoming an
increasing risk factor for most sectors, making our own mitigating
actions even more important.

At the same time, our industry experienced unprecedented levels of
disruption last year, driven by the accelerating pace of technology. When
combined with significant changes in consumer behaviour, these events
are causing manufacturers and retailers alike to rethink fundamentally
how they reach, serve and - ultimately - delight consumers in markets that
are more dynamic and open to entry than ever before.

THE IMPORTANCE OF CONSISTENT PERFORMANCE

Delivering consistent, market-beating performance in such volatile and
fast-changing markets is increasingly challenging. Not many companies
achieve it. In fact, a McKinsey & Co study found that over a thirty-year
period only 40% of nonfinancial companies then in the S&P 500 survived.
“It's grow or go” they concluded and "60% have gone” ['Why it's a world of
grow or go’. McKinsey & Col. By contrast, those companies that can deliver
consistent performance in a responsible way get rewarded.

Judged against these criteria, it is not difficult to see why Unilever finds
itself one of the best performing companies in our sector, with a total
shareholder return over the last nine years of close to 300%. In that time
the Group has also delivered consistent top and bottom line progress.
This goes to the heart of our responsible long-term compounding growth
model - based on continuously high levels of re-investment - which has
served Unilever well for many years. Indeed, it is worth noting that one
pound invested in Unilever in the FTSE in 1986 would have generated

a return four times higher than the market average.

A GOOD YEAR

2017 saw a continuation of this trend. Underlying sales excluding
spreads, which we have agreed to sell, grew 3.5% (3.1% including
spreads), representing a good performance in largely subdued
markets. Growth was broad-based - across all our categories - and of
good quality, supported by high levels of brand and marketing investment.

There was excellent progress on absolute profitability and on
underlying operating margin - by 110 basis points - helped by strong
delivery against the key savings and efficiency programmes behind
our Connected for Growth (C4G) change programme, which started
in 2016. Two-thirds of the more than €2 billion of savings generated
in 2017 were re-invested behind growing our brands in line with our
long-term model. The increase in underlying operating profit also
contributed to a record free cash flow delivery at €5.4 billion, an
improvement of €0.6 billion.

By any measure, this represents a good, all-round performance, as well
as further evidence of the transformation of Unilever to a sustainable
growth company. In this environment, we continue to believe that

a long-term focus on multiple stakeholders, behind a purpose-driven
sustainable business model, is the best guarantee of future success.

LOOKING AHEAD WITH CONFIDENCE

Although the global economy is showing signs of improvement, we
can expect 2018 to be another challenging year, with further rapid
and wide-ranging disruption to our markets. In addressing these
challenges, we are benefiting, | believe, from having started early
in anticipating - and responding to - many of the trends and
developments we currently see re-shaping our markets.

By anticipating, for example, the desire of consumers for more natural
and authentic products - and for brands that serve a deeper purpose -
the relevance and impact of our Unilever Sustainable Living Plan,
introduced in 2010, has increased steadily. Last year we reported
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that the growth of our sustainable living brands was outstripping
other brands and accounted for 60% of Unilever’s growth.

The leadership role Unilever has played more widely in pioneering
responsible business models was also further acknowledged last

year. Indeed, for the seventh consecutive year Unilever topped the
GlobeScan/SustainAbility ranking of 1,000 sustainability experts around
the world - the longest-running and most extensive survey of its kind. The
study identified integrating sustainability into the heart of the business,
demonstrating executive leadership, strong performance in supply chain
management, and commitment to the Sustainable Development Goals
(SDGs), as among key reasons behind the Group’s leadership, concluding
that “Unilever continues to be seen as the global leader on sustainability”.

We are also benefiting from the company-wide implementation of
Connected for Growth. By streamlining the Group and by empowering
our front-line operators, C4G is providing the combination of resilience
and agility that today’s trading environment demands. We are already
seeing the benefits, with employees reporting a significant improvement
in the speed of decision-making and a greater ‘bias for action’.

A key measure of C4G’s longer term success will be our ability to roll-
out bigger and more impactful innovations even quicker, both globally
and locally. Again, there is evidence of improved performance. The
number of local launches was substantially up in 2017. Our key
emphasis, however, remains on our core, global brands and on
developing strategic, global launches based on larger projects with
more consumer benefits. We already see some great examples of this,
including in 2017 with the launch of Magnum Pints, providing the
ultimate ice-cream and chocolate experience in a tub; the roll-out of
Baby Dove to a further 19 countries; the relaunch of the Hellmann's
brand with strengthened naturalness claims in 28 markets, as well as
the roll-out of Hellmann's organic variants in both Europe and North
America; and the continued roll-out of the incredibly successful
Domestos toilet blocks, now in 33 countries, helping to drive double-
digit growth for the brand. It is a further measure of the strength of our
brands that more of them appear in the annual Kantar Global Ranking
of Most Chosen Consumer Brands than those of our competitors.

In the spirit of the C4G changes, we also announced last year the
bringing together of our Foods and Refreshment categories into a
single division, based in Rotterdam. The work for this was completed
in 2017. We believe the new Foods & Refreshment division can become
an even stronger global powerhouse, benefiting from the scale and
efficiencies that the integration will bring.

We have also moved decisively in recent years to reshape our portfolio in
anticipation of changing consumer trends and to help maximise new and
burgeoning growth opportunities. Over the last three years, we have made
- or announced - 22 acquisitions. Twelve of these came last year alone as
we accelerated our portfolio transformation further, making 2017 one of
the most active acquisition periods in the company’s history.

These new businesses strengthen our portfolio in a variety of ways. Some
give us access to fast-growing segments of markets in which we are
already active but currently under-represented, such as Carver Korea,
which will enable us to leverage the growing demand for Korean skin care
products. Others will enable us to expand in complementary, adjacent
categories, such as colour cosmetics [Hourglass) and air purification (Blue
Air). Some give us greater regional scale in existing categories, as is the case
with the acquisition of the Quala home and personal care business in Latin
America and EAC in Myanmar. And others bring skills and capabilities in new,
rapidly emerging segments, including subscription and direct-to-consumer
models (e.g. Dollar Shave Club and our Prestige beauty businesses).

Having announced earlier in the year the intention to divest our
spreads business, 2017 also ended with the announcement of the sale
of the business to KKR for a little over €6.8 billion.

