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UNILEVER
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OUR PURPOSE OUR VISION

MAKE
SUSTAINABLE
LIVING

COMMONPLACE




OUR PLAN

Unilever sustainable living plan

IMPROVING HEALTH REDUCING ENHANCING
AND WELL-BEING ENVIRONMENTAL LIVELIHOODS

for more than IMPACT For

1 billion by 1 /2 millions

health and hygiene greenhouse gases

opportunities for women

inclusive business

sustainable sourcing
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COMPANY
INFO Turnover 2014: € 476 million

790 People employed

Presence in 26 product categories with 1200 product codes

710 direct suppliers

3 Factories and 2 Logistics & Distribution Centers in Greece
One factory and one distribution center in Cyprus
65% of turnover is produced locally
€ 280 mio invested in the last 7 years

EXports have tripled in the last 4 years

15% of our turnover is returned to the society

(tax, retained profits, salaries social contributions)




STRONG PLAYER IN THE GREEK MARKET
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* 2014 reported sales per company, based on officially published records



LEADERSHIP
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WHAT ARE THE FACTORS THAT B
WILL CONTINUE TO SHAPE THE i

HR AGENDA AND WHAT UNILEVER

DOES TO PREPARE FOR THIS
CHANGE
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NEW NORMAL, FRAGMENTED REALITY IN
BUSINESS
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CHANGING WORLD OF WORK

2004 2014 o BN

our name is

THE MILLENNIAL

AND WE ARE ...
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GENERATION Z:
CONNECTED FROM BIRTH.

Born mid-1990s to 2010.




CHANGING WORLD OF WORK

DIGITAL
One Size Fits All? B

Mass Personalization= Connected open talent Technology & big data
one size does not fit all economy disruption is the norm

Search for engaging, meaningful & Diversity in every sense of the word

. entrepreneurial work




What is HR’s role as a Business Partner?

As annctlon do yous v(?ant to b‘e-behmd
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LEADERSHIP

HR HOUSE OF PRIORITIES

CULTURE

TALENT
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LEADERSHIP 2020: WHAT WILL LEADERS LOOK LIKE

Systemic
Thinking




CULTURE
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RISK TAKING AND ENTREPRENEURIAL
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CULTURE : Elements of a holistic long-term
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TALENT IN THE ERA OF
MILLENNIAI

UK

NILEVER
UTURE

EADERS
ROGRAMME

WANT TO WORK
BETTER WITH
OTHERS?

WHY SHOULD YOU JOIN?

To become more self-aware of the
impact of culture on how you work
with others.

Learn how and when to use
“Cultural Intelligence” to
understand and work
more effectively with
others

UFLPS

:a Igital Selection

2 To know haw to develop and apply
cultural intelligence in yourself and
with others.

3 Tolearn key strategies for working
more effectively with people from
different cultural backgrounds.

LET'S CELEBRATE
OUR DIFFERENCES

via chatter #Culturalintelligence

His book, Driven by Difference has received high praise
from media, researchers and business leaders.
Ask any question to David before the sessions

)

CULTURAL INTELLIGENCE:
AN ESSENTIAL SKILL FOR YOU

A1 HOUR WEBINAR LED BY WORLD CLASS EXPERT, DAVID LIVERMORE

REGISTER HERE!

Choose the most
convenient session for you

31 May, 13.00 UK TIME

cLch TO REGISTER >

1 June, 03.00 UK TIME

CLICK TO REGISTER >

ASK DAVID?
David Livermore, is a reknown thought leader in cultural intelligence (CQ)
s book, Dri ifference i
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