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CAUTIONARY STATEMENT

This document may contain forward-looking statements, including forward-looking statements within the meaning of

the United States Private Securities Litigation Reform Act of 1995. Words such as will , aim , expects , anticipates ,
intends , looks , believes , vision , or the negative of these terms and other similar expressions of future performance ¢

results, and their negatives, are intended to identify such forward-looking statements. These forward-looking

statements are based upon current expectations and assumptions regarding anticipated developments and other factors

affecting the Unilever Group (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. Among other
risks and uncertainties, the material or principal factors which could cause actual results to differ materially are:
Unilever s global brands not meeting consumer preferences; Unilever s ability to innovate and remain competitive;
Unilever s investment choices in its portfolio management; inability to find sustainable solutions to support long-term
growth; customer relationships; the recruitment and retention of talented employees; disruptions in our supply chain;
the cost of raw materials and commodities; the production of safe and high quality products; secure and reliable IT
infrastructure; successful execution of acquisitions, divestitures and business transformation projects; economic and
political risks and natural disasters; financial risks; failure to meet high ethical standards; and managing regulatory,
tax and legal matters.

These forward-looking statements speak only as of the date of this document. Except as required by any applicable
law or regulation, the Group expressly disclaims any obligation or undertaking to release publicly any updates or
revisions to any forward-looking statements contained herein to reflect any change in the Group s expectations with
regard thereto or any change in events, conditions or circumstances on which any such statement is based.

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 in the
Group s Annual Report on Form 20-F for the year ended 31 December 2015 and the Annual Report and Accounts
2015.
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CHAIRMAN S STATEMENT

CONTINUING TO DELIVER SUSTAINABLE

LONG-TERM GROWTH FOR SHAREHOLDERS.

OVERVIEW

Despite another year of tough economic conditions, 2015 once again saw the delivery of consistent, competitive,
profitable and responsible growth, a trend that has now been firmly established at Unilever.

Over my tenure Unilever has undergone significant change. The portfolio strategy has been sharpened and adapted in
order to increase Unilever s presence in faster growing and more profitable segments of the market. Innovations have
been made bigger and stronger and many more brands have been introduced successfully into new markets, most
recently in 2015 with the launch of Lux in the Philippines.

The step-up in performance that has followed these changes has been founded on a much clearer operating model and

a streamlining of the organisational structure, which together have helped to generate the funds for growth while also
resulting in significantly higher levels of operational discipline and service delivery. Increased investments have been
made in plant, product quality and information technology in order to modernise Unilever s essential infrastructure and
support growth over the longer term.

The introduction of an inspiring mission in 2010 in the form of the Unilever Sustainable Living Plan (USLP) has
contributed to business success, with Unilever s Sustainable Living brands growing at a faster rate than the rest of the
Group. Employee engagement has also risen steadily since the introduction of the USLP and Unilever is now
regularly recognised as one of the world s most admired and sought-after employers.

The Boards were pleased in 2015 to see Unilever further its commitment to sustainable and equitable growth under
the USLP by becoming the first ever company to publish a detailed, stand-alone Human Rights report under the
framework set down by the UN Guiding Principles on Business and Human Rights.

A key element in the enhanced performance of the Group over this period has been a steady improvement in the
strength and depth of Unilever s senior management. Leadership development, talent management and succession
planning have all been prioritised in pursuit of this objective and I have been pleased

throughout my chairmanship to engage the Boards fully and actively in this process. In 2015 we were once again
reassured by the robustness of the process and by the pipeline of talent available inside Unilever.

A similar emphasis has been given to the diversity of talent and in particular to gender balance again, with great
results. The proportion of women occupying management grades now stands at 45% of the total, the highest figure in
Unilever s history and up from 38% just five years ago. I am also proud to say that Unilever continues to lead the way
among its peers at Board level, with the proportion of female Non-Executive Directors in 2015 exceeding 50% for the
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first time.
ENGAGEMENT

Throughout my chairmanship, the Boards have looked to engage fully across the Group and that was the case again in
2015. We were pleased for example to spend time at Unilever s state-of-the-art R&D facility in Trumbull, US where
we saw at first-hand the high-quality innovations being developed for the Personal Care category.

