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CHARTERING THE UNCHARTERED

Sanjiv Mehta, Chairman & Managing Director

Hindustan Unilever Limited

15th February, 2021
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SAFE HARBOR STATEMENT

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 realized. 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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INDIA’S LARGEST FMCG COMPANY
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130+ YEARS OF PROUD HISTORY IN INDIA

Sunlight soap 
introduced 

to India

Unilever sets up 
subsidiary in 

India

Indian subsidiaries 
consolidated under

Hindustan Lever Limited

1888 1931 1956 2007

HLL renamed as 
“Hindustan Unilever 

Limited”

Unilever increases 
stake in HUL to 67%

2013

HUL market cap 
crosses $50bn

2018 2020

HUL - GSK CH merger
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A $6BN POWERHOUSE
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OUR FOOTPRINT RECOGNITION

9 out of 10 
households
use one or more of 

our brands

Our brands are 
available in 

8 mn+ stores

‘Employer of Choice’
in the industry 

for 12 years in a row

Most Innovative 
Companies

#8 Globally

#1 in India

14 HUL brands 
in India’s Top 100 Most 
Trusted Brands 2020

21,000
Employees working across 

31 owned factories & 15 
offices
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CATEGORY LEADERSHIP IN >90% OF OUR BUSINESS
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#1
Tea

#1

#1#1#1 #1

#1
Household 
Care

Fabric 
Wash

Hair 
Care

Skin 
Care

Skin 
Cleansing

Ketchup

#1
Health Food 
Drinks
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PERFORMANCE OVER THE LAST DECADE

CONSISTENT GROWTH PROFITABLE GROWTH

890 bps
EBITDA improvement^

*On comparable basis. On reported basis, 10-year sales CAGR stands at 8%.
^On comparable basis. On reported basis, EBITDA up by ~1000 bps over last 10 years.

9% CAGR 
Sales growth*

HIGH CAPITAL EFFICIENCY

7

128.5%103.7%

FY 
2009-10

FY 
2019-20

Best in CLASS
ROCE sustained

CONSISTENT TRACK RECORD OF HIGH PERFORMANCE
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LEADING VALUE CREATION

$ 13 bn
2011**

$ 72 bn
Current*

+ $59 bn 

5.6XMarket
capitalisation

*Market capitalization as on 12th February 2021 and converted to USD based on reference rate on 11th February 2021
**Market capitalization as on 14th February 2011 and converted to USD based on reference rate on 11th February 2011
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FY 21: A YEAR LIKE NO OTHER
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FROM PANDEMIC TO VACCINE ROLLOUT

Source:
COVID cases: Worldometer
Vaccine rollout: MOHFW

COVID CASES TOUCHED ~100k PER DAY, 
AND NOW UNDER ~10k PER DAY COVID VACCINE ROLLOUT

May’20 Sep’20 Feb’21

Daily New Cases

10K

98K

Rapid Development | Secured Vaccines | 
Fastest rollout > 7.5mn already covered
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FROM ECONOMIC MELTDOWN TO A SHARPER THAN ANTICIPATED RECOVERY

Source:
Real GDP growth – National Statistical Office (NSO), Govt. of India
FY22 GDP – RBI MPC Jan’21
Consumer Confidence Index, Future Expectation  from RBI

ECONOMY BOUNCING BACK FROM 
THE LOWS OF H1’FY21

6.1%
4.2%

-15.7%

0.3%

-7.7%

10.5%

FY'19 FY'20 H1 FY'21 H2 FY'21
(AE)

FY'21
(AE)

FY'22
(AE)

GDP Growth

SHRINKING CONSUMER CONFIDENCE, 
OUTLOOK ON FUTURE OPTIMISTIC

20

40

60

80

100

120

140

Consumer Confidence Index

Current Situation Future Expectation
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THE PANDEMIC HAS SHAPED NEW CONSUMER BEHAVIOURS

