Hindustan Unilever Limited,
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B D Sawant Marg, Chakala,

Andheri East, Mumbai 400 099

Tel: +91 (22) 50433000 | Web: www.hul.co.in | CIN: L15140MH1933PLC002030

4th September, 2026

Stock Code: BSE: 500696
NSE: HINDUNILVR
ISIN: INEO30A01027

BSE Limited, National Stock Exchange of India Ltd
Corporate Relationship Department, Exchange Plaza, 5th Floor,

2nd Floor, New Trading Wing, Plot No. C/1, G Block,

Rotunda Building, P.J. Towers, Bandra - Kurla Complex,

Dalal Street, Bandra (E),

Mumbai - 400 001 Mumbai - 400 051

Dear Sir/Madam,

Sub: Presentation at the Capital Markets Day, 2026

This is further to our letter dated 28th July, 2026, intimating that the Company would be holding its
‘Capital Markets Day 2026 for Institutional Investors & Financial Analysts on Friday,
4th September, 2026.

In this regard, please find enclosed herewith the presentation that will be made at the aforesaid
event.

A copy of the above presentation(s) is also available on the website of the Company at
https://www.hul.co.in/investors/results-and-presentations/company-presentations/

You are requested to take the above information on your record.
Thanking You.

Yours faithfully,
For Hindustan Unilever Limited

. Digitally signed by
Radhika Radhika Kartik Shah
. Date: 2026.09.04
Ka rtl k S h d h 09:57:32 +05'30'
Radhika Shah

Company Secretary & Compliance Officer
Membership No: A19308


https://www.hul.co.in/investors/results-and-presentations/company-presentations/
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1. Our Strategy to Win
2. Segment Presentations

3. Value Creation Model

4. Breakout Sessions

5. Q&A
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Safe harbour statement i O i
This Release / Communication, except for the historical information, may contain statements, including the words or phrases such as
‘expects, anticipates, intends, will, would, undertakes, aims, estimates, contemplates, seeks to, objective, goal, projects, should’ and similar
expressions or variations of these expressions or negatives of these terms indicating future performance or results, financial or otherwise,
which are forward-looking statements. These forward-looking statements are based on certain expectations, assumptions, anticipated
developments and other factors which are not limited to, risk and uncertainties regarding fluctuations in earnings, market growth, intense
competition and the pricing environment in the market, consumption level, ability to maintain and manage key customer relationship and
supply chain sources and those factors which may affect our ability to implement business strategies successfully, namely changes in
regulatory environments, political instability, change in international oil prices and input costs and new or changed priorities of the trade.
The Company, therefore, cannot guarantee that the forward-looking statements made herein shall be realised. The Company, based on
changes as stated above, may alter, amend, modify or make necessary corrective changes in any manner to any such forward-looking
statement contained herein or make written or oral forward-looking statements as may be required from time to time on the basis of
subsequent developments and events. The Company does not undertake any obligation to update forward-looking statements that may

be made from time to time by or on behalf of the Company to reflect the events or circumstances after the date hereof.
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Priya Nair,
Managmg Director & CEO
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HUL at a
Glance
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The largest & one of the most loved ... % .

companies in India

263,763 cr. 21 brands

Annual Turnover more than
Turnover Z1000 cr.

>90% 85 Bn+

Turnover with Packs sold in a
#1 market position year

Turnover milestone of >Z1,000 cr. based on trailing 12-months turnover for JQ26
Market Leadership basis Nielsen MAT Jul’26
#1 Employer of choice based on Brand Perception study by InsidellM in top Indian Bschools in 2025

9 out of 10

Households use one or
more of our brands

9 Mn+

Outlets
reached



OUr powerhous

323672cr. BB 214990cr. Ml 29564 cr. 314,061 cr.

Home Care Beauty & Wellbeing ol Personal Care Foods

1 B i

FY'26 Revenue = Segment Turnover + Other Operating Revenue 7
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it and cash profile

With a robust prof

Operating Cash Flow

EBITDA Margin

Reserves

T 49K cr.
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Best-in-class supply chain costs

| financial figures pertain to FY'26



HUL has delivered a decade of value creation

Consistent, volume-led Industry-leading
growth profitability
Turnover EBITDA

3X

d

FY"14 FY'24 FY14 FY'24

All reported figures include Ice Cream business for full reporting period
Sensitivity: Public

Sustained cash
generation

Operating cash flow

FY"14

4X

‘B

FY'24



Growth has been muted in the last two years
amidst a challenging operating environment

Turnover

e ’,)4//7

CAGR

N

/ M N , \\\\\\\\\\\\\\\\\\\\\

Turnover l d Ice Cream bus f the full reporting period
FY’24 tur xcluding Ice Cream is unaudited
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Decisive actions taken in the last one year
are resetting HUL for stronger growth

Elevating desire of Sharper resource Acceleration of key
our brands allocation growth pockets
SASSY framework to transform Focus on fewer, Geographies, channels &
brands bigger bets portfolios
Execution Rewired
step-up organisation
New Q-com organisation; Unified India operating
Thrust on specialised channels model to bring agility

Sensitivity: Public
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Resulting in progressive step-up in performance i b i
|

Underlying Sales Growth %

PROMEN ! Y
olL RESURRECTIQr FH FY'26 DQ'25 MQ'26 JQ'26

FOR HAIR

Continued to strengthen competitiveness

Underlying Sales Growth (USG): Increase in turnover for the period, excluding any change esultlng from acquisitions and disposals 12
Competitiveness as per Turnover weighted market share (MAT Jul’26)
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IThe New
India 3
Opportunity
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ndia’s consumption story is just getting started

Fastest growing major Under-indexed FMCG Rising household
economy spends Incomes

India’s GDP ranking 3 $63 /A\ <
6 /-

293 Mn HH 386 Mn HH
Thailand 2018 2030 Projected

7X 3X

~ij FLAVOUﬁI : i . Segmentation by annual household income
ANC - ‘
#EEZE DRIED COFFEES EE < $4,000 $4,000-8,500
o\ y/ = , Philippines Indonesia $8,500-40,000 > $40,000

: ‘ 5X 3X

Source: IMF, PIB, NIQ, OECD, Bain & World Economic Forum
HH: Number of Households
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India FMCG offers a rare combination
of scale & per-capita growth

A Bubble size: Total FMCG market value, 2025
. India
< Indonesia
2
Y Thailand
(o))
©
:
o .
P Brazil
0
n
S Gl USA
5 UK
o

v

Absolute market-value increase from 2025-30

Source: FF&A Report, Euromonitor (at constant prices)
Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons.
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Five structural shifts are creating a New India ot i

Population New-age

transformation villages
377 million 2 2 Lakhcr.
GenZ consumers Government'’s

in India annual budget for
rural transformation
Women Road

in-charge connectivity
25% t0 43%.+ 2nd Largest

road network in the
World, with ~600
National Highways

Participation of women

in workforce
(2018 to 2026)

Data penetration
437 to 70%

Internet penetration
(2020 to 2025) 16

Source: Labour Force Participation Rate Age 15-59, World Bank, Mckinsey, NHAI, Newsroom, CMIE, PIB
Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons.
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Growth opportunities in New India are emergingin

sub-segments

Newer geographies

Small towns growing at

2X

vs All India

Newer consumer spaces

India growing at

2.5X

vs. World
(Vitamins & Dietary supplements)

Sources:. NIQ MAT Jul’26, Care Edge Report, Euromonitor 2020-2025, Datareportal
Note: Vitamins & Dietary supplements include weight management & wellbeing

Sensitivity: Public

Newer channels

Q-com expected to reach

T 2L cr.

market by FY'28

Newer media platforms

Social media users

~500 Mn

in India

Hinduston Unilever Limited

17
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Winning in New India is winning In distinct growth cells st o i
Hair Care market
Big cities Small towns Tier 4 + Rural
Online MT GT Online MT GT Large GT  Small GT
POWER SPENDERS
France HHI
PREMIUMISERS
Indonesia HHI
DEMOCRATISERS
Parts of Africa HHI
HHI: Household Disposable Income 18

Sensitivity: Public



Winning in New India is winning in distinct growth cells
Hair Care market

Big cities Small towns Tier 4 + Rural
Online MT MT Large GT  Small GT
POWER SPENDERS
France HHI
Urban Affluent

PREMIUMISERS

Indonesia HHI

Delta ¥ X CI.

