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Source: Unilever Estimates from Globegro

D&E

DEV

94% 72%

750 million $ 23 Trillion

Share of population 
growth 

Share of incremental 
consumer expenditure

D&E : Big opportunity

DEVELOPED
D&E
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Most 100M+  population countries will be in D&E
(13 out of 15 by 2020)
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Bangladesh

EthiopiaNigeria

Egypt
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Emerging Asia will be the largest market by 2020

Consumer Spending 2020 
($ tn @ PPP exchange rates)

Source: Unilever Estimates from Globegro

NA - $15.2

WE- $9.6

SA - $5.6

ANZ & NEA- $4.3

AMET - $6.5

CEE- $4.4

ASIA (ex ANZ & NEA) - $19.8
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D&E : Emerging trends
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The New Rich: Opportunity to lead premiumisation
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New Professional Women: Beauty and convenience
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Rapid urbanisation leading to rise in hygiene concerns

9



Functionality with less water
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Source : BCG 2010 Internet Report

BRICI from 600 million to 1.2 billion
by 2015

3 x of USA & Japan

BRICI from 1. 8 billion to 3 billion
by 2015

4 x  of USA &Japan 

Digitisation : D&E will leapfrog in connectivity

MOBILE INTERNET
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http://www.youtube.com/watch?v=s8O-hv3w-MU


Waste

Sustainable sourcing

Water

Greenhouse emissions

D&E: Sustainability will become license to operate
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Sustainable Palm Oil

Rainforest alliance

Empowering Women

Hygiene for all 

Access to Clean Water

Less Water

Sustainability - Unilever leads the agenda in D&E
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http://www.unileverlibrary.com/Volumes/xraid1/sites/ul Unilever/agency/public/images/Corporate responsibility/Communities/Health & hygiene/bhakti0022.jpg


Source: SES Report

New 
Professional 
Women

The New 
Rich

Hygiene
for Urban

Functionality
with less
Water

Emerging  consumer groups Need for functionality

Rapid
Digitisation

Connectivity

Sustainability

D&E : Emerging trends
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D&E: Consistent growth with 9% CAGR

52%
of Unilever

20% 
of Unilever

9% CAGR

1990 2010
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2006 2007 2008 2009

Turnover (ϵbn)

UVG

D&E: Recent volume led acceleration

10% CAGR

6.6%

Q3'09 YTD Q3'10 YTD

10.4 %

4.4%

At constant 2009 average rates.



D&E: Profitable growth

D&E D&E excl. Russia and China

Unilever average

Underlying operating  margin% 
2009

18
At constant 2009 average rates.



We have the best footprint in D&E

52%

15% 25% 35% 45% 55%

Source: Annual Report & Accounts, analysts estimates, Unilever estimates
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We compete effectively both with 
international and local competitors

Source: Nielsen/IRI MAT (only for markets/categories UL competes & tracks), Competitor Intelligence analysis

Other
Multinationals

34%

Unilever
30%

Local
36%
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BangladeshVietnamIndia Indonesia Thailand PhilippinesChina

Fabric Cleaning

Hair Care

Face Care

Skin Cleansing

Deos

Tea

Savoury

Ice Cream

Market leadership 

across categories and countries in D&E
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Source: Nielsen / IRI / Unilever Estimates 21
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40%

% TO

Emerging Asia

Both charts represent contribution to D&E Turnover 2009

D&E: We are big in HPC and big in Asia

27%

37%

35%

% TO

HC PC Foods
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2006 2007 2008 2009

At 2009 average rates.

13% CAGR

Turnover

Emerging Asia: 
Consistent growth, above D&E average
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CAGR: 2007-2009, market growth based on Nielsen/IRI/Unilever estimates

Volume Value

Emerging Asia: We are growing competitively

Market USGMarketUVG

12.1%

12.8%

3.2%

6.6%



ç. and fit to compete

Fabric cleaning
India

Fabric cleaning
Thailand

>100
bps

18%

7%

>100
bps

Source: Q3 Unilever internal data and Nielsen.

Hair
India

>60
bps

20%
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ç. and fit to challenge

Fabric cleaning - China
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Source: Nielsen.
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50%
70%

Unilever Ambition : Accelerate D&E 
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small

large

largesize of consumer expenditure in 2010
(PPP exchange rates)
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next 13BRIC bubble size refers to 
2020 population

Nascent market cluster 
( Central Africa + Central Asia )

Brazil

Russia

Mexico

Indonesia

Turkey

Argentina

Poland

South Africa

Philippines
Thailand

Pakistan

Egypt

Vietnam

Nascent 
markets

Bangladesh

Nigeria

D&E Key Markets: Follow the money and people

Source: Unilever Estimates from Globegro
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small

large

large

BRIC

STRONGHOLDS

NASCENT

India
Brazil

Russia China

Mexico

Poland

Turkey

Nigeria

Egypt

Indonesia
ThailandPakistan

Philippines

Vietnam

Bangladesh South Africa

Argentina

market size 2009

m
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t 
sh

a
re

bubble size refers to current turnover

D&E: Unilever in key markets
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Unilever: BRIC  Turnover

2005 2006 2007 2008 2009

10% CAGR

At 2009 average rates. 

Brazil + India

China + Russia
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RUSSIA
CHINA

Turnover Turnover

2005 2009 2005 2009

22% p.a.
19% p.a.

* CAGR 2005 - 09 based on total TO, not adjusted for acquisitions

Build rapid scale in China & Russia
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2005-2009 : CAGR 11%

Strongholds: Lead Full Portfolio Deployment

Source: Nielsen/IRI/Unilever estimates
Strong Other
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Source: Unilever internal data, based on 15 countries in D&E 

160 brand roll out opportunities

size of prize Ĺ2bn

Opportunity for brand portfolio deployment
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160 brand roll out opportunities - size of prize û2 bn

brand presence %

Present

D&E Brand Presence %

Not present
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Brands into white spaces: Recent launches

Axe - Bangladesh

Cif Āsia Sure - India

Fruttare - Thailand

Clear Āsia & AMET

Dove - China
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.Ŝ 9ǾŜǊȅǿƘŜǊŜ Χ тлл aƛƭƭƛƻƴ consumers

Potential ϵ1.5 bn opportunity

Nascent Markets: Accelerate geography fill

Source: Unilever internal estimates
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Summary : Key jobs to be done in D&E

ÁSustain strong leadership positions in India and Brazil

ÁBuild rapid scale in China and Russia

ÁLead full portfolio deployment in all strongholds

ÁAccelerate geography fill in nascent markets
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market
development

70-80%

market
share gain

10-20%

white
space

10% +

Sources of Growth
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ÁªPqo^aaib qeb mvo^jfa« fk hbv `^qbdlofbp

ÁAccelerate personal care everywhere

Building competitive advantage

41



At the bottom

Laundry Īndia

At the top

Masstige Beauty

ðStraddle the pyramidð
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Strong Innovations

Unlock the full potential
of Personal Care 

opportunity

Shopper 
Experience

Consumer
Connect

PC Culture

Accelerate Personal Care Everywhere
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