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WINNING TOGETHER FOR 
 

 SUSTAINABLE LIVING & BUSINESS 



GLOBAL CHALLENGES 

Presenter
Presentation Notes
We live in a world where :
population is growing , 
climate change is accelerating, 
water is scarce,
a billion people are hungry
another billion are overweight 
and over 1 million children a year die from diarrhoeal diseases
 
If we are to meet the challenge of providing good standards of living for 7 billion people - without depleting the earth’s resources or running up massive levels of public debt, both governments and industry will have to find new models of growth which are in economic and environmental balance.




ECONOMIC AND SOCIAL TURMOIL 

Presenter
Presentation Notes
Since we announced the Unilever Sustainable Living Plan, the world has continued to suffer economic turmoil and social upheaval.

The financial sector, multi-national companies and capitalism itself have all come in for criticism, much of it justified. 
 
I believe we need a new, more sustainable business model.  One where business sees itself as part of society, not separate from it. Where the focus is on the long term, not on quarterly earnings. And where the needs of citizens and communities carry the same weight as those of shareholders.
 
Companies can no longer sit on the sidelines waiting for governments to take action on the huge environmental and social issues which face us. We have to see ourselves as part of the solution to these problems. 
 
At Unilever we are doing 3 things:




VIRTUOUS CIRCLE OF GROWTH 

Presenter
Presentation Notes
The good news is that our business model is designed to deliver sustainable growth, as is represented in what we call our virtuous circle of growth.

The more costs we save and the more we reduce risks to our business, the more we are able to invest in sustainable innovation and in marketing products with sustainability benefits. 
 
And the more we do that, the more attractive our products become and the more our sales grow. 




SUSTAINABILITY AT THE HEART 

Presenter
Presentation Notes
That is why we are seeking to put sustainable living at the heart of everything we do.
 
So let me remind you of the key components of our global Plan. It has 3 big goals. 



Unilever Sustainable Living Plan: 
Three big goals 

THREE BIG GOALS BY 2020 

Presenter
Presentation Notes
By 2020 we aim to:
help more than 1 billion people improve their health and well-being
halve the  environmental footprint of our products 
and source 100% of our agricultural raw materials sustainably.
 



RESPONSIBILITY – FULL VALUE CHAIN 

Unilever’s Greenhouse Gas Footprint 

Presenter
Presentation Notes
Our Plan doesn’t stop at the factory gates. It accepts that we have responsibility for everything from the raw materials that we source to the water and energy used by people when they cook, clean and wash with our products.



RAW MATERIALS 
 
  

 
 Lipton Sustainable Tea 

Agriculture project aims to help 
15,000 small farmers 

RAW MATERIALS 

Presenter
Presentation Notes
We aim to have all the tea we produce in Turkey, including what we buy from 3rd parties, Rainforest Alliance-certified by 2018. 
Lipton Sustainable Tea Agriculture project aims to help 15,000+ small farmers with 1:1 training to protect the future of tea agriculture in the Black Sea region with RA certification. 




MANUFACTURING 

 
 
 
 

Turkey Algida, Çorlu, 
Besan ve Gebze Fabrics are 
«Zero Landfill» 

MANUFACTURE 

Presenter
Presentation Notes
We are improving our environmental footprints by reducing pack materials, optimizing designs and eliminating packaging where possible. We are aware of that our packages touch millions of people’s life and future. 

Zero landfill project
In 2013; 4 of Unilever Manufacturing sites in Turkey have completed their waste recycling activities and achieve Zero Non-Hazardous Waste to Landfill Site status. 




TRANSPORTATION 

TRANSPORT 

Presenter
Presentation Notes
We achieved taller and heavier pallets with respect to the past. As a result, our truck utilization increased in terms of tonnes carried and in terms of volume usage. We are checking the weight/height parameters of the new products. If the weight is less than 0,7 tonnes and height is less than 1,5 meters, we are getting in touch with R&D and quality departments in order to add new layers to increase height and loadability.
Impact on Energy Consumption / CO2 Emissions:
Nearly 500 tons of CO2/year saved after this implementation...




DISPOSAL POLITICS 
  

Restaurants and the food service industry are 
responsible for generating three million tons of food 
waste every year 

DISPOSAL 

Presenter
Presentation Notes
Restaurants and the food service industry are responsible for generating three million tons of food waste every year.
The aim of ‘United Against Waste’ is to create smarter solutions for food operators to reduce waste.

Unilever Food Solutions works with chefs and operators, supporting them with professional ingredients and services. This is done in a socially and enviromentally responsible way by: providing inspiration to create great tasting, natural, nutritious and healty dishes; increasing the use of sustainability sourced agricultural raw materials in its products and helping to reduce food and packaging waste and energy use in the kitchen.

   



CONSUMER USE 

 We have reduced  our 
environmental impact by 
developing  Concentrated 
Powders and Liquids  and as 
a result: 

• CO2 emission is reduced  
by 41% 

• Water consumption  
is reduced by 35% 

CONSUMER USE 

Presenter
Presentation Notes
In 2008, when we have converted all powder detergents of OMO to concentrated products, we haven’t only saved from energy and packaging but we have also provided consumers to use one third less product compared to normal detergents. We have carried our innovations one step further and we have launched OMO Ultra Concentrated Liquid Detergent in 2010. It is a product which reduces the negative environmental impacts even more, compared to powder and concentrated powder detergents. 

C2O emission is reduced by 41% and water consumption is reduced by 35% as a result of new generation formulas Omo has been developping through 2008 to 2011. Ultra-Concentrated liquids now account for 8% of Unilever’s total fabric cleaning category sales and 6,4% of total laundry market sales.