Protective measure Fear factor

Cocooning Stocking & Saving

E-everything

Clean living

Contactless culture

Life interrupted
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SOME OF THESE TRENDS WILL CONTINUE POST THE PANDEMIC

COVID Cocooning

Clean Living

E-Everything

Protective Measure

Stocking & Saving*

Life Interrupted

Contactless Culture

Fear Factor

Before COVID During COVID People realize it’s a 
better habit It sustains after COVID

*Saving is expected to continue while stocking is expected to fade out after COVID 
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COVID OBSESSIVE CATEGORIES SAW A SHARP SURGE 
Expect to normalize in 2021

-20%

-10%

0%

10%

20%

Q2'19 Q3'19 Q4'19 Q1'20 Q2'20 Q3'20 Q4'20

Toilet Soap, Toilet Cleaners, Hand Wash, Hand Sanitizers

Sources:
Nielsen for Volume growth

2019 2020
Volumes

X

16X

2019 2020
Volumes

Y
1.5Y

HAND WASH

HAND SANITIZER

Volume Growth (YA)
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COVID RELEVANT CATEGORIES ARE BACK TO PRE-COVID LEVELS
Expect to sustain in 2021

Volume Growth (YA)

-20%

-10%

0%

10%

20%

Q2'19 Q3'19 Q4'19 Q1'20 Q2'20 Q3'20 Q4'20

DISHWASH, TEA, HFD, TOOTHPASTE, SHAMPOO

Aided by Hygiene and Cocooning

Sources:
Nielsen for Volume growth
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COVID RESISTANT CATEGORIES 
Expect to normalize with increase in mobility in 2021

Sources:
Nielsen for Volume growth
Google community mobility report – Indexed to Jan-Feb’20

-40%

-30%

-20%

-10%

0%

10%

20%

Q2'19 Q3'19 Q4'19 Q1'20 Q2'20 Q3'20 Q4'20

Hand & Body, Face Care

Volume Growth (YA) Complete Lockdown India Unlocking

-20%

-73%

-51%

-30%

Mar'20 Q2'20 Q3'20 Q4'20

Improving mobility



Sensitivity: Public 17

COVID IMPACTED CATEGORIES 
Expect to rebound strongly in 2021 with increase in mobility
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CATEGORIES WHICH SLOWED DOWN IN 2020 WILL REBOUND 

COLOR COSMETICS

SKIN CARE

CAGR : 14%

CY’19CY’14

CAGR 7%

CY’19CY’14

Highly Profitable 

ICE CREAM

CAGR : 15%

CY’19CY’14 Profits 3x

THESE CATEGORIES REMAIN STRUCTURALLY ATTRACTIVE FOR US

CAGR : 9%

CY’19CY’14

FABRIC WASH

Profits 4x
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SIGNIFICANT CHANNEL SHIFTS
Led by preference for proximity, contactless culture and closure of malls

E-COMMERCE ACCELERATION
A STRUTURAL SHIFT

RENNAISSANCE OF 
THE HUMBLE GROCER

Sources:
Nielsen Retail Audit

2x
Contributions vs Pre-COVID

3%
1%

-1% -2%

4% 5%

Q2'19 Q3'19 Q4'19 Q1'20 Q2'20 Q3'20 Q4'20
-13%

MT SIGNIFICANTLY IMPACTED,
NOW RECOVERING

9% 9%
11%

-6%

Q2'19 Q3'19 Q4'19 Q1'20 Q2'20 Q3'20 Q4'20

-20% -24%

16%
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NAVIGATING THROUGH THE PANDEMIC
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WE FOLLOWED A SEGMENTED PORTFOLIO APPROACH
DISCRETIONARYHEALTH, HYGIENE & NUTRITION

