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Sustainability Brand Extension

Unilever — Earthbound
Regenerative Plastic-Free Personal Care Unilever

® COMPANY & PURPOSE BRAND EXTENSION E——
EARTHBOUND is a new standalone W—

brand for regenerative, 100 % plastic-
free personal care (shampoo bars, body *
bars, oral care).

Unilever is a global personal care leader reaching billions
of consumers across 190+ countries (Dove, Hellmann’s,
Lipton).

Need: Plastic pollution and rising demand for regenerative, Why it matters: Enters clean beauty with |

plastic-free products. a dedicated brand that builds trust,
protects core equity and drives growth

Purpose: Launch Earthbound as a standalone regenerative under Unilever's Compass strategy.

brand to lead clean beauty without diluting core brands.

SUSTAINABILITY ALIGNMENT

v Supports Unilever’s Compass strategy and
plastic targets (halve virgin plastic, net-
zero by 2039).

CUSTOMER TRENDS

Clean beauty and refill culture are rising
fast. Gen Z reject single-use plastic 84

7

- W !_ % prioritise sustainability in beauty

o

2_1 , ﬁl E ;%rzltés)h Beauty Council & UNIDAYS, v Advances regenerative agriculture in key "%*
o ’ supply chains. Q : N

Earthbound meets this demand with

refill bars and strong ESG credentials. 7 U pllsiedives aedianlle regssEi %

& ingredients and carbon labels.

BENEFITS FOR CUSTOMERS

> Plastic-free & refillable: Long-lasting bars and home-compostable or refill packaging.

> Regenerative formulas: Transparent ingredients that support soil health and biodiversity.
> Values alignment: Matches Gen Z and LOHAS ethics on climate and plastic.

> Premium experience: High-quality bars with impact shown on carbon labels.

WHY UNILEVER WOULD EXTEND - BENEFITS FOR INVESTORS

Measurable ESG progress: Plastic reduction, regenerative agriculture and transparent carbon data
investors require.

New growth platform: Opens clean beauty with a dedicated brand, protecting core equity and
creating premium revenue.

Strategic alignment: Turns Unilever’s Compass strategy into a competitive, market-leading brand.
Risk management: Captures eco-conscious demand without diluting flagship brands.

Earthbound lets Unilever lead plastic-free personal care, meet rising customer values, attract impact investors and deliver
measurable sustainability progress through a focused new brand.
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