This combination of an increasingly relevant Unilever Sustainable
Living Plan, a C4G change model that supports the kind of speed,
agility and organisational resilience needed to compete in today's
markets; and a sharper portfolio better weighted to higher growth
categories and geographies, gives us the confidence that we can go
on delivering consistent, market-beating performance.
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We are also particularly well placed, | believe, to capture the
opportunities of the digital revolution - and the unprecedented
explosion in data - which are transforming our markets and our
ways of operating. Again, we started early. Our digital marketing
capabilities, for example, have frequently been recognised as among
the best in the industry and the online sales of our brands increased
by a further 80% last year, making it a €1.7 billion business for us.
However, this area is moving fast. The amount of data in the world is
more than doubling every two years. Our ambition is to build a billion
one-to-one consumer relationships, leveraging our in-house People
Data Centres and the opportunity they give us to connect with
consumers in a meaningful way through real-time analytics. We
need to continue driving this critical agenda, which is why we are
investing heavily in digital, experimenting with a range of new, direct-
to-consumer business models and embarking on an enterprise wide

digital transformation programme.

THE POWER OF OUR PEOPLE

Ultimately, Unilever’s success will come down to its ability to
attract and retain the most talented individuals and to motivate
and inspire them with a mission and a purpose that speaks to the
long-term aims and values of the company.

Here, again, we start from a strong base. A remarkable 90% of

employees’ express pride in working for Unilever, well above the
industry average. And last year the number of countries in which
Unilever was named ‘most desired employer’ rose to 44 of the 52

markets in which we recruit - a more than 25% increase on the year
before and a remarkable testament to the attractiveness of our
employer proposition and our purpose-driven model.

At the heart of our people agenda is a focus on creating a balanced
and inclusive workforce. This focus not only underpins Unilever’'s
longstanding values - especially tolerance and respect - but

also guarantees the diversity of thought and ideas on which our
business depends. We made further strides again in 2017, not
least in the area of gender balance, with the proportion of female
managers rising to 47% of our total management population.

DELIVERING FOR ALL OUR STAKEHOLDERS

In conclusion, let me thank all of the wonderful people of Unilever -
and the many more we partner with around the world - who
worked so hard to make 2017 such a strong and positive year for
the Group. It was a year in which our long-term compounding
growth model was questioned by some, but was ultimately shown
to be a model that unequivocally delivers in the interests of
Unilever and its multiple stakeholders, including shareholders.

PAUL POLMAN
CHIEF EXECUTIVE OFFICER

UNILEVER LEADERSHIP EXECUTIVE (ULE) OVERVIEW
FOR PAUL POLMAN AND GRAEME PITKETHLY SEE PAGE 3
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Nationality Dutch Age 49, Male
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Joined Unilever 1992
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Previous Unilever posts include:

President Home Care; EVP South Asia and
Hindustan Unilever Limited [CEO); Home
and Personal Care, India [Executive Director);
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Laundry and Household Cleaning, Asia
(Regional Brand Director).
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Joined Unilever 2013

Previous posts include: Siemens AG -
Siemens Healthcare (GC); General Electric
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including GE Healthcare Systems (GC);
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AMANDA SOURRY
President, North America & Global
Head of Customer Development

KEITH WEED
Chief Marketing &
Communications Officer
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Appointed to ULE October 2015

Joined Unilever 1985

Previous Unilever posts include:

President Foods; Global Hair (EVP); Unilever UK
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OUR PERFORMANCE

FINANCIAL PERFORMANCE

GROUP

TURNOVER GROWTH

Turnover growth averaged 1.0% over five years 1.9% (1.0%) 10.0%
UNDERLYING SALES GROWTH* N

Underlying sales growth averaged 3.6% over five years 3.1% 3.7% 4.1%
UNDERLYING VOLUME GROWTH"

Underlying volume growth averaged 1.5% over five years 0.8% 0.9% 2.1%
OPERATING MARGIN

Operating margin averaged 15.4% over five years 16.5% 14.8% 14.1%
UNDERLYING OPERATING MARGIN*

Underlying operating margin has steadily increased over five years from 15.1% to 17.5% 17.5% 16.4% 15.6%
FREE CASH FLOW"

Unilever has generated free cash flow of €22.0 billion over five years €5.4 billion €4.8 billion €4.8 billion
CATEGORIES

PERSONAL CARE

Turnover €20.7biion  €20.2billion ~ €20.1 billion
Turnover growth 2.6% 0.5% 13.2%
Underlying sales growth 2.9%" 4L.2% 4.1%
Operating margin 19.8% 18.4% 18.1%
Underlying operating margin 21.1% 20.0% 19.7%
HOME CARE

Turnover €10.6biion  €10.0bittion ~ €10.2 billion
Turnover growth 5.6% (1.5%) 10.9%
Underlying sales growth WA 4.9% 5.9%
Operating margin 10.8% 9.5% 7.3%
Underlying operating margin 12.2% 10.9% 8.4%
FOODS

Turnover €12.5biion  €12.5billion ~ €12.9 billion
Turnover growth (0.1%) (3.1%) 4.5%
Underlying sales growth 1.0%" 2.1% 1.5%
Operating margin 18.2% 17.4% 17.8%
Underlying operating margin 19.7% 19.1% 19.1%
REFRESHMENT

Turnover €9.9bition  €10.0bitlion ~ €10.1 biltion
Turnover growth (0.8%) (1.1%) 10.3%
Underlying sales growth 4.9%" 3.5% 5.4%
Operating margin 13.5% 9.7% 8.3%
Underlying operating margin 12.7% 11.1% 10.2%

* Key Financial Indicators.

" Wherever referenced in this document, 2017 underlying sales growth does not include Q4 price growth in Venezuela. See pages 22 to 23 on non-GAAP measures for more details.
Underlying sales growth, underlying volume growth, underlying operating margin and free cash flow are non-GAAP measures. In order to provide a clear picture of our performance against
the objectives set out in our strategic review we report underlying operating margin, which excludes restructuring costs, in place of the previously reported core operating margin. For further
information about these measures, and the reasons why we believe they are important for an understanding of the performance of the business, please refer to our commentary on non-GAAP
measures on page 22.
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UNILEVER SUSTAINABLE LIVING PLAN

IMPROVING HEALTH & WELL-BEING
BIG GOAL: By 2020 we will help more than a billion people take action to improve their health and well-being. See page 13

HEALTH & HYGIENE

Target: By 2020 we will help more than a billion people to improve their health and hygiene.

