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Lifebuoy, Surf Excel,

Pureit:& Brooke Band.
Sefratmand lead HUL's
sustainable living plan
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Chairman Harish Man-

wani said at the compa-

ny's annual general meet-

ing last Thursday that HUL motivates

its customers (two-thirds of all Indi-

ans use Unilever products every day)

to take small actions that collectively

make a big difference to sustainable
living, it wasn"t only a sales pitch.

HUL is doing some smart market-
ing by walking the talk with quite a few
of its brands. Consider Lifebuoy. The
company conducted the biggest home
and personal care clinical trial with
more than 2 000 families in Mumbai
some time ago. Half were given
Lifebuoy and education about the im-
portance of hand washing five times a
day. Compared to the control group,
the target group had 25 per cent less
cases of diarrhoea; 19 per cent fewer
respiratory infections; and 40 per cent
fewer days off school.

Lifebuoy has covered a huge dis-
tance since then. Manwani says the
leading soap brand with over 18 per
cent market share leads the compa-
ny’s hand washing campaign in India
to teach basic hygiene habits. The
project has reached over 135 million
people in India. By 2015, Manwani
says, the Lifebuoy brand aims to
change the hygiene behaviour of one
billion consumers across Asia, Africa
and Latin America by promoting the
benefits of hand washing with soap.

There is more. In oral care, HUL
figured out that brushing
twice a day with fluoride
toothpaste can reduce tooth
decay by up to 50 per cent
in children compared to on-
ly brushing once. Pepso-
dent, an oral care brand,
goes to 180
across the country
every year to edu-
cate more than
150,000 children
about the ‘right-
brushing, night-brush-
ing’ practices.
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HUL, Manwani says, is also in-
vesting in ways to supplement diets
for millions of consumers including
those at the bottom of pyramid. Last
year, it launched Brooke Bond Sgdvat-
mand, a tea with vitamins, to address
the nutrition needs of low-income con-
sumers. Three cups of Seffmtmand tea
provides 50 per cent of the recom-
mended daily allowance of key B vi-
tamins - B2, B6, B9 and B12.

Pureit is yet another product in this
area. The water purifier provides wa-
ter as ‘safe as boiled’ by removing
harmful viruses, bacteria, parasites
and pesticide impuri-
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for electricity and running water.

The National Institute of Epidemi-
ology conducted a year-long scientific
study and established that homes using
Pureit had a 50 per cent lower incidence
of diarrhoea. Unilever is now launching
Pureit to other markets globally where
consumers have difficulty in accessing
safe drinking water.

Health & hygiene isjust one part of
sustainable living. Manwani says HUL
recognizes the fact that the key to suc-
cess is to design products which allow
consumers to get the results they want
with less energy and water. For ex-
ample, in water
scarce countries,

nearly 40 per cent of
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Across South East

Asia, Unilever has

launched Comfort

One Rinse fabric

conditioner which

needs only one bueket of

water for rinsing instead

of three. This saves 30

litres of water per wash

for the average heiuseheld:

“1f we eould esnivert all

8uF laundry prodiet users

in Asia and Seuth Afriea

te Cemfert One Rinse, we

_whatild save mere than 500 bil-

lien litres of water a year,”
Manwani says.
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halve the water associated with the use
of its products by 2020.

In India, rinsing accounts for more

than 70 per cent water consumption
in the washing process. Surf
Excel, HUL says, is a prod-
uct that resolves this prob-
lem as the formulation pro-
“duces less lather and
hefiee requires less water

while riiing.
Surf Excel quickwash,
HUL says, saves up to two
buckets of water. Consid-
ering the company’s large
consumer base for this
product, it makes a big dif-
ference, especially in the
southern states where laundry
aceounts for up to a quarter of

the total water used.

Unilever’s commitmemnt to sus-
tainable development is not new. In
fact, it has been recognised as lead-
ers in the FMCG industry by the Dow
Jones Sustainability Index for 12
years running.

Manwani says all these are part of
the Unilever Sustainable Living Plan
which has three big goals: To halve the
environmemntal footprint of our prod-
ucts across the value chain, to source
100 per cent of our agricultural raw
materials sustainably and to help more
than a billion people take action to im-
prove their health and well-being.

Over the past 15 years, Unilever's
global network of 250 factories across
the world have reduced greenhouse
emissions by almost half, reduced wa-
ter usage by two thirds and cut waste
by three quarters. Unilever conduct-
ed a full lifecycle analysis of over 1,600
products across 14 countries covering
70 per cent of its sales. The analysis
showed that the company’s ewn direet
impaets remain small.

Research showed that 68 per cent
of the environmemtal impact of FMCG
products is generated during con-
sumer use.

Unilever currently sources 10 per
cent of the agricultural raw materials
from sustainable sources. The Sus-
tainable Living Plan commits the com-
pany to source 100 per cent of these
raw materials sustainably by 2020 - a
tenfold increase. Some target dates are
even closer. The company has coi-
mitted to purchase all palm oil frem
certified sustainable seurces by 2015.

So, as Manwani says, HUL has put
its ‘skin in the game’ to achieve what
he calls responsible growth,
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