
Creating Sustainable 

Growth

The Unilever Sustainable Living Plan



Creating Sustainable Growth

•The rationale for sustainability being at the core 

of our strategy

•The Unilever Sustainable Living Plan

•The Business Case for Sustainability

•The Unilever brand



Three Seismic Shifts

A shift of economic power east and south An Environmental Crisis

A digital revolution



A perfect storm – the nexus of food, 

energy and water

Source: UK Government Office Of Science



Population growth drives everything

9.6 billion people in 2050 A city the size of London every 

six weeks

http://www.dreamstime.com/register?jump_to=http://www.dreamstime.com/royalty-free-stock-images-fragment-of-westminster-palace-image16254169


Consuming natural resources faster than 

the planet’s capacity to replenish them



To meet the increasing demand 
from a growing population we will 
need to produce more food in the 

next 40 years than has been 
produced in the previous 8,000 

years.
Jason Clay, Senior Vice President WWF

Challenge of resource scarcity: 

Food



Water availability per head of 

population will halve by 2020 
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(Source: International water management institute, United Nations World Water Development report, US Census Bureau, GWI, Aquastat)

India



Reserves of minerals and metals are 

dwindling fast



Doing nothing is not an option

Inaction will lead to a reduction of >20% in earnings by 2018
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Unilever Sustainable Living Plan:

Three key features
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Unilever Sustainable Living Plan:

Three big goals
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Environmental impact

Decouple business growth from 

environmental impact

Time

Business growth



Business Case: 1

Consumers want it …

Ethically sourced 

products are growing

A more sustainable brand 

is a more desirable brand



Business Case: 1 

D&E consumers want it too

Hand washing promotion grows 

the soap market

Improves public health and school 

attendance



They need our support to

achieve them

Business Case: 2 

Customers want it …

Many retailers have their own 

sustainability goals



Business Case: 3 

It helps develop new markets …

Pureit provides safe, clean, 

inexpensive drinking water

2 litres for less than 

a US cent



Business Case: 4 

It drives efficiencies

CO2 from Energy
1995-2010 kg/tonne of production

Water Use
1995-2010 m3/tonne of production

Total Waste
1995-2010 kg/tonne of production



Business Case 4 

It saves money

Manufacturing eco-efficiency

c €200m savings 2006-10



Business Case 5

An important weapon in the battle for talent



Business Case 6

It fuels innovation …



New products with new 

consumer benefits

Business Case 6 

It fuels innovation …

Product and packaging 

innovation
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The business case for sustainability

•Drives consumer preference

•Widens and deepens customer relationships

•Builds new markets

•Reduces costs

•Key weapon in the war for talent

•Opens up new opportunities for innovation



Transparency in a connected digital world

http://uk.wrs.yahoo.com/_ylt=A0WTf2pmEbhNZi8AY.9NBQx.;_ylu=X3oDMTBwNjUzYTQ1BHBvcwMzBHNlYwNzcgR2dGlkA0kxMjJfNzE-/SIG=1jkg45voo/EXP=1303937510/**http:/uk.images.search.yahoo.com/images/view?back=http://uk.images.search.yahoo.com/search/images?p=google+logo&ei=utf-8&fr=yfp-t-702&w=1024&h=768&imgurl=tech2.in.com/media/images/2009/Feb/img_116572_google-logo.jpg&rurl=http://connect.in.com/google-logo/photos-img-116572-google-logo-ce3e55b5fab24bf0.html&size=33KB&name=Google+Logo:+Goo...&p=google+logo&oid=a40feae8b7d1378dee3c07599f8897e5&fr2=&no=3&tt=1240000&sigr=12lm56l65&sigi=11tkk85an&sigb=12js28iov&.crumb=J0tLeBVrI5p
http://uk.wrs.yahoo.com/_ylt=A0WTf2grEbhN9iIAW41NBQx.;_ylu=X3oDMTBxc3B1anRlBHBvcwMxMARzZWMDc3IEdnRpZANJMTIyXzcx/SIG=1j9oq8q10/EXP=1303937451/**http:/uk.images.search.yahoo.com/images/view?back=http://uk.images.search.yahoo.com/search/images?p=microsoft+logo&ei=utf-8&fr=yfp-t-702&w=1845&h=438&imgurl=www.digitaltrends.com/wp-content/uploads/2009/09/Microsoft-Logo.jpg&rurl=http://www.digitaltrends.com/trade-shows/microsoft-press-conference/&size=108KB&name=Microsoft+Logo&p=microsoft+logo&oid=c06d699a85dbcf2c639320391c16826d&fr2=&no=10&tt=401000&sigr=124vn2187&sigi=123ng9l85&sigb=12msjai8g&.crumb=J0tLeBVrI5p
http://uk.wrs.yahoo.com/_ylt=A0WTf2grEbhN9iIAcY1NBQx.;_ylu=X3oDMTBxZ21tb2pmBHNlYwN4cGwEcG9zAzEEdnRpZANJMTIyXzcx/SIG=13dkrruof/EXP=1303937451/**http:/uk.images.search.yahoo.com/search/images?fr2=xpl&fr=yfp-t-702&p=apple+logo


Every subsidiary now called Unilever



Our brands carry the Unilever logo



Most advertising now signed Unilever



Consumers tell us that they will buy 

us more if they know who we are

UK example



The four facets of Unilever

36



Unilever voted
“outright sustainability leader”

by Key Opinion Formers

*Source: Sustainability/Globescan Sustainability Survey 2011



Improve health & wellbeing Reduce it’s environmental impact Enhance livelihoods

Unilever P&GNestleL’Oreal Don’t know None
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Well ahead of peer group on key 

sustainability metrics





Why is sustainable growth at the heart 

of our business strategy?

•It opens up opportunities for innovation, business 

development and cost savings

•It utilises scarce resources sensibly

•It will provide a point of differentiation for Unilever

•Ultimately it will become the only acceptable way of 

doing business
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