


Unilever
gr f et ubwf ol




Obsi wj{Ii
VeSZj ufmopt
t .

U
=
sUTU
BYZNYSU
i
"lllllllbg

““||||\ |

oi
|




3 DIVISIONS

schmiadb’s’

—— NATURAL DEODORANT

TRESemmé «

Rexona.

Home Care

Timotei

Beauty & Personal Care zendium.

Dove

vene [EENE
Dove TopscyY

- signal

Foods & Refreshment

IL GELATO COME UNA VOLTA

s R _,g., ¥ Unilever
.zﬁ* a;.‘ Food
"\"@@ Solutions




Win with our brands as a force for good, powered by purpose and innovation

Improve the Improve people’s health, Contribute to a fairer,
health of the planet confidence and wellbeing more socially inclusive world
Climate Protect and Waste-free Positive Health and Equity, diversity Raise living Future
action regenerate nature world nutrition wellbeing and inclusion standards of work
Deforestation-free supply €1 billion annual sales from Take action through our Achieve an equitable Ensure that everyone who Help equip 10 million young
chain in palm oil, paper and plant-based meat and dairy brands to improve health and inclusive culture by directly provides goods and people with essential skills
board, tea, soy and cocoa alternatives by 2025-2027 and wellbeing and advance eliminating any bias and services to Unilever will earn by 2030
by 2023 equity and inclusion, discrimination in our at least a living wage or
!—|qlve greenhouse gas . Double the number of_ H L‘Z‘ﬁ,‘;‘c’}?b‘y'ﬁgg%'f people practices and policies income by 2030 | Pioneer new models to
impact of our products 25% recycled plastic by 2025 products sold that deliver - provide our employees with
across the lifecycle by 2030 positive nutrition by 2025 We wi . Accelerate diverse (el & il e vtz e e i i
e will focus on: . 0 medium-sized enterprises flexible employment options
+ Gender equity e row their business by 2025 by 2030
- ¢ 70% of our portfolio to meet - Race and ethnicity equity levels of leadership 9 Yy
100% sustainable sourcing o WHO-aligned nutritional . . .
our key agricultural crops standards by 2022 's’gl?}[ag?e"{:ﬁeme and 5% of our workforce to be Reskill or upskillour
100% reusable, recyclable or . \ made up of people with . employees with future-fit
Replace fossil-fuel derived compostable plastic * Mental wellbeing £

» skills by 2025

; - ' disabilities by 2025
carbon with renewable or packaging by 2025 95% of packaged ice cream Hand hygiene \@ isabilities by

recycled carbon in all our to contain no more than 22g * Sanitation Spend €2 billion annually

cleaning and laundry total sugar per serving + Oral health . with diverse businesses

Eroduct formulations by 2025 + Skin health and healing worldwide by 2025
Implement water L. 95% of packaged ice cream Increase representation
stewardship programmes Maintain zerowaste to contain no more than 250 of diverse gﬁ"oups in our
in 100 locations in water- to landfillin our |\ keal per serving by 2025 Oq_(: advertising

stressed areas by 2030 factories k\_J
hb

e B

Supported by: €1 billion Climate & Nature Fund

85% of our Foods portfolio to
help consumers reduce their
salt intake to no more than

5g per day by 2022

Respect human rights

Respect and promote human rights and
the effective implementation of the UN Guiding Principles, /
and ensure compliance with our Responsible Sourcing Policy

Our responsible business fundamentals

8 ¥ 9 @ & @ g

Business Safety Employee Product safety Responsible Responsible advertising Safeguarding Engaging with Responsible Committed to
integrity at work wellbeing and quality innovation and marketing data stakeholders taxpayer transparency

See our Planet & Society Hub on unilever.com for more
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SUSTAINABILITY AT THE‘ CRSR BUSINESS

Company with purpose Brands with purpose People with purpose

Purpose

is to make
sustainable living

commonplace
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PLYTVANI JIDLEM VE 3 JASNYCH CISLECH
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Q. CESI A SLOVACINEJSOU V PLYTVANI POTRAVINAMI VY JIMKOU

@ NEMAM CAS & 2/3 & (& ‘TBYTKY 7 OBEDA' &

- NEMAM INSPIRACI || NEVIM, CO Z8Y1LO
0% 53% | CECHO‘AZ SLC{)VAKG V LEDNICI
o O | ISOU 2NEJCASTEJSI BARIERY | TVRDI, ZE JIDLO Sty
AellRais s . JSOU 2 NEJCASTEJSSI DUVODY,
i g RO MBI BOMAS m?fg,hjféﬁg PROC CESI A SLOVACI PLYTVAJI
BN o I s g | JIDLEM.
CERSTVE POTRAVINY ; T  'VYHOZENE PENIZE'
JSOU TEMI, KTERYMI 66 % | 75 % ~ 'HODNE ZDROJU' & 'VICE
PLYTVAME NEJCASTEJl | TECH, KTERIPLYIVAY, | CECHO A SLOVAKD SOUHLASI ODPADU'
VETSINOU NEVI, CO BY | S TIM, ZE , LEDNICKOVA
9 UVARILL KDYZ SE PODIVAJI . SLEPOTA" JE BEINY JEV V 3 NEJVETSI PROBLEMY, KTERE MA ZA
z; | DO LEDNICE. | DOMACNOSTI NASLEDEK PRAVE ,LEDNICKOVA
| | SLEPOTA"

""""

Source: IPSOS & Unilever ‘Fridge Blindness' study. January 2019. Base = CZN=520, SK N=5]0
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Misa #okouseklepsi

Mfa se narodil v Ceskoslovensku a je
neodmyslitelné spjaty s lokdaini vyrobou z
ceského tvarohu.

CESKO A f
SLOVENSKoQ

o

V Miovi jsou ty nejlepsi suroviny, které si
mUzZeme z nasi piirody vzit.

Ale nechceme z ni jen brdat, chceme jii vracet
néco zpatky.

\

Celé generace si vychutnavaiji tvarohovou
svaCinku — a chceme, aby si ji mohly v
nezménéné podobé ddat i generace budouci.

K tomu poftfebujeme Cistou a Zivouci piirodu.

Vroce 2019 Mi8a predstavil O kousek lepsi
Cesko a Slovensko. Diky ni jsme na vice nez
100 Uklidovych akcich naplnili pres 500 pytlU
odpadu a pomohli tak nasi krajiné znovu se
nadechnout. Spolecné jsme dokdazali velkou

dobrou véc! A to byl jen zaCatek!! /




PURPOSE

POMOZTE UKLIDIT
#OKOUSEKLEPSI

PURPOSE

POMOZTE ZASADIT
#OKOUSEKLEPSI
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" 2022: SPOLU JSME VYSADILI UZ 400 STROMU A
POKRACUJEME DAL. PROC JE TO DULEZITE?

ZADRZUJI VODU [l poméhaii zpomalovat
ve volné krajiné EROZI PUDY

zlepsuji kvalitu pomdhaiji vytvdret

OVZDUSi p A g VITAH KE

KRAJINE




Hi vol i ¢
zemodol st
vyznamnym
producentem
sklenikovych

pl ynU

V ramci
potravinove
produkce maso
tvoS2 t ®mo
sklenikovych
pl yn0U
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