DEMOCRATISERS

Parts of Africa HHI

HHI: Household Disposable Income
2Y Shampoo Market Delta (Online + Offline)

Sensitivity: Public

Rural Value
Seekers

Delta .3 2X cr.

19
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In rural, Hair Care will grow
through increased consumption

and premiumisation

Rural x Value Seekers

Per capita income

X — 15X

Hair wash

X — 12X

Times per week

Rural tap water

X — 3X

7, of households

Homemakers with
smartphones

X — 2X

7 of households

2019 — 2026 20

Source: NIQ, Numerator, Jal Jeevan Mission



In big cities, Hair Care will grow through
increased penetration, adding new
products to their haircare routine

Big Cities x Power Spenders

Per capita income Hair straightener -
X — 15X X — 16X
£4 % of households
Regime expansion Social media usage by
(# formats) homemakers
X — 14X X — 12X
per household % of households

2019 — 2026

Sources:.. NIQ, Numerator
Social media usage by homemakers is tracked from 2022

21

Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons.
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Four key strategies to unlock growth

POWER SPENDERS

France HHI

PREMIUMISERS

Indonesia HHI

DEMOCRATISERS

Parts of Africa HHI

HHI: Household Disposable Income
Sensitivity: Public

Big cities Small towns Tier 4 + Rural
Online MT GT Online MT GT Large GT  Small GT
NEW
SPACES M(AN'T(';EE [\Jﬂsﬁslgsl,\l)G PREMIUMISATION (MORE BENEFITS)
New Eyisti . Using more premium shampoos

o, Xisting s‘hampoo users adding Shampoo bottles
Masstige & tor egr,nn;ik_s Cs(e)?:r,rtz'soner S, Upgrading to Rs. 2 Dove sachet

Prestige '

CONSUMPTION (MORE USAGE)

Using more shampoo

22



HUL’s portfolio makes it uniquely positioned to win across these cells

POWER SPENDERS

France HHI

PREMIUMISERS

Indonesia HHI

DEMOCRATISERS

Parts of Africa HHI

HHI: Household Disposable Income
Sensitivity: Public

Big cities

Small towns

Tier 4 + Rural

Online

MT

GT

Online

MT

GT

Large GT  Small GT

23
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WINNING IN NEW INDIA

DELIVER COMPETITIVE VOLUME-LED GROWTH

Sensitivity: Public

Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons.



DELIVER COMPETITIVE VOLUME-LED GROWTH

Consumption Premiumisation Market Making New Spaces
40% delta 40% delta 20% delta
B ENABLERS
@® Crafting Desirable Brands o Future-fit Go-to-Market 4§ AlasaMoat
B VALUE CREATION MODEL
Generate Deplo Step-u Deliver Volume-led
s o ploy a pP-up ©

Fuel for Growth Fuel for Growth Capital for Growth Profit Growth

UNDERPINNED BY TALENT, CULTURE & ESG

Delta.: Incremental Turnover Contribution o )
Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons. Sen5|t|V|ty: Public



DELIVER COMPETITIVE VOLUME-LED GROWTH

Consumption Premiumisation Market Making New Spaces
40% delta 407 delta 20% delta
B ENABLERS
@® Crafting Desirable Brands o Future-fit Go-to-Market 4§ AlasaMoat
B VALUE CREATION MODEL
Generate Deplo Step-u Deliver Volume-led
s o ploy a pP-up ©

Fuel for Growth Fuel for Growth Capital for Growth Profit Growth

UNDERPINNED BY TALENT, CULTURE & ESG

Delta.: Incremental Turnover Contribution e .
} ) ) : ) i i ) Sensitivity: Public 28
Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons.
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Driving consumption is a key
source of category growth

Dishwash
Rural tap water / LPG/Gas / Dishwash per capita
access connection consumption

1.3X

(2026)

)
(2019)

X
/ (2019)

L \'
Source: Jat Jeeval‘"l Mf,s‘!\

e A W 29
o) ‘ D o) ‘:
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HUL's leadership &

i i | | Bk
1 1 , )
t posiLion us to unlo !‘
i 2,

A <i

4x

Relative market share
in Dishwash Bars

H1

Brand Power in
Dishwash

Value Weighted
Distribution

Synthetic human images created u.
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Consumption headroom extends&oss core categories
i - 8

,"q .

Laundry Soaps Shampoo

o L]

’

g
— Tl

Source: Average consumption from NUmMerato
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DELIVER COMPETITIVE VOLUME-LED GROWTH

Consumption Premiumisation Market Making New Spaces

40% delta 407 delta 20% delta
B ENABLERS
@® Crafting Desirable Brands o Future-fit Go-to-Market 4§ AlasaMoat
- VALUE CREATION MODEL
s Generate o Deploy i Step—up © DeliYer Volume-led
Fuel for Growth Fuel for Growth Capital for Growth Profit Growth

UNDERPINNED BY TALENT, CULTURE & ESG

Delta.: Incremental Turnover Contribution B e .
Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons. Sensitivity: Public



Premiumisation in India is entering a new phase of acceleration

Inflection Zone

3.5K to 4K Brazil

Thailand @

. Indonesia
India

FMCG SPENDS PER CAPITA (USD)

500 1500 2500 3500 4500 5500 6500 7500 8500 9500 10500 1500

GDP PER CAPITA (USD)- REAL

FMCG sales: Euromonitor sales for HUL relevant categories; Population : Oxford Economics, GDP per Capita: IMF
Sensitivity: Public
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HUL's portfolio is structurally advantaged to capture it Ut Uit
premium growth

HUL’s market share improves from mass to premium

Premium (1.3X)

Mass (X)

Source: NIQ, MAT May‘26 34
Sensitivity: Public
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HUL brands are the equity leaders of the category it O it
HUL BRANDS ARE MOST LOVED - #1 BRAND POWER AMONG PREMIUM
Brand Power Rank among Premium Brands 35

Source: BGS Track, MAT Q226
Sensitivity: Public
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HUL is investing disproportionately in our premium brands

