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At Unilever all business activities are carried out in a socially and

environmentally responsible manner. To promote a greener Pakistan and

as a tangible demonstration of its Corporate & Social Responsibility,

Unilever's Social Report has been printed on 100% recycled paper.



We work to create a better future everyday

We help people feel good, look good and get more
out of life with brands and services that are good
for them and good for others.

We will inspire people to take small everyday actions
that can add up to a big difference for the world.

We will develop new ways of doing business that
will allow us to double the size of our company
while reducing our environmental impact.

Our Intent



Our Vitality Framework

UnileverÕs Mission
is to add Vitality to life.

We meet everyday needs
for nutrition, hygiene and

personal care with brands that
help people feel good,

look good &and get more
out of life.

Brands as societal changeagents
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Vision & Strategy
Our vision is to double the size of our business while
reducing our overall environmental impact across
our entire value chain.

CSR Intent - Doing Well by
Doing Good

Engaging Consumers
Research shows consumers not only want to be reassured
that the products they buy are ethically and sustainably
produced; they also want to choose brands that are good
for them and good for others.

We believe we are well placed to help people understand
how their brand choices and small actions can make a
big difference across the world.

Our Journey towards Sustainability
We formally integrated sustainability factors into our
strategy in 1990s. In 2005, we embedded this agenda
into our product brands using a process called Brand
Imprint.

With individual product brands taking a stronger stance
on social and environmental issues, consumers will look
at the corporate brand for its values and approach.

We work to create a better future every day.
We help people feel good, look good and get

more out of life with brands and services that are
good for them and good for others. We will inspire
people to take small, everyday actions that can
add up to a big difference for the world.

With our portfolio of strong brand presence in Pakistan
and long-standing commitment to shared value creation,
we believe we are well placed to deliver on this ambition.

We know that if we are to achieve our growth objectives,
we must reduce the total environmental impacts of the
business and grow our communities. For a community
to be healthy, all of its members must have opportunities
- opportunity to get a good education, be healthy
and earn a living. The link, therefore, between an
organization's well-being and the well-being of the
community it operates in, is strong.

The importance of integrating business as a part of society
and the need to actively engage with the community,
now drives us to look at a holistic 360 degree approach
where a value chain is created and initiatives are
sustainable and viable, with the potential to become an
intrinsic part of the business. To be commercially important
and self sustaining, we should have a diverse and robust
supply chain that grows the community, which forms
our future customer and supplier base. After all, doing
well and doing good are two sides of the same coin.

Working for Others
If we are to fulfill our vision, we must work in partnership.
Partners bring expertise on specific issues as well as the
networks to deliver practical initiatives on the ground.

These metrics are designed to measure the impacts of
our products when used by consumers, such as grams
of CO2 and SOx per single usage occasion.

In 2009 we also started to develop a set of metrics covering
social impacts. For those of our brands with social missions,
the metrics seek to measure the benefits they bring to
society.

The development of these metrics will allow us to track
performance across our portfolio, enabling us to show
consumers how their small, individual actions can add
up to a big difference.

Assessing Impacts Across the Value Chain
Our commitment to reduce environmental impact extends
right across our value chain - that is our production and
distribution to consumer use and eventual disposal of
residual packaging.

In 2008 we developed a set of metrics for our four priority
environmental impact areas across this value chain:

CO2 and SOx emissions
Water
Waste

Some of our partnerships are formal, long-standing
relationships with well-known global organisations; others
are informal alliances with others in industry, NGOs,
governments and UN agencies. One example is the work
we are doing with USAID to create awareness about the
importance of handwashing with soap, which helps the
prevention of many illnesses.

Our Corporate Purpose

Our corporate purpose states that to succeed
requires the highest standards of corporate

behaviour towards everyone we work with, the
communities we touch, and the environment on
which we have an impact.



