










 
 
 
 
 
 
 

 
 
 
 
 

 
 
 
 
 
 

Partnering 
Bangladesh for 
A Sustainable Future 
With a legacy spanning more than five decades, Unilever has been driving its resources 
to become a force of good for the people and the country by driving sustainable 
changes in terms of health, environment, and society. We continue to innovate 
products that cater to the greater Bangladeshi market and materialise our vision of 
building a sustainable future Bangladesh through utilising our value chain, purposeful 
brands, and instrumental partnerships. Our three key focus areas - improve the health 
of the planet, improve health, confidence, and wellbeing and contribute to a fairer, 
more socially inclusive world - are at the core of our Compass strategy. 

Bangladesh is transforming into a developing country and that entails the country is 
facing dynamic challenges in the quest to achieve progress. As a framework for driving 
sustainable changes, Unilever Bangladesh built a multi-stakeholder model by 
partnering with government organisations, NGOs, development partners, local 
government, and communities to drive sustainable and meaningful changes in terms 
of nature, health, and inclusive society. 

Our partnerships are playing an instrumental role in our effort of driving positive 
system changes to build a sustainable Bangladesh. Together, we are committed to 
improving health and wellbeing, protecting and regenerating the planet, and 
contributing to a more socially inclusive world. We are on a mission of making 
Bangladesh a thriving, sustainable country for everyone. Partnering with private, 
public, NGOs, and other organisations we are marching forward together hand in 
hand to make the dream of a sustainable Bangladesh a reality. 
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With a legacy spanning more than five decades in this country, Unilever has always been a forerunner to do good for 
the country and the people. In alignment with Unilever global Compass commitments we encourage behaviour 
change through our purposeful brands, embedded sustainability into every part of our business, and built multi 
stakeholder models to bring in our partners including the Government of Bangladesh in our journey towards 
building a sustainable Bangladesh. In 2021 we have invested over BDT 430 million covering 11 different SDG 
Agendas and impacting millions through these sustainability initiatives. This report will talk about the 
interventions Unilever Bangladesh has made through our purpose-led brands and partnerships in 2021. 

Foreword: 
Our Sustainability Report 
Living on borrowed time 

 
 
 

       
 
 

 

6 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

 

 
 
 
 
 
 

 

 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 

eight months to replenish. We are extracting 80 
million tonnes of seafood from the oceans each year 
and have reduced 30% of the fish stocks to critical 
levels. Annually we cut down 15 billion trees. We are 
all living on borrowed time from the next generation. 

Let me share one of my experiences that has 
inspired me to cause of protecting and regenerating 
nature. I have been blessed to have been able to 
travel to many places around the world. One such 
trip took me to Moalboal, Cebu, Philippines. 
Moalboal was the birthplace of scuba diving in the 
Philippines and years of unregulated diving for over 
30-40 years led to the bleaching of the corals and 
when I visited it first time in 2011, it was a dead 
fishing village. I went there after 10 years again and 
saw a massive transformation, the corals came 
back, and the tepid and sad fishing village once 
again became a bustling economic zone. 

risk, we are killing our habitat like never before. You 
do not need to be an environmentalist to talk about 
it, we need to understand the role of having a 
sustainable environment for our own sustenance. No 
one else will be coming to save us. 

As a responsible organisation, we have 
responsibility to live up to a higher purpose of 
creating sustainable solutions that are at the core of 
our strategy. This is something I have 
throughout my journey here at Unilever. Since I 
started my journey in this organisation as a Brand 
Manager more than 20 years back. Unilever, as an 
organisation, helped me evolve as an individual not 
only with strong ethical values and integrity but also 
with a deep sense of purpose. I have seen first-hand 
how our business can have a positive impact on 
people's lives, as well as on the planet. Over the 
years, I have also seen how Unilever has continued to 
evolve its approach towards sustainable business, 

When I was a child, my father always used to say that 
we should never remain in debt, as he believed that 
all dues must be paid well ahead of the deadline. He 
was so paranoid that he went out of his way to 
liquidate all his assets to pay off all loans so that his 
children would not be under the shackles of debt. 
Today as I reflect, I realise that we are unfortunately 
in deep debt. While I may not leave my next 
generation in financial debt, I will leave them behind 
with our environmental misdeeds. Today a year’s 
consumption by human beings needs one year and 

The moral of this story is as humans for our economic 
progress we ravage nature but when we retreat, 
nature has its own way of regenerating and giving us 
an opportunity to again thrive on it. We have seen 
this recently across many places. In 2020 when half of 
the world went to lock down, Irrawaddy dolphins 
were visible in the rivers of Bangladesh. 

