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UNILEVER
SUSTAINABLE
LIVING PLAN

Small Actions. Big Difference.

INTRODUCTION

Two billion times a day somebody,
somewhere, uses a Unilever brand.

Our products moke small but snportant differences
to the guality of people’s everydoy lvex

We have ambitious plans to grow our corpany.

In fnct, we mend 1o docbhle our sales. Thiz growth

will create jobs and income for all those whose

Ivelihoods ar= linked 0 owr success — ouwr

employess our supplery cur customerns, our

investors and hundreds of thousands of farmers

around the workd

Sustainable growth

But growth ot any cost = notviable. We hawe o
develop new ways of doing business which wil

increase the pamitive social bene arising from
Urdever’s activites while at the same time ceducing

our ervvoamerntal impacts. We want to bea

sustainabis bunine= in every sense of theward.
We do not beleve there = a confict besween

sustainability and profitable grow th. The dady

act of mking and s=fing consymer goods drives
econcmic and social progress. There are bilions of
peopie around T

e workd who deserve the better
quaiity of life that everyday products ke so
shampoo and tea can provide

Creating a better future

Our vision i to create a better future iInwhich
peopie an Improve their gusiity of life without
increasing their ervronmental footprint

Our strateqy & 1o increase ouwr socal impacts by

craurag that our products mest the needs of

people everywhere for balanced nutrition, good
hygien= and the confidence which comes from

having dean dothes, dean hair and good skin.
But we recognise that in onder 1o frve within

the natural limits of the planet we will have 1o
decouple growth from enwvironmmental impact

This startswith owr own operatio [ we il achieve
absoluts reductians in greenhowse g {GHGs),

wnter and waste In particular we will meet the

Uréted Nat
SO85% by 2

5 requrement” 1o reduce GHGs by

in order to limit global termpemtuse
ree 1D two degress
Howeever, our impact goes beyond car factory
gates The sourcng of raw materials and the use of
our products by the consismesr at home have a far
karger footprint. We recognise this and so our plan
is designed to reduce pur impacts across the whole
lifecycie of our products. Innovation and technology
will be key to nchieving these redoctions

The Unilever Sustainable Living Plan

will residt in three significant outcomes by 2020

. We wil help moe= than a bilion people take
action 1o improve their health andwel being

[

We will decouple our grow th from oor
erwircomental impoct, adhieving absclute
reductions across the product ifecycle. Dur goal
is to halve the erwironrmental footprint of the
rnaking and wse of oar products.

We wil enfhance the lrveihoods of hundreds
of thousands of peopis in our supply chain

Defivering these commitments won't be easy. 7

achieve themwe will have to work in part
with governments NGO suppliers and otf

address the big chalienges which confront us all
Ultimately we will only sucreed if we inspires
bilons of people around the world 1o toke
the small, everyday actions that add up

rence — actions that will enable

Wwag o
us all to live more sstainably

Paul Polrman

Chief Executive Officer

ﬂ:’ublic disclosures made through : \
AT EI AGAOS6O 7AAOQE
AOnline Unilever Sustainable Living
Report 2012

A GRI Reports
AEnvironmental Disclosures

\_ J



http://www.unilever.com/mediacentre/pressreleases/2010/Unileverunveilsplantodecouplebusinessgrowthfromenvironmentalimpact.aspx
http://www.google.co.in/url?sa=t&rct=j&q=unilever sustainable living plan progress report 2012&source=web&cd=1&cad=rja&ved=0CCkQFjAA&url=http://www.unilever.com/images/USLP-Progress-Report-2012-FI_tcm13-352007.pdf&ei=lI7KUaDgDMm0kgXnh
http://www.google.co.in/url?sa=t&rct=j&q=unilever sustainable living plan progress report 2012&source=web&cd=1&cad=rja&ved=0CCkQFjAA&url=http://www.unilever.com/images/USLP-Progress-Report-2012-FI_tcm13-352007.pdf&ei=lI7KUaDgDMm0kgXnh
http://www.unilever.com/sustainable-living/assurancedataandcommentary/gri/
http://www.unilever.com/sustainable-living/assurancedataandcommentary/gri/environmentalperformance/

UNILEVER
SUSTAINAEBLE
LIVING PLAN

Small Actions. Big Difference,



UnileverSustainableLivingPlan_tcm114-239379.pdf

THE UNILEVER SUSTAINABLE LIVING
PLAN

USLP will result in three significant outcomes by 2020.

