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The brands that  
helped rebuild Europe

Brand innovation played a key 
role in Europe’s return to growth. 

» The power of Cif was applied to 
new crème sprays

» Domestos 5X enables consumers 
to trade up to a toilet bleach that 
works five times longer

» Comfort Crème was launched 
in the UK

» Dove Summer Glow self-tanning 
lotion was rolled out to four 
countries in just a couple of weeks

» Flora/Becel pro·activ spread and 
mini-drink shots help consumers 
manage their cholesterol 

» Knorr Vie mini shots provide an 
easy way to get a daily dose of  
fruit and vegetables

» New Knorr Cubitos has been 
particularly successful in Central 
and Eastern Europe.

European Leadership Team (ELT) 
began managing Europe as a single, 
integrated operation, with one sales 
organisation per country able to 
leverage influence across categories. 

The beginning of winning 
Eighteen months on, the downward 
trend in market share has been 
reversed for both Foods and Home & 
Personal Care in Europe. Led largely 
by Vitality-inspired innovations (see 
right), the business has regained 
momentum and is back to top-line 
growth. However, Europe’s 1% 
growth in 2006 is short of some of our 
competitors – there is a lot still to do. 
We are getting better, but we are not 
yet the best.

As Kees van der Graaf, president, 
Europe, puts it: “We need to respond 
quickly, intelligently and in a structured 
way, looking at all the major areas: 
our portfolio, our capabilities, 
the organisation and our ways of 
working, as well as the many cultural 
implications. In a market where the 
major players’ strategies are steadily 
converging, it’s the quality of execution 
that will distinguish the winners from 
the losers. Like professional sailing 
teams, Unilever teams have to perform 
under all conditions and adjust to a 
competitive field that is becoming ever 
more complex. But above all, everyone 
has to work together as a team.”

Since 2005 Unilever Europe has 
worked together on the first part of the 
journey to regain momentum. And now 
it’s time for the second part – called 
Winning Together! It’s about winning 
consumers, winning with customers, 
winning from competition, winning for 
our shareholders and winning through 
our people, step by step. 

Brand priorities
For 2007, the key priorities will continue 
to be rejuvenation and innovation 
activities in Home & Personal Care, 
including Dove, Axe, Clear, Persil, 
Comfort, Cif and Domestos. Europe will 
also focus on heart health in Central 
and Eastern Europe, and the further 
roll-out of Knorr Vie – aiming to make 
it a daily habit for European consumers. 
In addition, AdeZ will be rolled out in 
Ireland and the Netherlands.

Meanwhile, ice cream priorities for 
Europe in 2007 include rolling out the 
success of Frusì (a new snack made 
with frozen fruit, creamy yoghurt and 
wholegrain cereals) in Belgium and 
Ireland to other countries, and new 
variants, Origins and Temptation, 
will expand the successful Magnum 
franchise. Throughout 2007, the 
Choices programme – which makes 
it easier for consumers to choose 
healthier options across a range of 
foods categories – will continue to be 
rolled out in key countries. 

These priorities will make sure 
Unilever Europe achieves substantial 
progress. As Anthonie Stal says, 
Winning Together! is a call for action, 
not a statement. “It is an appeal to 
all of us. We can only win if we do 
this together, by giving our individual 
best and supporting each other where 
we can. With Winning Together! we 
can again feel proud of our products 
and brands, of ourselves and our 
colleagues, and of Unilever.” 	         

“�There can 
only be  
one winner,  
and it has  
to be us.”

       �Anthonie Stal  
GVP, Western Europe
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The micro 
businesses with 
massive impact

Unilever has to think small to grow 
big in rural South Asia. Following 
the success of Project Shakti in India, 
our businesses in Bangladesh and Sri 
Lanka have implemented their own 
micro-enterprise schemes. And the 
results are remarkable.

Chandrani is an ordinary wife and 
mother living in rural Sri Lanka. Yet 
she can do something that no one 
else in Unilever can do – walk into her 
neighbours’ homes in the hilltop area 
of Nuwara Eliya and persuade them to 
try Signal toothpaste or Lipton tea.

Chandrani is a Saubhagya 
entrepreneur. She’s part of a network of 
micro-enterprises that enable Unilever to 
penetrate deep into rural areas, beyond 
the reach of mainstream media and 
conventional distribution channels. Yet 
Saubhagya, which means ‘prosperity’, 
like its sister projects Shakti and Joyeeta, 
is about much more than distribution. 
It is also a powerful vehicle for positive 
social change.

Reaching the world’s  
newest consumers
By selling Unilever brands locally, 
women like Chandrani can double their 
household incomes, giving their families 
undreamed-of access to education, 
healthcare and good housing. These 
businesses are tiny but numerous – there 
are now around 25,500 across South 
Asia. Coupled with Unilever-funded 
schemes such as Shakti Vani, which 
communicates basic health information, 
or the Saubhagya scholarship scheme, 
they are making a community-wide 
impact on quality of life.

Such projects are outstanding 
examples of “what Unilever is doing at 
the point where social responsibility, 
sustainability and business strategy 
all meet”, according to group chief 
executive Patrick Cescau in his speech 
last year at an international event 
in Cleveland, US. They are also an 
excellent way of tapping into the 
‘fortune at the bottom of the pyramid’, 
a large and fast-growing global market 
of low-spending consumers identified 
by the strategist and consultant 
Professor C.K. Prahalad. 

