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- UNILEVER AT A GLANCE
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OUR BRANDS
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OUR FIVE BUSINESS GROUPS
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A GLOBAL BUSINESS
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OUR STRATEGY : UNILEVER SUSTAINABLE LIVING PLAN (2010-2020)
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OUR STRATEGY : THE UNILEVER COMPASS (2021-)
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OUR STRATEGY
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- UNILEVER JAPAN AT A GLANCE
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OUR BRANDS
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COMPASS IN ACTION IN JAPAN
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https://www.unilever.co.jp/

- BRANDS WITH PURPOSE
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- PEOPLE WITH PURPOSE
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