A We will help more than a billion people take action to
iImprove their health and well-being.

A We will decouple our growth from our environmental
Impact, achieving absolute reductions across the

product lifecycle.
A Our goal is to halve the environmental footprint of the

making and use of our products.
A We will enhance the livelihoods of hundreds of thousands

i of people in our supply chain.
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GROWING SUSTAINAEBLY LIVING SUSTAINAEBLY

ENHANCING
LIVELIHOODS

By 2020 we will erhance
the Ivealihoods of hundreds
of thousands of peopie as
we grow our business,

GREENHOUSE SUSTAINABLE

GASES SOURCING

Hava the geanhcuse By 202 0we wil By 202 0ws wil liok

gas impoct of owr source 1009 of our moE than SO0 D00

procucts Sooss the agricuitural row smaihoidar TarMmears

fMfogda by 2020~ matorisls ssaginabig and smaik-s3as
distributors Inbo our
supply chsin




END TO END SUPPLY CHAIN 1

Our Footprint

Using this metric we set a baseline by calculating the GHG emissions across the lifecycle of aver 1,600

representative products. We calculated it at an absolute level aswell as on a 'per consumer use’ basis in 14
countries. The cal

26% 1%
A

A

Raw materids Manufacture Transport ConsUmer s Disposal

Source for footprint and breakdown below: Unilever 2008 baseline study across 14 counitries, Total in tannes.

The baseline shows us that manufacturing and transport represent just 5% of our total impacts, while
sourcing of raw materials and consumer use together account for over 90%.
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BETTER PRODUCTS ¢é. LESS
ENERGY =

{snsDonson

One in 3 households worldwide uses
a Unilever laundry product - that's 125
billion washes a year.

Concentrated liquid detergents reduce
GHGs by 10-50% per dose

If everyone used concentrated variants
we would save over

4 MILLION
TONNES

of CO, per year, equivalent to taking

1MILLION [
CARS

off the road annually




AN
GREEN PRODUCTS (LCA APPROACH.. =
WATER ). "

Our Footprint

Using this metricwe set a baseline for over 1,600 representative products, calculated at an absolute leve! as
well as on a ‘per consumer use’ basis. The calculation was done in seven countries which we have defined as

water-scarce, accounting for around half the world's population.
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VAN
BETTER PRODUCTS é. LESS WAR

Unilewer

In water-scarce countries nearly 40%

of our domestic water footprint comes
from washing clothes. In many of these
markets people do the laundry by hand.

With Comfort One Rinse fabric conditioner you
only need one bucket Tor rinsing rather than three

=]

30 LITRES

of water saved per wash
More than

500 BILLION
LITRES

of water would be saved if all our
laundry product users in Asia and
S Africa used Comfort One Rinse




Our Footprint

Using this metric we set a baseline by calculating the waste from over 1600 representative products. We did
it at an absolute level as well as on a ‘per consumer use’ basis in 14 countries. The calculation covers 70% of

our volumes,
59Y% 14% 27% %
+ -] —
il Wi j 3 E; -
Primiary Trangport Product Mational index of materials
packaging packaging |eftovers recycled and recovered /estimates

Source for foatprint and breakdown below: Unilever 2008 baseline study acss 14 countries. Total in tonnes,

OUR
FOOTPRINT



OUR TARGETS

Halve the waste associated with the disposal of our products by 2020."

