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Headquarters
U.K.

Reported product categories
Canned/Preserved Food; Dried Processed
Food; Ice Cream; Noodles; Oils and Fats;
Pasta; Sauces, Dressings and Condiments;
Soup; Spreads; Concentrates; Juice; RTD
Tea; Coffee; Tea; Other

Market capitalization
$116,163 m
# of employees
172,471

Reported revenue by geography**
Asia 40%, Americas 32%, Europe 27%

Total revenues*
$58,629 m
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* Source: Capital IQ, USD exchange rate as of 31 Dec 2014
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Areas of strength

Areas for improvement

- Unilever is the top performer in the 2016 Index. It has a solid governance
system to assess risks and opportunities related to nutrition and diet-related
chronic diseases and is a leader in healthy product formulation.
- Unilever’s Sustainable Living Plan contains three overarching goals including
'Improving Health and Well-being' which has a focus on nutrition. The goal
includes specific policies, commitments, targets and deadlines.
- Unilever´s Nutrient Profiling System (NPS) is used globally and across all
brands to inform product innovation and reformulation. The NPS is reviewed on
a regular basis by internal and external experts. The company has a goal of
60% of its global portfolio meeting stringent healthy standards by 2020.
Progress is assessed annually and is verified by an independent auditor, which
is exceptional in the industry.
- Partnerships and joint projects with specialist organizations enable the
company to develop innovative solutions to address undernutrition in lowincome countries and to scale up their impact through its global footprint.
- In India the company uses a door-to-door selling model - 'Shakti', to increase
accessibility of the company’s products in hard-to-reach areas and to provide
employment opportunities to underemployed populations. The model has been
replicated in Egypt, Bangladesh and Pakistan.
- Unilever’s policy on responsible marketing to all consumers and to children
satisfies many best practice standards. The company publishes its individual
level of policy compliance achieved relating to marketing to children. This is
assessed by a third party.
- Unilever tracks the number of products that meet its healthy standard that
carry health and nutrition claims. In all markets, the company commits to using
health and nutrition claims only for fortified products that meet Codex.
- The company has a strategy to address undernutrition through commercial
and philanthropic strategies in developing markets and in the highest priority
developing countries.

- Unilever does not set a target to increase the level of vegetables in relevant
products. It also does not include within its otherwise strong NPS consideration
of the levels of positive nutrients (such as vegetables, fruit or fiber).
- Despite having some good initiatives to improve the affordability and
accessibility of its healthy and fortified products, they are limited in scope and
reach. Unilever should aim to develop a global strategy and solutions for its own
products building on what it has learned from its participation in Project Laser
Beam and similar initiatives to substantially increase its ability to reach large
numbers of undernourished, low-income populations in the highest priority
countries. In addition to existing initiatives on product pricing, formal
accessibility programs that are strategic and widespread would ensure greater
impact.
- The long-lasting Lamplighter program aimed at supporting employees’ health
and wellness, although recognized by the company to be effective in terms of
health and business benefits, lags behind best practice as the company fails to
extend the program to all employees and their families, to establish measurable
targets for the future and to ensure regular independent evaluations.
- Unilever’s efforts to engage consumers and communities on the need for
healthy diets and to lead an active lifestyle could be strengthened.
- While the company’s performance on undernutrition is quite consistent and in
good standing compared to peers, there is a notable gap regarding disclosure
for the labeling and health claims of fortified products.