This will help reduce the incidence of life-threatening diseases like diarrhoea. 601 million 538 million® 482 million®
NUTRITION

Target: By 2020 we will double the proportion of our portfolio that meets the highest nutritional

standards, based on globally recognised dietary guidelines. This will help hundreds of millions

of people to achieve a healthier diet. 39%° 35% 349

REDUCING ENVIRONMENTAL IMPACT

BIG GOAL: By 2030 our goal is to halve the environmental footprint of the making and use of our products as we grow our business. See pages 13and 14

GREENHOUSE GASES
Target: Halve the greenhouse gas impact of our products across the lifecycle by 2030

(greenhouse gas impact per consumer use). 9%° 8% 7%
Target: By 2020 CO, emissions from energy from our factories will be at or below 2008 levels despite

significantly higher volumes (reduction in CO, from energy per tonne of production since 2008).” + (47%)° (43%)° (39%)e
WATER

Target: Halve the water associated with the consumer use of our products by 2020

[water impact per consumer use). (29%)° (7%) (19%)a
Target: By 2020 water abstraction by our global factory network will be at or below 2008 levels despite

significantly higher volumes (reduction in water abstraction per tonne of production since 2008).™ (39%)° (37%)° (379%)s
WASTE

Target: Halve the waste associated with the disposal of our products by 2020

(waste impact per consumer use). (29%) (28%)® (26%)°
Target: By 2020 total waste sent for disposal will be at or below 2008 levels despite significantly

higher volumes (reduction in total waste per tonne of production since 2008).”™ (98%)° (96%)° (97%)2
SUSTAINABLE SOURCING

Target: By 2020 we will source 100% of our agricultural raw materials sustainably

(% of tonnes purchased). 56% 51% 60%~

ENHANCING LIVELIHOODS

BIG GOAL: By 2020 we will enhance the livelihoods of millions of people as we grow our business. See page 14

FAIRNESS IN THE WORKPLACE
Target: By 2020 we will advance human rights across our operations and extended supply chain, by:

e Sourcing 100% of procurement spend from suppliers meeting the mandatory requirements

of the Responsible Sourcing Policy (% of spend of suppliers meeting the Policy) 55%* - -
¢ Reducing workplace injuries and accidents (Total Recordable Frequency Rate of workplace

accidents per million hours worked)*™ 0.89¢ 1.01¢ 1.122
OPPORTUNITIES FOR WOMEN
Target: By 2020 we will empower 5 million women, by: 1,259,000 920,000 806,000
e Promoting safety for women in communities where we operate 7,000° 7,000 6,000
e Enhancing access to training and skills (number of women) 1,175,000° 836,000 730,000
« Expanding opportunities in our value chain (number of women) 77,000° 77,000 70,000
¢ Building a gender-balance organisation with a focus on management (% of managers

that are women]™ 47%° L6% 45%
INCLUSIVE BUSINESS

Target: By 2020 we will have a positive impact on the lives of 5.5 million people by:

e Enabling small-scale retailers to access initiatives aiming to improve their income
(number of small-scale retailers) 1.6 miltion* 1.5 million 1.8 million

o Enabling smallholder farmers to access initiatives aiming to improve their agricultural practices 716,000%« 650,000 600,000

Baseline 2010 unless otherwise stated
** Key Non-Financial Indicators.
¢ PricewaterhouseCoopers (PwC) assured in 2017. For details and 2017 basis of preparation see www.unilever.com/ara2017/downloads
® PwC assured in 2016. For details and 2016 basis of preparation see www.unilever.com/sustainable-living/our-approach-to-reporting/reports-and-publications-archive
A PwC assured in 2015. For details and 2015 basis of preparation see www.unilever.com/sustainable-living/our-approach-to-reporting/reports-and-publications-archive
6 Greenhouse Gases was assured as a 6% increase in 2015 by PwC. This was restated to 7% in 2016 as we revised our 2010 baseline with updated product data.
Waste was assured as a 29% reduction in 2015 by PwC. This was restated to 26% in 2016 as we revised our 2010 baseline with updated recycling data.
T During the year we have amended how we assess compliance with the Responsible Sourcing Policy, hence prior year numbers are not comparable. See page 14 for further details.
' Around 370,000 women have accessed initiatives under both the Inclusive Business and the Opportunities for Women pillars in 2017.
) In the table above, brackets around numbers indicate a negative trend which, for environmental metrics, represents a reduction in impact
+ Target approved by the Science Based Targets Initiative
See page 13 for more information

>
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A CHANGING WORLD

UNILEVER OPERATES IN THE FAST-MOVING CONSUMER
GOODS (FMCG) INDUSTRY, ONE OF THE LARGEST AND
MOST COMPETITIVE INDUSTRIES IN THE WORLD.

The top 25 global FMCG players generate sales of over €500 billion in
markets characterised by their highly dynamic nature. Rapid change is
now a constant, caused by fragmentation throughout the value chain,
requiring fast, innovative and profitable responses in areas such as
supply chain, customer development, marketing and brand innovation.

In response we have taken a number of strategic actions including
the sale of our Spreads business, the integration of our Foods and
Refreshment categories, the announcement or completion of 12
acquisitions in faster growing segments and channels, and the
acceleration of our Connected 4 Growth (C4G) change programme.
Launched in 2016 to create a faster, simpler organisation, we are
realising C4G's benefits through digitally connected end-to-end
marketing, R&D and supply chain, and a more agile organisation
leveraging our global scale and local expertise.

FASTER PACE OF CHANGE

There is no doubt that the business environment is changing at

a faster pace than ever. These changes bring challenges but also
significant opportunity. We see changes in a number of areas, notably
in consumer preferences, route-to-market channels, media and
brand communication and the competitive landscape.

Consumers are taking radically different paths when purchasing
brands, often combining both offline and online channels where
influencers are a growing force. Younger consumers are prioritising
meaning over materialism, demanding brands with a point of view
and more authenticity, transparency and sustainability. More people
moving into the global workforce, especially in emerging markets,
is resulting in long-term shifts in demand for products with greater
convenience and time-saving attributes, notably in Foods and Home
Care, but without sacrificing quality or sustainability benefits. The
trend of growing middle classes continues, albeit challenged by
incomes rising only slowly in some emerging markets and inequality
increasing globally.

Channels to reach consumers are also fragmenting, with less reliance
on ‘big box’ retailers as e-commerce continues to grow, driven in

part by direct-to-consumer models. The global FMCG e-commerce
channel continues to grow by 30% a year according to the latest
industry reports. Specialist channels, such as drug stores, continue

to grow in significance as do discount and convenience stores.