Key Brands

highlights 2009
Turnover : PKR 8,323 million

Growth 33%

Home Care Personal Care
Turnover PKR 13,065 million

Growth :24 %

Turnover: PKR 940 million
Growth: 28.4%

Spreads Beverages
Turnover: PKR 11,568 million

Growth: 21.7%

Unilever Pakistan Foods Limited
Turnover:  PKR 2,792 million

Growth: 9.3%

Turnover: PKR 710 million
Growth: 14%

Food Solutions
Turnover: PKR 4,166 million

Growth: 8.9%

Ice-cream



More than 1,000,000 people, from all over the country
pledged to Lifebuoy to wash their hands with soap

CSR

highlights 2009
Reduction of consumed energy by 3.5 million kWh,
generating savings worth of PKR 32 million

The company has invested more than PKR 50 million
into  safety infrastructure and equipment

Unilever has benefitted 260,940 community members
through its health care support across the country

Surf, through its initiatives based on the 'Dirt is Good' platform
engaged over 2,000,000 children across the country

Unilever, along with its brands and partners contributed
food and hygiene products worth PKR 7 million to
the Internally Displaced People camps

Blue Band's Fight Against Hunger initiatives have contributed
more than PKR 3.2 million which is equivalent to 130,137 meals,
towards the WFP school feeding program



Health &
Well-Being
We are committed towards highlighting
the impact of childhood curiosity and
active play in kids' development for their
future lives



Surf - Dirt is Good

Surf, one of our largest brands, is committed towards
healthy physical growth and intellectual development
of children for the past many years through the 'Dirt is
Good' platform. Surf believes that experiential learning
is an essential part of growing up. The first initiatives
taken to support this philosophy was through the' Games
and Paint Masti' campaigns started in 2005 and 2006.
Later, this campaign evolved into the 'Every Child has a
Right' campaign, which encourages mothers to allow
their children to explore the outdoors. In 2008 Surf held
many TV shows for mothers, teachers and care givers to
help understand this concept, along with developing
the 'Early Childhood Education' curriculum, training
teachers, and setting up play areas in public parks.

Early Childhood Education (ECE)
Surf expanded the Educational Programme to train
teachers through the 'Early Childhood Education'
curriculum that will enable strong physiological growth
for children in the less privileged areas of the country in
partnership with Idara-e-Taleem-o-Aagahi in 2 more
districts.

Experiential Learning
Playing outdoors is good for the mental and physical
development of children thus supporting 'Dirt is Good'
philosophy. Surf partnered with Idara-e-Taleem-o-Aagahi
to develop Splat play areas, 2 public parks in Lahore, 2
in Islamabad and 2 school grounds in Karachi, using
basic play equipment, to assist the mental and physical
growth of children in the underprivileged areas of the
mentioned cities. Surf also set up a play area in the
Internally Displayed People camp in Swabi.

ECE Impact:

600 teachers trained
5000 schools received the curriculum
The curriculum is built into the national
educational curriculum across the country
Appreciation from the Education department of
the Government of Punjab

Art from the Heart
Surf held a nation wide art competition titled ÔArt from
the HeartÕ to encourage children to help others and
grow based on their ÔDirt is GoodÕ platform. They also
produced TV shows to teach children different forms of
art techniques along with appearances in various shows
which helped the children and mothers understand the
concept of the Dirt is Good philosophy.

Experiential Impact:
5,200 children benefitted from the play areas

Impact:
Over 2,000,000 children were engaged by the
activity and the TV shows

Children's laughter in the class room and
parks is the best way to describe what the

ECE initiative of Surf Excel has brought to Pakistan
since 2008. Surf and ITA have collaborated in a
unique pioneering partnership for implementing
the ECE national curriculum by training 600
teachers, distributing 600 ECE learning kits, 5000
ECE curriculum copies, enabling teachers to unlock
the creativity of children through activity based
learning in 3 districts.
Baela Raza Jamil
Chairperson ITA



Hygiene &
Well-Being
Make effective products that strive to
create positive behavioural changes for
the betterment of society



Lifebuoy's Hygiene Awareness
Programmes: Healthy Hoga
Pakistan
Lifebuoy enables people to live a life without fear of
hygiene anxieties and health consequences. The brand's
goal is to provide accessible hygiene and health solutions
to people at an affordable cost. Lifebuoy understands
people's need to be clean, healthy & active and champion
the cause for hygiene and health around the world.

Every year over 23,000 children die of water borne
diseases such as diarrhoea and typhoid. Lifebuoy being
the No.1 trusted protector of Pakistan, is on a mission
to improve the lives of millions by spreading the message
of health and hygiene to build a happier, cleaner Pakistan.