Grasping this opportunity has required 
new ways of thinking and radical 
business innovations, as Shakti, Joyeeta 
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“Today I have everything I need,” 
says Feroza, a 40-year-old Joyeeta 
entrepreneur from Daglagonj 
village in the Dinajpur district of 
Bangladesh. “But just a few years 
ago my life was very difficult.”  

After Feroza’s husband lost his 
job in the city, the couple took a 
loan to start a poultry farm, but 
within a year their investment was 
washed away in a flood. “I lost the 
will to live, the inspiration to carry 
on. There was no food, no shelter, 
and my daughter could not go to 
school. On top of that, the burden 
of the loan kept growing.”

Feroza and her husband worked 
as day labourers in the fields and a 
rice mill, but their situation remained 
desperate. Then Joyeeta came to the 
village and, says Feroza, “taught the 
women how to dream again.”

With a loan from the local NGO, 
Feroza was able to buy her first 
batch of goods. Starting small, 
with sales to friends and family, she 
quickly gained confidence, aided 
by training from the local Unilever 
representative.

“I started a new life,” she says. 
“My daughter goes to school 
regularly and the loan was paid off 
last year. But it is not only my own 
prosperity that means so much to me. 
People get inspiration from me. They 
say, “If Feroza can do it, why not 
me?” I’m more than a representative 
of Unilever, I’m an ambassador of life, 
hope and dreams.”

Feroza’s story

“�It is not only 
my own 
prosperity 
that means 
so much 
to me. 
People get 
inspiration 
from me.”
Feroza
Joyeeta entrepreneur

and Saubhagya illustrate. Yet one 
aspect of the business has needed no 
change at all – our product range. This 
varied basket of goods for low income 
consumers – from tea to toothpaste 
– sustains entrepreneurs week to week 
in a way that expensive or specialist 
purchases could not. 

Partners in success
More opportunities present themselves 
as the projects develop. In India 
i-Shakti, an IT initiative, is increasing 
its range of services, which currently 
includes computer education and 
spoken-English tutorials – opportunities 
which local villagers would otherwise 
have to travel long distances to access. 
The pilot project involves 20 access 
points and the long-term goal is that 
similar initiatives will offer subsidised 
services for the wider community.

Shakti  
– India

» Shakti piloted in 2000 with  
17 women entrepreneurs 

» By 2006, the scheme had 
30,000 entrepreneurs covering  
15 states and 100,000 villages

» Its vision for 2010 is to cover 
500,000 villages with 100,000 
entrepreneurs reaching more than 
600 million people

» Spin-off projects include 
i-Shakti, which has placed over 
200 computer kiosks in rural 
communities, and Shakti Vani, 
a health education programme 
which plans to reach 50,000 
villages during 2007.

Joyeeta  
– Bangladesh

» Joyeeta piloted in 2003 with  
25 women entrepreneurs

» By 2006, the scheme had 1,900 
entrepreneurs, reaching 125,000 
households every week

» Its vision 
for 2010 is to 
serve 1 million 
households with 
10,000 entrepreneurs

» Spin-off projects include 
a joint venture with aid 
agency CARE Bangladesh 
and a distribution 
agreement with Bata Shoes.

Project updates 

These projects increase Unilever’s reach to rural consumers in South 
Asia while significantly enhancing the income and social standing of 
underprivileged women. Start-ups are financed by small loans from NGOs 
(non-governmental organisations) while Unilever provides the women 
with training and support in commercial skills. The result? A fast-growing 
network of thriving direct-to-consumer distribution businesses. 

A partnership between Shakti 
and a mobile phone operator is 
also under consideration. Early 
experiments suggest mobiles help 
with business logistics and provide 
the women with additional income. 
However, it’s not only commercial 
partners who are taking notice of 
our success:  “At one time it used 
to take a lot of effort to secure 
government support,” says Vijay 
Sharma who heads Shakti in India. 
“Now they are more forthcoming in 
discussions about partnerships.”

Investors are watching too, 
according to Matthew J Kiernan, 
CEO of research firm Innovest, who 
believes investors are looking to 
social responsibility as a measure of 
management quality. Commenting on 
The Global 100, a list of the world’s 
most sustainable corporations, Kiernan 
told Business Week that high ratings 
on the list suggest a company is 
“more strategic, nimble, and better 
equipped to compete in the complex, 
high-velocity global environment”. 
Encouraging, therefore, that Unilever 
achieved an AAA rating.

Shakti, Joyeeta and Saubhagya now 
combine to make perhaps the largest 
sustained rural home-to-home sales 
operation in the world. And while 
internal procedures adapt constantly to 
keep pace with the increasing scale of 
the network, out in the villages it’s the 
same tried-and-tested scheme that’s 
making all the difference to women 
like Chandrani. A scheme that began 
back in 2000 in Andhra Pradesh in 
India, with just 17 entrepreneurs.      

find out more
www.hllshakti.com

Saubhagya  
– Sri Lanka

» Saubhagya began in 2003  
with 35 women entrepreneurs

» By 2006, it had 2,600 entrepreneurs 
reaching 175,000 households

» Its vision for 2010 is to have at 
least one entrepreneur per village 
– 14,000 entrepreneurs reaching 
1 million households across the 
country (out of a total Sri Lankan 
population of 20 million, including 
4.5 million families)

» Spin-off projects include 
housing renovation grants for 
Saubhagya entrepreneurs and 
scholarships for children, as well as 
broader community development 
investments such as clean water, 
wells and libraries.

Projects such as i-Shakti are trialling 
new services like computer training 
and language courses.