60%+ media Investing in
spend on specialised
digital channels

2X more
investment




Dove is among HUL's fastest growing
premium brands with huge headroom
to grow

2015 2021 2025

Dove Masterbrand Turnover

Turnover based on calendar year
Sensitivity: Public




Making Dove more desirable & extending across categories

Sensitivity: Public

Dove in 2022

HAIR FALL"
RESCUE

NOURISHING
SHAMPOO

Dove
¥

relaxing care

NOURISHING B0DY WASH

Dove /
4

NUTRITIVE
SOLUTIONE

{/
7

\ k DO e
HairFall” | ‘
Rescue \
[CONDITIONER

i;‘,r'm o Pataciod K |’ Cream
8Oml  esssones beauty bathing bar

for soft, smooth, glowing skin

= “@'ﬁ.sfu.’.ma-am; §

— e

S DY
Wodsd
R

Hindustan Unillover Lmited

Z)_oye

NUTRITIVE
oLUTI NS

g

\ &

Hair Fall*
Rescue

\

Deeplyncur |(}éa'(:am 100RS U9
and reduces hea fallby upto 6%

GET 204 FREE'
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Making Dove more desirable & extending across categories

=ir
Dove

i ! '
Dove
0/ 1A v peptide bond

strengil
2
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~
peptide bond (4 EEEENE)
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EEENg T ]
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SHA o £ L
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Dove | -

B ==
@

nourishing

bodywash .
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DELIVER COMPETITIVE VOLUME-LED GROWTH

Consumption Premiumisation Market Making New Spaces

40% delta 407 delta 20% delta
B ENABLERS
@® Crafting Desirable Brands o Future-fit Go-to-Market 4§ AlasaMoat
- VALUE CREATION MODEL
s Generate o Deploy i Step—up © DeliYer Volume-led
Fuel for Growth Fuel for Growth Capital for Growth Profit Growth

UNDERPINNED BY TALENT, CULTURE & ESG

Delta.: Incremental Turnover Contribution - R
Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons. Sensitivity: Public
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As the market leader, HUL is leading market making of e
under-penetrated segments

Quarterly Category Penetration

A
v

1 J ‘ W \\‘:‘\ 'l | = ’ / " iy -‘j ! : - ’ ‘
Suncare Face cleansing

<17 137 177

Hair masks

- 64X 17X 16X /X 3X 2X

Indonesia
Index to India

Numerator, L3M Jul'26 Category Penetration, Pentrack Sensitivity: Public 41

Synthetic human images created using generative Al to support illustrative and visual storytelling and do not represent actual persons.



Massive headroom to develop
laundry liquids markets

Market Market
volcont. 2Y CAGR

Liquids 77 20X
Premium .

powders 19% 6X
Mass 60% X

Source: NIQ May’26, Numerator, Pentrack
WM: Washing Machine, Cat: Category; Pen: Penetration

Sensitivity: Public

For example, laundry liquids is on the tipping point for scale

Key markets have
already leapfrogged
vs India

China

3.3X

Thailand

2.6X

Washing machine
penetration increasing

mw» WM Pen —=Cat LiquidPen

2.3X

Y 1.2Y

21-22 22-23  23-24  24-25  25-26

]

Y

O2es

le

Hinduston Unillever~ Limited

42
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HUL has a repeatable & proven Market Making model

THE MARKET MAKING PLAYBOOK

A systematic path to category leadership

P — L— [~ 22—~ [] |

SUPERIOR TRIGGER LARGE-SCALE SOCIAL FIRST
@ODUCT FOR TRIAL ERC AT SAMPLING T ER S DEMAND GEN./

Underpinned & Turbocharged by
INVESTMENT

SR D %

%

FUEL GROWTH BUILD MOATS SCALE FASTER WIN LONG-TERM

DA¢ COMPOUNDING ADVANTAGE e

Sensitivity: Public 43



DELIVER COMPETITIVE VOLUME-LED GROWTH

Consumption Premiumisation Market Making New Spaces

40% delta 407 delta 20% delta
B ENABLERS
@® Crafting Desirable Brands o Future-fit Go-to-Market 4§ AlasaMoat
- VALUE CREATION MODEL
s Generate o Deploy i Step—up © DeliYer Volume-led
Fuel for Growth Fuel for Growth Capital for Growth Profit Growth

UNDERPINNED BY TALENT, CULTURE & ESG

Delta.: Incremental Turnover Contribution e . .
Synthetic human images created using generative Al to supportillustrative and visual storytelling and do not represent actual persons. Sensitivity: Public
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Male Grooming

Fragrances

Protein

_
. —— . o

Cooking Spices

.
¢

Hydration

A

S |\ “~
Floor Cleaning Functional Deos Surface Cleaners Healthy Snacking

VIS 25

Synthetic humanimages created using generative Al to support illustrative and visual storytelling and do not represent actual persons.
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Male Grooming Masstige Skincare Hair Colourants Fragrances

HUL will decisively enter select high growth new spaces i

Right to Win | Profit Pool | Sustainable Growth
Hydration

.v. ‘ﬁ-‘.‘ by
Condiments

—-— Sensitl'\/ﬁyz‘l':’u%‘[’fé'

A 29 .
Healthy Snacking

\

Floor Cleaning Functional Deos ‘ Surface Cleaners

Synthetic humanimages created using generative Al to support illustrative and visual storytelling and do not represent actual persons.




Masstige Skincare

if

Minimalist

o s

Y

Minimalist

—

Vitarmin 85 (

Minimalist

[N
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Cooking Spices

Hydration

‘“‘ ' . ‘ " R
Sleep & Stress Condiments

e N T—

oy o 'c.
Sensitivity: Public

Floor Cleaning Functional Deos

VIS 25

Synthetic humanimages created using generative Al to support illustrative and visual storytelling and do not represent actual persons.
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Healthy Snacking

\ S

Surface Cleaners
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8 | .- INTRODUCING
28 Quality Tested with 156+ Lab Tests. | ‘ Zero Added Sugar' B ‘
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Zero Added Sugar

\ MY b 2 Md!d.SLgar g
& Horlicks &%

" Protein & Horlicks
7 OW Horlrcks

YOUR DAY |ng pmemwmewonxow YOUR DAY IS {*"°'"" | THE WORKOUT

) 20 g e
S 4 l Protein' J =
o) [ o P ! H
i ,9 WDER A :

J 3 Bio |138g | 72mg @ 4 % - ';*.”!.,,'l’?... ¢l
ot:‘;'! ?1 I = =

Proffee

Al generated content
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DELIVER COMPETITIVE VOLUME-LED GROWTH

Consumption Premiumisation Market Making New Spaces

40% delta 40% delta 207 delta

ENABLERS

Crafting Desirable Brands o Future-fit Go-to-Market 4§ AlasaMoat

VALUE CREATION MODEL

Generate o Deploy Lod Step-up © Deliver Volume-led

Fuel for Growth Fuel for Growth Capital for Growth Profit Growth

UNDERPINNED BY TALENT, CULTURE & ESG
52

Delta.: Incremental Turnover Contribution

Sensitivity: Public
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Crafting Desirable Brands

ensitivity: Public



Co,nsumer obsession i the bedrock of crafting for desire
| E

I .nlllll“hll“"hﬂ

ww‘ = |
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\ r 4 _.-»..,_J ol e 7
). ihh | FUTURE SCENARIOS
*IHQ MATE ECQNOMY HEAL H‘

/\A*&’ VNG ‘{:'44
e, b

O
LISTENING :
ENGINE DATA COLLECTION,

ANALYSIS, INSIGHT S

26,000+ hours of
deep consumer
research

Building a social Al-enabled "

listening engine

foresighting
capability

etic humanimages created using generative Al to suj rti rative and visual s rellil

Synth ing g 3 pe S.
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e

Vaseline.