Reduce packaging

= By 2020 we will reduce the weight of packaging
that we use by a third through:

u Lightweighting materials.
» Optimising structural and material design.
® Developing concentrated versions of our products.

® Eliminating unnecessary packaging.

Reuse packaging

= We will provide consumers with refills in our home
and personal care portfolio to make it possible to
reuse the primary pack.

Recycle packaging

m \Working in partnership with industry,
governments and NGOs, we aim to increase
recycling and recovery rates on average by 5% by
2015, and by 15% by 2020 in our top 14 countries.
For some this means doubling or even tripling
existing recycling rates.

= We will make it easier for consumers to recycle
our packaging by using materials that best fit
the end-of-life treatment facilities available in
their countries.

m By 2020 we will increase the recycled material
content in our packaging to maximum possible
levels. This will act as a catalyst to increase
recycling rates.

Tackle sachet waste

= Qur goal is to develop and implement a
sustainable business model for handling our
sachet waste streams by 2015.

Eliminate PVC

m We will eliminate PVC from all packaging by 2012
(where technical solutions exist).

.‘

AOur Long term and Short term targets along with an Action Plan.




OUR TARGETS

Halve the waste associated with the disposal of our products by 2020."

Integrating sustainability into

Reduce waste from our manufacturing S Moy atiort procaes Vs holbad pir

at or below 2008 levels despite significantly that use materials more efficiently.
higher volumes. This represents an 80%
reduction per tonne of production and a 70% 4
absolute reduction (versus a 1995 baseline). g;ﬁﬁﬁ;ﬁﬁ;ﬁz‘;ﬁxﬁk ‘
= All newly built factories will aim to generate less 100 M I LLI O N ‘ﬂ
than half the waste of current ones.
plastic bottles over four years g |
hall ¥
Future Challenges
To achieve our target of increasing recycling and .
\ . 3 The upside-down deodorant pack
recovery rates we will need to work in partnership for Rexona, Sure and Dove tses tp 1o
with governments, reprocessors and NGOs. 18 (y LE S S
. ) : ()
We will work towards the longer-term goal of 100% | i i cich ke

sustainable packaging by exploring the potential
for emerging technologies and ‘cradle-to-cradle’
approaches.

AOur Long term and Short term targets along with an Action Plan.
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SUSTAINABLE SOURCING OF RAW
MATERIAL.

IOur Footprint

[For certain raw materials our share of world volumes is large.

Unilever share of world volume 2009

(estimate)
Black tea 12%
Tomatoes for processing %6

Dried onion and garlic for processing 5%

Palm oil 3%
Rapeseed oil 2%
Sunflower ol 2%
Soy 1%

OUR TARGETS

By 2020 we will source 100% of our agricultural ravw materials sustainably:
= 10% by 2010 = 30% by 2012 = 50% by 2015 = 100% by 2020




SUSTAINABLE SOURCING OF RAW MATERIAL.
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All Lipton Yellow Label and PG Tips tea
bags in Westem Europe were sourced from
Rainforest Alliance Certified™ farms by 2010.

Covering 70 tea estates and

smallholder farmers

Providing good working conditions for

175,000

tea growers and conserving water
supplies and protecting wildlife
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POLICY MAKING AND RESPONSIBILITY MATRIX

2
e

Unilever Executive Board i USLP 26
1 Unilever

Unilever Corporate Sustainability (Head )

Strategy & direction

A 4

Cluster level Corporate Sustainability ( Head )

Apex body for region , budgets, Regional strategy ( SIA)