Skin Cleansing, Home Care, Hair Care, Oral Care, 
Packaged Foods, Tea, Coffee

c.80% c.15%

OUT OF HOME

Water, Ice Cream, Food Solutions, Vending

c.5%

Skin Care, Color Cosmetics, Deos

21
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OUR FOCUS AREAS

WIN IN HIGH GROWTH CHANNELSCONTINUITY OF SUPPLY PULSE ON CONSUMER DEMAND

22
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SUPPLY LINES RESTORED AT SPEED WITH AGILITY

100% Factories & 

depots  operational

11 Wage settlements

during COVID

Service levels @ Pre-COVID

~90 Flex 

formulations

130+ Alternate 

suppliers

23
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BRANDS REPURPOSED WITH CONTEXTUAL COMMUNICATION
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IMPACTFUL INNOVATIONS ACROSS THE PORTFOLIO
HYGIENE: FORMATSHYGIENE: NEEDS HYGIENE: BENEFITS
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IMPACTFUL INNOVATIONS ACROSS THE PORTFOLIO

CARENUTRITION IN-HOME
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*No. of outlets with monthly average billing >INR 500
^DQ’20 vs DQ’19 

EXPANDING RURAL REACH

2x

E-ROUTE TO MARKET 

>8 lakh Assets deployed in DQ’20

6x
Avg. orders per month^

3.4 lakh 
Outlets onboarded

STRENGTHENING OUR COVERAGE

Pre-
COVID

Jun'20 Sep'20 Dec'20

Effective Coverage*

Assortment

Pre-
COVID

Jun'20 Sep'20 Dec'20

X
1.1X 1.1X

X

1.7X
2X

1.1X

1.8X

Entrepreneurs
2020 vs 2016

Growths 
2020 vs 2019

EXECUTION EDGE IN GENERAL TRADE SHARPENED

27
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E-COMMERCE ACCELERATED

EVERYDAY GREAT EXECUTIONPORTFOLIO DESIGNED FOR 
CHANNEL

Best-in-class online availability 
and discoverability

^DQ’2020 compared with DQ’2019

2x
Growth^ & 

Contribution^

STRONG PERFORMANCE

Shares
Post vs Pre COVID
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SEGMENTED PORTFOLIO APPROACH ENABLED US TO GROW MAJORITY OF OUR BUSINESS

HEALTH, HYGIENE AND NUTRITION
c. 80%

OUT OF HOME
c. 5%

DISCRETIONARY
c. 15%

-45%

-25%

-1%

JQ'20 SQ'20 DQ'20

Domestic consumer growth and USG excludes the impact of merger of GSK CH and acquisition of VWash

6%

10% 10%

JQ'20 SQ'20 DQ'20
-69%

-25%
-15%

JQ'20 SQ'20 DQ'20

HEALTH, HYGIENE AND NUTRITION STRONG; DISCRETIONARY RECOVERING

29
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DQ’20: ROBUST PERFORMANCE

STRONG FUNDAMENTALS GROWTH COMPETITIVE & PROFITABLE

*As per Kantar Worldpanel for L3M November 2020 on relative basis

^As per Kantar Worldpanel for L3M November 2020 volume data

% Business Gaining Penetration*

86%

BUSINESS GAINING MOMENTUM

Reported TO Growth

19%

PAT Growth

20%

Domestic Consumer Growth

> 60%

-9%
-7%

3%

7%

MQ'20 JQ'20 SQ'20 DQ'20
% Business Winning Share^

30
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MAKING SUSTAINABLE LIVING COMMONPLACE

HEALTH AND 
WELL-BEING

SUSTAINABLE 
SOURCING

ENHANCING 
LIVELIHOODS

>150 million
people impacted till date

5 Suvidha centers 
operational in Mumbai

>30 million person days 
employment generated by 

HUF^
~4.5 million people benefited 

under Prabhat^
136K Shakti entrepreneurs*

76% Tomatoes**
78% Tea**

sourced sustainably

BECOMING PLASTIC 
NEUTRAL

>67% Plastic recyclable*
58.5K tonnes 

(60%) of plastic collected 
and processed in 2020

WATER

Hindustan Unilever 
Foundation (HUF)