deep
WW&

long lasting moisturization

daily
éhyﬂ%m%

@i
Niacinamide

a5\
& CERAMIDE
HYALURON

( Vaseline,

non-sticky S i
lotion e : /- B skin protecting jelly

original

serum
in lotion g
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Today

If it’s Vaseline,

i’ ifi DEEP 1
it’s Verified. HOSTURE®

Vaseline

HEALTHY BRIGHT
Non-sticky lotion )
72| ([} Gluta-Hya
MOISTURE L _I Dewy Radiance
- Swruemein-loton "

) MVALU@

”
. =— | GLUTASLOW |
CERA 4 | ] va oRaN
| seruM | = v" ; N \":niﬁ, |
. — - - y‘:‘ [ .‘
= =~ “ j0) 65
: — = N\ ) THAN VITAMING
@) searosoecaur ‘ | AN NN STIRRY
FOR DAY Do
200 mé ! “
| 2o 5
1 _—
aost Ukize
oY %,
§' (‘o v
B lip care
Vaseline. total moisture
24 how mosturoed s

Lip Therapy™
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Resurgent Trusted Brand
Double-digit growth in FY'26
SCIENCE AESTHETICS SENSORIALS SAIDBYOTHERS  YOUTHFUL

100H of long lasting
moisturization; 70X faster
absorption

Visible Superiority \ \ : - faster absorption

57

Sensitivity: Public



ative visualisation. '.F':A‘resrh tomato ketchup - this is only a brand name / trademark and does not represéﬁ%f s true nature,
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FROM THE FARMER.
SINCE 1934,

Reimagined Food Masterbrand

From a condiment brand to a flavour
hacking platform

SCIENCE AESTHETICS SENSORIALS SAIDBYOTHERS  YOUTHFUL

GIVE YOUR CUTLETS
A BOLD KACHA AAM

Science of food & flavour Desirable Packaging Textures and flavours of Indian Expert ecosystems like GenZ first
pairing culinary delight nutritionists & chefs

Sensitivity: Public 60



Powered by a social-first demand engine

refreshing
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30K creator
ecosystem in
India

Al-enabled
content b
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Future-fit
Go-to-Market




Building a segmented frontline to Win in New India i S
Win in Q-commerce Win in specialised channels Expand GT distribution

Dedicated cross-functional Open format stores, Differentiated GTM for deep rural
organisation & joint business planning chemists & cosmetics reach & assortment selling

63
Sensitivity: Public
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|
| i
gJ an end-to-end Q-comme
sation to win

: Al-enabled Targeted Category
- ; \ availability performance building
N\ engine marketing partnerships

Sensitivity: Public
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Strengthening our Beauty execution engine

End-to-end Beauty-first
Right portfolio dedicated Go- Y

to-Market capabilities

L ]

> heolih +beauty o~

Sensitivity: Public
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Al @ Scale of HUL: Compounding value creation i e i

Marketing

b Better Marketing
Effectiveness

Go-to-Market

Designed for
purpose

Finance

Business Intelligence
& controls

Supply Chain

\  Faster
Innovation

Integrated
planning & ops

s HUL’s proprietary data at scale — our competitive moat

—

Sensitivity: Public 67



DELIVER COMPETITIVE VOLUME-LED GROWTH

Consumption Premiumisation Market Making New Spaces
40% delta 407 delta 20% delta
B ENABLERS
@® Crafting Desirable Brands o Future-fit Go-to-Market 4§ AlasaMoat

VALUE CREATION MODEL

Generate Deploy

o Step-up Deliver Volume-led
Fuel for Growth

© Profit Growth

¢ Fuel for Growth Capital for Growth

UNDERPINNED BY TALENT, CULTURE & ESG

Delta.: Incremental Turnover Contribution R a
Synthetic humanimages created using generative Al to supportillustrative and visual storytelling and do not represent actual persons. Sensit |V|ty: Public



Our Value Creation Mode

for Growth Growth for Growth led Profit Growth

Generate Fuel #-I Deploy Fuel for Step-up Capital Deliver Volume- # 4

WHILE CREATING ENDURING VALUE THROUGH ESG

Sensitivity: Public



In Summary

= Structural shifts in New India present an attractive FMCG growth opportunity

= HUL's "Winning in New India’ strategy is focused on decisively winning in distinct

growth pockets

= HUL will leverage its iconic portfolio to unlock competitive volume-led growth

through consumption, premiumisation, market making and entering new spaces
= QOur value creation model is designed to deliver volume-led profit growth

= Execution will be powered by three key enablers: Crafting desirable brands,
accelerating a future-fit Go-to-Market and building Al as a distinctive

competitive moat

= Our talent remains the foundation of our success and the driving force behind

long-term value creation

Sensitivity: Public
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Winning in
New India

CAPITAL MARKETS DAY

2026

CAPITAL MARKETS DAY
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Home Care

Vandana Suri
Executive Director, Home Care

TOUGHEE &
ON GREASE

Sensitivity: Public



223,672 cr. 197 377

Revenue Segment Margin Contribution to HUL

5 BRANDS ABOVE 2 1,000 cr.

2

All financial numbers pertain to FY'26
Segment Revenue = Segment Turnover + Other Operating Revenue

Segment Margin (EBIT) excludes exceptional items p— d
o et 4 Sensitivity: Public



Growth drivers of Home Care

. CAPTURING GROWTH POOLS AT SCALE

Consumption Premiumisation Market Making New Spaces
MORE USAGE MORE BENEFITS MORE USERS MORE CATEGORIES

3

Sensitivity: Public



India has huge headroom to grow Consumption

000 =l ADOPTION OF

’}Bu AFFLUENCE WASHING MACHINE

Laundry consumption increases Machines enabling consumption

with affluence

oy .
1.24x X

In HH with Machines In HH without Machines

4

Numerator: Avg Consumption for any washing powder, Avg Consumption for any washing powder/liquid
HH: Household Sensitivity: Public



HUL is best placed to drive Consumption in this market

Tiered portfolio High availability
API Segmental P
index share index
Tier 1 21X 3.1X
XSurf Present in /10 Indian households
excel :
Tier 2 12X 16X Superior products

Product superiority increases
consumption from SOG by

Tier 3 X X

15X
_ .

Nielsen Category APIs and HUL Share Index Jul'26 | Numerator MAT Jun’26 HUL Laundry Penetration | Numerator Avg Consumption SFXL Powder
SOG: Source of Growth

iensitivi Public ‘



Re-invigorated Wheel - Contemporary & competitive

) ) )

LARGEST BRAND STRONGER RELEVANT TO
IN TIER 3 BRAND BHARAT GENZ

Superior mix

Digital first
deploymentin rural

Highest equity

among Tier 3 peers

N . N

Nielsen L3M July 2026
Sensitivity: Public



Premiumisation and format upgradation are growth drivers

PREMIUMISE SIZEABLE TIER 3 MARKET

Volume

TIER 3
3 Mn Tons

Laundry India — Nielsen MAT July
Sensitivity: Public

~

Price Index

21X

FORMAT UPGRADATION

~

Volume Price Index

" Liquips

POWDERS




...and key levers in scaling Surf excel

VOLUME
3X
2015 2025
TURNOVER
4X
. SenS|t1-wty Public ~_"" _ T
- bers Mdar yeaerOlume‘Eﬁth '@ 4 : ‘ _ 2015 2025 8