Despite knowing this symbiotic relationship between 
our existence and the environment, we have come to 
a point where the existence of the human race is at 
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always striving to do more. I am proud to be part of a 
company that is committed to making a difference. 
The formal introduction of Compass in 2021 is a 
significant step forward in our journey towards 
becoming a truly sustainable business. Compass 
sets out our new Purpose-led strategy, which will 
guide all our decision-making in the years ahead. It 
is built on three pillars: Improve health of the planet, 
Improve people’s health, confidence and wellbeing 
and, Contribute to a fairer, more socially inclusive 
world. I am excited about the potential of Compass 
to accelerate our progress towards achieving 
sustainable living at scale. In Bangladesh, we are 
already seeing how Purpose can drive growth and 
create positive social impact. 

I believe that we must now build a world where we 
build a net positive footprint by a) Decoupling 
production with resource use, b) Building circular 
economies and c) Finding regenerative solutions. As 
an organisation, along with making profit, building 
a net positive footprint is also Unilever’s global 
priority. We believe there is no chance for business to 
grow without the growth of the society and the 
people living in it. So, it is our responsibility as a 
business to do our part and inspire others to do so. 

Throughout the world, we have strategized and 
utilised our purposeful brands to improve health, 
confidence and wellbeing of people and help 
achieve SDG Goals of Zero Hunger, Good Health & 
Wellbeing and Clean Water & Sanitation. Expanding 
that philosophy in Bangladesh, we have used our 
brands to improve the lives of people. For example-
assessing the socio-economic context and 
requirements- we have innovated cost effective 
water purification solutions like Pureit and 
introduced value-for-money toilet cleaning 

like Domex. Through these innovations and utilising 
the power of our strong brand equity, reach and 
consumer understanding, we have made a 
significant impact. 

Helping millions of people bring more out of life is 
one of Unilever's core principles since its inception in 
the country. I recall my days of working as the Brand 
Manager for Pepsodent, we found out that the 
majority of the parents and school children are not 
serious about brushing, which led to oral health 
problems later. We made dentibus- a dental facility 
on a bus, recruited dentists to provide free dental 
checkups to thousands of school children every year. 
We discovered that the children started to convince 
their parents about brushing and fast forward 20 
years- we have over 80% toothpaste penetration in 
the country. 

We have a similar success story for handwashing as 
well where we have taught over 10 million school 
children proper handwashing since the 1990s. We are 
now focusing on replicating these experiences for 
toilet hygiene, habit of safe water consumption and 
mental wellbeing- as we identified these to be the 
areas where there are barriers or taboos. We have 
started working with teenage girls to instil 
confidence and ambition among them. I choose this 
segment because we believe that though 
Bangladesh has made significant improvement 
ensuring gender equality and women empowerment 
in past decades, there is still a long way to go in terms 
of ensuring an inclusive society where people can 
access equal opportunities, education and 
empowerment. That is why we have also started to 
invest behind skill development-through our brands, 
leveraging digital technology. We are in a 
transformational journey to incorporate digitalization 



















confidence and wellbeing 

In Unilever, we believe now more than ever is the time for action. With our Compass strategy, we are on a 
mission of making sustainable living commonplace for the world’s 8 billion people. We have set multiple 
commitments and time-bound targets for our businesses all over the globe under three key pillars. We 
will work extensively within our operations and with our partners to reach targets under each pillar. 

