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Safe Harbour 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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Unilever Indonesia: IDR 40 trillion Company with strong presence in ID

88Years

unwavering commitment to grow 
with Indonesia 

Unilever Indonesia

5,000 employees across 

Indonesia, with commitment to 

diversity and inclusion.

43
Product Brands

With 1,000 SKUs

to capture Indonesians’ needs

9 factories have obtained halal 

certification from The Indonesian 
Council of Ulama  

IDR 40T Company  
with Indonesia’s  
Favorite Brands

Wide distribution network, 600 
distributors across Indonesia

100% Penetration. At least 1 UL 
Product in every Household

Category Leadership in > 80% 
of our Business

Sustainability at our Core via

39,000 Ton 
Plastic Collected & Recycled in 2021#1 Employer of choice 

for 8 consecutive years



Turnaround Performance With Sales Growth +5.4% YoY, +13.9% QoQ Unilever Indonesia

11,153 

10,516 10,283 

9,516 

10,838

Q120 Q220 Q320 Q420 Q121 Q221 Q321 Q421 Q122

NET SALES

IDR 10.8 T
+5.4% TOTAL SALES,

+5.8% DOMESTIC SALES

Sales Trend

Q1’22 QoQ

Total Sales +5.4% +13.9%

Domestic +5.8% +13.9%

Export -3.9% +12.5%

Sales Growth

IDR 2.0 T
+19.0% REPORTED,

+4.8% UNDERLYING*

*Excluding one off 2021 Central Service Fee adjustment

STRONG CASH FLOW DELIVERY

IDR 1.7 T
+217.0%

GROWTH IN NET PROFIT



Q1 2022 Growth Performance by Division Unilever Indonesia

BEAUTY & PERSONAL 
CARE

HOME CARE

+6.7% +0.4%

FOODS & 
REFRESHMENT

+7.5%

UNILEVER FOODS 
SOLUTION

+25.1%

TOTAL HPC +4.5% TOTAL F&R +8.5%



Unilever Indonesia

Strengthen The Core With Product Superiority-led 
Innovation

Drive Market Development through Consumption 
building campaign  and New Product Innovations  

Growth Driver #1: Impactful Innovations & Communications in Q1’22 



Unilever Indonesia

DRIVING PREMIUMIZATION SECURE VALUE SEGMENT 

Growth Driver #1: Impactful Innovations & Communications in Q1’22 



Unilever Indonesia

Strengthened Distributive Trade

Scale & 
Profitability

Customer-
Category 
Centricity

Excellent 
Execution

Culture

Consistent Improvement – DT on track to deliver double digit growth in H1 2022

Growth Driver #2: Win With Shoppers and Customers in DT 



Unilever IndonesiaGrowth Driver #3: Turbo-charge E-commerce

Keeping the sustainable growth momentum of Digital Commerce

2017 2018 2019 2020 2021 2021 Q1 2022 Q1

Digital Commerce 2017-2022 Progression

Contribution to ULI 0.3% 0.7% 1.3% 2.6% 5.0% 6.9%3.6%

Key Strategies

Drive purposeful portfolio
Data driven demand 

creation

Build strong eCommerce 
capability Full channel digitization



Growth Driver #4: Stepping up Advertising for long-term investments behind 
our brands and decrease reliance on short-term promotions Unilever Indonesia

Brand investments increased by 18% vs LY (6.8% of net sales) and will continue to 
increase in the next few years

5.5%
5.8% 5.6% 5.5%

6.8%

> 7.0%

4.0% 4.1%

4.7%
4.4%

2.9%

3.6%

2018 2019 2020 2021 Q1'22 2022

A&P as % of Net Sales

Advertising Promotion

TARGET



Commodity Inflation Pressure to Gross Margin Unilever Indonesia

Q1’22 Gross Margin was protected through Price Increase and Saving initiatives 
despite high inflation in commodity prices

52.4%

49.1% 49.2%
47.6%

48.7%

Jan-21 Feb-21 Mar-21 Apr-21 May-21 Jun-21 Jul-21 Aug-21 Sep-21 Oct-21 Nov-21 Dec-21 Jan-22 Feb-22 Mar-22