Country i wise Energy Boards

Factories /Units for Implementation
& feedback for results

Technical feasibility




MYSORE FACTORYGREEN SUPPLY CHAIN
AC5, -UOT OA 5T EO I Al 0O AOAD @A ASDndExHiAnRI0 Ok |

# | E&AsSsite of the art facility.
AThe main raw materials used for the product are :

a) Raw Coffee Beans
b) Roasted and Diced Chicory

ARaw coffee beans are grown in Coorg and Chickmagalore districts of Karnataka and

sourced via auction.
ARoasted and diced chicory is sourced from Jamnagar and Etah district of U.P.
AChicory is a tuber, and it is roasted and diced to suit the needs of instant coffee
manufacturing.
ARoasted, diced & ground chicory powder is sourced for the manufacture of
conventional coffee.
Arhe Unit uses laminate ,and pouches as primary packing material and these are
sourced from Paper Products Ltd (Hyderabad).
ACFCs, woven sacks and HMHDPE bags are also used as secondary packing material
are sourced within Mysore/ Hosur.
Arhe finished product is packed in CFCs and transported to various C&FA situated at
different states by trucks. The transported pack mix ensures full loadability to reduce
transportation costs.




EDUCATION
AND AWARENESS CREATION
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SUPPLIER ENGAGEMENT FOR QUALITY
IMPROVEMENT

Project Vertice
Supplier panchayat
Supplier University

L~ -

Q-Day activities

* Operations will be carried out with care for the environment and will
include compliance with all relevant legislation in the country
concerned.

We work in line with the UN Global Compact's Principles 7, 8 and 9 on
environmental matters, and expect of both ourselves and our suppliers an
adherence to all national laws and regulations governing the environment and
proper management of resources wherever we or they operate. We actively
seek to work with those that do the same; so foo, those that go beyond
compliance, can demonstrate environmental best practice or confinuous
improvements.

INDONESIA: BUILDING PARTNERSHIPS WITH
SUPPLIERS

fue o B

The development of high-quality suppiiers 15 cruckl 1O Dur Dusiness and 1o the
growtn of the Insonesian economy RELATED LI}

BUILDING PARTNERSHIPS WITH SUPPLIERS IN > Supporting

INDONESIA antrepreney
We have been operatng in Indonesia since 1833 The > Indonesia
nature of the Undever Indonesa {WN) buSness nas been

through many changes since men but throughout we

have developed as 3 strong locaé business. deeply rooted

In the country’s economy and socxety In 19519 the company went pubsc and
listed 15% of 1S S1ock on the takarta Stock Exchange

Public Disclosure:Unilever building partnership with suppliers.

- ~___ Supplier Guidelines for environmental care.


http://www.unilever.com/sustainable-living/news/casestudies/better-livelihoods/building-partnerships-with-suppliers.aspx
http://www.unilever.com/sustainable-living/customers-suppliers/suppliers/guidelines/
http://www.unilever.com/sustainable-living/customers-suppliers/suppliers/guidelines/
http://www.unilever.com/sustainable-living/news/casestudies/better-livelihoods/building-partnerships-with-suppliers.aspx
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®IUL believes in educating and creating awareness to its suppliers and vendggse
i1
(

A A1 OOAT 6 AAGEOG O1 Al ECi OEAIT %y
AAl OEh %l OEOT T 1 AT O AT A 10AlI EOUB83 Unilever

Supply Panchayatséis a fruitful initiative which results in discussionbetween the Stake
Holders ( Units) and the Vendorsto sort out issuerelated to :

Delivery || Quantity Quality Cost

Environment

A performance appraisal report gives the details of each supplier. Supply Panchayatis
also a forum to appreciate/ reward and recognize the best supplier for reduction in
wastage,energyand overall cost.

All the strategic suppliers are attend the Supply Panchayat. ]
More than 80 % of suppliers attend the same .




GREEN
GUIDELINES
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UNILEVER SUSTAINABLE PAPER AND BOARD PACKAGING SOURCING POLICY

As part of its corporate vision and sustainability strategy, Unilever is committed to environmental sustainability
particularly in the areas of water, waste, greenhouse gas emissions, and sustainable sourcing of renewable materials
(including paper and board).