>1.3 trillion litres
of water conservation 

potential created^

ENVIRONMENT SOCIETY

^ Cumulative numbers since inception till date
*2020 exit
** In 2019 31
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REIMAGINING HUL FOR THE NEXT DECADE

32
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REIMAGINING HUL: OUR VISION

YESTERDAY

MOVING FROM LINEAR VALUE CHAIN TO NON LINEAR ECOSYSTEMS FOR TRANSFORMATION
BUILDING DISTINCTIVE CAPABILITIES ACROSS THE VALUE CHAIN

Reimagine 
HUL

Consumer 
Ecosystem

Customer 
Ecosystem

Operations 
Ecosystem

Data & 
Tech 

Ecosystem

TOMORROW

33
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SPOTLIGHT: LAKME ECOSYSTEM

Innovation System Manufacturing & Logistics System

Consumer System Customer Ecosystem

Counter

Lakme DTC
Sampling Engagement Platform

Salons

Automated & 
Robotized Warehouse

Open Innovation  & Crowd Sourcing Original Design & 
Manufacturing

Data, Tech & Analytics

Media Room

Beauty.com

Control TowerDigital Factory

Analytics Centre

Makeup Pro

Digital Twins

34
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SPOTLIGHT: CUSTOMER ECOSYSTEM

Retail lending

Demand Generation Ecosystem Demand Capture Ecosystem

Shopper eb2c

Hyperlocal 
Delivery

Retailer eb2b: Shikhar

Demand Fulfilment Ecosystem

Analytics Back End 

Seamless 
Credit

Fulfilment CentreWarehouse

Factory

Building Direct Coverage& Assortment Engine
Consumer Offtake & Share

Debtor Risk

Distributor
Purchase Data

35
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SPOTLIGHT: OPERATIONS ECOSYSTEM

SOURCE

Chemical Hub Future-fit distribution 
infrastructure delivered through 

segmented automation 

Big data analytics 
to improve 

availability at RS

Demand 
fulfilment by last 
mile optimisation

Multicategory 
Mfg. network

Digital Twins to 
optimise & improve 
processes, quality & 

reliability 
Centralised hub for quick demand 

sensing and adapting 

MAKE DELIVER SERVICE

36
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POWERED BY INTELLIGENT DATA ECOSYSTEM

Consumer Data 
Lake

Customer 
Development Data 

Lake

Supply Chain 
Data Lake

Task Customization basis 
size of prize

Deaveraged Data 
based on WiMI

ML Based Decision 
Support System

Search Based 
Deaveraged Data 

POS Based 
Retail 
Measures

Predictive analytics for 
CCBTs

Going direct for uncovered/ 
perennially underserviced 

markets

Process 
Optimisation

Pre-emptive 
Maintenance 

Forecasting & 
Modelling 

Enterprise Data Lake

Digital 
Simulations

37
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REIMAGINING HUL: AN INTEGRATED END TO END TRANSFORMATION PROGRAM

Generating better 
insights

Faster & better 
innovation

Crafting effective 
communication

Deploying 
communication 

effectively

Navigate the 
shopper to 
purchase

Engagement & 
feedback

Demand 
generation

Demand 
capture

Demand 
fulfilment Plan Source

Make Deliver & Service

TECHNOLOGY | DATA & ADVANCED ANALYTICS | PEOPLE & CULTURE

CONNECTED CONSUMERS CONNECTED STORES AGILE OPERATIONS

38
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Landmark reforms
• Goods & Services Tax
• Insolvency and Bankruptcy Code

Ease of doing business
• Rank improved +79 vs 2014
• Corporate tax reduced to 25% from 35%

Focus on infrastructure development

• Capex in 2021 budget increased by 34.5%

LOOKING AHEAD: HOPE AND OPTIMISM

HUL IS READY FOR THE NEW DECADE

39

Brand portfolio

Talent & capabilities

Organizational speed and agility

OUR STRENGTHSINDIA IS REFORMING
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THANK YOU!
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