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It all starts with the consumer ...

2bn

consumers

worldwide use a

Unilever product
on any day

Products sold in
more than

180

countries

53%
of sales in
emerging markets

More than

50 years
experience in
Brazil, China, India
and Indonesia




The Compass ambition:

environmental impact




The Unilever Sustainable Living Plan

IMPROVING
HEALTH AND
WELL-BEING

By 2020 we will help more
than a billion people take
action to improve their
health and well-being.

HEALTH &
HYGIENE

2>

REDUCING ENHANCING
ENVIRONMENTAL LIVELIHOODS
IMPACT

By 2020 our goal is to halve the environmental By 2020 we will enhance

footprint of the making and use of our the livelihoods of

products as we grow our business.* hundreds of thousands
of people as we grow
our business.

GREENHOUSE SUSTAINABLE | BETTER
GASES SOURCING LIVELIHOODS

b d > b2

http://unilever.com/sustainable-living/index.aspx

UNILEVER
SUSTAINABLE
LIVING PLAN




THREE BIG TARGETS

HELP SOURCE

1 BILLION HALVE 100%

PEOPLE IMPROVE EI:;I:?%I:II\II\I'I-EI-NJ?L OF AGRICULTURAL
THEIR HEALTH OUR PRODUCTS RAW MATERIALS
& WELLBEING SUSTAINABLY




Unilever R&D centers: an integration challenge

B Discover Centre
|| Global Design Centre (GDC)
‘ Regional Deploy Centre (RDC)

©! Combined site: discover, design & deploy




Unilever Science Platforms

Structured Materials Advanced Measurement
and Process Science Bioscience and Data Modelling

Sensation, Perception and Behaviour Nutrition and Health
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* Drivers for change




The
Economist

“We're ripe, pick us! *
—
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Scientific revolutions are happening every day...
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analysis are becoming available to
everybody, online, in real time, as
rental services.... 1


http://www.liv.ac.uk/science_eng_images/agf/454_bead.jpg
http://www.liv.ac.uk/science_eng_images/agf/picotitre_plates.jpg
http://www.liv.ac.uk/science_eng_images/agf/DNA_to_PTP_450px.jpg
http://www.liv.ac.uk/science_eng_images/agf/gsflx.jpg
http://www.liv.ac.uk/science_eng_images/agf/flow_diagram.jpg

“Today, to out compute is to out compete”




The ‘FMCG product’

One portfolio: >700 thousand specs across
all Categories with 25% of these changing
per annum

The ‘Traditional Product’

One product: 4.5 million parts, 75 thousand
drawings
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Design new
experiment

Patentability,
cost &
availability

Computing
analysis

Dove

Wascréme

(/ Cream Wash

X

@


http://images.google.com/url?sa=i&rct=j&q=woman+thinking&source=images&cd=&cad=rja&docid=MhUQpwr8-BnRVM&tbnid=1d5btvLJ3G2hzM:&ved=0CAUQjRw&url=http://www.vindicarlopandorasbox.org/vin-dicarlo-pandoras-box-scam/&ei=RuGTUYrEMufY0QXg9IDAAw&bvm=bv.46471029,d.ZG4&psig=AFQjCNG7zjW7HJMkU1_nFW_tn6BsQe_mYw&ust=1368732161657403
http://images.google.com/url?sa=i&rct=j&q=dove+product&source=images&cd=&cad=rja&docid=oOALGZtsLogfHM&tbnid=gHR7FOmLhl2VtM:&ved=0CAUQjRw&url=http://www.ryman.co.uk/5101030008/Dove-Cream-Soap-250ml/Product&ei=tuKTUdyGOq7a0QWxs4HQAg&bvm=bv.46471029,d.ZG4&psig=AFQjCNGa5S6yH2F7gss21CqXm2Dk-ihazg&ust=1368732685767513

Modelling approaches

Atomistic “ > Mesoscale

One millionth of a second (10®s) Seconds



100

80
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http://images.google.com/url?sa=i&rct=j&q=persil+liquid&source=images&cd=&cad=rja&docid=xRp5iy3ZxABUSM&tbnid=uwt5Edj9zxHU9M:&ved=0CAUQjRw&url=http://onlineshoppingtenerife.com/product-information/13994&ei=fuOTUYXqC7CN0wXhs4DgCw&bvm=bv.46471029,d.ZG4&psig=AFQjCNGUDvq8ULenSgMLdLxrwCQU9vt8pQ&ust=1368732903318722
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Customers, regulators and NGOs increase demands...
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Hence, where R&D Must Win

Speed
Innovation iTO

g S
(Big er, etter, v
sterWatio

Water usage
CO, footprint I
Waste
Sustainable sourcingu

Superior Claims
Product Quality

Complexity Reduction
Savings
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* Transformation of R&D
through information and data
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http://image1.masterfile.com/getImage/NjAwLTAxNzY0NTgzbi4wMDAwMDAwMA=ANzp-F/600-01764583n.jpg

eScience Project :

Mission: “Enable Unilever R&D to deliver

outstanding products to the consumer faster
than anybody else through unlocking data”

* Global tools and infrastructure
 New Ways of Working

e Culture and Skills

e Collaboration




Data, Data, Data :

High data volume/complexity* High data volume/complexity*

Generated/sourced externally to firewall Generated/sourced within firewall

Eore data management Y f’%
principles and =z
architecture

eLow data volume/complexity Low data volumes/complexity o
Generated/sourced externally to firewall Generated/sourced within firewall
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* The cultural challenges
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People, People, People :

1. Upgrade Scientific skills: Working with data and information

e Doing ‘virtual experiments’ using databases
e Interpreting data-intensive output

-- new recruits have it, others need to learn it

2. Project workflows: Being data-disciplined

® Learn - before starting experimental plan, what do we know?

Use - what’s already known, in order to plan & do rapid, effective experiments

e Share - data and findings with Project team, and beyond to other current/future
Projects

e Parallel incorporation of cost, safety, environmental and consumer factors

e Early access to global consumer design parameters + feedback

3. MINDSET......
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Our relationship with “Data”

Our relationship with data
needs to change
what matters is how
people interact with data
& technology

The relationship needs to
be mutual

value data and get value
from data
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http://www.gettyimages.co.uk/detail/200445153-001/Digital-Vision

