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About Unilever h J)fﬁg
Facts
e €40bn pa

e 150 Countries
223 000 employees
400 Brands

Style

e Anglo-Dutch

e 20+ Languages

e Traditionally highly federated

e Brand and marketing-led

e Matrix of Regions x Categories x Functions

Warning: no recipe for success
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Stay Tuned For...

e Unilever’s portal programme

e Portal users as consumers vs. citizens

e How not to spam your own employees

e The “One Stop Shop” myth

e Special Guest Stars: Che Guevara & Chief Wiggum
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Unilever’s Portal Programme

Connect - Communicate - Collaborate - Integrate

e Connect: people to people, information and data
e Communicate: inform and listen
e Collaborate: virtual teams

e Integrate: bring together disparate applications;
dashboards

....and Simplify
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oo complicated....
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For moa infrmomtian:
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From this....
Y ahoo
HPCE.net Innotrack
Public
Inbox
Internet Lotus
Explorer Notes
Persond
PeopleSoft Microsoft Folders
Pa Outlook
FICO la
SAP Windows Word
0 Network
. Oracl PowerPoi drives
MM racle owerPoint
Folders
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....to this:
One single intranet portal: My window on my work

business |

> performance | projects

[
---------------------- .unilever.com|- e

empowering people

Where did we begin with technology?

Back in 2002:

e Over 2000 intranets with no common structure, integrated search,
quality control or overall governance

e Many messages, emails and other channels competing for support
e Difficult to collaborate across sites and countries

e Legacy of Lotus Notes, Livelink, Panagon (Document Management),
Communispace etc.
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Interlude....
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Where did we begin with Communications?

Back in 2002:
e Too many messages, emails and other communications
competing for attention

e There are many business initiatives (path to growth,must-win-
battles, balanced scorecards, enterprise culture, Management
by Objectives, etc.) that compete for the same “share of mind”.

e e-mail channel gives no sense of priority in the ‘Inbox’

e No clear way for employees to provide feedback to leadership

e Endresult: Confused, cluttered and overloaded
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Portal Current Status

45,000 Users

Europe Completed

Other regions in progress
Focus on:

e Functions

e Deepening Collaboration
e Deepening integration

150 Active Communities (mostly communication)
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Content Consumers &
Content Citizens

Content Citizens

“Give them what they
of the company should see”

e Employees are there for the good

e A common vision means there are
things everyone must know ‘

Che says: use
i.unilever.com

e Management therefore know best
what employees should see

e Competing for employee attention
is wasteful

E w
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Content Consumers _ ___f’j

e Employees are partners to the

organisation
e Information is a free market

“Give them what they
want”

o Freedom to choose is key to

employee satisfaction

needed

e Jobs are too complex to predict
when and where information is i |
"

e The organisation must compete
for the employee’s attention

Cops
Us

report 10

crimes -~

www.police.com

i

i
s e I.-h.
oo

Arrest by
the Best

and win a

mini iPod!

call 991 now

CrimeDirect -~

no conviction - no fee (\._)
call 1-800 Im-Being-Burgled
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e Organizations are not free markets

e Marketing-Consumer model isn’t “Get them to want

always appropriate what they should
e Attention of consumers is free see”

e Attention of the employee costs
e Just showing something doesn’t mean

it will be read or understood - you have
to want to read it

e Employee autonomy balanced against
corporate purpose
e “Knowledge cannot be conscripted”
e “Who pays wins”

e => Give employees the right context to
choose the right thing

© Unilever 2005 sam.marshall@unilever.com
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Example: News Precedence

From multi-local multinational to “One Unilever”
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The Myth of the One Stop Shop

Interlude #2

e Imagine that your neighbourhood had the perfect shop for you
o Write down what it would stock

[
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Should portals be Hypermarkets‘%‘-.
"

e Stocks Everything

e Tries to meet the
needs of everyone

e Can be enjoyable
entertainment

e Can be huge and
overwhelming

e Can feel
Impersonal
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. or your personal Corner Shop%'-.
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Understands what | need
Most important things at the front

Doesn’t display what | don’t need
Friendly and personal

Here comes Sam -
Get the cheap stuff out.
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Some answers

User questions for content structuring

e What do | need to know?
e Where do | need to go?
o How does each part fit together?
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User questions for content structurmg g /j—" 2

1. Be clear about who provides what to
whom

© Unilever 2005 sam.marshall@unilever.com
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The intranet is open to everyone and leaves
the user confused as where to find what he
needs

f)
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...it's gonna be ok, just
gotta stay calm...

© Unilever 2005
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Just like a free market, Intranet

(% e By

stakeholders are fighting for mindshare,
whilst sharing the same objectives for the

same audiences

© Unilever 2005 sam.marshall@unilever.com

5] 7
i (\ 10 :
Information Landscape Sh (/)" é
Product _
Categories Functions
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Business
Units
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Good fences make good neighbours
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Group people with things in common into
communities

©9

e
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Content providers put content into portlets
instead of websites - a content market
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Give each a community a manager that is
accountable for selecting the relevant content from
the content market
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Web-sites

Portlets

Content Producers

e - Paps L

e e e 2 ) aroed
+he -

Content Producers

Users

..it's gonna be ok, just
gotta stay calm...