Lifebuoy has always been committed to ensuring a better
life through health and hygiene for its consumers and
ensure a germ free environment. Lifebuoy has been
working with rural communities and educating them on
the importance of handwashing for over five years now.

In order to serve the community, inline with the brand
objectives, Lifebuoy partnered with various CSR partners
and participated in the Global Handwashing Day (GHD).

Lifebuoy Initiatives:

Lifebuoy initiated a petition signing campaign
across the country, where one million community
members pledged to wash their hands to lead
hygienic lives

Lifebuoy partnered with USAID and held
handwashing awareness programmes in 16
districts to educate people about the importance
of basic hygiene

Lifebuoy also partnered with the Pakistan Poverty
Alleviation Funds (PPAF) to spread awareness about
handwashing in Narowal and Sangar to over
50,000 community members. The partnership also
worked towards building 20 washrooms in the
above districts to enable the behavioural change
in the communities

Lifebuoy partnered with Friendship International
to provide health facilities in the northern areas
of Pakistan through Lifebuoy Friendship Hospital,
a one-year project where Lifebuoy provided
monetary support, benefitting over 42,500
community members

Lifebuoy also celebrated Global Handwashing Day
through:

Partners: USAID, PPAF, Care n Cure and The
Citizens Foundation (TCF)

Handwashing activities in various schools across
the country

Held an art competition for students of TCF
and employees' children

GHD was a very successful event in terms
of spreading awareness about health and

hygiene amongst TCF Students. There is an
imperative need for awareness in these
communities; as hygiene is not a priority resulting
in high rate of water borne and other diseases.
Subsequent to the hand washing activity,  the
children had fun depicting this drive through their
creative arts.

Sukaina Bhagat, Account Manager
The CitizensÕ Foundation



Nutrition
We want to make an essential daily
contribution to people's health in the
country through our brands



Good nutrition and reliable food help lead a healthy life.
We at Unilever are contributing towards a healthy lifestyle
by maintaining our standards of providing reliable
products. We have set up our Nutrition Enhancement
Programme based on internationally accepted dietary
advice, to assess the quality of all our foods and drinks.
The Nutrition Enhancement Programme is driving real
improvements in the nutritional composition of our entire
food and beverages portfolio.

Blue Band's Fight Against Child
Hunger

The United Nations World Food Programme (UNWFP)
and Unilever under partnership are together in the fight
against child hunger. This partnership continues to support
and provide balanced nutrition for children.

Unilever has a long history of improving the nutritional
quality of our products. We're working hard to address
some of Pakistan's major health issues. Our health and
nutrition activities focus on 3 priority areas.

Nutrition Enhancement
Programme

Information you can trust
Maintaining standards and integrity
No compromises on taste

Cardiovascular health
Kids & family nutrition
Vitality & performance

Initiatives 2009

We aim to act responsibly and have a strong nutrition
policy.

Flora for people who want to take care of their
heart is rich with heart healthy Omega 3 and 6.
Moo ice cream with calcium equal to 1 glass
of milk.
Lipton - for a cup of theanine
Blue Band- towards better nutrition and health

Fight Against Hunger Impact:

Employee Payroll Programme: PKR 2,294,850,
equivalent to 91,794 meals
Feed One More: PKR 900,000, equivalent to
36,000 meals
World Food Day: PKR 58,580 , equivalent to
2,343 meals

World Food Day

Blue Band also organized activities within the Unilever
head office on World Food Day.

Unilever also participated in the Walk the Web, an online
initiative to raise funds for the programme.

Feed One More

Blue Band also initiated a school programme called 'Feed
One More' in Bay View Academy, where students sold
PKR 25 coupons to friends and family to collect funds
for the programme.

Wolfgang Herbinger, WFP Representative in Pakistan
along with Unilever, Marketing Director Foods, Fariyha
Subhani presented students with certificates in Jan 2009
for their contributions.

Employee Payroll Programme

To reduce child hunger, Unilever has rolled out an
employee payroll programme where employees have the
option to contribute PKR 350 every month as a deduction
from their salaries towards feeding a child. This year,
over 500 employees contributed through this programme.