Health and 
wellbeing 

Contribute to a fairer, 
more socially inclusive world 

Equity, diversity 
and inclusion 

Raise living 
standards 

Ensure that everyone who 
directly provides goods and 
services to Unilever will earn 
at least a living wage or 
income by 2030 

Future 
of work 

Help equip 10 million young 
people with essential skills 
by 2030 

Achieve an equitable 
and inclusive culture by 
eliminating any bias and 
discrimination in our 
practices and policies 

Spend €2 billion annually 
with diverse businesses 
worldwide by 2025 

Increase representation 
of diverse groups in our 
advertising 

Responsible 
advertising 

and marketing 

Safeguarding 
data 

Engaging with 
stakeholders 

Responsible 
taxpayer 

Committed to 
transparency 

Respect human rights 

Respect and promote human rights and 
the effective implementation of the UN Guiding Principles, 

and ensure compliance with our Responsible Sourcing Policy 
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Take action through our 
brands to improve health 
and wellbeing and advance 
equity and inclusion, 
reaching 1 billion people 
per year by 2030. 

We will focus on: 
• Gender equity 
• Race and ethnicity equity 
• Body confidence and 

self-esteem 
• Mental wellbeing 
• Hand hygiene 
• Sanitation 
• Oral health 
• Skin health and healing 

Accelerate diverse 
representation at all 
levels of leadership 

5% of our workforce to be 
made up of people with 
disabilities by 2025 

Help 5 million small and 
medium-sized enterprises 
grow their business by 2025 

Pioneer new models to 
provide our employees with 
flexible employment options 
by 2030 

Reskill or upskill our 
employees with future-fit 
skills by 2025 



COMPASS 
IN BANGLADESH 

Our value is to do business sustainably and leave behind a thriving 
world for future generations. With this vision, our focus is to work for 
climate action, creating a waste-free world, and to protect and 
regenerate nature. Unilever Bangladesh (UBL) and has partnered 
with UNDP to build a plastic waste collection and Circular Economic 
Model city in Narayanganj. We are also taking initiatives to minimise 
our carbon footprint throughout our value chain. 

In Bangladesh, our purpose is to build a sustainable future by creating opportunities through 
partnerships, delivering impacts, and building an environment with the potential to grow. Our initiatives 
aren’t locked within our four walls. We’re calling on the government, businesses, and partners to 
accelerate climate action in response to climate change. We are building purposeful partnerships to 
improve the health of the people and build a more equal, diverse, and inclusive Bangladesh 

Improve the 
Health of the Planet 

Through our products, we want to create a society that is healthy 
and confident, and aim to do this by focusing on positive nutrition 
and the health and wellbeing for all. With brands like Horlicks, 
Lifebuoy, Pepsodent, Vaseline and others, we are touching the lives 
of millions of people in Bangladesh to provide a holistic approach 
to a positive lifestyle. 

Improve People’s health, 
Confidence and Wellbeing 

As a purpose-led business focused on doing good, it is our 
responsibility to contribute to a world which is fair and socially 
inclusive. In this pursuit, we are focusing on equity, diversity and 
inclusion, raising the living standards for people around the world, 
and preparing our employees and the youth for the future of work 
by equipping them with the relevant skills. We are prioritising equity 
and diversity in our workplace, and creating and implementing 
development projects such as Dyuti and Pallydut to empower 
people from diverse socio-economic class. 

A Fairer, more socially 
inclusive world 
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CONTRIBUTE TO A FAIRER, 
MORE SOCIALLY INCLUSIVE WORLD 

IMPROVE THE 
HEALTH OF THE PLANET 

IMPROVE PEOPLE’S HEALTH, 
CONFIDENCE AND WELLBEING 

20,889 GJ of energy saved. 

206 million litres of water 
saved in operations 

100% of palm oil used in 
our production is 
sustainably sourced. 

Launched country’s 
biggest municipal based 
plastic waste collection at 
Narayanganj 

293 million BDT was invested 
to rise Covid-19 awareness 
through digital and 
traditional media 

350,000 school children 
learned effective 
handwashing techniques 
across 700 schools 

15 million people reached 
through 334 free dental 
camps 

145,200 people from 
low-income households are 
getting access to hygienic & 
safe sanitation 

41% of our workforce are 
made up of women 

1,100+ Pallyduts serving as 
deep rural representatives, 
improving their lives and 
livelihood 

500,000 RMG workers 
benefited by project Astha 

Take action through our 
brands to improve health, 
wellbeing and advance equity 
and inclusion 

We will focus on: 