Q
e o v



~ Driving Premiumisation with Surf excel Easy Wash

21009 8 < i Size of opportunity

~3Mn Tons

of mass powder & bars in India

PENETRATION

Top equity in market

AT23 MAT'24 MAT'25 MAT'26

#1 Brand

Surf excel in brand equity

Sensitivity: Public
Nielsen Panel | Numerator



130/0 Quarterly

penetration of liquids

PENETRATION
3X

Machine adoption key trigger

3X Liquid penetration
among machine owners

i

2 MAT22 MAT'23 MAT'24 MAT'25 MAT'26
Liquids under-indexed

Sensitivity: Public
Nielsen Panel | Numerator



Driving format upgradation with Vim liquid

Low category penetration PENETRATION

o
7/o Quarterly
penetration on dishwash liquids

High relative share
MAT'22 MAT'23 MAT'24 MAT'25 MAT'26

6 X Relative TURNOVER 1.8X
market share

Malodor, a clear trigger

67% population

consumes non-veg FY'21 FY'22 FY'23 FY'24 FY'25

s calendar year, Numerator; L3M Dishwash Liquids Category; Nielsen July'26 MAT Shares; Regimen Data for urban, 2021
L



With a proven playbook for Market Making, at scale

Wide distribution
with trial packs

Trigger for
trial

Superior
product

Education & .
. Partnerships
sampling

~3uf

Presence at every touchpoint
of the consumer’s search for
a washing machine

Malodour concern

12
Sensitivity: Public



Home Care, in summary

1. Home Care, a scale business with a solid track
record.

2. Critical to our success is the deep consumer
intimacy, and R&D knowledge that delivers
superior products & experiences.

I

34

P LOA
REAL \
10 ;mmwg‘d'

"l

3. Home Care has immense headroom to grow.
HUL is capturing growth across levers of
consumption, premiumisation and format
upgradation.

4. Our tiered portfolio with sizeable, iconic brands,
top equities, and high relative market share,
makes us best placed to win.

5. Proven market making playbook helps us
unlock opportunities at scale.

Sensitivity: Public



Beauty & |
Wellbeing _ /

Harman Dhillon  d
Executive Director Beauty & Wellbeing'|

/7

Sensitivity: Public



Revenue
(T cr.)

The #1 Beauty company in India

287

Segment
Margin

257

Revenue contribution
to HUL

All financial numbers pertain to FY'26
Segment Revenue = Segment Turnover + Other Operating Revenue
Segment Margin (EBIT) excludes exceptional items

/

2 1000 cr.+ brands
LAKME POND'S

Sensitivity: Public



Beauty’s next wave will be won by playing across two Indias

supported by right ecosystems

Per capita Penetration Channel Smartphone
consumption ownership
Power Spenders+ . . Only GT: 50% p
Premiumisers 6X 21X 4x Omni: 507% 867
Democratiser X X X Only GT: 80%
Omni: 20%

Sunscreen Hair conditioner

Source: *LSM 10+ Bintix penetration, LSM 7- Kantar Numerator penetration, Euromonitor, Kantar Numerator

U"
Q
|




We are the beauty shapers of the two Indias now with a
portfolio of iconic & new brands “

4 )

5
T !
8 i
v |
o i
5 i

|
E LAKME |
: Gt b EE R
= POND'S !
2 PONDR .
(U] .
= |
!
!
!
g |
£ i
= |
S |
£ !
) |
= i
\_ i

'4
: Sensitivit

Growth index for FY'26



The Beauty shapers of India | With competitive
moats at both ends

1. Most loved 2. Specialised 3. Customised
brands GTM mental reach models

Power Spenders+
Premiumisers

Dedicated beauty RTM

LAKME

POND'S

nnnnnnnnnnnnn

Democratiser

Sampling at Scale

Largest offline
distribution

Source: Bintix, Euromonitor, TGI, Numerator Sensitivity: Public



The Beauty shapers of India | Winning playbook in action at
both ends

1. SUN CARE 2. HAIR TREATMENTS 3. LIGHT MOISTURISATION

Power Spenders+

Premiumisers
Democratiser _ '  poLYGLUTAMIC AciD
I-AKME sssssssssssss " 17X WEIGHTLESS
. HYDRATION*

PROFESSIONAL S §
ERUM 1

B3 J
’g:,.ﬁ’* et
O]2 23S

6

Source: Bintix for affluent share, Numerator for New Trier HH at HUL level



Being ruthlessly focused on scaling strategic growth pools

WWWM

S~
Consumption Premiumisation Market Making New Spaces
. . N : i Build Masstige &
Build volumes Build beauty aspiration Build beauty regimes Wellbeing
-
i

POWERFUL SUN PROTECTION
FOR SENSITIVE SKIN.

Examples for today’s presentation

7
Sensitivity: Public




H

Accelerate

%’Wwf %W

Example: Dove Hair

., Dove
\'%‘M\" Ddyp icle bon
piide borid @ strength J <N
=35 ~ =TS “§
e O e
A Ay
y LY by e 'y .
: (e s
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Massive opportunity ({eNeIg=1o 1 [V])]5= R

\ \\ .

Most loved brand

Largest hair care
brand in India

= 4

HAIR TREATMENT
MASK

' < ) S
‘ éh > = o .
7 £ y & b < 1
#TheBeautyTestStopsWithl o © ™

s
o
Reverses 3 Y®

=+ Dove ; ’ o\
mothermonials.com i\ /
A\
\

Loved by urban and rural GenZ

| “oaem
Opportunity to Premiumise Number of formats
volumes
8X — X | X 4X 2 — 4
Mass shampoo Premium shampoo Democratiser  Power Spender Democratiser Power Spender
\

) A
Source: Binfix & Numerator i

\ Sensitivity: Public ?



Premiumiser+
Power spender

Democratiser

Dove | Building damage expertise to accelerate premiumisation

Jil IMag rtise HAIR TREATMENT
Dove d
Dam -
imn
- — 4
- Dove
N ’-; :;h‘,: }E “)‘l _~hh()m|
G Sy .
Do L N { ‘%ﬁfﬂf’" < 47201
el dation fr 1ampoo HAIR TREATMENT
=¥ Dove
$I ¢ 98%" Th
T GBI |
Dove
9
G \
R:S ELL
o
10
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BOND

4 RECONSTRUCTION®

P . “l‘\“ £V
lgsr v W Dove

N

Modern SASSY-er Dove with sharp POV to strenqﬂ‘?e MR




Example: Sunscreen

Sensitivity: Public



Under-penetrated market Hotter summer

X 21X

Democratiser  Power Spender

Working women

Record breaking temperatures
Erratic monsoon
EL Nino

200 Mn+ women
stepping out for work

13

Source: Bintix, Kantar ; Sensitivity: Public



Multi-brand play

—
I
Sensitivity: Public

Ve have made

YL Gr. &

1007

Next-gen technology

-

\

1

A

g

}

'
4
\
{
H

S,
gV R

2024
From To

X — 600X

Influencers/month

Y RN ) M5 2 .
VAR DELNSIE R SOPRSE

Advocacy-led model

T Y Y P



Premiumiser+

Democratiser

Power spender

Winningin suncare with a robust portfolio at both ends

POWERFUL SUN PROTECTION
FOR SENSITIVE SKIN.