GM% CPO Brent

+37% vs 
Q3’21

+36% vs 
Q3’21



Volatility of commodity prices will give more pressure in
Q2’22 onward Unilever Indonesia

Russia –
Ukraine War

70% of Sunflower Oil

11% of Crude Oil

18% of Natural Gas

15% of Fertilizers

29% of total Wheat 

exports

ACCELERATE MATERIAL 
SAVINGS

PRICING WHERE APPLICABLE
UNLOCK NON-MATERIAL 

SAVINGS

ACTION PLANS



Unilever Indonesia : Compass & Vision Unilever Indonesia

UNILEVER COMPASS

REFLECTED 
IN OUR

VISION & 
AMBITION

To earn the love and respect 
of every Indonesian by 

positively impacting their life 
everyday, everywhere

“

“
Market Position in 2025

#1 FMCG IN INDONESIA

Drive consistent, competitive, profitable and 
responsible growth



Unilever Indonesia  Strategic Priorities  to unlock faster growth Unilever Indonesia

1. Strengthen & Unlock Core 
via strong brands, market development, and purpose-led Innovation   

2. Play the Full Portfolio, both in Premium and Value segment

3. Be the Execution Powerhouse in current and future channels

4. E-Everything 

LEADING IN SUSTAINABILITY 



#1. Strengthen & Unlock The Core Unilever Indonesia

B U I L D   S T R O N G E R   B R A N D S

Step Up To Build Stronger Brands
Focusing on 15 Top Brands (80% Business Turnover)

• Strong Media investment 
• +18% Media Spend Increase in Q1 2022 and +25% in FY 2022.

• Strong Advertising Campaign  
• Airing  100% Green-Outstanding tested TVCs. 

• Driving physical availability 

• Delivering Product Superiority 



#1. Strengthen & Unlock The Core Unilever Indonesia

C O N T I N U E  T O  D R I V E  M A R K E T  
D E V E L O P M E N T  W I T H  O U R  A C T I V I T I E S

D E L I V E R  I M P A C T F U L  I N N O V A T I O N  W I T H  
P R O D U C T  S U P E R I O R I T Y  &  B R A N D  P U R P O S E

Driving upgradation or more consumptions

Continue to drive 
growth via purpose-
led initiatives.

Getting more users

70% of 2022 Core 

relaunch/ innovation iTO is 
with technology-led 
superiority or better 
formulation.



#2. Play the Full Portfolio Unilever Indonesia

D R I V E  P R E M I U M I Z A T I O N

P L A Y  I N  V A L U E  S E G M E N T

2022 BPC:

50mE iTO in Premium/ Masstige

Activate Premium Portfolio in Ice Cream 

Value Packs, designed 
for GT Shoppers with 
limited spending per trip

Different Portfolio 
to serve mid-lower 
consumers with lower 

price segment.



#3. Be The Execution Powerhouse Unilever Indonesia

Driving Game Changer in Modern 
Trade (Minimarket)

Omnichannel  
research  technology

Turbocharge Ecommerce/Online Leading in Channel Digitalization

L E A D I N G  I N  T H E  C H A N N E L  O F  T H E  F U T U R E  W I T H  E X E C U T I O N  
E X C E L L E N C E

Design4Minis

Partner For Growth
Be #1 preferred supplier via 
Stronger Category 
Management

Step Up in Omnichannel
A+ Content to drive demand 
creation &  conversion.

To Grow Ahead of Market with Driving 
Demand Creation & 

Designed4Ecommerce Portfolio



#4 E-Everything Unilever Indonesia

D a t a - D r i v e n  C a p a b i l i t i e s

Click to add textForecasting Machine 
Learning

Click to add textData-Driven Marketing + Commerce

Digital Center of 
Excellence

Digital presence, asset, and 
experience

Retailer Partnership in 
generating insight from 
data to drive traffic & 
conversion

I n t e g r a t e d  E n d  t o  E n d  
&  D i g i t i z e d  O p e r a t i o n  s y s t e m   

End to End 
Customer 
Portal (order, 
payment, 
tracking)

Insight & 
Intelligent 
(data - based)  



Thank you

Ira Noviarti (CEO), Enny Sampurno(Director)


