Doing business differently:
growing in aresource-constrained
world
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Unilever =

g Sales in over
180 countries .
B Present in half the ?3.'383'...*':«’ :
households on the :':::"

planets

B Used by 2 billion
people every day

® Revenues of around
$60 bn
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Shift of power to the consumer
In a digital world
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Energy

Increased demand
50% by 2030 (IEA)
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Source: UK Government Office Of Science [us]




A city the size of
London every month

9.6 billion people in 2050
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Double our growth & T
while reducing our environmental impact Urdlane

Zhey Ourambitionisto
double the size of Unilever

whilst at the same time
reducing our environmental
footprint

environmental impact



Unilever
Sustainable
Living Plan




Three key features

ALL BRANDS
ALL COUNTRIES
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