Gender equity 

Body confidence and 
self-esteem 

Mental wellbeing 

Hand hygiene 

Sanitation 

Oral health 

Skin health and healing 

50% virgin plastic reduction 
by 2025 

Collect and process more 
plastic than we sell by 2025 

100% reusable, recyclable or 
compostable plastic 
packaging by 2025 

25% recycled plastic by 2025 

Implement water stewardship 
programmes in water scarce 
location in Bangladesh 

Zero emissions in our 
operations by 2030 

Help equip 1 million young 
people with essential skills 
by 2030 

BRAND WITH PURPOSE GROW 

PARTNERING 
BANGLADESH 
IN ACHIEVING SDGs 





Improve 
the Health 
of the Planet 
Global climate scientists have sounded the ‘code 
red alarm’ for humanity. Humans have 
unequivocally warmed the planet by more than 
1.1°C since pre-industrial times and we are on track 
to exceed 1.5°C within two decades, if not before. 
Despite producing less than 0.7% of the global 
carbon emission, it is feared that Bangladesh will 
experience a 1.5-degree temperature rise by 2050, 
impacting 50 million people. The coastal areas of 
Bangladesh have experienced over 25% more 
salinity since the 1990s, making life and livelihood 
more challenging. On the other hand, with 
economic development and lifestyle improvement, 
we are now creating more waste, tripling our plastic 
waste in just 15 years. Less than one-third (30%) of 
the plastic waste produced in Bangladesh is 
collected. Only 37% of the collected plastic waste is 
recycled while the remaining is landfilled, among 
which an estimated 24,032–36,047 tonnes are 
dumped in our river system. We need to act 
immediately to take responsible actions and help 
Bangladesh’s Green Growth Strategy as per the 
government’s 2100 Delta Plan. 



The planet is in crisis, and we must take decisive action to 
stop the damage and restore its health. At Unilever, we 
believe there is no time to lose. We are calling on the 
government, businesses, and partners to accelerate 
climate action. The Government of Bangladesh is 
committed towards promoting responsible business 
practices for ensuring environmental sustainability and 
therefore achieving United Nations (UN) Sustainable 
Development Goals (SDGs) adopted in 2015. 

We believe in a net-zero emissions world where nature 
thrives. Across the globe, we are working to eliminate 
carbon emissions from our own operations by 2030 and 
to reach net zero emissions across our value chain by 
2039. Working closely with our suppliers and partners, we 
are innovating to find new lower carbon ingredients, 
reformulating our products to offer plant-based 
alternatives and fossil-fuel-free cleaning products. We 

Taking a Stand 
are transitioning to more and more renewable energy 
across our operations and working for a NDPE (No 
deforestation, No Peat and No exploitation) supply chain. 

To improve the health of the planet, throughout 2021, we 
have made progressive investments in sourcing, 
production, packaging, and green technology to move 
steps forward to meet our net zero carbon pledge in our 
operation by 2030. We have initiated the first 
municipal-backed plastic waste collection initiative in the 
country as a continuation of our legacy of pioneering 
change to protect the environment. Our bold steps 
toward climate action, sustainable sourcing, and 
waste-reducing initiatives helped us to save over 20,889 
GJ (5803 MWh) of energy in 2021 alone, equivalent to 
planting 150,252 mature trees. Our major initiatives under 
our strategic pillars are as follows. 



 
 
 
 
 
 

 
 
 
 
 
 
 
 

 

 
 
 
 
 
 
 
 
 
 
 
 

 

 
 
 
 

Climate Action 
To achieve our net zero carbon pledge, we are 
focused on eliminating the emission of greenhouse 
gases from our production and value chain. We have 
carefully measured our greenhouse gas footprint to 
understand where our emissions come from and 
targeted our efforts on our journey to decarbonise 
our business. 

Transitioning to renewable electricity is a significant 
driver of emission reduction in our operations. We 
have secured Interstate Renewable Energy Council 
(IREC) certification for 100% of Grid Electricity in 2021, 
which is our direct energy consumption from the 
national grid. The REC Standard is empowering 
energy purchasers by facilitating reliable energy 
claims with Renewable Energy Certificate (REC) 
schemes. 