Given the limited potential for the company to include fruit, fiber and wholegrains in its products the indicators to assess
product reformulation targets for these ingredients were not taken into consideration in the company’s assessment. Unilever
also produce weight-management products which are not part of this Global Index assessment.
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A Governance
Nutrition general
- Unilever demonstrates a leading approach to integrating nutrition and wellbeing into its core business strategy. However there is scope to improve the
breadth of topics the company addresses to contribute to nutrition related
solutions for global challenges. For instance, Unilever could establish broad
objectives in relation to the availability and affordability of healthy products for
undernourished low-income populations and responsible marketing as well as
engagement with experts regarding nutrition strategy.
- The Unilever Sustainable Living Plan (USLP), in place since 2010, is applied
globally. It sets out three overarching goals and corresponding strategies,
including the goal of 'Improving Health and Well-being' for over a billion people
by 2020. Nutrition is a core component of Unilever’s holistic approach to
improving well-being.
- The USLP addresses key public health challenges including heart health,
obesity and undernutrition. This aligns with the priorities set out in the WHO
Action Plan.
- The design and oversight of USLP is assigned to top executives and Board
committees. The company demonstrates best practice by incorporating USLP
targets into the remuneration packages of its CEO and directors.
- The company’s annual reporting on nutrition commitments and progress is
detailed and verified both internally and externally. The Audit Committee is
responsible for independent assurance of the USLP.

Undernutrition
- Unilever acknowledges it has a role to play in addressing the undernutrition
issues faced by millions of people around the world. It aims, “To offer fortified
foods at an affordable price to bring them within the reach of as many people
as possible.”
- This commitment, pursued through both commercial and philanthropic
strategies, could be strengthened by referring to specific populations most in
need of support i.e. children under-2 and women of childbearing age and by
focusing activities in priority countries (as are defined in the ATNI
methodology).
- Unilever has conducted market research in multiple countries to assess the
need for addressing undernutrition through micronutrient fortification. This is
designed to enable the company to tailor its strategy to achieve the best
possible outcomes.
- Unilever has several partnerships with governments, international agencies
and NGOs, which reflect its ambition to make a global long-term contribution to
addressing undernutrition.

B Products

globally across all products. It is the only company assessed to have an NPS
published in a peer reviewed journal, which is industry best practice. Unilever is
the only company to achieve maximum score in this area.

Undernutrition
- Unilever is committed to tackling undernutrition and micronutrient deficiencies
by increasing the number/volume of fortified foods available to undernourished
populations, which it does both through commercial products and philanthropic
activities.
- To amplify its efforts, Unilever collaborates with various organizations that
promote nutrition, including the Global Aaliance for improved Nutrition (GAIN),
Amsterdam Initiative against Malnutrition (AIM), the World Food Programme
(WFP) and Scaling up Nutrition (SUN) Business Network.
- Product fortification is informed by the Unilever Fortification Guidelines which
are based on international standards.

C Accessibility
Nutrition general
- Unilever has a global commitment to address the affordability of its healthy
products in low-income countries. However, the company does not set related
targets and does not have a designated executive to implement its strategy.
- The company conducts analysis on what constitutes an appropriate price for
certain healthy products in developing countries to drive growth but does not
appear to do so in developed markets.
- Disclosure on affordability and accessibility initiatives was mostly obtained on
request. Unilever’s public disclosure in this regard remains limited and
undermines its overall performance.
- Unilever’s actions to improve the accessibility of healthy products is weak. It
does not report on or provide policies, targets or examples of activities in this
area.

Undernutrition
- Unilever has a stated aim to offer its own fortified foods at an affordable price
and promote nutritious cooking. While there is no specific objectives, there is
evidence that the company implements both its own and joint initiatives in high
priority developing countries.
- Unilever’s door-to-door selling model of fortified products in India, 'known as
Shakti', increases accessibility of products in hard-to-reach areas and provides
employment opportunities to underemployed populations. The success of this
model led the company to replicate it in other developing countries including
Egypt, Bangladesh and Pakistan.

D Marketing

Nutrition general

Nutrition general

- Although Unilever makes a broad commitment to invest in R&D to improve the
nutrition profile of the global product portfolio, it does not set specific spending
level targets in monetary value.
- Targets and deadlines have been set for the reduction of all four negative
nutrients levels for all relevant products globally, which is leading practice.
- Targets to increase levels of vegetables are lacking, leaving room to meet best
practice.
- In 2014, 33% of the total portfolio met the company’s 'Highest Nutrition
Standards', up from 31% in 2012, showing a 6.45% increase between 2012
and 2014.
- More than 50% of the global portfolio by volume complies with the Unilever
Nutrition Criteria and the standards for advertising to children. At least one
product in all brands meets the company's healthy standard for children.
Together these achievements are among the best for the companies assessed
in the 2016 Global Index.
- At the core of Unilever’s nutrition strategy is a strong NPS that is applied