Broadcasting

Content Selection

Community managers —— Users
© Unilever 2005 sam.marshall@unilever.com

Communities are perspectives on Unilever’s portlet market

Communities Eg. Heart Brand

Eg. Cogesal-Miko France

Users

Community Managers

Line of Business
Community

Eg. ICFE Supply Chain Brand

Functional
Community

o,

Sh

Community

NN

Eg. St. Diziers

Location
Community

Functional

Line of

Business Content Brand
Content Content; Content
Services

NN

Location

Portlet Market
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Information Landscape

Product
Categories

Functions

Business
Units

© Unilever 2005 sam.marshall@unilever.com

User questions for content structuwr; S)
=1\

2. Give each user personalised starting
points

© Unilever 2005 sam.marshall@unilever.com
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Push vs. Pull

e Users are free to see nearly everything in the
portal

e But we use their profile to give them appropriate
starting points

© Unilever 2005 sam.marshall@unilever.com

Line of Business

\\ e.g. Unilever UK; Europe
\ -~
\\ /s
S e ———— / Department \
> \ Programme
e \ working space /I N
~ g s \
/ S~ \
i Brands & | Location \
\ N / e.g. London, Hamburg /
\ Flora, Axe, Skin / /
\ / /
NQ < -
7 7
~o _- N 7
\\\ ’// \\\ ’//

—————— ——— t—————
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All users log in so they’re identified

Usermame: I

Passwvrord: I

™ Rermember rmy Password

Lag Inm I
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The Portal knows who you are

Full Mame : Katie Q.
l:n'u_“tr}r = United Kingdom

CIHIIPH]I}’ = Unilever Bestfoods UK Head Office Crawley
DEPEI"I]‘I‘I.E]‘I"I = Marketing
Reginna]_ Gl‘ﬂ'l.lp = Unilever Bestfoods Europe
l:atggnr}r = Spreads and Cooking Products
Brand : Flora
Joh Function : Varketing

Line Manager :

© Unilever 2005 sam.marshall@unilever.com
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The Portal knows which Communities you need

Full Mame :
Cnu_“tr}r = My Line of Business

Cﬂ]‘l‘lPﬂ]‘l}" = My Location

Depariment :
Regional Group :
Category :
Brand :

Joh Function :

Line Manager :

My Daily Job Tools
My Line of Business
My Categories

My Brands

My Competencies & Skills

© Unilever 2005 sam.marshall@unilever.com
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The Portal defaults the right Communities to the user

sl thix Gommurits =

My Brands

Evanrabarn b

My Line of Business

My Location
o My Daily Job Tools

© Unilever 2005 sam.marshall@unilever.com

Category\Brand
Overview of brands
Brand launches
Newsletters

8Qtr calendar
Consumer insight
Activation plans
Ideas & learnings
Nielsen

D oo, (TS I 3

2y T Unilever UK UK Marketing M@U

Crawley

My Business

Strategy
. Performance
My Location
Meeting rooms Anﬁouncements
Catering Unilever News My Department
\éolur;teleermgh Organisation Projects
rand launches ;
Share prices Shared documents
Calendars

Discussion boards
© Unilever 2005 sam.marshall@unilever.com
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3. Show how each part fits together

© Unilever 2005 sam.marshall@unilever.com

Portlets act as re-usable channels

o
LMBFE } ICFE SHE Commanity Warkshop in Heppen besm
TP Apsil FO04

Thea Heppardhairn ice capn fadors hosted s UBFE f ICFE SHE Comrmenity
Warkshop on Apeil 70 @nd 21,

Wit Al

Iurepw hobds fist Undguer brand snd Vitslitr vovhrhap
3T Apedl 200
Akl

Local UK context Local Austrian context Local French context
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Syndication h

My PaySlip Online

Services Community

Services

MyPages

.. . My Pages

B8 nside whis Camenuniny =
Homa | StrabegrParformancs | Beocled@rganizstion | Brends | The Workd fround s | Bersica
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*Inside this Community ~

Welcorne | peoplelink | IT Services | Travel

. I My Payslip Online

L)
Templates e
P g.

Global

Global Finance

Regional
EU Finance

Local

UK Finance
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PRI
Templates integrate levels of content <.

Local Content

Syndicating portlets not the same as linking

e Syndication means bringing everything to the user, not sending them
to it

e e.g.a UK users sees Global+Europe+UK in one community, not
three

e Why syndication is better:

User can’t see something has changed at the end of a link

Links rarely go deep because hard to maintain

If you only link, you’re not managing what's at the end of the link

Links don’t force community managers to be as selective about content

© Unilever 2005 sam.marshall@unilever.com
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Templates & Syndication require:

e Clear roles about who provides what

e Visibility of “what’s coming” and process alignment

e Quality and consistency from the content providers

e Persuading content providers to publish on someone else’s “space”

example: Chairman Retires

© Unilever 2005 sam.marshall@unilever.com

Summary: Integrated Communicé@gg (/)J*%
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e Use personalisation to avoid broadcasting and overload
e Manage channels and landscape to avoid confusion

e Central (mandated) channels (“Citizen” angle)

e Content market (“Consumer” angle)

e De-couple content provision from Community Managers
let Community Managers act as quality control on content

© Unilever 2005 sam.marshall@unilever.com
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Che says: Thank You
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