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World faces big challenges

CLIMATE CHANGE INEQUALITY

HEALTH CRISIS TRUST DEFICIT
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ESG – Pillars for sustainable development
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SOME PRINCIPLES TO GUIDE ESG JOURNEY
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1. Business and Brands have to be a force for good
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2. Business has to be driven by purpose & values

A ROBUST STRUCTURE TREATING EVERYONE EQUALLYNON-NEGOTIABLE CODE

100% employees trained on Code 
of Business Principles (CoBP)

Dedicated contact and redressal 
mechanism for any kind of 
shareholder grievance

Stakeholder Relationship committee 
ensures that every shareholder is 
treated equally

CoBP defines our values, making 
clear what is expected from our 
people55% of the Board consists of 

Independent Directors

5 out of 6 Committees are led by 
Independent Directors

ResponsibilityIntegrity PioneeringRespect

100% independent Nomination & 
Remuneration and Audit Committees
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THE UNILEVER COMPASS

Our Vision
is to be a leader in sustainable business. We will demonstrate 
how our purpose-led, future-fit business model drives superior 
performance delivering consistent, competitive, profitable and 
responsible growth.
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ETHICS IN EVERY CONDUCT

Corporate 
Governance Code

• Acts as a 
comprehensive 
framework within 
which the Company

Gender Neutral 
POSH Policy

• Ensure that everyone 
is treated with 
dignity, respect and 
equally

Supporting 
Survivors of Abuse

•1st company in India 
to formally launch a 
holistic, gender neutral 
policy on domestic 
abuse.

Whistle Blower 
Policy

• Spirit of the policy is to 
foster a sense of 
collective 
responsibility in 
safeguarding the 
business interest

Policy on Related 
Party Transactions

• Ensures that all related 
party transactions are 
carried out as per 
arm’s length 
parameters
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OUR ESG STRUCTURE

OUR ROBUST GOVERNANCE STRUCTURE

OUR CORPORATE GOVERNANCE STRUCTURE
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3. ESG is a journey and not a destination

2000s
2010s 2020s1890s

 Purpose driven 
beginning of Unilever’s 
Founder 

 A bold vision for growth 
in the new millennium

 To deliver superior 
performance by being 
global leader in 
sustainable business

 Unilever’s global plan to 
make sustainable living 
commonplace

From our 2002 Annual Report

Responsible Advertising

Watershed Management

Pollution control

Empowerment of Women

Integrated Rural Development

Presenter Notes
Presentation Notes
Unilever compass is build on 130 years of purpose driven existence and 10 years of USLP 
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4. Have a multi stakeholder model

 38% stake held by 
Minority shareholders.

 It is trusted by >1Mn 
individual investors

 It treat’s all 
shareholders equally
and our actions are in 
the interest of everyone

SHAREHOLDERS

 ‘#1 Employer of 
Choice’ across 
industries

 20,000+ purpose-
driven people with 
330K in outer-core

 Gender diversity 
of 46% across HUL 
Managerial Level

PEOPLE

We partner with 
1300+ suppliers 
from small local 
producers to large 
MNCs

Our Responsible 
Partner Policy (RPP) 
sets our commitment to 
conduct business with 
integrity

SUPPLIERS

 9 out of 10 
households use one or 
more of its brands

 Resilient portfolio of 
50+ purposeful 
brands across 15 
categories

CONSUMERS

HUL reaches >9Mn 
retailers via a 
network of 3500+ 
distributors

Directly reach >1.2Mn 
retailers via Shikhar 
eB2B app

 Easy access to 
credit for Retailers via 
Shikhar

CUSTOMERS
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5. What gets measured gets improved 

12



Sensitivity: Internal

6. Sustainability needs continuous innovations

MINDSET OF ‘AND’ DIGITAL-FIRST MARKETING APPROACHSUPERIOR AND SUSTAINABLE AND AFFORDABLE

Compostable Plant based Tea bag Lifebuoy Concentrate Handwash

Smart FillWater Saving Technology
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SUPERIOR 

SUSTAINABLEAFFORDABLE OR     AND
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7. Adopt a value chain approach

*per tonne of production in FY 22-23 as compared to FY 2008 baseline

 Improve material 
     selection

 Improve product design

 Eliminate hazardous 
chemical

Use of Green-energy in 
production

Use of Recycled 
packaging  material

Use waste from other 
processes as RM

 Recycle/ upcycle waste 
plastic

Waste can be used  in 
other industries (like food 
waste for animal feeds)