Whilst in the US, a number of Directors also visited Silicon Valley to meet with some of Unilever s global partners and
to see how we are anticipating trends and using technology to better connect with consumers. The Boards also spent
time in Brussels engaging with European Union (EU) policy-makers on how to make the EU a more attractive and
competitive environment in which to do business.

Over the years I have looked to engage frequently and openly with Unilever s shareholder base and that was repeated
in 2015. I met once again with principal shareholders in Europe and the US and discussed with them issues related to
strategy and governance. [ was also delighted to visit the Philippines and Singapore as part of Unilever s annual
investor conference, where investors were able to see some of the factors behind the strength and success of Unilever s
operations in South East Asia.

I was also pleased to meet with individual shareholders at our AGMs in April 2015. These were held for the first time
at Unilever s offices in the Netherlands and the UK. Following the success and simplicity of hosting the AGMs
in-house, we will use the same venues again this year.

Information on the AGMs can be found within the NV and PLC AGM Notices which will be published in March
2016.

EVALUATION

Following the external Board evaluation in 2014, we used a simplified internal evaluation this year. Whilst we
concluded that overall the Boards continue to operate in an effective manner, in this VUCA (volatile, uncertain,
complex and ambiguous) world we set the bar even higher for ourselves for 2016 in relation to the knowledge we
must acquire as a Board and the risk assessments we must conclude.

Each Board Committee also performed its own self-evaluation again and agreed on areas to enhance its effectiveness
further and these are described within each Committee report.

BOARD COMPOSITION AND SUCCESSION

During my tenure as your Chairman, we have sought to find people with relevant skills and experience to make a
difference to the Boards discussions. Our thorough processes identified three new Non-Executive Directors in 2015
and I was delighted to welcome Nils Andersen, Vittorio Colao and Judith Hartmann during the year. They have
further strengthened the digital expertise, financial and industry experience of the Boards. Ann Fudge became the
Vice-Chairman and Senior Independent Director following Kees Storm s retirement at the 2015 AGMs.

LOOKING AHEAD

Even though the tough trading conditions are likely to remain for some time to come, the Boards have full confidence
in the strategy Unilever is following and in the high calibre of its executive leadership and management team. The
progress Unilever has made over recent years leaves it well placed to go on delivering consistent top and bottom line
growth. On behalf of the Boards I would like to thank all of Unilever s 169,000 employees for their efforts, energy and
the successes that you will read about in this Strategic Report.
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1. Michael Treschow
Chairman

2. Ann Fudge
Vice-Chairman and Senior
Independent Director

3. Paul Polman
Chief Executive Officer

4. Graeme Pitkethly
Chief Financial Officer

5. Nils Andersen
Non-Executive Director

6. Laura Cha
Non-Executive Director

7. Vittorio Colao

Non-Executive Director

8. Professor Louise Fresco
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9. Judith Hartmann
Non-Executive Director

10. Mary Ma
Non-Executive Director
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Non-Executive Director

13. Feike Sijbesma
Non-Executive Director

14. Tonia Lovell"
Group Secretary

" Graeme Pitkethly will be
proposed for election as an
Executive Director at the 2016
AGMs.

" Not a Board member.

For Directors biographies,
please see page 58 of

the Governance and
Financial Report.

For more information on
Board evaluation and
shareholder engagement,
see pages 46 and 49 of the
Governance and Financial
Report. Committee reports
can be found on pages 60
to 83 of the Governance
and Financial Report.
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CHIEF EXECUTIVE OFFICER S REVIEW

UNILEVER COMPLETED YET ANOTHER YEAR
OF GROWTH AHEAD OF ITS MARKETS IN
2015 AND CONTINUED TO DRIVE LONG-TERM

RETURNS FOR SHAREHOLDERS.

Our leadership in making sustainable living the foundation of our business received resounding vindication from a
number of political and social developments on a global scale. Paul Polman, Chief Executive Officer, answers the key
questions about 2015.

Q: How would you summarise the year for Unilever?

A: Our long-term ambition is to have consistent, competitive, profitable and responsible growth year in and year out.
This is increasingly difficult in today s volatile environment, characterised by low growth, geopolitical challenges and
the increasing effects of climate change. Despite this, we delivered another year of top and bottom line growth  with
solid underlying sales growth of 4.1%. This consistency has been established over the last seven years and is of
growing importance to investors looking for consistency in a world of escalating change and increasingly volatile
markets.

