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6.5 billion

Less developed 
countries

More developed countries

World population is increasing from 6.5b today to 10.5b in 2150

The social world around us 



In 2007 urban populations will outstrip rural ones



Today over 1 billion people live in slums



By 2015 they will become 
mankind’s primary habitat



Soon 1 billion people will be obese



while 1 billion suffer from malnutrition



15 million children die each year from hunger

That’s one person every 3.6 seconds



Malnutrition isn’t just a developing world issue

In the US 1 child in 8 goes to bed hungry



AIDS, TB & malaria - the biggest killers

Photo  © International Red Cross



1 billion people lack safe drinking water

Unclean water causes diarrhoea



3 million children die from diarrhoea each year 

Half could be saved by hand-washing with soap



The economic world around us



20% of the world has 80% of the wealth



300 million

1.5 -1.75 billion

4 billion

Affluent

Aspiring

Striving

4 billion people live on less than $2 a day



Economic power is migrating to Asia



The physical world around us



Climate change is a growing threat



40% of land suffers from soil degradation

Agriculture uses 70% of world’s fresh water



Increasing water scarcity

2.8 bn will face water scarcity by 2025



Drought is affecting every continent



Declining oil reserves as demand increases

we have to plan for a future where water is scarce 
and energy/petrochemicals expensive
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Influences on consumer behaviour



The public are being bombarded with 
sustainability messages



What concerns consumers as citizens?



Consumers are increasingly concerned 
about social issues

Health Self-esteem

Education
Preventable diseases



They are worried about economic issues

Availability of water

Extreme poverty Wealth inequality

Spread of slums



and what is happening to the environment

Climate change

Sustainability of farming

Rainforest destruction

CO2 emissions



Consumer
World

Corporate
World

Corporate 
Brands

Company 
Brand

Consumer 
brands

The consumer world and corporate world are merging

Employees

Suppliers

Customers

Investors

The Chorus

“Our World”



Me and My Family
(greatest sphere of concern)

My Local Community
(direct link to my life)

My Country
(the future of my family)

Countries like mine
(those I can empathise with)

Countries far from me
(places I’ve never been)

“Let us try to teach generosity and altruism, because we are born selfish.” 
Richard Dawkins, The Selfish Gene

Hierarchy of concerns in terms of WHOM I care about 

There is a constant tension between people's 
inherent selfishness and their desire to be 
selfless



Issues for the mainstream always seen through 
the lens of PEOPLE’S REAL LIVES

Lens of Parenthood

Emotional proximity is typically linked to 
geographical proximity but some lenses cause 
people to leapfrog hierarchy
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Issues for the mainstream always seen through 
the lens of PEOPLE’S REAL LIVES

Lens of Parenthood Lens of Recent History

Emotional proximity is typically linked to 
geographical proximity but some lenses cause 
people to leapfrog hierarchy



Issues for the mainstream always seen through 
the lens of PEOPLE’S REAL LIVES

Lens of Parenthood Lens of Recent History Lens of Privilege

Emotional proximity is typically linked to 
geographical proximity but some lenses cause 
people to leapfrog hierarchy



Concerned about what goes into products. 

And where and how they are made.



Some boycott brands



Some blog



Many join NGOs

More people join NGOs than political parties



Even more are taking personal action

Over 30 million signed up to Make Poverty History



Customers such as Wal*Mart

their agenda is our agenda



Consumers blame business for 
causing climate change
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Who do you think is MOST at fault for causing environmental damage / climate change?