LAKME

DRY MATTE FLUID

SUN EXPERT

Glowds |

[aE ¥ aW 78 R

Sensitivity: Public
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OIL RESU
FOR HAIR

PRO/\/\EN

Business

Sensitivity: Public



The new beauty equation is not just looking good, feeling
go ell

.s‘?’». 3 | ’
" £ 3
L9
~og
e

56‘799 AGR for actives-based skin ¢

a 4-yr CAGR
Sensitivity: Public 17



Breakout acquisition | Fastest brand to Z 900

ARR 2X

FY 22 FY 23 FY 24 FY 25 FY 26

Maintaining brand ethos Unlocking synergies Launching blockbuster innovations

ARR 2X is since acquisition Sensitivity: Public




Accelerating our wellbeing play with a differentiated portfolio

GenZ's most loved hydration brand

PEACHY
FAIR

/ % £

|
A [ tauowo B

JUICY PEACH

FY 23 FY 24 FY 25 FY 26

Prserd by

[ Global expertise in

: Robust global portfolio of
Wellbeing Best in class R&D ] ] )

brands

Sensitivity: Public




Simple | From incubation to scale at break-neck speed

w &5
gel-tex ,
gel-tex 10X |
gel-tex . ¢
gel-tex
= wm I
- FY 22 FY 23 FY 24 FY 25 FY 26

gel"l'eX'I\.uv

|-

[ Tech for sensitive skin ]

Prsered) by

GenZ first
community building approach

Sensitivity: Public
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We are the #1 Beauty company with scale, profitability & house
of the most loved brands in India

We have deep consumer intimacy built over 90 years which
#2 enables us to delight varied consumers through our brands and
products across the length and breadth of the country

India’s next wave of beauty is at both ends of the affluence
#3 spectrum. We are the only company poised to win in both with
customised ecosystems

# We are ruthlessly focused to scale strategic growth pools of
4 consumption, premiumisation, market making and building
new spaces in masstige & wellbeing

#5 All of this is powered by our transformed portfolio, beauty
marketing playbook & segmented Go-to-Market ecosystems

Sensitivity: Public




(One Pl

Be the Beauty
shapers of India

Sensitivity: Public






Personal Care

Radically transforming our portfolio,
leading disruption & building desire with our brands

29564 cr. 19%

Revenue Segment Margin

157

31,000 cr.+ Brands 7% Contribution to HUL

All financial numbers pertain to FY'26 2
Segment Revenue = Segment Turnover + Other Operating Revenue
Segment Margin (EBIT) excludes exceptional items Sensitivity; Public
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U

Growth drivers for Personal Care ot B

- CAPTURING GROWTH POOLS AT SCALE

Consumption Premiumisation Market Making New Spaces
MORE USAGE MORE BENEFITS MORE USERS MORE CATEGORIES

Sensitivity: Public



Climbing the benefit ladder

From category entry through hygiene to beauty, specialised
benefits & formats

p

SPECIALISED
SOLUTIONS & FORMATS
Q
)
T
>
)
= BEAUTY &
§ ASPIRATION
O
(@)
)
c
[
T HYGIENE &

PROTECTION

Sensitivity: Public
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Consumption growth opportunity in core “

Hindustan Unilover Limited

New age villages * | ,_,-E’l:,’; ,
' s

Rural growth is

1.8X

of urban

& LUX %Aﬂ/ 100% STRONGER
o Y neme SKIN PROTECTION

VITAMIN C

Lifestyle improvement

% 2020 2025
r’ Shower X 15X
#2
#=l Runningwater X 15X Lo
R 5
"fmmC‘*’

Per capita consumption

India Brazil

X — 2X

100% STRONGER
SKIN PROTECTION

= b - W s

——

Source:Numerator Sensitivity: Public
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Making Lux modern and contemporary e

S A

Aesthetics
>

5
'
3
- 2

Said by others Youthful

Q
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Premiumise bars with Dove & Pear ’ .

> 7 lakh tons of mass

soaps sold in India

Mass bars Premium bars
X vs. 2X
MAT market growth

HUL outpacing premium
market growth

7

Source: Nielsen Sensitivity: Public



Turbocharge market development in Bodywash
-y

Vietham penetration

Dove ~60%

Benchmark to SEAA
sensitive
bodywash -
Bars Bodywash
- -
Dove
= 5 Last 3 years market growth %
= 54 nourishing
) bodywash E s Dove
DOVe hypaallerganic formula b ": B .
. - 10)Y% exi()l‘lal‘u]g
*___J Rywash Bodywash Turnover
=y . refreshing
) bodywash s

i . s‘
L - 1

- >

: .

: - X v
sulphate free cleansers .
— \ ) X
\ -
: .
= with exfaliating baads

2021 2022 2023 2024 2025
\_—____

8
Source: Nielsen. Turnover numbers for calendar year ' - ' Sensitivity: Public
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A scalable market development engine for Bodywash growth ...« ...

0 Social-first

2X
media

Sensitivity: Public

@ Generating trials e Superior product @ Physical presence

/

Igsolcl)c::lulrooking 1 o 5 X

skin actually

Distribution

Scale availability &
scale benefits visibility

Sampling at HUL's Skincare-led



Closeup: The OG SASSY brand for the youth

[ S S
Aesthetics Sensorials Said by others

ZINC ISR ..

TECHNOLOGY




Making everyday brushing a delightful sensory experience

/

India Indonesia

X — 17X

Toothpaste consumption

\

-
/
Toothpaste Freshness

X — 13X

Last 3 years market growth%

a
HUL Penetration

+200 bps

MAT'23 MAT'26

orato =

/
\

‘ V N

'é//(

ﬁ’ ‘ \tﬁ:‘-‘ ¢

//'M"'

lllllllllllll

India China /Turkey

X — 20X
Whitening Segment Contribution
- /
4 )
Toothpaste Whitening

X — 25X

Last 3 years market growth%

- /
/ HUL outpacing this rapid \

market growth

Q225 Q325 Q4'25 Q1'26 Q226




We will invest to market develop Functional Deodorants ko e it

Market opportunity HUL right to win

Hot & humid
country

O #1 Deodorant player globally
More sweat =
)

body odour

More
working women

Patented anti-perspirant
technology

Low usage of
Functional Deos

Sensitivity: Public 12



Personal Care summary

* Opportunity to drive consumption
growth across consumer segments

* Transforming the market with
premiumisation and market making

« Our brands are building desire
across Skin cleansing bars,
Bodywash, and Oral Care

« We are leveraging a proven
playbook for category creation at
HUL scale

Sensitivity: Public



GIVE YOUR CUTLETS
A BOLD KACHA AAM

KASUNDI KICK_

Y
{

Sé

aklﬁan

V¢ AAM
\' KASUNDI
L @ CHUTNEY =
‘nd

=
%e"

Foods

Rajneet Kohli
Executive Director, Foods

- Bond

....................

Sensitivity: Public



A large Foods business with

industry-leading profitability Seven Large, lconic

31,000 cr.+ Brands
214,061cr.