The further deepening of the Unilever Sustainable Living Plan (USLP) in 2015 and its commitment to reducing our
environmental footprint and increasing our positive social impact helped to ensure that growth was responsible.

(Q: What changes have there been to the external environment that more broadly impact Unilever?

A: Last year saw a heightening of the kind of global challenges that have sadly become all too familiar in recent years.
From climate-related disasters to the impact of mass migration, from escalating regional conflicts to the ongoing
Eurozone crisis, the world remains a fragile and uncertain place. For a company like ours, operating in more than 190
countries around the world, these issues often place us on the front line in dealing with the consequences, which is
why our business model calls on us to be an active contributor in finding solutions.

The trust in business generally to play its part in solving today s challenges was undermined this year by some
high-profile corporate scandals. These remind us of both the need for business models that make a positive
contribution to society and of the importance of reporting impacts transparently across the value chain only that will

build trust. These are hallmarks of the USLP, which is serving us well.

On a positive note, the year saw world leaders endorse the UN Sustainable Development Goals (SDGs) and an
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ambitious deal on reducing climate change at COP21 (see page 24). These provide the framework for eradicating
poverty and for delivering more sustainable and equitable forms of growth. There is no business case for enduring
poverty and this agenda is key to the long-term success of any company. Unilever played an important role in the
process leading up to the adoption of these agreements, which align with the USLP and our vision of a fairer world for
all.

Q: What went well for Unilever in 2015?

A: Most pleasing was the broad-based nature of our growth across all major categories, including Foods, which I
called out as a priority last year. We are steadily reaping the benefits of having created four global categories which
bring scale to our operations and innovations and of adopting sharper strategies for each category.

In Personal Care that has meant growing core brands, like Dove and Axe, while further building our very attractive
premium business. In Home Care, the focus is on improving profitability in laundry while scaling up our fast-growing
household cleaning business. In Refreshment, we committed to increase the cash contribution from ice cream, while
accelerating growth in tea. And in Foods, the focus has been on accelerating growth while maintaining a healthy cash
flow. Though there is more to do, we made good progress against all these strategic objectives in 2015.

6 Strategic Report Unilever Annual Report and Accounts 2015
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We further enhanced our presence in the faster growing premium sectors of the market, both by premiumising our
existing portfolio  with initiatives like Dove Advanced Hair Series and by building a Prestige business in Personal
Care with the acquisition of wonderful businesses like Dermalogica, REN, Murad and Kate Somerville. The addition

of similarly strong acquisitions in Refreshment Grom and Talenti are enabling us to premiumise further our offering
in ice cream.

Q: How did this translate into the financial performance of Unilever?

A Despite operating in soft markets, we sustained our growth momentum throughout the year and underlying sales
growth of 4.1% represents a good performance in global markets growing at around 3%.

Our savings and efficiency programmes, combined with the efforts we have made to drive profitability in certain parts
of the business, notably Home Care, and our emphasis on more margin-accretive innovations, meant that we ended the
year with an improvement in core operating margin of 0.3 percentage points.

Tight control of working capital contributed to a healthy year of cash flow delivery of 4.8 billion, which combined
with the improvement in operating margin contributed to core earnings per share growth of 14%.

Q: Where do you see the need for most improvement?
A There are three areas in particular where we need to step up performance next year.

First, with competition coming from all directions and at an ever faster pace, we need to improve our innovation cycle
times and ensure we roll out innovations faster and to more markets. To that end, we have set ourselves some
challenging objectives on innovation time and organisational agility.

Second, we have many wonderful brands but if they are not where the shopper wants them, when they want them,
then our business will suffer. Sharpening our execution with improved distribution, customer service levels and
on-shelf availability are urgent priorities.

And, finally, with growth particularly price growth set to remain constrained for some time to come, it is even more
important that we bear down on all spending areas and ensure that our costs only reflect what the consumer is willing

to pay for. We will be rolling out net revenue management and zero-based budgeting across the organisation from

2016 to keep our business competitive and ensure we have the funds to invest behind the many opportunities for
growth that still exist.