L’Oreal have bought The 
Body Shop

Nestle have launched a 
fair trade Nescafe

American Express launched 
a red card for HIV/AIDS

Competitors and other FMCG’s responding with 
brands for ‘conscience consumers’



 90% believe companies have social and 
environmental  responsibilities beyond 
making profits*

 55% are “concerned whether companies 
behave responsibly on issues like consumer 
health, the environment and worker 
rights”.**

 60% say they take social and environmental 
factors into account when choosing what 
brand to buy

 Around 80% would prefer to buy eco-ethical 
brands, all other factors being equal

Sources:*Globescan/MORI based on 25,000 people in 23 countries 
**Harvard & Oxford Business Schools, based on 60,000 people in 41 countries

SEE Consumer Trends



So it’s not surprising that eco-ethical products 
are proliferating



1990 2010200520001995

NGO membership

Retailers taking up fair trade agenda

Competitors launching social or environmental  products

Media coverage of CSR issues

Demand for ethical products

Fair Trade sales

Consumer concern about social issues

Consumer concern about the  environment

The trends all point in one direction



The movement 
towards brands 
addressing 
social and 
environmental 
concerns is  
gathering 
momentum



...or we can turn it to our advantage right now

We can either wait until it reaches a tipping point



To make cleanliness commonplace, to 

lessen work for women, to foster health 

and contribute to personal 

attractiveness, that life may be more 

enjoyable and rewarding for the people 

who use our products.

William Hesketh Lever, 1895

“

”

Doing well and doing good.
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A portfolio of big global brands, 
addressing basic needs 
across hygiene and nutrition 
and basic personal care …

Supported by the world’s 2nd biggest 
communications budget



1930 1940s 1980s1950s1880s 2000s

Finding opportunities in SEE challenges has 
always been in our DNA

Lever built a village for workers at 
the Lever Brothers soap factory 
near Liverpool. He called it Port 

Sunlight

Lifebuoy soap sponsors mobile bath 
units during the London blitz for 

people whose houses were bombed

Fish fingers introduced in 
response to the need for 
nutritious food appealing 
to children following post-

war food rationing

Unilever starts to focus 
on Foods and Home and 
Personal Care products 

To help us sell our 
brands to the 650 

million people 
living in rural India, 

we recruited and 
trained 50,000 

village women as 
door-to-door 

saleswomen. It is 
now a multi-million 

dollar business



A brand on a mission
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Awareness of germs

Germs cause disease

Lifebuoy saliency

Before

After

Awareness of germs

Germs cause disease

Lifebuoy saliency

Lifebuoy Handwashing campaign
Awareness Impact



8%

2%

52

Others

Lifebuoy Handwashing States 

Lifebuoy Handwashing campaign
Sales Growth



Lifebuoy Handwashing campaign
Scale

Villages covered 44.000

No. of contacts 100 million





Latin America

North America
W. Europe

AMET
Asia

21%

8%

36%

17% 5%

CEE

8%

Result YTD Dec 08

A €1.4 billion global brand 
40% comes from D&E regions.



Family Goodness believes every child deserves good 
nutrition. That is why we support WFP’s School Feeding 
Programme. 
Providing hungry children with one nutritious school meal encourages parents to send 
their children to school. School meals give children the chance to break out of the cycle of 
poverty. 

We reach 80,000 children each year in beneficiary countries: Kenya, Ghana, Indonesia, 
Colombia, Pakistan, Sri Lanka.

Our Social Mission:



The image part with relationship ID rId4 was not found in the file.

LIPTON  IS ABOUT GROWERS
Being committed to those whose skill and passion we rely on
Improving their quality of life and making certain they are treated 
fairly







• Quantitative results: France, Sweden, UK

• Purchase intention +7 +16 +9

• Likeability +16 +23 +8

• Value for money +9 +10 +9

• Uniqueness +42 +40 +11

• strong improvements on strategic image items

• ‘natural’, ‘good for you’, ‘makes me feel good’

• increased ‘uniqueness’ and ‘value for money’

Sustainable sourcing has improved
consumer appeal & purchasing 
intention







‘If it’s melted, it’s ruined’ – Jerry Greenfield



Dove believes that beauty comes in different shapes, sizes, ages
and that real beauty can be genuinely stunning











Dove Turnover
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Click Here
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