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Irina, can we call portfolio reinforcement with buying
complementary companies one of the Unilever’s
priorities?

Subsequent to the results of the first nine months of
2011, we have achieved a lot in integration of Sara Lee
and Alberto Culver businesses. Thus, we are beginning
to introduce a number of their brands into new markets.
In Brasilia, for instance, we have already launched
the TRESemmé trademark. In October we reached
an agreement on purchasing 82% of shares of Kalina
Concern, a leading Russian cosmetics manufacturer. A
purchase like this will considerably promote and double
our business in this important market segment of body-
care products.

In the first nine-months’ period of 2011 your company
observed the sales growth in all classes of goods, in
all regions. How did you manage to achieve it?

In the 2011 third quarter the Unilever succeeded in
increasing the world sales by 7.8%. In particular, the
significant sales growth has been achieved in the segments
of body-care (11.3%), house-care (9.2%), seasonings, sauces
and spreads (6.2) and in the new segment of ice-cream and
beverages (4.0%).

Which of your emerging markets are considered to be
the most promising?

Asian, African, Central and Eastern European regions still
remain the driving force for the Company’s sales growth.

UNILEVER SWUNG A BILLION

UNILEVER 3AMAXHYJICA
HA MW/IVIMAPI KJIMEHTOB

In the middle of October the Unilever
Company reached an agreement on
purchasing 82% of Russian Kalina Concern
shares. Irina BAKHTINA, a board member
and communications director at Unilever
Group in North Africa, Middle East, Turkey,
Israel, Russia, Ukraine and Belarus, spoke
to WEJ's observer Anastasiya Yakovleva on
this year’s financial performance and on
the company’s business-strategy.

B cepenune oxTsa6ps kommaHus Unilever
3aKJII0YWIa COIIalleHue O NpuobpeTeHUU
82% akuuii poccuiickoro kKoHuepHa «Kamnu-
Ha». O pUHAHCOBBIX UTOrax roma u OusHec-
cTpateruu Koprnopauuu obospesatenio WE]
Anacracuu SIKOBJIeBOW pacckasana 4ieH
cosera gupekTopoB Unilever B peruone Ce-
BepHasa Adpuka, bmxuuit Boctok, Typuus,
Wspauns, Poccusa, Vkpanna u benopyccus
Vpuna BAXTUHA.

VpyHa, HaCKOIbKO IPUOPUTETHBIM SIBJISIETCS YKpPeIUIeHHe
noprdesns Unilever myrem npuoGpeTeHyist KOMIIaHMil aHa-
JIOTMYHOI1 0Tpaciu AesiTeJTbHOCTH?

Ilo pesynbraTam mnepsbIx AeBATy Mecsaues 2011 roga Mbel go-
CTUI/I 3HAYMTETIbHOTO MpOrpecca B MHTerpauu OU3HEeCOB
Sara Lee u Alberto Culver u yxe HaunHaeM BHeIpeHVe psza
6peHIOB 3THMX KOMITaHM# HAa HOBBIX phiHKax. Hanpumep, B Bpa-
3WIMM COCTOSIICS 3armycK ToproBoii Mapku TRESemmé. B okTs-
6pe Mbl 3aK/TFOUIIN COTVIAIeHUe O MpUoOpeTeHuu 82% aKiuii
KoHLlepHa «KannHa», Beylero pocCUiCKOro MpoU3BOAUTEIs
KOCMeTHUYecKO# mpoaykimu. Takoe mpuobpeteHue OyzeT crio-
cOOCTBOBATH 3HAUUTE/ILHOMY YKPEIUIEHHIO Hallero GusHeca B
3TOM Ba&)KHOM PBIHOYHOM CETMEHTE U TIO3BOJIUT B/IBOE YBEJIU-
YUTh Halll 613HeC B KATErOpyUu CPEJCTB II0 YXOMy 3a COOOIA.
Ilo utoram peBatu mecsaues 2011 roga xomnaHusa 3a-
¢ukcuposana pocT nmpojak 1o BCeM TOBapHbIM Kare-
ropusM B peruoHax. 3a c4eT 4ero OH JOCTUTHYT?

B tpetbem kBaptane 2011 roma xomnannu Unilever ynanoch
JI0CTHYb CTAOM/ILHOTO 6A30BOr0 pOCTa MUPOBOTO 0ObEMA MPO-
IaX Ha 7,8%. 3HAUUTesbHBIA POCT MpOofaXK ObUT DOCTUTHYT B
KaTeropuu CpeAcTB 10 yxomy 3a coboit (11,3%), cpencts mo
yxony 3a nomoM (9,2%), mpunpas, coycoB U cripa3nos (6,2%) u B
HOBOM KaTeropyy MOpPOXKEHOTO ¥ HarmUTKOB (4,0%).

Kaxkue 13 cBoUX pa3BuBalOLIUXCs PbIHKOB BbI cCUMTaeTe
Haubosee nepcrnekTuBHbIMU? KakoBa 1o pasBuBaro-
IUXCsl PHIHKOB B 00111eM TOBapooGopoTe?