We have made significant progress in each of these areas over recent years, but it is a mark of how fast the
environment is evolving that, to remain agile and effective, we need to step up our efforts once again.

Q: How were you able to further your commitment to sustainable and equitable growth in 2015?

A: The USLP commits us to a total value chain approach and we made further progress, including in driving the
efficiency and sustainability of our own operations. We reached a milestone of 1 million tonnes of CO, savings from
energy in manufacturing that s areduction of 36% since 2008; we have now avoided costs of over 600 million as a

result of eco-efficiency savings in our factories and in 2015 our proportion of agricultural raw materials sourced
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sustainably reached a new high of 60%. While these measures are necessary, they are not sufficient; we have always
said that the biggest impact we can have is in driving consumer behaviour change through our Sustainable Living
brands, like Dove, Lifebuoy, Ben & Jerry s and Comfort. In 2015, we announced findings that these purpose-driven
brands were growing at twice the rate of the rest of the business.

Sustainable and equitable growth go hand in hand and in 2015 we were pleased to demonstrate our unwavering
commitment to equitable growth by being the first company to produce a human rights report using the UN Guiding

Principles Reporting Framework. While the report acknowledges that we still have progress to make, we believe that
this kind of openness and transparency is a vital part of driving up standards across the board.

Unilever Annual Report and Accounts 2015 Strategic Report 7
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CHIEF EXECUTIVE OFFICER S REVIEW

CONTINUED

Q: Unilever has many stakeholders. How did the Group best serve them?

A: We treat our relationship with the many stakeholders we serve and rely upon incredibly seriously. We wouldn t
have a healthy and thriving business without them.

Our first priority is to the 2 billion consumers we serve every day with products that make them feel good, look good
and get more out of life, and last year we were proud to see Unilever appear as the company with the highest number
of brands in the Kantar Top 50 ranking of the World s Most Chosen Brands.

Our approach to those we work with across the value chain has always been based on collaboration and partnership
and we were pleased to take that forward again under our hugely successful Partner to Win programme. We have a
broad base of long-term shareholders and they benefited from a Total Shareholder Return of 15.6% in 2015. We also
continued to invest heavily in our most important resource  our people including through measures to further our
commitment to gender balance. The number of women among our total population of managers rose to 45%  still
short of where we want to be, but among the best record of any company of our size and up significantly over the past
five years.

The USLP, as reported elsewhere, and the work of the Unilever Foundation continue to ensure that we not only serve
the communities in which we operate but engage fully with them in a spirit of seeking to drive wider societal and
environmental benefits.

(Q: What do you see as the biggest challenge and the biggest opportunity ahead?

A: Next to dealing with the effects of climate change, requiring world leaders to implement the agreements that will
enable us to drive sustainable models, the biggest challenge and opportunity we face is the pace of change. Change
today is exponential. Driven by advances in technology, whole industry sectors are being disrupted. Companies that
have been around for decades can suddenly find themselves obsolete, while at the other end of the spectrum
relatively young companies are being valued at billions of euros even before they start to generate much in the way of
revenue.

For the fast moving consumer goods sector, these changes manifest themselves in a number of ways. They give rise,
for example, to much more formidable local competitors. With their agile business models and proximity to

consumers, these businesses are gaining share in many markets.

In this environment, the opportunity exists to show that we can continue to develop a portfolio of brands with the right
blend of global and local presence, supported by an organisational structure that is resilient enough to withstand
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shocks and agile enough to respond to rapidly emerging trends.

We are doing just that and made further progress in 2015, including as I like to putit by experimenting on the edges
with different models that sit outside our core business and allow us to trial new approaches. The creation of our new
Baking, Cooking and Spreads business is a good example of how we are doing this in a more established part of the
business;

while our direct-to-consumer offerings in premium businesses like T2 and Maille, and our Unilever Foundry and the
platform it provides to work collaboratively with innovators and entrepreneurs in the technology space, are great
examples of how we are tapping into emerging trends.

Q: What is your outlook for 2016?

A: We don texpect to see any significant or immediate improvement in the overall health of the world economy. It is
clear that the economic recovery in the developed markets of Europe and North America will remain slow and
protracted, while the slowdown in the emerging markets is likely to continue for some time to come.

