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Consumers Customers Competitors

Silver vs Millennials Digital Savvy

Indulgence vs Health Naturals

Polarisation and Fragmentation Disaggregating …Multiplying 

NL Context: Hyper Fragmentation



Foods & Refreshment 
have landed in Q2 '18

ZFG Partnership 
started in Q1 '18

Upfield
carved out Q3 '18

Unilever in the Netherlands: developments in 2018/2019

Highest Point Ceremony 
in Wageningen Q3 '18

December ‘18
Acquisition DVB

CEO transition 
January '19

March ‘19: New Compass: 
purpose led, future fit



Unilever Netherlands Journey since 2016



“Companies with purpose last, 
brands with purpose grow, 

and people with purpose thrive”



Unilever Netherlands Journey



2019: Innovations in all big-Cs and launching new brands



Shifting our portfolio to growing segments

Snacking Naturals Vegetarian



Unilever Netherlands Journey



Netherlands Leading Edge in transformation

Digital Transformation Integrated Operations Ways of Working

Running

Running

Growing

Growing



PLASTIC STRATEGY



“Reduce” “Circular”

development Unilever Packaging STRATEGy 2010-2017





Doing more with less plastic

WHATLess
Plastics

No
Plastics

Better
Plastics

HOW
Partner-

ships
Advocacy

Upskilling

Growing Circular



No plastic: alternatives like paper, cartboard, glass or 
no packaging at all



Less plastic: refill



Better Plastic: Innovation through Technology



Shift portfolio to 
accelerate growth



VEGA AND FLEXI ARE BECOMING MAINSTREAM



Our ambition

Start from our own 
brands and build a 

presence

Step in big Vegetarian 
platforms

M&A
