The proliferation of diverse digital and social media channels has led
to significant media fragmentation. Digital advertising is playing an
increasingly important role in brand advertising - now around 40% of
the total advertising market. However, tackling viewability standards
and fraud in digital advertising through verification of views - and
demonstrating the value of digital advertising spend - are ongoing
challenges for the industry.

Responses to change are predicated on the need for efficiency and
margin improvement as competition intensifies. Some global players
are adopting models prioritising cost-cutting over long-term investment.

Local players present a growing challenge. They react swiftly with
innovations meeting local trends, one reason why responses, such

as Unilever’'s C4G programme, are critical in marrying the benefits of
global scale, in areas such as marketing and R&D, with entrepreneurial
country teams empowered to lead launches that meet local trends.
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A MIXED ECONOMIC OUTLOOK

This pace of change comes as market conditions across many of
our markets remain challenging. There are, however, grounds for
optimism as local currencies are stabilising and real wages are
making a recovery. We are starting to see signs of improvement

in some of the large emerging markets such as India and China

but others, notably Brazil, are suffering economic problems with
consumers spending less. This requires further rapid, local responses
from brands.

In Europe, the industry is seeing high promotion levels keeping prices
down. Volumes are slowly picking up in certain markets. Consumers,
while remaining cost conscious, are also seeking occasions to buy
more premium and prestige products in return for economising on
some of their routine household shopping. In North America, although
GDP performance is positive, this has not translated into significant
growth in our markets.

LONGER-TERM MACRO FORCES

Our markets are also shaped by systemic macro forces which impact
at a different pace. We periodically review these trends to ensure our
strategy and plans are fit for the future. Based on our latest macro
forces analysis, we believe there are four distinct but overlapping
trends that will shape the world over the next ten years: the multipolar
world, the environment under stress, digital and technology revolution
and people living differently (see pages 10 to 18 for our response).

Slow global growth is accentuating the financial and political
polarisation within countries. Nationalist and protectionist tendencies
are rising, threatening the progress of globalisation and free trade
in recent decades.

Strains on the natural environment are intensifying with the impacts

of climate change and water scarcity increasingly visible. Momentum is
gathering globally to tackle climate change following the Paris Agreement,
which came into force in 2016, aiming to limit temperature rise this century
to below 2 degrees Celsius above pre-industrial levels. Concerns about the
planet and society are matched by concerns about our own health. Obesity
kills more people than hunger, while many populations struggle to find
sufficient nourishment in their diets, presenting opportunities to meet
these growing consumer needs.

Companies continue with the rapid development of new technologies.
These include artificial intelligence, robotics, voice technology and
virtual reality to engage with consumers in new ways. Data, and the
Internet of Things, are disrupting traditional business models using
technologies such as blockchain and increasingly sophisticated smart
devices. Digitisation also comes with risk, at an individual, government
and company level, over data privacy and security as well as brand safety.

Consumers are now living in communities that are becoming more
diverse with fragmented identities. Younger generations, especially
Millennials and Generation Z, are having a powerful influence on
cultural norms such as diversity and gender. Older generations will
exert a strong economic influence with the number of people aged
80 and over expected to triple by 2050. Migration is having a profound
effect on national identity. Today, one in 30 people are international
migrants living abroad, a 40% rise since 2000. People are encouraged
to move, in part, by the rise of global megacities of ten million-plus
inhabitants. These will rise from 31 to 41 by 2030. Such urbanisation
is expected to create an additional 500 million one-person households
between 2016 and 2030.
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OUR VALUE CREATION MODEL

UNILEVER HAS A PROVEN BUSINESS MODEL THAT
SUPPORTS LONG-TERM, COMPOUNDING GROWTH
AND SUSTAINABLE VALUE CREATION.

Our business activities span a complex, global value chain. Starting
with consumer insights, we track changing consumer sentiment
through our 25 People Data Centres around the world. Through
close collaboration between marketing and R&D, we use our insights
to inform product development, leveraging our €900 million annual
R&D spend.

We work with thousands of suppliers and spend around €34 billion on
goods and services, including approximately €13 billion on ingredients
and raw materials for our products. Our global manufacturing
operations across more than 300 factories in 69 countries turn these
materials into products.

Our products are then distributed via a network of more than 400
globally coordinated warehouses to 25 million retail stores, from large
supermarkets, hypermarkets, wholesalers and cash and carry, to
small convenience stores, as well as other fast-growing channels
such as e-commerce, out-of-home and direct-to-consumer. We

work in close partnership with customers to ensure our brands are
always available and properly displayed.

We are the second largest advertiser in the world, based on media
spend. Alongside more conventional advertising, we create an
increasing amount of tailored content ourselves to market our brands,
using digital channels that are better targeted, more personalised and
provide more accurate consumer insights. And in doing so, our value
chain cycle repeats itself.

Underlying our value chain is a set of defining strengths which set
us apart from our competitors: our portfolio of global brands and
local jewels; a presence in more than 190 countries with 58% of our
turnover in emerging markets; deep distribution capability through

WHAT WE DEPEND ON

PURPOSEFUL PEOPLE
161,000 talented people
who contribute their skills
and purpose to our business
Page 16 @

HOW WE CREATE VALUE

OUR PURPOSE
To Make Sustainable Living Commonplace

OUR VISION

ever more complex channels and a talent pool of local management -
70% of our leaders are local.

Our strategy (see page 10) and our category strategies (see pages 11
and 12] harness these strengths to deliver competitive top and bottom
line growth, and capital efficiency which in turn drives underlying
earnings per share, free cash flow and return on invested capital -
and ultimately attractive returns for shareholders. To respond further
to the increasing pace of change and the need to go further and
faster in value creation, we are accelerating our C4G programme

of organisational change to create a faster, simpler organisation.

For more on C4G see page 10.

Combined with C4G, in April 2017, we set out financial targets to
further accelerate shareholder value. These include underlying sales
growth ahead of our markets, which in current market conditions

we expect to translate into underlying sales growth of 3-5% each year
up to 2020, projected savings of €6 billion by 2019 and an expansion
of underlying operating margin from 16.4% to 20% by 2020. Return

on Invested Capital is expected to be sustained in the high teens and
dividends will continue to rise, reflecting increased confidence in the
outlook for profit growth and cash generation.

Sustainable value creation also means investing for the long term,
which is why the Unilever Sustainable Living Plan (USLP) is at

the heart of our business model and Vision to grow our business,
whilst decoupling our environmental footprint from our growth and
increasing our positive social impact, in turn contributing to the
United Nations Sustainable Development Goals (see page 15).