1.2 MILLION GJ 
ENERGY SAVED SINCE 2010 

EQUIVALENT TO PLANTING 

3 MILLION 
MATURE TREES 

20,889 GJ 
ELECTRICITY SAVED IN 2021 

EQUIVALENT TO PLANTING 

We have made significant progress regarding 
energy conservation by improving our energy 
generation, consumption, and conservation 
efficiency through investing in modern equipment 
and recovering energy from thermal losses and 
waste heat. Through all these actions, we have 
reduced our specific energy consumption and 
specific CO2 emission at our Kalurghat factory (KGF) 
by 23% and 20% respectively. In the last 10 years, we 
have saved around 1.2 million GJ (330 K MWh) of 
energy and reduced CO2 emission by nearly 70,000 
tonnes which is equivalent to 3 million mature trees 
for one year. 

We are also planning to increase solar energy 
capacity from 105 KWp to 890 KWp, which is 8 times 
its current capacity. This will ensure that more than 
5% of the total consumed energy of KGF is generated 
from solar power. 

MATURE TREES 
150,252 



 
 
 
 
 
 
 

By early 2020, globally we stopped using direct coal on-site for thermal energy, 
except for factories acquired in 2020, as part of our acquisition of the Horlicks 
portfolio. We have already reduced our global manufacturing carbon footprint 
by two-thirds since 2008. In alignment with the global philosophy, we are taking 
actions in several areas to decarbonise our operations. We have reduced 13,327 
tonnes of carbon from our manufacturing since 2020. From 2018, we started to 
recover energy from plastic wastes produced in our manufacturing sites and 
have recovered energy from 1,006 tonnes of plastics since then. 
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As an important step of fulfilling the aim to be 
Carbon Neutral by 2030, our organisation is now 
adopting ground-breaking technology like Carbon 
Capture. Carbon Capture involves trapping the 
carbon dioxide at its emission source, transporting 
it to a storage location and isolating it or reusing it. 
This means we could potentially catch excess CO2 

right from the stacks or chimneys to generate 
energy. 

To implement the carbon capture technology, 
we will be required to invest a healthy sum of 
resources in technology and logistics. But we 
are not shy to invest boldly and make bolder 
partnerships. We believe we will be able to 
make an example for other businesses in 
terms of taking aggressive actions to preserve 
the planet. 

- Ruhul Quddus Khan 
Director - Supply Chain, 

Unilever Bangladesh Limited 

13,327 TONNES 
REDUCTION OF CARBON 

EMISSION SINCE 2020 

70,000 TONNES 
REDUCTION OF CARBON 

EMISSION SINCE 2010 

GENERATED ENERGY FROM 

778 TONNES 
OF PLASTIC WASTE SINCE 2020 

1,006 TONNES 
ENERGY RECOVERED FROM 
PLASTIC WASTE SINCE 2018 



Nature Protection 
Regenerating nature is one of the biggest 
contributions we can make towards tackling climate 
change and improving livelihoods. As per our global 
stance to protect and regenerate nature by 
water-saving and using sustainable alternatives in 
our products, we have taken bold initiatives in every 
part of our business. Water is critical to both 
mitigating and adapting to the effects of climate 
change. It is also essential for our business – from 
growing crops to manufacturing, to how people use 
our products. As water stewards, we are engaging in 
innovation and collective action to preserve and 
protect water resources, to create a future where 
everyone has access to a safe and resilient water 
supply. In 2021 alone, we have reduced the volume 
of water we use in our manufacturing sites by 206 
million litres. 

We continue to optimise our operations so we can 
do more with less through working with our 
manufacturing excellence network, industry groups 
and supplier expertise. Almost two decades back we 
installed a wastewater treatment plant in KGF, the 
first of its kind in the industrial belt.  Since then, we 
have been relentlessly working to enhance our water 
recycling through consistent technological 
advancements. In the last two years, we have made 
an investment of BDT 274 million to upgrade our 
Effluent Treatment Plant (ETP) from biological to 
biochemical processing to enhance its efficiency 
further. This investment made us capable of 
increasing our wastewater recycling and reuse, in 
our process and utility part of the operation, to 78%; 
enabling us to recycle 199 million litres of water from 

