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3 STEPS TO BETTER CONNECT WITH YOUR FELLOW
HUMANS BY AMBER CABRAL
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2. S L H 2 =X 1 MISSION STATEMENT

* Purpose:
“Making sustainable living commonplace”

=> Purpose-led, Future-fit

 Mission Statement:

Unilever's mission is “to meet everyday needs for nutrition, hygiene and

personal care with brands that help people look good, feel good and get more
out of life.”




1) USLP (Unilever Sustainable Living Plan, 2010~2020)
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2) The Compass (2020~ &)
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Livelihoods

Net zero emissions across
our value chain by 2039.

Resilient and regenerative
natural and agricultural
ecosystems.

An end to plastic pollution
through reduction, circulation
and collaboration.

A decent livelihood for people
in our value chain, including by
earning a living wage by 2030.

Reduce absolute operational GHG
emissions (Scope 1 & 2) by 100% by
2030 from a 2015 baseline.

Reduce absolute Scope 3 energy and
industrial GHG emissions® by 42% by
2030 from a 2021 baseline.

Reduce absolute Scope 3 forest, land
and agriculture (FLAG) GHG
emissions** by 30.3% by 2030 froma
2021 baseline.

95% volume of key crops to be verified
as sustainably sourced by 2030.

Implement Regenerative Agriculture
practices on 1 million hectares of
agricultural land by 2030.

Help protectand restore 1 million hectares
of natural ecosystems by 2030.

Maintain no deforestation across our
primary deforestation-linked
commodities.

Implement water stewardship
programmes in 100 locations in
water-stressed areas by 2030.

Reduce our virgin plastic footprint - by
30% by 2026, and 40% by 2028, froma
2019 baseline.

100% of our plastic packaging to be
reusable, recyclable or compostable -
by 2030 (for rigids) and 2035

(for flexibles).

Use 25% recycled plastic in our
packaging by 2025.

Collect and precess more plastic
packaging than we sell by 2025.

Help 250,000 smallholder farmers in
our supply chain access livelihoods
programmes by 2026.

Suppliers representing 50% of our
procurement spend to sign the Living
Wage Promise by 2026.

Help 2.5 million SMEs in our retail
value chain grow their business
by 2026.

Supported by €1 billion Climate & Nature Fund.

Underpinned by our continued commitment to Human Rights and Equity, Diversity & Inclusion.
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4. UNILEVER’S CEOS




PAUL POLMAN
(2009~2019)
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ALAN JOPE
(2019~2023)
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HEIN SCHUMACHER

(2023~2025.2)
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Fernando Fernandez

Fernando Fernandez was appointed Chief Executive Officerin
March 2025.
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Contents

The Code and our Standard of Conduct Countering Corruption Respecting People

Our Framework o Avoiding Conflicts of Interest Occupational Health & Safety
Amessage from Hein Schumacher o Anti-Bribery Respect, Dignity & Fair Treatment
The Code of Business Principles Gifts & Hospitality

Living the Code Accurate Records, Reporting & Accounting

Legal Consultation 1 Protecting Unilever’s Physical & Financial

Responsible Risk Management " Assets & Intellectual Property

Product Safety & Product Quality Feopomic Sonctiors

Engaging Externally Glossary
Responsible Marketing Glossary
Responsible Sourcing & Business Partnering

Fair Competition

Contact with Government, Regulators &

Non-governmental Organisations (NGOs)

Political Activities & Political Donations

External Communications -

The Media, Investors & Analysts

Unilever
Code of Business Principles
and Code Policies
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