Our strategy and business model continue to deliver growth that is
consistent, competitive, profitable and responsible. Between 2009 and
2017 it has delivered underlying sales growth of 4.3% a year while
operating margin expanded by 390 basis points to 16.5%. In 2017 free
cash flow increased to over €5 billion while return on invested capital
was 19.2%. Longer term, Unilever has grown dividends by an average
of 8% per year over the last 37 years, with no reductions.

VALUE WE CREATE

CONSUMER BENEFITS
We sell products that help
people to feel good, look
good and get more out

of life Pages 11and 12@

To grow our business, whilst decoupling our environmental

NATURAL RESOURCES
Renewable and non-renewable
materials and ingredients for
our products Pages 13and 14 @

footprint from our growth and increasing our positive social
impact, delivered through the Unilever Sustainable Living Plan:

Improving health & well-being

TOP & BOTTOM LINE GROWTH
We deliver consistent,
competitive, profitable and
responsible growth Page 18 @

Reducing environmental impact

FINANCIAL RESOURCES
Cash, equity and debt to invest
for the long term Pages 115t0 120 @

INTANGIBLE ASSETS
R&D capabilities and intellectual
property such as patents, trademarks |

and know-how Pages 108 to 110 @ Winning with

brands and
innovation

Winning
in the

TANGIBLE ASSETS marketplace

Physical assets such as |
manufacturing, logistics and office |
facilities as well as our vehicle
fleet and stock Pages 111and 112 @ |

Page 10 @ Page 10 @

STAKEHOLDERS & PARTNERS

Relationships with governments |
and other organisations
to drive change

Page 17 @
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Enhancing livelihoods

OUR STRATEGY
To deliver long-term compounding growth
and sustainable value creation by:

Personal Care: Grow the core, evolve the portfolio Page 11 @

Home Care: Margin to industry levels,

emerging market-led growth Page 11 @

Foods and Refreshment: Leaner business model,
growth in emerging markets Page 12 @

IMPROVED HEALTH

& WELL-BEING

We are helping hundreds of

millions of people take action
| to improve their health &

well-being Page 13 @

Winning
through
continuous
improvement

Page 10 @

Winning
with
people

REDUCED ENVIRONMENTAL
IMPACT

We are working to halve

the environmental footprint
of the making and use of our
products as we grow our
business Pages 13 and 14 @

Page 10 @

Supported by category strategies:

ENHANCED LIVELIHOODS
We are enhancing the
livelihoods of millions of
people as we grow our
business Page 14 @
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OUR STRATEGY

GROWING THE CORE, EVOLVING THE PORTFOLIO AND
DEVELOPING CHANNELS ARE AT THE HEART OF OUR
STRATEGY TO DELIVER LONG-TERM, COMPOUNDING

GROWTH AND SUSTAINABLE VALUE CREATION.

WINNING WITH BRANDS AND INNOVATION

Consumer preferences are changing and they are taking radically
different paths when purchasing brands. We must therefore innovate
faster to respond to these changes. While the level of innovation
will vary by category, depending on market requirements and

brand strategies we use 70:20:10 as a general percentage guideline.
The "70" innovation projects are global roll-outs, such as Baby

Dove which was launched in 19 markets in 2017. Local innovations
marketed through global brands make up the 20" part of our
portfolio, such as the launch of Comfort Sakura in Japan. The

10" are hyper-local launches such as the Sunsilk Yuya range

in Mexico which respond directly to local requirements.

To enable this, C4G has created more than 200 Country Category
Business Teams (CCBTs] which are multifunctional entrepreneurial
units which break down silos by combining marketing, R&D, customer
development and supply chain expertise. They have ownership of their
own profit and loss account and are empowered to take decisions for
their local requirements. Through CCBTs, we are aiming for more
relevant innovations, which are rolled out faster. We are already seeing
an improvement in time to market across our portfolio. At the same
time, we are seeing more rapid local innovations to meet local trends.
CCBTSs are supported by 45 Brand Communities, which ensure global
collaboration and best practice sharing.

Consumers increasingly seek brands that are authentic and which
they can trust. Our Sustainable Living brands are a key differentiator
in this regard. In 2016, 18 of our top 40 brands were Sustainable
Living brands which combine a powerful purpose with products
contributing to the Unilever Sustainable Living Plan. See page 13

for more.

Related principal risks (see pages 28 to 30): Brand preference,
Economic and political instability, Portfolio management,
Safe and high-quality products, Sustainability, Climate Change

WINNING IN THE MARKETPLACE

We reach 2.5 billion consumers every day through 25 million retail
stores. We are constantly evolving our portfolio through our C4G
approach to reach consumers in all income brackets. This stretches
from our prestige range in Personal Care, built from carefully
selected acquisitions such as Carver Korea and Hourglass, down to
Domex, a new toilet detergent innovation in powder format launched
in just seven months for the lowest income groups in India. But we
also reach wide into new geographies, with brands expanding to meet
future pockets of growth such as Pure Leaf tea in North America and
Sunlight dishwash in Central & Eastern Europe.

Data is key to informing innovation, gathered from publicly available
information, but also from our 25 People Data Centres around the
world. These identify trends and insights from social listening and
engaging with consumers with ideas for new launches and formats.
Alongside innovation, customer development is a key driver of growth.
Our Category Channel Development Leaders sit on our CCBTs and
work closely with our marketing professionals so products are available
when and where consumers want them, in the format they prefer,
utilising Net Revenue Management, supported by compelling and
relevant communications.

E-commerce remains a key and growing channel. Our online
business is now close to delivering 4% of Unilever turnover. We have
more than 800 people dedicated to building our business through
numerous online channels such as Amazon, Taobao in China, online
grocery websites, as well as direct-to-consumer models deployed
by Dollar Shave Club, T2 and a number of our prestige brands.

Related principal risks (see pages 28 to 30): Customer relationships,
Economic and political instability, Portfolio management,
Sustainability, Climate change
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Our strategy helps us deliver top and bottom line growth in

a fast-changing world. It is underpinned by Connected 4 Growth
(C4G), a significant organisational change programme which aims
to create a faster, simpler organisation while creating a culture

of empowerment, collaboration and experimentation. We expect the
benefits of C4G to be realised progressively during 2018 and 2019.

