NUTRITION in UNILEVER MEANS
BETTER PRODUCTS, BETTER DIETS,
BETTER LIVES FOR OUR CONSUMERS
OUR STRATEGY
As one of the world’s largest food manufacturers, we follow a simple
strategy for nutrition: better products help people to enjoy better diets
and live better lives.
That’s why offering great tasting products made with good
ingredients, providing choice across our range with products
lower in calories, and improved nutritional profiles
without compromising on taste and quality is part of
our heritage. This approach is firmly embedded in our
business and R&D strategy.

OUR FOCUS
We currently focus our efforts on three key areas where our portfolio and scale allow us to
have the biggest impact: heart health, obesity and undernutrition.
• Heart Health: Each year 8 million people die of heart disease. It is the leading
cause of death globally, yet it is largely preventable. We have a long heritage in
providing products that help people look after their heart health. We encourage
people to make the right diet and lifestyle choices and have commitments to reduce
salt and saturated fats in our portfolio.
• Obesity: Overweight, including obesity, affects almost half of all adults globally and more
than 40 million children under the age of five. We take our role seriously in helping to
tackle obesity through commitments to reduce calories and sugar in products, offering
choice in portion sizes, ensuring our products contain nutrition labelling and applying
a global policy of responsible marketing of all our foods and beverages.
• Undernutrition: Millions of people around the world, particularly in developing and
emerging countries, have diets that lack in essential micronutrients. In developing and
emerging markets our aim is to offer fortified foods at an affordable price to bring them
within the reach of as many people as possible. Our challenge is to reach more people, in
more places, in a way that is economically viable.

OUR PORTFOLIO

We have a long heritage in making a positive contribution to people’s diets. Our great tasting foods and beverages
offers choice and can make a positive contribution to a balanced and healthy diet as part of an active lifestyle
•

•

•

Our baking, cooking and spreading from Becel and Rama are based on
simple ingredients like sunflower, rapeseed and linseed oils. They help
people to prepare meals and bake great cakes with perfect results every
time, yet lower in saturated fat, than if butter was used. All our spreads
are fortified with vitamins A and D.
Our functional food range of Pro.activ was launched in 2000 and contains
plant sterols. 1.5-2.4g/day of plant sterols lower cholesterol by 7-10%
in 2-3 weeks. High cholesterol is a risk factor in the development of
coronary heart disease. We recognise that as coronary heart disease has
multiple risk factors, more than one risk factor may need to be improved
to reduce overall risk of it.
Our soups, bouillons and seasonings from Knorr have been helping
people to explore their passion for cooking with great flavours and
convenience for more than 175 years. We are actively reducing the
salt and increasing the goodness in many of our savoury products, for
example vitamin A fortification of some seasonings in Asia.

•

Our dressings from Hellmann’s are made from vegetable oils. These
mayonnaises as well as our ketchups from Kissan make meals
exciting while at the same time stimulate greater salad and vegetable
consumption.

•

Our teas from Lipton offer opportunities for refreshing, hydrating
moments throughout the day; we are increasing the range of low calorie
and sugar free iced teas from Brisk and Lipton, while our AdeS soy
beverages bring the goodness of soy in great tasting drinks.

•

BETTER DIETS – BETTER LIVES

Product reformulation alone is not enough to stimulate
dietary changes among consumers. We work with many
health influencers (ranging from chefs to public health
authorities) to explain how our products fit into a healthy
diet and to encourage healthier eating.
Improving heart
health awarness

Providing healthy
eating information
on all our products
by 2015

Improving employee
health and nutrition by
2020

High cholesterol is a risk factor in developing coronary
heart disease. But changing eating habits to lower
cholesterol levels is difficult.
So Becel and Flora pro.activ have developed a three
week challenge called ‘It Takes a Village’ to help people
with raised cholesterol move to a healthy diet and lifestyle.

To help parents identify those icecreams that are designed for
children and which contain 110 kcals or fewer per portion, we’ve
developed a ‘Specially for Kids’ logo, which we’re adding to packs on
our popular children’s ice cream brands, Max and Paddle Pop.

Our wide portfolio of Wall’s ice-cream ranges from indulgent products
like Magnum and Ben & Jerry’s to more refreshing options that can
be eaten more frequently like Fruttare, and our Max, Paddle Pop and
Popsicle brands are those ice creams we have responsibly developed for
children.

All of our children’s ice cream meet our highest nutritional standards.

BETTER PRODUCTS

We have been applying a global approach on nutritional improvements for more than ten years across Unilever. In
2003, we launched our Nutrition Enhancement Programme (1), which drove significant reductions in saturated and
trans fats, salt and sugar from across the total portfolio.
The Unilever Sustainable Living Plan (2) sets time-bound nutrition targets that cover our total range of products, in
all geographies. The majority of our products already meet national nutrition standards - but we go further. We have
committed that, between 2010 and 2020, we will double the proportion of our portfolio that meets highest nutrition
standards (see back page). We report our progress annually and in 2014, our reporting methods were independently
assured by Price Waterhouse Coopers.
Our ambitious nutritional targets can help hundreds of millions of people to enjoy great food and healthier diets.