- Unilever continues to be a leading performer in this area. It discloses its
approach to responsible marketing in detail and has committed to following
international standards.
- The Unilever Marketing and Advertising Principles for Responsible Food and
Beverage Marketing were adopted in 2003 and updated in 2014. They are
publicly available and globally applicable to all marketing activities and
communications on food and beverage products for children and other
populations. The principles evolve constantly to become stricter with respect to
forms and mediums of advertising and encompass most key elements of best
practice. One exception is that the policy does not extend to advertising in and
around secondary schools or to places where children gather. Despite some
shortcomings, Unilever’s responsible marketing policy is the strongest of those
assessed for the 2016 Global Index.
- Unilever lags behind some peers for the monitoring and compliance of its
policy for all consumers. The company states that its marketing activities are
monitored in-house, but an independent assessment is not evident.
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- Auditing of marketing activities directed to children is stronger and Unilever is
a member of international initiatives, such as the International Food and
Beverage Association and the EU Pledge, which contract independent auditors
to assess members’ compliance. Results however are presented as the
aggregate compliance level achieved on average by all members. Unlike many
other members, Unilever discloses individual compliance rates for TV (93.5%),
print (100%) and online advertising (100%) on its website.

E Lifestyles
Nutrition general
- Unilever has a codified commitment to support staff health and wellness in the
Fairness in the Workplace pillar of its Sustainable Living Plan, with a program
focused on nutrition, diet and activity.
- The Lamplighter program, developed in 2001 and available globally, is aimed
at enhancing employees' health, nutrition and well-being. Unilever sets a target
to extend this program to all countries of operation with over 100 employees,
although a deadline is not disclosed. The company articulates expectations of
Lamplighter in terms of health and business benefits and it conducts its own
assessments of the outcomes of the program. A third party evaluated the
effectiveness of this program in 2009, however there have been no further
external evaluations. Unilever publishes both health and business outcomes via
third-party websites. However, the information disclosed is outdated since the
health outcomes published are from 2009 and the business outcomes from
2008-2012. Unilever does not publish relevant information for recent
accounting years, nor does it publish program outcomes on its own website.
The company could improve its performance conducting third party evaluations
of the Lamplighter program on a regular basis.
- Unilever has no disclosed formal global policy to provide breastfeeding friendly
work-sites, but some sites already allow breaks and offer private rooms and
fridges to store expressed milk.
- Generally, Unilever’s maternity leave policy differs by country and it could
improve its performance in this area by adopting a global policy. In some but not
all countries the company offers working conditions that exceed legal
requirements. Nonetheless, Unilever offers flexible working environment and
facilities for breastfeeding mothers across global operations.
- On its own and in collaboration with third parties, Unilever offers a wide range
of programs for consumers focused on nutrition, healthy lifestyle or both.
However, it does not commit only to support independently designed and
implemented programs. Doing so would improve its performance in this area.
Monitoring and evaluation of these programs is limited to general impact
assessments and could be strengthened.

Undernutrition
- Unilever has no disclosed commitment to educate undernourished consumers
about the benefits of a diverse diet, consumption of fortified foods and safe,
timely and adequate feeding (including complementary to breastfeeding) for
infants and young children.
- Unilever and its foundation support major projects and organizations working
towards the eradication of undernutrition in developing countries through
educational interventions. The company provides many examples of supporting
leading programs and organizations such as SUN, Save the Children, the WFP,
GAIN, and AIM among others.

F Labeling
Nutrition general
- Unilever is the top performer in this area. Performance could be further
improved through the adoption of more robust monitoring measures and
improvements to transparency, especially for fortified products.
- Unilever’s global labelling policy is detailed and includes guidelines for both
front-of-pack (FOP) and back-of-pack (BOP) labeling. Regarding FOP labeling,

©Copyright Access To Nutrition Foundation.