WINNING THROUGH CONTINUOUS IMPROVEMENT

C4G plays a significant role in driving competitive growth, but

itis also responsible for margin expansion to deliver profitable
growth. Through sharper financial discipline governing overhead
spending, and our zero-based budgeting approach, we are reducing
costs as well as uncovering new and innovative ways of working.

In the supply chain, we have rolled out the 5S: smart programme
across all categories. 5S drives cost savings, but it is more than

a conventional cost saving exercise. It examines the business for
improvements more broadly across the entire value chain, driving
savings through smart buying, smart sourcing and smart product
portfolio, all of which leverage our Partner to Win programme. 5S
also drives revenue and margin through smart mix and smart pricing
which we deliver through our Net Revenue Management programme.
In Home Care alone, the 5S programme has delivered material
savings of €450 million in 2017.

Customer development is using virtual reality tools to test ahead
of new launches, savings costs and cutting project times compared
to traditional methods using physical store mock-ups.

In marketing, we are creating more of our own content in house while
making existing assets go further. Our 17 U-Studios in 12 countries
are creating content for brand teams faster and around 30% cheaper
than external agencies. In addition, we are using our global and
agency networks in order to access efficient production solutions and
locations. We continue to apply zero-based budgeting to improve
efficiencies in areas such as brand and marketing investment.

Related principal risks (see pages 28 to 29): Supply chain,
Sustainability, Climate Change

WINNING WITH PEOPLE

At the heart of C4G is a founder’s mindset that will power long-term
value creation. It involves more collaboration, more experimentation
through test and learn, embracing failure to gain insight and an
obsession with customers and consumers. An owner’s mindset
empowers our people to take responsibility for delivering business
results. Through our CCBTs and Brand Communities, they take
innovations from global teams and land them in markets. But they
are also empowered, and provided with the resources, to develop
local innovations with speed.

C4G gives our people licence to take responsibility for resources,
driving efficiency improvements through zero-based budgeting

and reinvesting the proceeds in higher growth areas. With a more
entrepreneurial culture we are also changing the way our people

are rewarded, with more long-term share-based incentive schemes
that reward both business performance and progress on our Unilever
Sustainable Living Plan (USLP) targets (see page 7).

To ensure we develop the right capabilities and skills needed for
these different ways of working and new entrepreneurial leadership
qualities, we are investing in continuous, ‘always-on’ learning
programmes that are available when people need them in the

most relevant format.

Attracting and retaining the best talent is vital to value creation
and our Purpose of Making Sustainable Living Commonplace is a
clear differentiator, with 72% of employees believing sustainability
drives growth in the business. In 2017, Unilever was the number
one FMCG graduate recruiter in 44 countries.

Related principal risks (see pages 28 to 30): Talent, Business
transformation, Sustainability
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DELIVERING LONG-TERM VALUE FOR OUR STAKEHOLDERS

OUR CONSUMERS

Meeting the needs of consumers is at the heart of our value creation
model and strategy. We reach them through our four categories.

PERSONAL CARE

OUR PERSONAL CARE CATEGORY GENERATED TURNOVER
OF €20.7 BILLION, ACCOUNTING FOR 39% OF UNILEVER'S
TURNOVER AND 46% OF OPERATING PROFIT.

The category is our largest and includes five brands with turnover

of €1 billion or above, Axe, Dove, Lux, Rexona and Sunsilk and other
household names such as TRESemmé, Signal, Lifebuoy and Vaseline.
Personal Care has leading global positions in hair, skin cleansing
and deodorants, and strong local positions in skin care and oral care.
Its prestige range leads in premiumising our brand portfolio with
turnover of €425 million from brands such as Dermalogica.

Personal Care’'s strategy is to deliver competitive growth in its core,
while evolving the overall portfolio in response to market trends.

It has four markets generating turnover of more than €1 billion:

US, India, Brazil and Indonesia, highlighting its emerging market
strengths which generated €12.5 billion of turnover. Underlying sales
growth in the category during 2017 was 2.9%, a slowdown from 2016,
while operating margin rose 140 basis points to 19.8%.

Growing the core and evolving areas such as naturals, prestige and
baby was a key focus of innovation and investment in 2017. The Simple
sensitive skin care range was rolled out to new markets, while several
brands such as Dove and Sunsilk launched natural extensions. In
India, Lever Ayush, a brand formulated using ayurvedic ingredients
was launched and offers a range of skin, hair and oral care products.
Hijab Fresh, a hand and body lotion specifically developed for Muslim
consumers, was launched in Indonesia. Other launches included KJU
Perfumed by Lux in China, capitalising on the appeal of Korean beauty,
and Signal's White Now Correction range in Europe. North America
launched two brands: the millennial-focused hair care and skin
cleansing brand, Love Beauty & Planet and ApotheCARE Essentials,

a range of apothecary-inspired haircare products.

The business faced pressure in two of its largest markets, Brazil and

Indonesia, due to difficult economic conditions which affected volumes.

North America saw growth increase in hair care and skin cleansing
while in Europe, consumers remain cost conscious and the retail
environment challenging.

Several acquisitions were completed in line with the category’s
strategy. Carver Korea was bought to strengthen our footprint in skin
care in China, Japan and South Korea. Hourglass, a luxury colour
cosmetics brand, Schmidt's Naturals deodorant brand and Sundial
Brands, a US hair care and skin care company serving multicultural
and millennial consumers were acquired in 2017. An agreement was
also announced in 2017 to acquire the home care and personal care
business of Quala S.A., adding hair and male grooming brands in north
Latin America.

The category has several Sustainable Living brands such as Axe,
Dove, Rexona, Lifebuoy and Smile (Signal and Pepsodent] which are
central to the ambitions of the USLP. Dove, Lifebuoy and Signal have
programmes to achieve Unilever’s goal of improving health and well-
being for more than one billion people by 2020. Dove launched the
Real Beauty Pledge in 2017 which promises that Dove will: always
feature real women, never models, in campaigns; will portray women
as they are in real life and will help girls build body confidence

and self-esteem to realise their potential. Axe's positioning, which
embraces the individuality of real, modern men, supported Unilever's
work on Unstereotype.

The media landscape continues to fragment, requiring efficiencies in
producing marketing content and more efficient use of existing assets.
This approach helped Personal Care meet savings targets from
zero-based budgeting, expanding margins. Low volume growth and
short-term volatility are risks but Personal Care is well-positioned to
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respond to local competition, and remains a highly attractive growth
and margin opportunity in an ever more connected world where its
emerging market footprint is a major asset.