412 MILLION 
LITRES WATER CONSUMPTION 

REDUCTION SINCE 2020 

165 MILLION 
EQUIVALENT OF MEETING 

THE DAILY DRINKING WATER NEEDS OF 

PEOPLE FOR ONE DAY 

2,174 MILLION 
LITRES WATER CONSUMPTION 

REDUCTION SINCE 2010 

870 MILLION 
EQUIVALENT OF MEETING 

THE DAILY DRINKING WATER NEEDS OF 

PEOPLE FOR ONE DAY 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



ETP IN KGF SINCE 2020 

78% 
EFFICIENCY INCREASE 

199 MILLION 
LITRES WATER RECYCLED FROM 

PRODUCTION SINCE 2020 

648 MILLION 
LITRES WATER RECYCLED FROM 

PRODUCTION SINCE 2015 

rainwater. During the monsoon season, we collect 
rainwater from the 55,000 square feet area in the 
factory. After various stages of purification, 40 days 
of our entire operation (12% of our entire 
consumption) are completed using rainwater. Since 
2020, the reduction of water consumption in our 
manufacturing sites including KGF is 412 million litres. 

Unilever is closely working with suppliers to improve 
the social and environmental standards in the 
supply chain. Palm oil is used as raw materials in 
some of the products we sell in Bangladesh. As a 
major palm oil buyer, we have a key role to play in 
transforming the industry to stop deforestation, 
improve transparency and traceability, and support 
and enable farmers. We have been at the forefront of 
driving industry-wide change to ensure a 
sustainable future for palm oil. In 2021, we increased 
the volume of sustainably sourced palm oil by 9% 
and are proud to share that 100% of palm oil used in 
our production process is sustainably sourced. 

It cost us significantly more when we sourced 
palm oil only from suppliers who comply with 
our sustainable sourcing policy. As our core 
belief is to invest in the future, we have made 
the right choice. As a market leader, it is our 
responsibility to drive sustainable practices 
that preserve the environment not only in our 
operations but also in the entire ecosystem. 

Afzal Hasan Khan 
Director - Beauty and Personal Care 
Unilever Bangladesh Limited 

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 

our manufacturing process by 2020. We are now 
working on Zero Liquid Discharge Technology which 
will further increase water recycling and reduce our 
water usage by another 20%. 

We have also taken the extra step of processing 
discharged water through reverse osmosis, which 
can recycle 36% of discharged water at KGF. These 
methods, along with the catchment area that 
harvests rainwater, help us to significantly reduce 
our requirement for freshwater. Geographically, 
heavy monsoon is very common in Bangladesh. We 
identified this as an opportunity to save and utilise 

BDT 274 MILLION 
INVESTMENT MADE TO UPGRADE 



On the World Environment Day 2021 (WED), 
our purposeful brand Surf excel triggered 
their Dirt is good campaign with a motto of 

“˜°˛ ˝˙ˆ ˘°�˙, �� ̌������ˆ° �°��˙” 
by partnering up with Footsteps. 

The motto of the campaign means, “Why mind a few stains 
if they save the environment”. The brand reached out to 
students with this innovative and appealing campaign to 
facilitate their learning on environmental protection and to 
adopt positive habits such as tree plantation. Surf excel and 
Footsteps provided plants, pots, and soil for plantation 
along with child-friendly detailed guidelines to all the 
participants beforehand. On WED, the children participated 
in the plantation programme following the guideline. The 
campaign was successful, and it was covered by more than 
40 media channels and newspapers and reached 2.5 million 
people digitally to inspire the future generation to take at 
least one positive step to protect the environment and 
regenerate the environment. 
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the few organisations in Bangladesh that also sends 
its industrial waste including plastics from our 
manufacturing operation to Geocycle Bangladesh 
for further energy recovery from waste. In the last two 
years, we have sent 780 tonnes of plastic waste from 
our KGF to LafargeHolcim’s Geocycle to turn these 
into energy. 

Plastic is a very useful material for getting our 
products to consumers safely and efficiently. It is 
often the lowest carbon footprint option compared to 
other materials. However, plastic is ending up in our 
environment. This must stop.  To curtail the amount of 
plastic in our packaging, we adhere to a simple 
strategy called ‘Less Plastic. Better Plastic. No Plastic’. 
To achieve our plastic commitments, we are working 
on re-engineering our packaging and introducing 
refill packs to encourage sustainable consumption. 
We are working with Bangladesh Standards and 
Testing Institution (BSTI) to develop a standard 
framework for recycling plastic usage in packaging. 

