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DESIGNING TO DO WELL,
WHILE DOING GOOD

PACKAGING FOR RETAIL SUCCESS
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Public’s
perception

Is that much of
packaging

IS

unnecessary

and

wasteful




PACKAGING OFFERS FAR MORE THAN MEETS THE EYE!
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“We cannot choose
between [economic]
growth and sustainability
— we must have both”

— environmental impact —

“‘We have ambitious plans to grow our company. In fact,
we intend to double our sales

But growth at any cost is not viable.

We have to develop new ways of doing business which
will increase the positive social benefits arising from
Unilever’s activities while at the same time reducing

our environmental impacts”

Paul Polman, CEO, November 2010



Sustainable
sourcing

Resource
efficiency

Sustainable
consumption
and production

ENVIRONMENTAL

SUSTAINABILITY VISION
TOWARDS 2030

Achievements, Challenges and Opportunities
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Unilever Sustainable Living Plan

Reducing Environmental
Impacts

Improving Health
&Well-being

Enhancing
Livelihoods

HEALTH &
HYGIENE

Reduce diarrhoeal
disease

Improve oral
health

Improve
self-esteem

Provide safe
drinking water

NUTRITION

Improve heart
health

Reduce salt

Reduce saturated
fat

Remove trans
fat

Reduce sugar

Reduce calories

Provide healthy

GREENHOUSE
GASES

Reduce GHG from
skin cleansing &
hair washing

Reduce GHG from
washing clothes

Reduce GHG from
manufacturing

Reduce GHG from
transport

Reduce GHG from
refrigeration

Reduce water use
in agriculture

Reduce water use
in laundry process

Reduce water use
in skin cleansing &
hair washing

Reduce water use
in manufacturing

Reduce packaging

Reuse packaging

Recycle
packaging

Reduce waste
from
manufacturing

Tackle sachet
waste

Eliminate PVC

SUSTAINABLE
SOURCING

Sustainable
palm oil

Sustainable paper
& board

Sustainable
soy

Sustainable
tea

Sustainable
fruit & vegetables

Sustainable
cocoa

Sustainable

BETTER
LIVELIHOODS

Help smallholder
farmers

Support micro-
entrepreneurs

sugar, sunflower oil,

eating information rapeseed oil & dairy




Packaging’s strategic thrusts

Discovery / Materials
Capability & Procurement

m Category
w o

Based on WWF Waste Hierarchy



Optimal packaging design

. Negative
e nvironmental impact
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Underpackaging
|

Optimum Pack Design
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Overpackaging

Minimum
material

-

Minimum

environmental impact

Increasing packaging
material weight or volume




Packaging’s strategic thrusts

Discovery / Materials
Capability & Procurement

Category
Thrusts

Country
Thrusts

Based on WWF Waste Hierarchy



Global issues

World Population Growth

Past and Future

0
18000 1850° 1900 19508882000 20501 2100
YEAR!

Climate Change Water Scarcity Toxic Pollution Population Growth

Business issues

Commodity price Energy Price Scarcity and Regulatory
increases Increases Security of Raw restrictions /
Materials requirements



Consumers are
becoming sus-tute

Sustainability:
Are consumers buying it?

They care more than
ever about what they
buy

How its made
Where its from

What's in it

How its packaged y 2 Prcwemious Gores @
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Third quarter
results

Third quarter 2012 results were released on 25 October
2012. We delivered good growth with volumes ahead of our
markets despite a continued challenging economic
environment

Read more about our third quarter 2012 resuits

“ We meet everyday needs for nutrition.

& Like Message % v hygiene and personal care with
brands that help people feel good

look good and get more out of life

% Company news Latest for investors Our brands
Ben & Jerry’s believes business has a responsibiiity to give .
back to the community, We make the best possible ice cream » Collaborate to Innovate: Unilever seeks help Share price 3 sz
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“Goodness of ingredients” leads Food and Drink Claims, regardless of region

Top 10 claims in food & drink, 2007-May 2012, global and by region

Global Asia Pacific Europe Latin America North America
No Additives/ No Additives/ No Additives/ Low/No/Reduced
: . : Kosher
Preservatives Preservatives Preservatives Allergen
Kosher Vegetarian Organic Gluten-Free II;ID Add'tl\f‘esf
reservatives
Ethical -
boiisbadocer Halal Vegetarian Environmentally All Natural Product
Allergen .
Friendly Package
.Eth":al ~ . _Ethlcal ) Low/No/Reduced :
Environmentally Premium Environmentally Microwaveable
: : Transfat
Friendly Package Friendly Package
- Ethical -
Vegetarian DL DR Microwaveable LB Add|t|\_resf Environmentally
Sugar Preservatives :
Friendly Package
Microwaveable Microwaveable Lol badces Kosher Organic
Allergen
. _Ethlcal ) Low/No/ Reduced Vitamin/Mineral Low/No/Reduced
Organic Environmentally .
. Fat Fortified Transfat
Friendly Package
Gluten-Free Time/Speed Low/No/Reduced Children (5-12) Low/No/Reduced
Sugar Allergen
Low/No/Reduced Fat Low/No/Reduced Fat Premium Low/No/Reduced Fat Low/No/Reduced Fat
Premium Vltamln/_ I_‘«1|neral Gluten-Free LOW;NOXR?dUCEd Premium
Fortified Calorie

*MINTEL.COM



Consumers Reward Results, Not Aspirations

' h

Americans say they are more likely to buy from a company that:

69 %

PURPOSE

RESULTS

Talks publicly about its CSR purpose/mission Talks publicly about its CSR results
(e.g., Innovating Healthy Products, (e.g., 100% natural and nontoxic products,
‘Nourishing Lives’) 100,000 children vaccinated against disease)

* Cone Communications: BOSTON October 2012