Unilever commits to provide the amount of energy per portion as a percentage
of Guideline Daily Amount (GDA) or an absolute quantity. Unilever does not
have a policy committing it to use interpretive labeling on the front of packs.
Doing so would bring it into line with best practice.
- For BOP labelling, Unilever is committed to displaying information for the 'Big
8' or 'Big 4' nutrients, depending on the package sizing.
- Unilever discloses the share of its product portfolio (in volume sold) carrying
labels in accordance with its policy. However, it does not disclose the
percentage of markets across which practice in line with the policy has been
applied.
- By end of 2016, Unilever has committed to ensuring that all products in every
market carry full nutrition labeling on pack. This commitment is ahead of those
made by some of its peers, which commonly aim to achieve the same goal by
the end of 2016.
- Unilever has a global set of guidelines for making health claims on its food
and beverages; these follow best practice and are applicable to all markets.
- On request, Unilever stated that it tracks the number of products that can
carry health and nutrition claims globally. This practice is uncommon in the
industry and to be applauded.

Undernutrition
- Unilever does not disclose any labeling policy information specific to fortified
products.

G Engagement
Nutrition general
- Unilever states that its engagement with governments supports its
Sustainable Living Plan goals. It codifies its approach to lobbying and political
donations in a code of conduct.
- Unilever does not disclose information regarding any financial support it
provides to industry associations, lobbyists, think tanks, interest groups or other
organizations relating to nutrition.
- Unilever publishes a list of the main European and international organizations
it engages in dialogue with, these include GAIN and SUN. Unilever also
engages with nutrition and health experts when developing new products.
- Unilever has not committed to following the AA1000 standards to structure its
stakeholder engagement. It does engage with a wide variety of local and
international stakeholders in a systematic manner and this process informs its
nutrition strategy.

Undernutrition
- Unilever engages governments in developing countries to address malnutrition
in a systematic manner. For example, it has been working with the Government
of Vietnam on the National Strategies for Food Fortification project.
- On request, Unilever provided evidence of its engagement activities with key
organizations working on undernutrition to solicit their input on its commercial
approach to tackling undernutrition.

General disclaimer
As a multi-stakeholder and collaborative project, the findings, interpretations, and
conclusions expressed in the report may not necessarily reflect the views of all companies,
members of the stakeholder groups or the organizations they represent or of the funders of
the project. This report is intended to be for informational purposes only and is not intended
as promotional material in any respect. This report is not intended to provide accounting,
legal or tax advice or investment recommendations. Whilst based on information believed to
be reliable, no guarantee can be given that it is accurate or complete.

Note
Sustainalytics Research is responsible for the scoring and ranking of company
performance for the Access to Nutrition Index. Sustainalytics Research contributed to the
report and company scorecards for the Index, and engaged with food and beverage
companies as part of the data collection and analysis process.
The user of the report and the information in it assumes the entire risk of any use it may
make or permit to be made of the information. NO EXPRESS OR IMPLIED WARRANTIES
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OR REPRESENTATIONS ARE MADE WITH RESPECT TO THE INFORMATION (OR THE
RESULTS TO BE OBTAINED BY THE USE THEREOF), AND TO THE MAXIMUM
EXTENT PERMITTED BY APPLICABLE LAW, ALL IMPLIED WARRANTIES (INCLUDING,
WITHOUT LIMITATION, ANY IMPLIED WARRANTIES OF ORIGINALITY, ACCURACY,
TIMELINESS, NON-INFRINGEMENT, COMPLETENESS, MERCHANTABILITY AND
FITNESS FOR A PARTICULAR PURPOSE) WITH RESPECT TO ANY OF THE
INFORMATION ARE EXPRESSLY EXCLUDED AND DISCLAIMED.
Without limiting any of the foregoing and to the maximum extent permitted by applicable
law, in no event shall Access to Nutrition Foundation, nor any of their respective affiliates,
have any liability regarding any of the Information for any direct, indirect, special, punitive,
consequential (including lost profits) or any other damages even if notified of the possibility
of such damages. The foregoing shall not exclude or limit any liability that may not by
applicable law be excluded or limited.
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