Production Process RM/ PM used in 
production Post-productionPre-processing

TURNING FOOD WASTE INTO ANIMAL FEED

55% 
reduction*

in Total waste 
generated

Sustainable practices throughout the Value chain
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8. Build capabilities in the entire eco-system

HUL started working with 
Banyan Nation in the space 
of recycled plastic

HUL provided technical 
knowledge

Leveraged our network to 
build world class recycling 
unit

2019 
onwards

2017

We launched first bottle in 
India to have recycled 
plastic (PCR)

2017 -
2019

~25% PCR    ~100% PCR

OUR JOURNEY IN RECYCLED PLASTIC HOW IT HAS CONTRIBUTED TO THE 
ECOSYSTEM

Pre-emptive use of PCR 
and making India 

future ready

Help India’s 
commitments and 

goals from COP26 (EPR 
compliance, 2022)

Optimise the cost of PCR 
via building demand

& capability across the 
value chain

Create an ecosystem 
in India which can be    
leveraged by our peer 

companies
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9. Create bespoke India models

RURAL OPPORTUNITY CHALLENGES

Large Consumer base

Low per capita 
consumption

Resilient Growth

Challenges for Corporate

Reach Communication Influence

Challenges for Rural Community

Vicious cycle of poverty Lack of access to 
hygiene products

• Enhancing livelihood

• Improving health & hygiene

• Provide under privileged 
women with capital to invest

• Brand awareness in media 
dark geographies

• Reach in untapped villages

• Profitable model for deeper rural 
expansion

CREATING SHARED VALUES
190K+ SHAKTI MICRO ENTREPRENEURS 

Low
Income

Low
Savings

Low
Investments
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10. Build sustainability into managerial remuneration

Equity, 
diversity and 

inclusion

Raise living 
standards

Protect and 
regenerate 

nature

Waste-free 
world

Health and 
wellbeing

Positive 
nutrition

Future of 
work

Climate 
Action

Unilever Sustainability 
Progress Index
(Compass) (SPI)

Sustainability

Cumulative Free Cash 
Flow from operative 

activities

Cash Flow

Return On Invested 
Capital (ROIC)
at exit year %

Return

% of Business Winning 
Market Share

Competitiveness

Eight KPIs of SPI
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Why should corporates focus on ESG?

MSCI Emerging Market (EM) ESG Leaders vs 
MSCI EM Index

ESG Leaders outperformed the market over 
the same period

• A focus on ESG improves 
transparency and reduces 
risks

• 89% Investors would like 
mandatory ESG reporting*

• Strong ESG proposition can help 
companies attract quality 
talent and boost motivation^

• It also instils a sense of 
purpose, and increases 
productivity

ENHANCED VALUE CREATION TRUST &  TRANSPARENCYPRODUCTIVITY UPLIFT

• Lower energy, water and 
resource consumption 
decreases overall cost

• Sustainable sourcing of agri-
products improves yield and 
reduces cost

COST REDUCTION

^Source: McKinsey: “Five ways that ESG creates value“  *Source: EY: “Is your ESG data unlocking long-term value?”

CONSUMERS PREFER BRANDS  WITH SOCIAL & ENVIRONMENTAL PURPOSE

Presenter Notes
Presentation Notes
Msci em esg LEADERS VS msci em
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HUL: Leads by example

Ranked #1 in DJSI ESG 
Score in FMCG industry in India

Dow Jones 
Sustainability Indexes

76
HUL ESG Score
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Markets put a premium on ESG

Based on market capitalization as of 31st March & USD/INR at Rs 82.2 as of 13th June 2023
* CAGR calculated basis INR denominated share price returns

HUL MARKET  CAP  Vs GLOBAL COMPANIES 

MARKET 
CAPITALISATION

+ $64 bn 
6.2X

20% CAGR*

$12 bn
Mar 2013

$76 bn
Mar 2023

0%

300%

600%

900%

Mar-13 Mar-14 Mar-15 Mar-16 Mar-17 Mar-18 Mar-19 Mar-20 Mar-21 Mar-22 Mar-23

HUL  FMCG STOCK MARKET
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Thank You
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