WORKING WITH OTHERS

We need to work together with others to drive better public health outcomes. When developing and launching our
products and campaigns, we seek the advice of nutrition and health experts. Our global community of around 170
nutritionists maintain relationships with local experts and public health organisations to share knowledge and insights
on the scientific, nutritional and health issues relevant to our brands. We also collaborate with hundreds of research
partners, and we share our research through external presentations at scientific conferences and in peer-reviewed
publications.

RECOGNITION

Double the
proportion of
Portfolio meeting
Highest Nutritional
Standards by 2020

75% of Foods to
meet 5g salt/d
criteria by 2020

Saturated fat ≤33%*
in 90% soft vegetable
oil margarines by
2017

Transfat from PHVO
removed from all
products by 2012

Reducing sugar by
25% in Ready to
Drink Powdered Ice
Tea and Milk Tea by
2020

All childrens icecreams
≤ 110kcals/portion by
2014 and 80% packaged
ice creams ≤250 kcals/
portion by 2015

*38% SAFA for tropical countries

In 2014, we achieved a 100% score within the Health & Nutrition criterion for
the fifth year in a row in the Dow Jones Sustainability Indices (DJSI) and actually
were named leader of our industry group in the 2014 RobecoSAM Corporate
Sustainability Assessment.
In 2013 we came second in the inaugural Access to Nutrition Index (ATNI) which
publicly rates the world’s 25 largest food and beverage manufacturers

UNILEVER HIGHEST NUTRITIONAL STANDARDS ARE BASED ON GLOBALLY-RECOGNISED DIETARY
GUIDELINES.
We commit that by 2020, 60% of our total portfolio of all our products everywhere will meet these nutritional
standards. We will ensure that our products remain as appealing and as tasty to consumers as they are today! In
meeting this challenge, we apply our leading-edge understanding of product development and consumer likes and
dislikes. We are also committed to working with relevant health influencers to drive healthy behaviour change so that
our better products are helping people to have better diets and better lives.
All values presented are maximum levels unless otherwise stated
PRODUCT GROUP

ENERGY

SODIUM

SATURATED FAT

SUGARS

TRANS FAT from PHVO

Spreads and Cooking
Products

NA

470 mg/100g 600 mg/100g
salted spreads countries1 or
1.3 mg/kcal

33 % tot fat

NA

≤1 g/100g

Emulsion-based sauces

NA

750 mg/100g
mustards 2000 mg/100g
spritzers: 1250 mg/100g

33 %tot fat

15 %en total sugars

≤1 g/100g

Water-based sauces

NA

750 mg/100g

NA

15 %en total sugars

≤1 g/100g

Dairy cream alternatives

NA

1.3 mg/kcal

33 %tot fat

NA

≤1 g/100g

Cream cheese

NA

675 mg/100g

15 g/100g

NA

≤1 g/100g

Main dishes

2 kcal/g or
700 kcal/serve

1.6 mg/kcal

10 %en

15 %en total sugars

≤1 g/100g

Side dishes

2 kcal/g or
400 kcal/serve

250 mg/100g

10 %en

15 %en total sugars

≤1 g/100g

Processed meat and fish

2 kcal/g or
400 kcal/serve

800 mg/100g

25 %tot fat

NA

≤1 g/100g

Meal sauces

NA

340 mg/100g

2 g/100g

NA

≤1 g/100g

Bread and Breakast cereals

NA

375 mg/100g

NA

20 g added sugars/100g

≤1 g/100g

Filled sandwiches/rolls

2 kcal/g or
400 kcal/serve

1.4 mg/kcal

10 %en

15 %en total sugars

≤1 g/100g

Seasonings

NA

265 mg/100g

NA

NA

≤1 g/100g

Soups

NA

265 mg/100g

2 g/100g

NA

≤1 g/100g

Ice creams and Water ices

110 kcal/serve

NA

3 g/serve (1.5g/serve if ≤ 60
kcal/ serve)

20 g added sugars/100g

≤1 g/100g

Savoury snacks

110 kcal/serve

300 mg/100g

13 %en

NA

≤1 g/100g

Sweet snacks

110 kcal/serve

300 mg/100g

3 g/serve

20 g added sugars/100g

≤1 g/100g

Beverages

NA

NA

NA

RTD tea: 5 g total sugar/100mL; Other: 5 g added
sugar/100g

≤1 g/100g

All other products

NA

100 mg/100g or 1.3 mg/kcal

1 g/100g or
25 %tot fat or
10 %en

3 g added sugars/100g or
15 %en total sugars

≤1 g/100g

Salted spread countries = UK & Ireland, Sweden, USA, Canada, Trinidad, Tobago, Brazil, Chile, Colombia, Ecuador, El Salvador, Guatemala, Mexico, Panama, Paraguay,
Peru, Uruguay, South and Central Africa
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