For all these reasons, we remain prudent in our approach and single-mindedly focused on building the resilience and
the agility of our portfolio and our organisation. We made good progress on these fronts in 2015, which gives me
further confidence that we can continue to deliver on our objective of consistent top and bottom line growth, to the

benefit of our long-term shareholders and the many others who rely on Unilever. I want to thank them and, above all,
our wonderful 169,000 employees, whose dedication, commitment and sense of purpose shone through again in 2015.

Paul Polman

Chief Executive Officer

8 Strategic Report Unilever Annual Report and Accounts 2015
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OUR MARKETS

UNILEVER OPERATES IN THE HIGHLY COMPETITIVE
FAST MOVING CONSUMER GOODS SECTOR A
SECTOR WHICH IS SUBJECT TO AN ARRAY OF GLOBAL

PRESSURES AND VOLATILITY.

The top 25 FMCG companies have combined sales of about 530 billion, competing against each other and an
increasingly sophisticated set of local competitors.

CONSUMER CONFIDENCE
Demand for FMCG products is affected by consumer confidence which reflects levels of economic growth.

In broad terms, consumer demand remained weak in 2015, with market growth continuing to be subdued in emerging
markets while showing some signs of low-level growth in North America and Europe.

Many emerging markets were hit by local currency devaluations versus the US dollar, driving up the cost of consumer
goods faster than wage growth. A number of these economies export commodities and have also been hit by slowing
global demand.

In response to devaluations, interest rates in many countries remained relatively high, further squeezing incomes.
Brazil, in recession, and Russia were particularly hit.

Stalling economic growth in China undermined the performance of many of its South East Asian trading partners,
further weakening local currencies. However, the Chinese de-stocking of 2014 in our markets was not repeated and
growth was seen in e-commerce and secondary cities.

European markets were characterised by small amounts of volume growth cancelled out by price deflation. North
America achieved modest overall growth of 1%-2% in our markets.

DIGITAL AND E-COMMERCE
The impact of digital technology continues and has now become a mainstream factor determining success in
everything from manufacturing to marketing. The industry is rapidly adjusting to consumers operating in a mobile,

connected world, albeit through fragmented media from basic mobile phones and PCs to smartphones, tablets and
TVs.
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Innovation, particularly in marketing, is a primary concern as people s media consumption habits change. Digital
marketing now drives sales through all customer channels.

E-commerce now commands 2% of industry sales, while in China it is already 5%, driven by the growth in companies
such as Alibaba s Taobao and T-Mall. In the US e-commerce is 2% of sales and in the UK it is around 6%.

Changing digital habits reflect the adoption of consumer technology. In 2000 there were 750 million mobile phones
compared with 7 billion today. By 2020 there will be over 30 billion connected devices.

The boom in video over 400 hours worth of video content is uploaded to YouTube every minute is vitally important
in FMCG marketing. Content is shared through social media networks and this forces greater transparency from
corporations.

10 Strategic Report Unilever Annual Report and Accounts 2015
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HOUSEHOLDS ARE CHANGING

For companies operating in the FMCG industry the question of what a household is in today s society is a critical one.
Our products are household goods so changes in what households demand, and why, have an important impact on our
business. We are seeing rapid change in the concept of the household, which has become more diverse and
unconventional over the past 50 years.

This is reflected in more fluid family roles and responsibilities within households as the working patterns

and identities of principal income earners change. The number of households is also increasing rapidly as more people
live on their own or in smaller family units. Single occupant households have risen to 17.5% worldwide and 33% in
Western Europe.

The change in the nature of households is linked to the changing role that women are playing in societies around the
world. For many large FMCG companies, women constitute the majority of the customer base and their purchasing
decisions are therefore critical to the industry s development. There has been rapid

growth in educational attainment by women where, in many countries, they make up more than 50% of graduates.
This has not yet, however, translated into greater labour market participation, better pay or more executive roles.
However, the trends in our markets suggest this is changing and will do so at an increasing pace.

17.5%

Single occupant households have risen to 17.5% worldwide.

EMERGING SOCIAL TRENDS

FMCG companies are among the first to experience and be affected by today s rapidly changing tastes, social norms,
populati