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1 HEALTH AND
HYGIENE

By 2020 we will help mare
than a billion people to
improve their hygiene
habits and we will bring
safe drinking water to 500
million people. This will
help reduce the incidence
of life-threatening diseases

like diarrhoea. dietary guidelines. This will REDUCED BY 32% PER REDUCED BY 29% PER
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m SINCE 2008 SINCE 2008

AROUND 303 MILLION
PEOPLE REACHED BY
END 2013 THROUGH
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SELF-ESTEEM

The Unilever Sustainable Living Plan
(USLP) is the plan that we are pursuing

to achieve sustainable growth. It provides
the differentiator in our business model,
because sustainability is integral to how
we do business. In an uncertain and volatile
world, we cannot achieve our Compass
Vision to double the size of the business
without also reducing our environmental
feotprint and increasing our positive sacial
impact. We have incorporated reporting
on the USLP here and aligned it with our
virtuous circle of growth. In place since
2010, the USLP is increasingly helping

to drive profitable growth for our brands,
to save costs and to fuel innovation.
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PROGRESS TOWARDS TARGETS
The USLP sets out three bold and ambitious
goals by 2020 to:

« Help more than a billion people to

improve their health and well-being.
Halve the environmental footprint

of our products across the value chain.
Source 100% of our agricultural raw
materials sustainably and enhance

the livelihoods of peaple acrass our
value chain.

gUEEEEEEEEEEEEEEERESE

*
EEEEEEEEEER®

*
D
=
=
=
=
=

LEVER

.
.
=
=
=
=
=
=
=

Underpinning these goals are seven
commitments supported by targets
spanning our social, environmental and
econamic performance acrass the value
chain - from the sourcing of raw materials
all the way through to the use of our
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REDUCING ENVIRONMENTAL IMPACT
By 2020 our goal is to halve the environmental
AD

footprint of the making and use of our
products as we grow our business”

3 GREENHOUSE
GASES

OURMANUFACTURING
By 2020 €0, emissions from
energy fram our factories
will be at or below 2008
levels despite significantly
higher volumes.*

OUR MANUFACTURING

By 2020 water abstraction

by our global factory network
will be at or below 2008
levels, despite significantly
higher volurmes.*

We will continually work

to improve the taste and
nutritional quality of all our
products, By 2020 we will
double the proporticn of
our portiolio that meets the
highest nutritional standards,
based on globally recognised
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of poople tachiowe a
healthier diet. A

OURPRODUCTS' LIFECYCLE
Our commitment is to halve

OUR PRODUCTS IN USE
Our commitment is to halve

OUR GREENHOUSE OUR WATER IMPACT HAS
GAS IMPACT HAS INCREASED BY AROUND
INCREASED BY AROUND 15% SINCE 20107

5% SINCE 2010°"
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We are making good progress on the
targets within our direct control. Those
outside our control are proving more
challenging, especially when it comes
to helping consumers reduce energy
and water associated with washing and
showering at home. Just as important,
however, is the learning we have
gained over three years of driving

the implementation of the USLP.

IMPROVING HEALTH

AND WELL-BEING

By the end of 2013, we had helped

303 million people improve their health
and hygiene habits. This is more than a
quarter of the way towards our ambitious
2020 target. Brands such as Lifebuoy and
Dove gained market share and along with
Signal extended their reach and achieved
increases in sales. Across Foods and
Refreshment, we assessed that 31%

of the total portfolio met product-focused,
highest nutritional standards that are
based on globally recognised dietary
guidelines. Our focus on improvi
products, coupled with partnerships
branded campaigns, is contributing to
better diets for many millions of people.

MANAGING ENVIRONMENTAL IMPACT
In 2013, big reductions in the energy used
for manufacturing mean that our own

€0, emissions from energy are now 32%
below 2008 levels measured per tonne of

OUR MANUFACTURING

By 2020 total waste sent

for disposal will be at or

08 levels despite
significantly higher volumes.*

OUR PRODUCTS

Our commitment is to halve
the waste associated with
the disposal of our products
by 2020."
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By 2020 we will source
100% of our agricultural
raw materials sustainably.

production. Water abstraction is also down
29% per tonne of production, despite the
growth in production. Similarly, total waste
sent for disposal has reduced by 66% per
tonne of production and we are on target for
all our sites to achieve zero non-hazardous
waste to landfill by 2015.

While we have made excellent progress
in our own manufacturing operations,
the total environmental footprint of our
products including consumer use has
increased for greenhouse gas [GHG)
emissions across the value chain (+5%
since 2010) and domestic water (+15%).
While we are making improvements in our
underlying business, for example, laundry
concentrates and compressed deodorants,
other parts of our portfolio are evolving in
ways which are increasing our footprint: our
Personal Care business has expanded in
shower and hair products via the Alberto
Culver acquisition [which accounts for three
percentage points of the GHG increase) and
our laundry business has experienced high
levels of growth from bars in India which,
while very affordable for people on low
incomes, are also associated with a more
water-intensive washing habit, We are
continuing to laok for ways to reduce the
impact of these products. The total footprint
from packaging waste to landfill has
reduced [-11%] as a result of efficient pack
designs and the disposal of sauce brands
with large waste footprints.

ENHANCING LIVELIHOODS

By 2020 we will enhance the

livelihoods of hundreds of thousands

of people as we grow our business.

supply network

By 2020 we will engage with
at least 500,000 smaltholder
farmers and 75,000 small
scale distributors in our

For more detail about the

Unilever Sustainable Living Plan,
individual targets and performance

in 2013, please go to:
www.unilever.com/sustainable-living

PwC assured. For details and
the basis of preparation see:
www.unilever.com/ara2013/
downloads.

Measured 1 October 2012 to

30 September 2013. The criteria
underlying highest nutrition
standards have been adapted

in 201310 be product-focused,
rather than generic, and to align
with our category-specific
programmes; the criteria
continue to be based on
international dietary guidelines.
The corresponding 2012
compliance to the revised
approach was 31%.

* The environmental results under
our Products are expressed on 2
‘per consumer use’ basis, using
alifecycle approach. This means
asingle use. portion or serving
of a product

Our Manufacturing progress s
measured per tonne of production.
1n 2013 we adjusted our
reporting period from 1 January
-31 December to 1 October -

30 September. The comparative
2008 period remains from

1 January - 31 December.

* The current year reported figure
has been measured from 1 July
2012 - 30 June 2013 compared to
the baseline of 1 January 2010 -
31 December 2010.

PwC assured: % palm oil and tea
sustainably sourced and % soy oil
and soy beans covered by Round
Table on Responsible Soy [RTRS)
certificates and direct sourcing
from RTRS suppliers. For details
and the basis of preparation see
www.unilever.com/ara2013/
downloads
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