HOME CARE

OUR HOME CARE CATEGORY GENERATED TURNOVER OF
€10.6 BILLION, ACCOUNTING FOR 20% OF UNILEVER'S
TURNOVER AND 13% OF OPERATING PROFIT.

Home Care includes two global brands with turnover of €1 billion or
more, namely Dirt is Good (Omo and Persil) and Surf. Other leading
brands include Comfort, Domestos, Sunlight, Cif, Pureit, the water
purification brand and Blueair, the air purification business.

Home Care’s strategic role is to grow profitability and it made good
progress during 2017, generating underlying sales growth of 4.4%
and increasing operating margin by 130 basis points to 10.8%.

Its emerging markets footprint, accounting for 80% of turnover, and
its leading brands delivered leadership positions in seven of its top
ten markets. This resilience came against a slowdown in several key
markets, combined with commodity inflation and currency fluctuations.
However, premiumisation, portfolio evolution and expansion in new
geographies all contributed to strong growth in South Asia, Africa
and the region of North Africa, Middle East, Turkey, Russia, Ukraine
and Belarus.

In more challenging European, South East Asian and some Latin
American markets, investment in core brands resulted in growth for
Radiant in Brazil, Comfort in China and Sunlight in Indonesia. This was
complemented by successful launches of Surf laundry detergents and
Sunlight Dishwashing tablets in Central & Eastern Europe, combined
with the continued success of Domestos toilet blocks in Europe and
liquid laundry detergents in South East Asia. Future growth markets
have been strengthened by the announcement to purchase the home
care and personal care business of Quala S.A. in 2017 which will add
brands in north Latin America, and Unilever’s joint venture to form
EAC Unilever Myanmar Company Limited.

Consistent with Unilever’s Connected 4 Growth programme, Home Care
met changing consumer trends with local innovations launched at
speed. The Italian Cif team identified the potential for nozzles to deliver
either a spray or a foam and launched within seven months. Comfort
Sakura, a millennial-inspired cherry blossom fragrance in Japan and
China, was launched in five months.

Global innovations also accelerated. Capitalising on the increased
penetration of dishwash machines, Sun dishwasher tablets with improved
performance, were launched within 12 months. The category continued
its innovation in laundry by launching Persil Powergems, a revolutionary
format with a new concentrated formula which both lowers our
greenhouse gas footprint and delivers high performance.

Home Care’s innovations responded quickly to consumers’ desires for
hygiene, natural ingredients and products that care for sensitive skin.
Seventh Generation, a US acquisition in 2016 and a pioneer of plant-based
products, grew by double digits. Sensitive, a growing segment addressing
skin sensitivity, saw the launch of Dirt is Good Sensitive (Persil, Omo) in 24
countries while Neutral, another 2016 acquisition, is now in 11 countries.

The category continued to help consumers improve their health and
livelihoods notably through its Sustainable Living brands such as Cif,
Dirt is Good, Domestos, Radiant and Surf. Domestos, with double digit
growth in 2017, helped more than ten million people gain improved
access to a toilet while the Domex brand in India launched a low-cost
toilet cleaner for low income groups. SmartFoam, a new rinse-efficient,
water-saving technology already available in South Africa under the
Sunlight brand, was incorporated into the Rin (Radiant) detergent bar
in India while Rin also grew its Career Ready Academy, a programme
to help young people and women shine in their chosen career through
language, presentation and entrepreneurial training.

Home Care’s priority in the year ahead is to remain agile and continue to
reinvest savings from its 5S programme (see page 10), ensuring continued
resilience to persistent competitive pressures and economic headwinds.
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DELIVERING LONG-TERM VALUE FOR OUR STAKEHOLDERS conTINUED

FOODS AND REFRESHMENT

Foods and Refreshment combined into a single category on 1 January
2018. In this Annual Report and Accounts the categories will be
reported separately because they were separate categories for the
reporting period. They will be reported together from 2018 onwards.
The new category is well-positioned to continue top and bottom line
growth, improve operating margins and leverage its portfolio.

FOODS

OUR FOODS CATEGORY GENERATED TURNOVER OF

€12.5 BILLION, ACCOUNTING FOR 23% OF UNILEVER'S
TURNOVER AND 26% OF OPERATING PROFIT.

Our two global Foods brands with turnover of €1 billion or above - Knorr
and Hellmann's - account for almost two thirds of the category turnover
(excluding Spreads). The rest of the turnover is generated by smaller
brands including local jewels such as Bango in Indonesia, Maizena in Latin
America, Kissan in India, and Robertsons in South Africa. In December
2017, we signed an agreement to dispose of our global Spreads
business. Completion is expected mid-2018. More details on page 18.

Foods enjoyed a good year with continued consistent and profitable
growth with underlying sales up 1.0% and operating margin increasing
80 basis points to 18.2%. Strong growth was delivered in emerging
markets, which account for 46% of turnover with a compound annual
growth rate of about 7% based on the last three years. The broad-based
growth was particularly driven by Indonesia, Philippines, China, Mexico,
Argentina, Nigeria, South Africa, India, Pakistan and Turkey. The
performance was driven by core businesses such as cooking products, meal
makers, and mayonnaise while benefiting from innovation and renovations
and a focus on accessibility through our channels. Brazil had a challenging
year because of recession, although there were signs of improving trends
in the second half led by Hellmann’s portfolio relaunch and Knorr's
‘Know Me Better’ campaign launch promoting its all-natural seasonings.

In developed markets conditions were more challenging, however
progress was made on portfolio modernisation, where consumer
demand continues to focus on greater naturalness and authenticity.
Unilever has responded with new Knorr Sides launches in the US and
natural, organic, vegetarian and ‘free from" Knorr offerings in Europe.
Hellmann’'s launched its purpose-led ‘On the Side of Food' campaign
along with a new visual identity. This global brand activity was supported
by local jewels such as Unox, Conimex and Pot Noodle entering on-
trend segments including plant based, snacking and chilled.

Digital activation continues to be a strategic focus for Foods, with
innovations and advertising campaigns based on a digital and mobile-
first approach. Both Hellmann's 'On the Side of Food" and Knorr's
‘Know Me Better’ campaigns were designed to engage consumers

in conversations on sustainable nutrition. Unilever Food Solutions,
which directly supplies restaurant operators and distributors, had
another year of impressive growth. It generated turnover of €2.7 billion
and is well placed to capitalise on rising out-of-home food consumption.
It delivered broad based growth, including double digit underlying sales
growth in China, its biggest market.