Unilever is a leading consumer goods company buying considerable quantities of wood fibre based materials that are
mainly used for paper packaging. We acknowledge we have a role to play, through our procurement practices, in
promoting sustainable forest management practices and in helping to put an end to deforestation.

Our Principles
« Our aim is to ensure that our paper packaging is either from recycled material or comes from well managed
forests and we will buy whichever material is best in order to ensure product quality.
e To achieve this, we will work with our suppliers and other stakeholders to:
o Progressively increase sourcing virgin paper and board from certified sources with full chain of
custody.
o Promote the expansion of forest certification through our purchasing practices.

Our Ambition

« Unilever requires all suppliers to have mechanisms in place to ensure that the paper packaging is made from
either recycled fibre or from ‘known and legal’ virgin fibre sources.

* In addition, suppliers will need to have mechanisms in place to ensure that virgin fibre paper packaging comes
from forests that are not being converted to plantations or non-forest use, where traditional and civil rights are
respected, and high conservation values are protected.

e As a further step, we will give preference to virgin paper packaging delivered through acceptable Forest
Management Certification Schemes with full Chain of Custody certificates.

* We will work with all of our suppliers to progressively increase the proportion of certified material as larger
quantities become available.

e Currently the Forest Stewardship Council (FSC) certification scheme is the most comprehensive Forest
Management Certification Scheme globally. Wherever it is available and viable to do so, we will give preference to
sourcing FSC certified virgin paper or board.

« We will, however, also accept paper based packaging from national certification schemes that are brought under
the framework of international Forest Management Certification standards (e a PFFC) when thav ara enmnatihle

Public Disclosure of Green

Procurement Guidelines



http://www.unilever.com/images/Unilever-Paper-Sourcing-Policy-30062010_tcm13-222212.pdf
http://www.unilever.com/images/Unilever-Paper-Sourcing-Policy-30062010_tcm13-222212.pdf
http://www.unilever.com/images/Unilever-Paper-Sourcing-Policy-30062010_tcm13-222212.pdf

EFFICIENCY
IMPROVEMENT PROGRAM
FOR SUPPLIERS
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SUPPLIER AUDITS

Unilever Quality Knowledge & Guidance
SQA Audit Protocol - 2013

SUPPLIER QUALITY APPROVAL
AUDIT PROTOCOL - 2013

Ref: UQG- 34.01
Issue No: 05

Date: 2001272012
Page No: 1ol 6

Author Flavia Marino

Evaluator Dwiyanto Sutarsono / Alex Gifford

Approver Lakshmi Sawitri

For Unilever Internal Use Only

ANY COPIES / PRINT-OUTS OF THIS DOCUMENT ARE UNCONTROLLED

Aaudit Protocol

S




RESOURCE INTENSITY
REDUCTION IN
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BASELINES AND TARGETS RM SUPPLIERYSORE
U

Unilewer

Raw Material . l’JAirnenrszt in Viel dWia:]SteTarget yield 9 Targeted |Reduction| Targetyield % Targeted Reduction %
< s tons 2013 waste in tong % 2013 2020 waste in tons 2020

Green bean @ 2009

level 12000 45% 6600 48% 6240 5% 55% 5400 18%
Chicory @ 2009 leve 4500 70% 1350 76% 1080 20% 78% 990 27%
7950 7320 8% 6390 20%
Sl.Lno |RM Supplier Projects Res Activity completion

Optimise the roasting std of chicory roots and maximise aqueous extract |HURC & Etah chicory supplier 2011 end

2 Optimise the BBB (black,brown & broken ) ratio @ Green bean supplier eGB supplier & Procurement team 2013

3 Drive energy conservation intiatives at supplier and transport Chicory supplier & procurement team 2013

. L Procure ment team, HURC + Pant nag .
4 Help farmers to increse the profitability Agri University On going




REDUCTION IN SUPPLIER RESOURCEBBYSORE ™= "

