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Pioneering partnership

Collaborating with innovators to make sustainable living commonplace
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Heritage of innovation

“MAKE CLEANLINESS COMMONPLACE”



Pioneering

If you want something new, you have to stop doing

‘ ‘ something old , ,

Peter Drucker
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Disruption is happening
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Our categories are being disrupted

Professional
All clothes protected by our Q_Eality Guarantee
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Savour every moment &2002
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Unprecedented growth rate in digital technologies

2011 2017
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Fail Rate

90 = 12

Of Fortune 500 companies remain from
1955. Averaii lifespapg now 14 years.

0

Of Startups fail

Oﬂ
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Disrupt or be disrupted : the cost of inaction is high

5]

Berlin

“While some still try to find reasons to use these “Blockbuster thought it was in the “Instead of marketing the new technology, the
devices, the fact is that smartphones do a better job in entertainment distribution business, but it company held back for fear of hurting its
most cases. The Ul on our Tom Tom was so balky and was really all about retail customer lucrative film business, even after digital
inflexible that it was almost impossible to find and experience.” (Jonathan Salem Baskin, products were reshaping the market.”
enter destinations.” Forbes, 2013) (Avi Dan, Forbes, 2012)

(Fredric Paul, Network world, 2015)
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Externally focused Innovation pillars at Unilever

BUILD PARTNER INVEST
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FOUNDRY Unilanior Unillever

M&A TEAM

VENTURES

R&D Open Innovation
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It’s time to partner

Meaningful innovation does not need to be based on outright invention. Rather, there is
an exhilarating shortcut. It is based on bold, new combinations of already existing
components that simultaneously unlock heightened levels of consumer value and

reduce costs. , ,

playbrush
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Our platform for
Collaborating

THE
U NILEVER Our frftmework for )
l FOUNDRY Experimentation

afde

? ? Enabling our brands & functions to
Pioneer
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Presence across seven key markets
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Scouting across technology types

~

Product & Ingredients Consumer & Market Marketing, AdTech & e-
Intelligence Commerce

O

Sustainability & Social
Entrepreneurs

Enterprise Tech

Disruptive Business
Models
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Pilot and then scale technologies across Unilever

INTERNET OF
THINGS

USER
GENERATED
CONTENT

A.L/.CHATBO
TS

MOBILE

GEO
TARGETING

ON
DEMAND
SERVICES

E-
COMMERCE
& DTC

CONTENT
CREATION

CONTENT
DELIVERY
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PRODUCT
PERSONARISATI
ON

SHOPPABLE
CONTENT
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Pitch to Pilot |

The Brief

1 o

The Partnership

The Pilot
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{Insert} Unilever Foundry Overview — Keith Weed

Innovation
through collaboration
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Unilever

The journey is 1% complete

10,000+ 70+ $25m+ 25+ 100+ 45+

Start-ups scouted ~ Mentor relationships = Invested in pilots * Brands involved Start-ups pilot Start-ups being
scaled up
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Creating physical ecosystems for collaboration
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Dogpatch Labs Global Start-up Werkspace




Enough talk: Case Studies
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{Insert} Unilever Foundry 100 Pilots Showcase

Innovation
through collaboration
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New business models
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COMBINING
NNOVATION WITH
NSIGHT




STAY FLEXIBLE &
CONSUMER CENTRIC




L]
oc
D)
—
<
L
L]
O
<
o
af
>
L]




MEASURE SUCCESS
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STARTUPS ARE YOUR
BUSINESS PARTNERS




ENGAGE SENIOR LEADERS /
SENIOR LEADERS ENGAGE
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Thank you
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Foundry.unilever.com @unileverfoundry www.linkedin.com/ Subscribe to our channel: Unilever
company/theunilever-foundry Foundry