Through 'together for child vitality'
partnership, the two major players in the

food world, Unilever, one of the biggest food
producers, and WFP, the largest humanitarian
agency, have joined forces to battle against child
hunger. We are also grateful for the commitment
of Unilever employees providing financial support
to WFP's school-feeding programmes. It helps
WFP feed more school children in areas where
literacy is particularly low and most families are
below the poverty line.
Amjad Jamal
Public Information Officer
World Food Programme

Choices Programme - Nutrition made easy.
To understand the nutritional information, we have
initiated the Choices Programme. Now you only have to
see it on the front of packs to know you're selecting
foods and drinks that are consistent with international
dietary requirements.



Other
Initiatives
Other than working on hygiene and
nutrition the brands partner with corporate
on initiatives related to healthcare and
empowerment



Linkages between community development and Unilever
brands help sustain social development and fuel economic
growth over generations.

Supporting Healthcare

Support to rural communities is provided through
institutionalised long-term partnerships with healthcare
organisations. Partnerships include initiatives ranging
from outreach clinics, infrastructure development and
patient support programmes.

Unilever has been working with the Layton Rahmatulla
Benevolent Trust Khanewal, Marie Adelaide Leprosy
Centre Loralai, Peshawar & Swabi, The Aga Khan
University Hospital and The Kidney Centre Karachi.

Empowerment
Through Education

Education is the first step towards empowerment. Unilever
supports the following educational institutions:

Social Health Mission & its estimated impact

LRBT and free eye treatment at Khanewal hospital:
60,932 community members
MALC and TB treatment at Loralai and Peshawar 
hospitals: 200,000 community members
The Kidney Centre: 8 dialysis patients
The Aga Khan University Hospital: 50,000 patients

Unilever Annual Grant Scheme
Unilever receives many requests for grants through out
the year. To make our contributions to communities more
impactful and keeping in view the Unilever focus areas
Unilever developed the grant scheme programme in 2008,
where we invite registered NGOs to apply for funding for
projects that fit the given criterion. The focus areas for
2009 were Health & Hygiene, Nutrition and Sustainable
Development. The projects funded in 2009 are:

Organisation Project Description Grant (in PKR) Impact

Friends of
Literacy and

Mass Education

Aziz Jehan
Begum Trust for

the Blind

Children Healthcare
and Education

Foundation (CHAEF)

Healthcare and
Social Welfare

Association
(HASWA)

Support for Children of
FLAME: Non-Formal

Basic Education (NFBE)
and health facilities in
schools at Landi and

Baldia Town

Treatment of eye patients

Moladad Goth Water
Project: setting up of
hand pumps for fresh

water drinking

Completing Lives
(providing prosthetic

assistance)

240,000

250,000

200,000

250,000

200 children

Continuous treatment
of patients

2 hand pumps and
80,000 benefitting

residents

47 physically
challenged people

Developing Entrepreneurs

Unilever strives to deploy long-term community
developmental initiatives that provide a base for self
sustaining economic development, thus providing a larger
and more robust customer base. To achieve this, Unilever
partnered with Sehat First a social enterprise that
aims to deliver affordable, quality basic healthcare &
pharmaceutical services across Pakistan through self-
sustainable franchised tele-health Centres.

Unilever provided the following support to the partnership:

Report of Sehat First Centres (Jan-Dec 2009)

 Advising & assisting the set-up of retail outlets
Inventory and store management
Selecting and training retail entrepreneurs
Giving advice on sales generation in rural retailing
Strategic input

KPIs

Patients Treated

Centre/shop Sales

Clinic Sales

Pharmacy Sales

Chashma Goth

2,640

876,386

22,980

30,942

Ibrahim Hyderi

406,639

33,285

53,671

Rehri

894,748

16,685

72,373

Total

2,177,773

72,950

156,986

2,640

Awareness Sessions 36 36

Free Medical Camps 4 4

Institutions

The Citizens Foundation

Government Elementary
School Rahim Yar Khan

Unilever support
(PKR)

12,900,000

599,400

Estimated Impact

11 schools
approx 1,650 students

approx 1,150 students
17.4% increase the female

students

Beaconhouse National University 300,000 2 students

Lahore University of
Management Sciences 983,950 1 MBA Student

Ghulam Ishaq Khan Institute 275,000 1 Undergraduate Student

Lums School of Science &
Engineering 1,660,000 2 Students

Asian Institute of Fashion Design 2 Students

Pakistan School of Fashion Design 2 Students

National College of Arts 3 Students

National Academy of
Performing Arts

2 Students

200,000

200,000

200,000

200,000



Engaging Our People

We believe that continuous and consistent communication
is vital for engaging our people. The ChairmanÕs quarterly
web cast remains an important platform to engage
employees, share business initiatives, performance and
to reiterate our vision. This is re-enforced each Monday
in the values meetings.