IMPROVEMENTS IN AE OF CHICORY CUBES BY OPTIMISING
THE DEGREE OF ROAST

DARK ROAST CHICORY LIGHT ROAST CHICORY
TILL MARCH 2012 FROMAPRIL 2012
AQUEOUS EXTRACT % <70 AQUEOUS EXTRACT 74 — 78 %

ABOVE ACTION REDUCED FUEL CONSUMPTION
-Biomass by 76.5 tons per annum




REDUCTION IN SUPPLIER RESOURCH8YSORE

TRANSPORTATION OPTIMISATION
A4

R&G powder at Etah — Logistic/ operational Advantages @ i

Started R & G powder at Etah instead of V.N. for logistic

70kg + 30kg 70kg + 30kg
vield Loss yield Loss
i  2100KM
iggﬂngnh - »Etah el _,AHos".', )
o _400KM e N
_Etah.UP" " Hosur.TN) 700KkM 2400KM
o — 70kg FG 70kgFc . Mysore
P M)_/s ;re‘K‘ 2 : ~ Avoided transportation
Before After




REDUCTION IN SUPPLIER RESOURCHAYSORE

RESULTS: TRANSPORTATION OPTIMISATION
\ %

R & G powder facility at Etah

Environmental friendly

Total stock at Etah in Raw 5350T

; Roasting at JE virudhanagar
Assumption-

Total Approx KM run reguired 515250

1. Monthly requiment 210 T per Month

. . , Roasting at JEETAH
2. 75% requirement will be met by 3P

Total Approx KM run required 243063
Total Saving bosed on attached working Total KM run Saving by Roasting at Etah 267188
Powder consumption per yearin T 2520 Diesalin It 39063
Expected Volume from 3P per weorin T 1890 DieselinT 772141

Energy from diesel { @43G1/Kg) 3102
Powder Production at ETAH instead of I Virndhonogor co2 @?SI-Cg,-'rGJ inT 332,96
_”"” T — ‘We will able to reduce approx Carbon Foot Print inT  232.96

Conclusion--

1. Source of RN is in Etoh so it will be better to Roost & Grind ot Etoh ond then send it to MYS/HSR.

2. Process Loss ore high in R & G powder { 30%} so it will stroight forword give us 30% soving in freight cost.
3. Storoge cost is low competitive os compore to Vicndhonogor/HSR/MAYS,

4. Approx 79L per yeor soving will be there even ot 75% requirement produced ot Etoh.




REDUCTION IN SUPPLIER RESOURCES

GREEN BEANS BBB REDUCTION ( IN PROGRESS )
\ %

Blacks V/S Roasting loss Blacks V/S Yield
Month Blacks  |Roasting losAurug Roasting loss SS Month Blacks YieldSS YieldArs
Sepl?2 11.19 15.53 15.57 Sepl?2 11.19 58.53 54,55
Oct12 8.219 15.39 15.44 Oct12 8.219 58.49 53.56
Now12 12.43 17.57 16.83 Now12 12.43 59.46 53.3
Decl2 11.36 15 15 Decl2 11.36 57.21 51.21
Janl3 2.574 13.08 12.61 Janl3 2.574 59.13 53.71
Feb13 2.5 12.33 12.56 Feb13 2.5 58.05 52.24
Mar-13 3.8 13.86 14.23 Mar-13 3.8 61.45 52.56
50 140
jg 120
35 100
30 80
25 Roasting loss SS W Yield-Ars
20 =@ Roasting loss Ars 6o -8 Yield-SS
18 =—&—Blacks 40 =—&—Blacks
: ‘\,/s‘\_"‘ 20 ——, L,
0 0
NN N N N B NN
%QJQ o° éo“' Oec" gbd <<é°' be"




GSC C 6.2 REDUCTION IN SUPPLIER RESOURCES

O OAOAAOAE DPOI EAAO xEOE O0AT OE . ACAO
increase the farmer profitability and reduce water & fertilizer consumptid@n.




Other Initiatives