75% RECYCLE 
STRUCTURE CAPABILITY IN 2021 

52% RECYCLE 
STRUCTURE IMPLEMENTED IN 2021 

250 TONNES 
PLASTIC REDUCTION 
IN 2021 BY DESIGN 

117 TONNES 
PLASTIC WASTE COLLECTED 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  

 
 
 
 
 
 
 
 
 
 
 
 

 

Waste Reduction 
We are also committed to a waste-free world and 
have been running a zero-landfill waste operations 
scheme since 2014. We continue to maintain our 
standard to send zero non-hazardous waste to 
landfill from our factories. Now every waste that gets 
produced during the production process of Unilever 
Bangladesh has a destination for reusing, recycling, 
or co-processing rather than going to the landfill. We 
are proud to state that Unilever Bangladesh is one of 
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In consultation with the Unilever Global team, 
Unilever Bangladesh has prepared a draft 
framework and submitted it to the BSTI for their 
consideration. Currently, we have established 
technical capability for recyclable packaging for 75% 
of the plastics that we use in our product packaging, 
and we aim to make it 100% within 2022. In 2021, we 
reduced 250 tonnes of plastic packaging by 
re-engineering our packaging. 

Our zero-waste mindset means we look at waste 
materials as a resource. Where we have not been 
able to find ways to refuse or reduce waste, we look 
for ways to reuse or recycle it. And if these solutions 
aren’t available, we recover energy from the waste. 

However, we also recognise that plastic waste 
pollution is too big for us to solve alone. We are 
advocating for systematic changes to create a 

circular economy for plastics. To prevent an 
environmental catastrophe caused by plastic waste 
pollution, we must be able to build a sustainable 
circular economic model which will keep plastics in 
the economy and prevent it from spilling into nature. 
In 2021, in collaboration with our partners, we 
launched two plastic collection initiatives in 
Narayanganj and Dhaka. Our plastic collection 
initiative in Narayanganj is the largest 
municipal-backed plastic waste collection project in 
Bangladesh. Four different collection models have 
been piloted under those two initiatives and we are 
looking forward to building a collection model that 
will be an example for other cities. We have also 
partnered with a startup as part of our effort to 
explore an alternative and tech-based model to 
collect  plastic from Dhaka South and North City 
Corporations. 
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Project in Action 
Over 2 million people live in Narayanganj city. The 
city is an industrial and trading hub by the river 
Shitalakhya. However, due to unplanned landfill and 
plastic waste pollution, especially Single-Use Plastic 
(SUP) waste, Shitalakhya and other water bodies of 
Narayanganj are deeply affected. This plastic waste 
and packaging often end up clogging rivers and 
other water bodies, causing severe water clogging 
during monsoon. According to the World Bank, more 
than 60% of plastic waste ends up in a landfill or 
water bodies in Bangladesh. 

With a view to helping Narayanganj City Corporation 
(NCC) with better management of plastic waste and 
progress towards our commitment to plastic 
collection, we have partnered up with United Nations 
Development Programme (UNDP) Bangladesh and 
initiated a three-year-long plastic collection project 
in NCC. The project titled ‘Plastic Waste 
Management: Building Circular Cities’, aims to create 
a circular economy model for plastic waste, with a 
specific focus on Single-Use Plastics (SUP) and 
flexible packaging, which are the major problem of 
NCC, since SUP makes up about 40%-50% of the total 
plastic used in NCC, but negligible amounts of SUPs 
are recollected or recycled in NCC. 

The project proposes to find a business model with a 
value proposition for each actor involved in the 
plastic waste value chain. Eco-Social Development 
Organisation (ESDO) is the implementing partner of 
the project, while Ernst & Young Global (EY) is 
working to create citizen awareness on plastic waste 
management. Launched in October 2021, plastic 
wastes are now collected from all 27 NCC wards. 
Through this project, we have engaged with a total of 
1200 street cleaners and 113 Waste Pickers (WPs) of 
NCC have been trained to segment plastics during 
collection. Till 31st December 2021, we have been 
able to collect 17 tonnes of SUP and flexible plastic 
waste from households and the environment. 

During the project period in 2021, we tested three 
different models to collect plastic waste from NCC. 
The first one is the ‘Waste Picker Model’. Under this 
model, waste pickers, who work under a Cleaning 
Service Organisation (CSO), collect plastic waste 
from NCC households separately. We have partnered 
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