Our Sustainable Nutrition strategy, launched in 2016, is central to our
strategic ambition to be recognised as a progressive foods company. It
was spearheaded by Hellmann's and Knorr, which are both Sustainable
Living brands. Knorr continued to deliver sustainable sourcing and
fortification programmes and maintained its commitment to raising
animal welfare standards, while Hellmann's made significant progress
in shifting to sustainably sourced oils and cage-free eggs, with the latter
delivered into the US three years ahead of the original commitment.
Hellmann’s ketchup introduced a variant sweetened with honey and
another made with red and green tomatoes, reducing food waste.
Additionally, 39% of our Foods and Refreshment portfolio, based on
sales volume, is compliant with Unilever’s highest nutritional standards,
that are aligned with World Health Organization criteria. Our recently
acquired businesses - Sir Kensington's in the US and Mae Terra in
Brazil - are well aligned to our Sustainable Nutrition strategy.
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Unilever's Connected 4 Growth initiative means Foods is better placed
to take advantage of local insights at increased speed. A third of
Foods’ regional and local innovations reached the market in less

than seven months. At the same time, the category’s strong global
presence also provides critical scale, for example Hellmann's
relaunch was undertaken in more than 25 markets.

REFRESHMENT

OUR REFRESHMENT CATEGORY GENERATED TURNOVER
OF €9.9 BILLION, ACCOUNTING FOR 18% OF UNILEVER'S
TURNOVER AND 15% OF OPERATING PROFIT.

Refreshment includes three brands with turnover of €1 billion

or above, Heartbrand (eg Wall's), Magnum and Lipton, alongside
household names including Brooke Bond and Ben & Jerry's. Its
premium positioned brands includes T2, Pure Leaf and Taj Mahal in
tea, and Grom and Talenti in ice cream. Refreshment’s strategic role
is to deliver growth and cash while generating margin improvement.
Performance was strong, with the highest growth in half a decade,
driven by an acceleration of growth in tea and ice cream.

The category’s underlying sales growth increased 4.9% reflecting
strengthened emerging market performance resulting from continued
focus on core brands, portfolio evolution and addressing key consumer
trends. These include premiumisation, health and wellness, and
out-of-home consumption. Profitability grew with operating margins
increasing 380 basis points to 13.5%. Margins were boosted by
zero-based budgeting, C4G and future finance savings. Ice cream
benefited from improved channel mix and its cash contribution has
more than doubled over four years. Nearly all our markets had growth
with China, India and Turkey delivering double-digit performances,
while Europe enjoyed a fourth year of growth in ice cream. North
America remained challenging in a competitive context, but strengthened
as the year progressed.

In Ice Cream, performance was fuelled by premium and on-trend
innovation. Magnum delivered double-digit growth, driven by Magnum
Doubles and the launch into premium pints, sitting alongside our
premium brands such as Talenti and Grom Gelato. Ben & Jerry's
expanded ‘on-the-go” with the launch of the Pint Slices format in the
US, while the ‘Wich range continued growth in Europe. In the ‘free-
from’ segment, Unilever continued its growth of the Ben & Jerry's
non-dairy range and expanded Swedish Glace into new markets.

Premiumisation of tea saw the acquisition of Pukka Herbs, the fastest
growing organic tea brand, and Tazo in North America, responding

to demand for speciality teas. These join Refreshment’'s premium Tea
portfolio of Sir Thomas Lipton, T2, which continues its roll out, and the
Pure Leaf brand. Innovation in health and wellness included the launch
of a range of Lipton benefit-led teas, entering new premium segments.

Refreshment continued to build a stronger and more agile business.
More than half of Refreshment innovation projects were regionally led.
Breyers Delights, our response to the low calorie, high protein trend
in North America reached the market in under six months. Turnover
momentum came through developing channels. On-the-go continues
strongly in markets with .com delivery service and platforms providing
new access to consumers. Premium tea brands gave access to
premium restaurants, hotels and department stores as well as
partnerships with retailers.

The category has several Sustainable Living brands including Ben &
Jerry’s, Breyers, Brooke Bond and Lipton. Markets featuring Brooke
Bond's purpose-led advertising, centred on finding common ground
over tea, grew almost three times faster than others. Our 'l am Wall's’
programme continued to employ micro entrepreneurs across 25
countries while our purchase of climate-friendly ice cream freezer
cabinets continued, increasing to around 2.6 million. Responsible
nutrition was another strategic driver for Refreshment with 90% of our
packaged ice cream by volume containing 250 calories or fewer per
portion (calculated based on 87% of global ice cream sales volume).
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SOCIETY AND ENVIRONMENT

THE UNILEVER SUSTAINABLE LIVING PLAN IS OUR
BLUEPRINT FOR SUSTAINABLE AND INCLUSIVE GROWTH.
We want our growth to reward shareholders but we want society to
benefit too. Our 161,000 employees received €5.4 billion in pay in 2017,
and our retailers and distributors who sell our products in more than 190
countries generated income and employment. Our suppliers also
benefited from the €34 billion we spent on goods and services in 2017.
The taxes we pay are another important contribution. Total taxes borne
by Unilever in 2017 were €3.9 billion, of which €2.2 billion was
corporation tax. Unilever fully complies with the tax laws in the countries
where we operate. Where tax law is unclear, or has not kept pace with
modern business practice, we interpret our obligations in a responsible
way, guided by our Tax Principles. Our website has further details.

Our vision of inclusive growth which delivers value for multiple
stakeholders, is encapsulated in the Unilever Sustainable Living
Plan (USLP). The USLP represents a simple idea - that business
should put itself at the service of society. By doing so it will generate
consistent and profitable growth. The USLP has three big goals:
improving the health and well-being of more than one billion people
by 2020; halving our environmental footprint by 2030; and enhancing
livelihoods for millions by 2020. These goals, detailed below, are
supported by a transformational change agenda. This combines our
own actions and our partnership approach to external advocacy,
with public policy goals, to create change on a systemic scale which
contributes to the 17 United Nations Sustainable Development Goals
(see page 15 for more). Our Sustainable Living Report is available on
our website and contains extensive disclosure on our activities and
actions across all USLP commitments.

THE BUSINESS CASE

The USLP drives value for Unilever, generating more growth, lower
costs, less risk and more trust in the business. Our Sustainable Living
brands, which combine a powerful purpose with products contributing
to the USLP, are a key differentiator in this regard. In 2016, 18 of our top
40 brands were Sus