We have kicked off Turkey Water Footprint Project under the leadership of OMO and collaboration with WWF Turkey. The project aims to create widespread awareness of the usage of water resources. Also with government support Turkey’s Water Footprint Report will be prepared by WWF Turkey to create new politics about usage of water resources.





PRODUCT INNOVATION NOT ENOUGH 

Unilever’s Five Levers For Change 

Presenter
Presentation Notes
To help us do this we are applying a set of behaviour change principles that we have developed. It  draws on skills and expertise from inside and outside Unilever.
 
Unilever’s 5 Levers for Change identifies the barriers, triggers and motivators to adopting a new behaviour and presents a series of interventions to make it easy, desirable and rewarding for people to stick at it.




HELPING SHOPPERS MAKE  
BETTER CHOICES 

CHANGING  
CONSUMER BEHAVIOUR 

SCALING UP HEALTH  
& HYGIENE PROGRAMMES 

REDUCING ENVIRONMENTAL 
IMPACTS ACROSS THE VALUE 

CHAIN 

Presenter
Presentation Notes
One way we’re tackling this is by working with our major retail customers. Through joint in-store promotions we are encouraging more shoppers to realise that the small choices they make in the supermarket and the little household habits they adopt at home really can make a big difference to their lives, the lives of others and the environment.
  
So while we are reaching millions of people through these promotions we still have a way to go in scaling up behaviour change and making sustainable living easy, desirable and rewarding for more people.




IN ASSOCIATION WITH WWF-TURKEY 



For the first time  

We target to 
decrease 

The ecological footprint 
of the stores! 

In Turkey 



WHY TO BE A GREEN POINT? 

RETAILER  UNILEVER 

  SHOPPER 



WHY TO BE A GREEN POINT? 
RETAILER PERSPECTıVE 

Efficiency 
Retailers will be able decrease their costs as 
a result of KPIs set by WWF 

Sustainablility 
Collaboration with retailers for sustainable 
retailing practices 

Differentiation 
Retailers will differentiate in the eye of the 
shopper 



WHY TO BE A GREEN POINT? 
FROM THE SHOPPER POINT OF VIEW 

Shopper Education 
Experts @ Unilever Sustainability corners 
educate shoppers about how they can add up 
to sustainable future via brands they prefer 

Daily Habits 
Changes the shoppers make in their daily 
lives will also decrease their environmental 
footprints 



WHY TO BE A GREEN POINT? 
FROM UNILEVER POINT OF VIEW 

Shopper Education 
The Green Point platform combines benefits 
for shoppers with sustainability messages 
about small actions consumers can make. 
So, this platform led us to a new way of 
increasing sales and loyalty through the 
sustainable living benefits of our brands 



HOW TO BE A GREEN POINT? 

New 
Store 

Openings 

Managing the 
existing stores 

more sustainably 
 



First Green Point opened in Unilever headquarter 
Retailers are invited to the “demo” Green Point to get to know about the 
programme 

1- FIRST DEMO @ UNILEVER 
HEADQUARTER 



2- LAUNCH @ 2ND GENERATION RETAILERS 
PROGRAMME 

2nd Generation Retailers Programme was where the first seeds of “Green 
Point” project were sowed. 



3- FIRST VOLUNTEER: “OZHAN 
MARKET”  

Özhan market has succeeded 
to receive the Green Point 

diploma after having delivered 
all targets at the end of its 

intense efforts of 5 months. 



THE RESULTS: CONTRIBUTION TO RETAILER 

•33% saving on their electricity consumption that is equal to 2 year 
electricity consumption of a Turkish family with 4 members. ( 5.749 
kwH.) 
 

•20% saving on water consumption is generated via adding perlator 
(sensor) to the taps. 
 

•Switching the open cabinets with green coolers generated 8.241 
kwH saving on energy that is equal to 55 gas tanks for a regular car. 



THE RESULTS: CONTRIBUTION TO SHOPPER 

Built Lipton corners for Sustainable Sourcing, Smarter 
Greener Living corners for HC and “5 min for yourself” self-
esteem corners for PC to educate the shoppers and reached 
50.000 shoppers via these corners 



EXTENSION OF THE “GREEN POINT” 
PROJECT 
After the success of the programme in retailers; the programme has 
been extended to 3 more channels to create a higher impact on the 
footprint decrease in the Value Chain; again in association with WWF. 

1- Green Distributors 

2- Green Drug Distributor 

3- Green Pharmacy 



2- GREEN DRUG DISTRIBUTOR 

 “Gercek Kozmetik” is Turkey’s 
exclusive Drug Channel Distributor 

serving for 50% of total UL/TO. 
 

Gercek Kozmetik has succeded to 
receive their diploma in June. 



3- GREEN PHARMACY 
Unilever Turkey has been investing a lot 

on pharmacy channel by driving the beauty 
agenda there with the main focus on 

growing the PC business in line with USLP. 
So, as a third extension; pharmacies are 

also in the scope of the project as “ Green 
Pharmacy”. 

http://www.kadinlarweb.com/wp-content/uploads/2010/12/modern-Eczane-Dekorasyonu.jpg�


25 Green Points by the end of 2013 

100 Green Points by the end of 2015 

WHAT IS THE TARGET OF THE PROJECT? 



MORE SUSTAINABLE STORES 

If somehow we could achieve to convert all 
stores in Turkey into “Green Points”... 



Will save 45 million trees! 

MORE SUSTAINABLE STORES 

Just by reducing the electricity consumption and 
decreasing the CO2 emission 



 AT THE HEART OF OUR BUSINESS... 

 SUSTAINABLE 
LIVING 

 ...TOGETHER WITH OUR PARTNERS 



Presenter
Presentation Notes
Thank you.
 
Questions.
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