Peruonn! A3us, Appuka u LlentpanbHas u Boctounas EB-
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Here, the basic volume of sales, surpassing the market
growth rate and having doubled in many countries, has
worked out 12.4% in the 2011 third quarter. By way of
example, we can take vast markets of China, India, South
Africa and Indonesia, as well as smaller but equal in
result markets of Bangladesh, Korea and Ghana. The
sales growth in Latin America has grown by more than
10%, and it was not only because of the price growth, but
also according to the stable rise in the volume of sales.
What is the sales contribution made by emerging
markets to the overall turnover?

At present, emerging markets ensure 53% of the overall
Company’s turnover. And we expect the increase of this
share by more than 60-70% in the nearest 10 years.
What are the priorities taken as the basis for your
plan of sustainable development and life quality
improvement?

The company is acting within the borders of three main
aims, that are to be achieved before 2020:

—To help more than one billion people in taking measures
for their health and well-being improvement.

—To cut by half the influence over environment coming as
a result of the usage of our products. The plan covers the
whole life cycle of a product: beginning with the search
for raw materials and working with farmers, and up to
the control over water and energy being consumed while
using our products.

—-100% of raw material, used in our production process,
has to be extracted from renewable resources.

What is the company’s business-strategy for 2012?
Our strategy is aimed at the doubling of business volume
combined with reducing of influence over environment.
Our priorities still consist in further sales growth on all
company’s markets, as well as stabile revenue growth and
reasonable but confident profit enhancement.

pora MpozoJ/KaT 0CTaBaThCs IJIABHOM IBUXKYILEN CUIION
pocTa npofak komnanuy. OnepesxaroIinil TeMIbl pbIHKa U
MOAJIEP>KUBAEMBII IBy3HAYHBIM POCTOM BO MHOTHX CTpa-
Hax 6asoBbIil POCT 0ObEMA MPOAAXK B TPETHEM KBapTase
31ech coctaBu 12,4%. B mpuMep MOKHO MPUBECTH Kak 00-
mupHble ppiHKU Kutas, Muany, 10xHO0N Adpuku u MHpmo-
He3WH, TaK U MeHblIre 110 06beMy, HO JOCTUTIINE CXOXKUX
pesynbratoB — banrnaneu, Kopeto u I'any. Poct npopax B
JlatuHckoii Amepurke yBennunics 6osbire yem Ha 10% He
TOJIbKO 3@ CYUET IMOBbIMIEHNsI [IeH, HO 1 G1arogaps crabuib-
HOMY YBEJIMYEHUI0 06'bEMOB MPOAaX.

KakoBa 107151 pa3BHUBarOIIMXCS PHIHKOB B 00IIEM TOBapo-
oGopore?

PasBuBaroMecs: pbIHKY ceifyac obecrieunBaioT 53% o01mero
TOBapo0oOOpOTa KOMMAHWY, U B OJMKaiilliie [ecsiTb JIET Mbl
OXKUIIaeM yBeJIMYeHust 9Toi momu 1o 60-70% u Goee.

Kakue HampasiieHUs 3a/10)KeHbI B IJIaHe YCTOHYHUBOTO
Pa3BUTHUS U YJIyYIIEeHUs KayecTBa KU3HU?

Kommanus feiicTByeT B paMKax Tpex MOCTaB/IEHHBbIX Liesield,
KOTOPBIE JIOJDKHBI ObITh ocyIecTseHsl k 2020 roxy:

— Tlomoub Gosiee YeM OJHOMY MWLIMApAY JIFOZEi TPUHATH
MepBbI 110 Y/TYUIIeHHIO UX 30POBbs U BJ1aronosyyusi.

— BrBoe coxpaTtuTh BO3[EICTBHE HAa OKPY’KaIOIIYyIO cpesly OT
WCIOJIb30BaHUsl HAIMX NPOAYKTOB. [InaH oxBaTbiBaeT Becb
JKU3HEHHbIN IIMK/I TPOAYKTa: OT MOKCKA ChIPbsi ¥ pabOThI C
(bepmepamy 10 KOHTPOJIS 32 NOTpeDIIEHNEM BOZIbI U SHEPIUH,
HEOOXOAMMBIX [PH MCHO/Ib30BAHNH HAIUX [TPOIYKTOB.

— 100% Haiero cblpbsi, U3 KOTOPOTO MBI JiefiaeM NPOAYKTHI,
TIOJDKHO J00bIBATHCS M3 BO30OHOBIISIEMbBIX NCTOYHUKOB.
KakoBa Ousnec-ctparerus kommnaauu Ha 2012 roa?

Haria crparerust HatesieHa Ha yrBoeHHe o0beMa O13Heca npu
OIHOBPEMEHHOM CHIDKEHWM BO3ZeHCTBUS HA OKPYXKAIOLIyI0
cpeny. [IpyoputetaMyt OCTaIOTCS JaIbHENIIMIT POCT 06beMa
TPOJ@)K Ha BCEX PhIHKAX KOMITAHUH, CTaOWIbHBINA POCT BBIPYY-
KW, & TAKXKE C/IepYKaHHbIi, HO YBEPEHHBII POCT MPUObUIH.

\z)

HwvpexTop no nepcoHany MNporpammucT

Haiam coTpyaHMKoB Ha Superigb.ru

Mapketosnor HR-meHeep HoHcynbTaHT

Superjob

PaboTa nonsia AocTasmTe yaoBOnLCTEME!
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