Revenue

207

Segment Margin

227
o
Contribution to HUL

All financial numbers pertain to

= ent Turnover + Other Operating Revenue; Segment Margin (EBIT) excludes exceptional items
Turnover milestone of > 21,000 cr. based on trailing 12 -months turnover for JQ'26 Sensitivity: Public
Red Label, 3 Roses and Taaza are part of Brooke Bond masterbrand




Lifeskylel
Nutrition

Taaza and Lipton Horlicks and Boost

Market leadership
across

every key segment | 2
we are in! ‘

e o’ et
P s

= . 7 '.3',()", R . 1‘ e
& ! g £ ) 'l."!"' P

Kissan

Sensitivity: Public



India is changing & so are foods & beverages trends

Changing affluence Changing population Changing lifespans Changing climate Changing workforce

Premiumisation Coffeg el e Hot to cold Convenience
revolution currency

Lifestyle

Flavours, .
Flavours & functional Ready-To- Condiments

formats &

e 0 o) C k- .d
functionality formats nutrition Drink ooking aids

Fortification, Protein

Sensitivity: Public



India accelerates towards the inflection point,
Doubling the affluent Indians to 150Mn by 2030

. 80mn More Indians To Cross | 70mn Indians Are Already
~ 1 - - ! -
¥ : Inflection Point By 2030 ! Beyond The Inflection
c i :
0 : , Slovenia ®
) 1 1
Q : : pp——— T
£ | :
=5 ! I o®
2 : : '....-"-P-
S I | Chile ® e
v i Poland_
3 . i Mexico e ® Argentina
L i i '_,.-"'
E i i ® saudi Arabia
E E o Russia _.._,.--':"".
g E Bruzi.t..:,_.*""' E ® Turkey
Q i o -t ~ i
E Peru ! South Africa e g !
q ° i S e :
; . .- o
= € ernrnncsnannnanduosannunenasests®t T Thailand ® ® China :
= s j ® Indonesia Malaysia I

.

India: €1500 Inflection Point Per capita disposable income
€9350 ($10,000)

Packaged Foods inflects at €9k, Coffee at €5k, Condiments at €6k

: . Sensitivity: Public
Source: Euromonitor, McKinsey Study on F&B Demand Spaces 2025



Growth drivers of Foods

. CAPTURING GROWTH POOLS AT SCALE

Consumption Premiumisation Market Making New Spaces
MORE USAGE MORE BENEFITS MORE USERS MORE CATEGORIES

v ——
¥ Horlicks
Protein

Hodiks F24g ’

% protein \Poen D i

i
i @ sty
procedd,
72mg 1058 1.0

Sensitivity: Public






REIMAGINE

From. Legacy HFD lcon
To Lifestyle Nutrition Leader

ensitivity: Public



Bringing back Nutrition SCIENCE in Horlicks with SUPERFOODS
-

(NEw)

. Hor f (Y OUR mAm

now w

UK

MdaXx

Technology

Super /\/utrifion made WAKING NUTRITION
Super Easy to Absorb easier fo absor

Horlicks
with SUPERFOODS

27 Vital
Nutrientsin

OATS )

MILLETS > D

B /aLTEDBARLEY

S mmee ZEROADDED SUGAR'




Proteinls large, rapidly growing
crafted with Nutrition SCIENCE -
Fibre is a KEY DIFFERENTIATOR

JUST PROTEIN IS GOOD, BUT

PHIIJEII'I
FIBRE

IS BETTER
g am, | g

128 Quaty Tosted Wi 150+ L3t tests

S Horlicks
Protein

-----

Fermented Yeast Gut-Eriendly Protein
PROTEIN POWDER

W e

4g | 48g | TmE 10.58
i | e | v

=

/
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Taking mix craftsmanship to GenZ consumers

I
&

L o Added Sop b"‘r‘
Horlicks I o r~
Protein 0 Horlicks &

Protein |

SKIP THE s
SCRAMBLE, | W
KEEPTHE |
PROTEIN

Horlecks
Protein

FIBRE NUTRIENTS PROTEIN

e . Disclaimer: This image contains visuals including synthetic human images created using generative Al
Sensitivity: Public 8 g syl g g g
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FROM THE FARMER,
SINCE 1934,

} KARIPATTA
‘ i . COCONUT

MLIKGAIOR o
% 2 CHUTNEY

CHILLI PEANUT
THECHA
o CHUNEY

GREEN CHILLI PEANUT | =438
F.

::::::

TEEKH] LEHSUN
MIRCH CHUTNEY _

Sensitivity: Public . , — . e e



Unleashing the Chatora in all of us
to flavour-hack everyday meals, effortlessly.

FROM THE FARMER.
SINCE 1934,

Sensitivity: Public



FROM THE FARMER.
SINCE 1934.

TEEKHI
LEHSUN MIRPH CHILLI PEANUT

[ CHUTNE THECHA
~ COLONUT AR g™ A - A e CHUTNEY
; ?‘? CHUTNEV’_V N A f S o — - 2 4 - = . DAEIN ML FOANKT
S ?:VU”“‘VI.‘,' i . maR L ‘ ) : : \

")




¢ RICH AND FLAYOURFUL «

Sensitivity: Public




Kettle to
From Hof




REIMAGINE BEVERAGES

Where the next decade of beverages will be won

Strategic pivots

Mass . Premium

Kettle - Cup

-

Hot . Cold

Sensitivity: Public
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PIVOT #1

Mass to Premium

We upgraded India out of loose tea - the next decade offers a bigger prize

China story- premiumisation in 15 years

Loose B FMCG / Packaged [ Premium
B RTD Tea Chains / Cafes ] Wellness / Functional

Source: Euromonitor, Mintel

Sensitivity: Public

/

India opportunity is HUL’s

1.5X

Q-com

Q-com showing signs
of premiumisation

opportunity

¥

19



PIVOT #2

Kettle to Cup

Families are turning nuclear, so needs turn personal and we move from ingredient to the end cup
/

Families are going nuclear

0%

of Indian families are now ONE KETTLE, ONE HOUSEHOLD

nuclear, up from 37% in 2008

- - ’ ‘_“i'“ (‘ :“
STANT INST INSTANT INSTANT
GIN CHAI ASSORTED ELAICHI CHAI
g — PRI — RO~
. = EES Al T
< . e
Az Aanlel

A CUP FOR EVERY Premix to unlock personalisation at scale
INDIVIDUAL

20
Source: PLFS (MoSPI) . . L . 5 . . . X X K
A . Disclaimer: This image contains visuals including synthetic human images created using generative Al.
Sensitivity: Public



PIVOT #3

Hot to Cold

For Under-30’s, Cold is the default beverage. We are aggre\sSive_lypuildihg COLD platforms

el

—— :
' "‘l-l-tv__l“_r_—.'nw_a—d- -“.“- v

BUILDING COLD PLATFORMS ACROSS BRANDS

The fridge is now mainstream = AlF
h S e RHME
'\'x?fhckf - T{= = 1
oteir’ \\-w-’ 1l b U 1
0E) 5 33rl¢ks & LR 2
N Oteirn ‘\"«.. 4
y :""- ¥ NOrtyetes
R Qteirn
2
s
Smeed

households now own a fridge, up from 176
Mn in 2022; cold has the infrastructure

Sensitivity: Public



Foods menu for growth

-I HUL Foods is a large business with industry-leading profitability,
with significant headroom for growth

2 We have iconic brands and are REIMAGINING our portfolio
Horlicks: Superfoods & Protein

3 Kissan: The Great Indian Foods Brand, Chatt Kar Jao

Beverages- Tea & Coffee
4 * Mass to Premium

 Kettle to Cup

 Hot to Cold

5 HUL Foods is well-positioned to capture immense opportunity
with a Foods-first culture & hunting for growth mindset

Sensitivity: Public



Hundustan Unillever Lumited

Our Value
Creation Model

Niranjan Gupta
Executive Director, Finance & CFO

Sensitivity: Public



DELIVER COMPETITIVE VOLUME-LED GROWTH

Consumption Premiumisation Market Making New Spaces
40% delta 407 delta 20% delta
B ENABLERS
@® Crafting Desirable Brands o Future-fit Go-to-Market 4§ AlasaMoat

