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Strengthening our partnership
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An uncertain world



A  V.U.C.A world



Structure

ÅSocial and environmental challenges

ÅUnileverôs strategy for growth

ÅSustainable business models for 21st century

ÅThe importance of leadership



Sales in over 

180 countries

Present in half the 

households on the 

planets

Used by 2 billion 

people every day

Revenues of around 

$60 bn

Unilever



You will know us by our brands



Our brands have a long history

http://www.unileverlibrary.com/Volumes/xraid1/sites/ul Unilever/agency/public/Publications/Unilever matters/Holland/holland-jpg-book-ul75/hol-rdm-1353.jpg


ÅSocial and environmental challenges

ÅUnileverôs strategy for growth

ÅSustainable Business models for 21st century

ÅThe importance of leadership



Shift of economic power to the east



Shift of power to the consumer 

in a digital world



The end of the ñage of abundanceò

Source: UK Government Office Of Science



Population growth drives everything

9.6 billion people in 2050
A city the size of 

London every month
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Double our growth
while reducing our environmental impact

ϵ40bn

ϵ80bn

environmental impact

Our ambition is to 

double the size of Unilever

whilst at the same time 

reducing our environmental 

footprint
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Three key features
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ALL COUNTRIES



Three key features
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Black soy bean farmers

ECONOMIC

SOCIAL

ENVIRONMENTAL

ECONOMIC

7,000 farmers and 40,000 beneficiaries 

high quality supply for Kecap Bango

sustainable practices