The 'IntegratedÊLeague of Unilever VolunteersÊ(InLUV)'Êhas
grown since its launch. Over 624 hours contributed by
'our people' last year. Our employees have a choice to
work with a range of organisations across the country,
contributing money and their time to various causes.

Diversity

When it comes to diversity, Unilever Pakistan is constantly
evolving and aims to cater to all its diverse employees.
UPL decided to give their female employees a break and
celebrate womanhood by honoring them on International
WomenÕs Day. Unilever Pakistan also has a Daycare Centre
for working mothers in order to support female employees
with children, which is also beneficial to the male
employees.

Our People
Unilever takes pride in its people. The performance of
the business in such difficult times demonstrates the
calibre and talent of our people. There is a focussed
approach to talent management and developing
leadership skills.

Developing Leaders

Unilever Standards of Leadership (SOL), a set of behaviours
that are deemed vital to be a good leader are well
embedded. We have taken personal development to
another level of excellence through coaching, mentoring
and the appraisal system to which we call ÔPerformance
Development PlanningÕ.

We continue to leverage our parent company's wealth
of knowledge to develop talent in leading edge marketing,
sales, supply chain, finance and human resources
management. Unilever globally has transitioned training
from classroom to virtual. E-Learning provides latest
international training modules on-line. This has helped
to significantly reduce travel costs.

Vitality

Our personal vitality health passport initiative has
consistently delivered results in terms of employee well
being. We continue to place emphasis on work life balance
and provide gym facility and healthy eating options
through a vitality menu at our cafeteria.

To reaffirm and ensure that the vitality commitment of
Unilever is embedded in the hearts and minds of our
employees, Unilever Pakistan had an internal awareness
campaign on our brands and nutrition. Activities of the
campaign were fully aligned to commemorate the
message as to how Unilever brands and innovations
deliver vitality benefits. On the basis of vitality scores; key
brands selected for vitality campaign were Walls, Lipton,
Flora, Blue Band and Knorr. From freezing freshnessÉ
toÉ a great cup of purification. From growing kidsÉÉ
toÉ. how to age healthier.
Vitality day was also celebrated at the Ice Cream factory
with the sole purpose to help employees solve problems
associated with the attainment of vitality and health.
Based on the empahsis,ÊUnilever places on vitality,Êour
employeesÊvolunteered to form a group calledÊ'Energising
Champs' and organised various events such as table
tennis tournaments, foot ballÊ& cricket matches and
fooseball competitions.ÊThe winners of the activities were
awarded prizesÊbyÊÊEhsan Malik- Chairman
Unilever,Êtowards the end of the year.



Impact 2009
Brand Partner ImpactFocus Area

Health & Well-Being

Hygiene & Well-Being

Nutrition

ECE with Idara-e-Taleem-o-Aagahi 600 Teachers

5,000 Schools

5,200 Children

Art from the Heart 2,000,000 Children

USAID

Pakistan Poverty Alleviation Fund

TCF

Care n Cure

Friendship International

1,092,500
Community Members

United Nations World Food Programme 130,137 Meals

Other Initiatives

Through Entrepreneurs
Sehat First 2,640 Patients

PKR 2,177,773
from 3 Stores

Healthcare Layton Rahmatulla Benevolent Trust 60,932 Community
Members

Marie Adelaide Leprosy Centre 200,000 Community
Members

The Kidney Centre 8 Patients

The Aga Khan University 50,000 Patients

Education

The Citizens Foundation 11 Schools

1,650 Students

9 Students

Empowerment Asian Institute of Fashion Design

Pakistan School of Fashion Design

National College of Arts

National Academy of Performing Arts

Government Elementary Middle School Rahim Yar Khan
(in the Unilever Estate) with Idara-e-Taleem-o-Aagahi

1200 Students

17% Female Students
& Teachers

1 StudentGhulam Ishaq Khan Institute

Lahore University of Management Sciences 1 MBA Student

2 Engineering Students

Beaconhouse National University 4 Students