VALUE CREATION MODEL

Generate Deploy

o Step-up Deliver Volume-led
Fuel for Growth

© Profit Growth

¢ Fuel for Growth Capital for Growth

UNDERPINNED BY TALENT, CULTURE & ESG

Delta.: Incremental Turnover Contribution Sensitivity: Public 2
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Our Value Creation Mode

for Growth Growth for Growth led Profit Growth

Generate Fuel #-I Deploy Fuel for Step-up Capital Deliver Volume- # 4

WHILE CREATING ENDURING VALUE THROUGH ESG

Sensitivity: Public



Our Value Creation Model is deeply roc

Generate Fuel
for Growth #1

Sensitivity: Public



Sensitivity: Public
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#1 Generate Fuel for Growth wws i

A

Improve premium
mix

B

Maximise
operating leverage

C

Launch Future
Savings Lab

D

Drive Al-led media
effectiveness




A. Improve premium mix
Drive growth through margin accretive portfolio

1.5x

Growth in GM-
accretive portfolio vs.
rest of portfolio

Design for channel

Accelerating margin accretive
innovations

Driving brand power through
SASSY framework

Sensitivity: Public 6



s By
268 3%

B. Maximise operating leverage
Revenue growth ahead of fixed cost growth

Hindustan Unilover Limited.

-

4 a

Leverage technology and Al across
operations

] et 2
Maximise asset efficiency

0.8x

Revenue Growth Fixed Cost Growth

-

Sensitivity: Public ' "
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Hindustan Unilever: Limited.

C. Launch Future Savings Lab
Multi-year savings programme

Value chain transformation

Moving closer to demand centres

il
AT I

: M 100 bps

Strategic sourcing
B 'N-house fragrance design

4
Savings ahead of

historical average by

\

) .
‘ Ad
Next-gen science platforms |
Formulation design -

I :
. |

.
i
I

y

-

-,

L

¥4 L
58
-5 1

P

\ ;
||




D. Drive Al-led media effectiveness .
Using the power of Al in media creation to deployment

Transform content creation
with Al

107

Better media
effectiveness

Superior media deployment
using our proprietary tool

Maximise ROI through real- '
time optimisation p

~—'_  "Basedon fab ‘test on selected fabrics LS ]
X ( / Created using Al. Creative Vlsuahsahon_
:

i . 40 ‘JJ

Sensitivity: Public



Sensitivity: Public

Hundustan Unillver- Limited

#1 Generate 500 bps of Fuel for Growth

A

Improve premium
Mmix

1.5x

C

Launch Future
Savings Lab

+100 bps

B

Maximise
operating leverage

0.8x

D

Drive Al-led media
effectiveness

107

10



Our Value Creation Model is dee

Deploy Fuel for # 2
Growth

Sensitivity: Public
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#2 Deploy Fuel for Growth i S i

Desirable product Media & Pricing & pack price Channel
& packaging sampling architecture investments

INVESTING ACROSS LINES OF THE P&L

Sensitivity: Public



o
268 3%
G

Hundustan Unillever Lumited

With sharp prioritisation to fund our growth pools

.. Growth Pools - Consumption Premiumisation Market Making
\ More Usage More Benefits More Users

Resources |

Desirable product
& packaging

Media &
sampling

Pricing & pack
price architecture

Channel
investments

13
Sensitivity: Public



Our Value Creation Model is dee

Step-up Capital
for Growth

Sensitivity: Public
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Our capital allocation framework . A

BEST-IN-CLASS SHARPER CAPITAL
CASH GENERATION DEPLOYMENT FRAMEWORK

01 Step up productive capex investments

I 02 Investinreshaping the portfolio

\

| 03 Dividend payout to shareholders

1007

Cash conversion

Sensitivity: Public 15



B

Working Capital excluding cash & bank balances and current investmer;ts

Best-in-class cash generation T,

Operating profit growth Efficient working capital management Outcome

o '-”‘.

P —ra 3 -
e 3 - C— i .
£t f‘u e s e =

- o - bt 1AL s

+ ' Payables Receivables Inventory ﬁq
aEE—— [
Drive volume-led profit Continue negative trade working I!?_
growth capital discipline il |

i NHN Eis

B
13
V"

-

e

1

.

3

'-fl

3

¥
s
&

vy 10 oo )
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Step up capex investments to enable growth and productivity

37410

Last 5 Years Plan

Total capex spends towards
growth & savings

M . g R ¢ Y i puie = T 1 : B o 0L B g S0
|\ Sehsitivity: PUblic 3 L Ty \ : 4 BTG L e, St =
- - S - N d A1 - —_— - o o r - - ol il 4 { N o -9 . A

.
Pl e



Sharpening the portfolio to focus on fewer, bigger bets

Pureit Ice Cream Nutritionalab Minimalist OZiva
Disposal Demerger Divestment Acquisition Acquisition

18



B o
2&1. 2
e

Continue to pivot the portfolio towards high-growth spaces ...

o ©

Existing brand Brands from Bolt-on
extension Unilever stable acquisitions \

Sensitivity: Public 19
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Reinvesting cash in line with our strategy ..

Best-in-class cash Step up capex Invest in re-shaping
generation investments the portfolio

1007 27 > 37 g 207 of delta

Cash conversion Capex 4 TO ‘ New spaces

T
|
1
B |

3 e

W e . R

T T T T W

T, VN . VM W

. O T T
1 - — L /AR

A L — T

| |

l ! Sensitivity: Public 20




Our Value Creation Model is dee

Deliver Volume-
led Profit Growth # 4

Sensitivity: Public
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Deliver volume-led profit growth et e i

Competitive volume-led revenue growth

I

Generate Fuel for Deploy Fuel for
Growth Growth

500 bps 500 bps

Medium-term EBITDA Margin range
22% - 24%

i

Volume-led profit growth

Shaping the portfolio structurally towards higher margins
sensitvity: Pupic Wider range allows flexibility to invest for growth 22



I

- Our Valuei-g tlon Modet fi ?é'plé/ rooted to Win in New India

23
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Best-in-class ESG

ENVIRONMENT IMPACT SOCIAL IMPACT GOVERNANCE STANDARDS

97 %~ 12 Mn+ Strong independent oversight

Dgforestation-free supply chain in palm People benefited cumulatively through 100% of board committees chaired by
oil, tea, soy, cocoa, paper and board Prabhat independent directors

58%* 6 Lakhs+ Robust risk management

People have access to safe hygiene and Enterprise-wide risk management integrated

Reduction in water use in our factories Jeti= ) : - : kL !
sanitation through Project Suvidha into strategic decision-making

97% 2 Lakhs+ Culture of Business Integrity

CIEETEIENS [EEnTERE (o (el e Gz Women empowered through Project Shakti Integrity, Respect, Responsibility, and Pioneering
embedded as core organisational values

*(m*°/tonne of production) against 2008 baseline Sensitivity: Public 24

“For calendar year 2025
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Value creation to Win in New India

Values

A winning culture with uncompromising
governance, and a rewired organisation that
acts with speed and consumer centricity.

Value Creation
\I(Ivél\\IIVNIII\I\IIg Growth that is competitive, profitable,

A | oy responsible and sustainable.
‘ © P @ /
. 2

CAPITAL MARKETS DAY Valuation

Long-term focus with enduring
fundamentals, set up to win for
decades to come.

y

— What is Good for India is Good for HUL—

Sensitivity: Public 25




Winning in
New India

CAPITAL MARKETS DAY

2026

CAPITAL MARKETS DAY

Sensitivity: Public
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