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charged by tiny fuel cell foreword
We can be sure of one thing about the 
future: it will be radically different from 
today. The global recession shows how 
quickly things can change – and we face 
much greater challenges to our economy 
and way of life, such as scarcity of key 
resources, rapid population growth, climate 
change and loss of biodiversity. These 
problems of sustainability affect our 
consumers and suppliers around the globe 
and are putting ever-increasing pressure on 
our business models. They make it 
essential for us to reorient our global 
economy around sustainable, low-carbon 
patterns of consumption.

Over the next 10 years we can expect major 
changes to the consumer retail sector. 
Demand for basic resources such as oil, 
water and staple crops is likely to increase 
and prices will rise. Consumers’ behaviour 
and expectations will change: we expect 
growing demand for manufacturers and 
retailers to operate responsibly and to 
demonstrate this through transparent value 
chains. Successful brands will need to 
innovate to meet challenges like these, 
develop sustainable products, services and 
business models, and work with consumers 
to make them a success.

This represents a huge opportunity for 
forward-thinking brands to position 
themselves at the heart of the new, green 
economy, evolving the market to meet 
consumer needs in different, sustainable 
ways. Many brands have built a trusted 
relationship with millions of consumers, and 
with it brand loyalty, which can last a 
lifetime. We believe this gives them both the 
power and the responsibility to help people 
lead better, more sustainable lives. In fact, 
it’s hard to see sustainable consumption 
becoming mainstream unless brands take 
the lead.

Sainsbury’s, Unilever and Forum for the 
Future have jointly produced Consumer 
Futures as a practical tool to help 
organisations throughout the global 
consumer goods industry to prepare for 
the future. We want to help them explore 
how consumer expectations and 
behaviour will change and use these new 
insights to take the lead in driving 
forward sustainable consumption.

We have combined our knowledge of 
product value chains, consumer demand, 
behaviour change and sustainability to 
produce four plausible, provocative 
scenarios which explore possible 
patterns of consumption in 2020. Brands 
are used to drawing on recent market 
data and near-term market projections to 
help develop products and services, but 
this tends to encourage only incremental 
change. By looking further ahead and 
understanding what the future may hold, 
we can identify risks and opportunities 
and even how we can help shape that 
future. We plan to use the scenarios and 
accompanying tools to inspire innovation, 
inform business strategy and develop 
sustainable business models. We urge 
you to do the same. 

Justin King, 
Chief Executive, J Sainsbury plc

Amanda Sourry, 
Chairman, Unilever UK & Ireland

Dr Sally Uren, 
Deputy CEO, Forum for the Future
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introduction
In developed nations we live in an 
unprecedented world of super-
consumption. Our economy demands 
that we consume to keep it growing 
healthily. Marketing campaigns whisper 
“buy-me, buy-me”, and before we know it 
our homes are filled with ‘stuff’. We love 
to consume, and it is firmly engrained as 
a social norm – a (sometimes) fun, 
(mostly) daily activity that the majority of 
us partake in. Globally, we already 
consume 30% more resources each year 
than our planet can replenish. But if 
everyone consumed at European rates 
we would need three planets, and 
Americans have a five-planet lifestyle.1

It’s clear we cannot go on this way. We 
face unprecedented challenges, such as 
accelerating climate change, loss of 
biodiversity, rising social inequalities, 
rapid population growth, and growing 
demand for water and key commodities. 
We must adapt our societies and 
economies to sustainable patterns of 
consumption – low if not zero-carbon, 
resource-efficient and profitable – as 
soon as we can.

Retail businesses are used to responding 
to consumer demand, or ‘pull’ – it is their 
principal business driver – but this will 
not deliver the radical changes we need 
to create a prosperous, resource-efficient 
world. Most consumers don’t have 
enough information, opportunity or 
motivation to make sustainable choices 
about how they buy and use products, so 
‘green’ or ‘sustainable’ consumption is 
still niche, and companies make only 
incremental improvements. Leading 
brands need to take the initiative and 
work together to stimulate consumer pull 
on sustainability and make ‘sustainable 
consumption’ mainstream.

Consumer Futures 2020 aims to help 
businesses do this. It is designed as a 
practical tool to help organisations 
throughout the global consumer goods 
industry plan for the future. It contains four 
different but entirely plausible scenarios 
which explore how patterns of consumption 
and consumer behaviour may have 
changed by 2020. 

The scenarios are not intended to be 
predictions or visions of desired futures. 
They look at how global trends may change 
our world and the consumer goods 
industry, and how sustainable products, 
services and business models could 
become mainstream. 

None of the ideas, fictional brands or 
stories in any of the Consumer Futures 
materials are predictions of what the future 
will hold, nor do they represent what 
Sainsbury's or Unilever is currently planning 
to bring to market. They are simply 
designed to bring the scenarios to life.

Future scenarios are an invaluable tool for 
forward-thinking businesses to use when 
planning ahead. They help identify risks and 
opportunities, inform strategy development, 
and stimulate innovation. Sainsbury’s and 
Unilever are already using them to explore 
new ways of collaborating on initiatives that 
will deliver sustainability and commercial 
benefit to both organisations.

The scenarios are accompanied by a toolkit 
to help you make best use of the scenarios. 
It includes six sketched-up products and 
services for each scenario illustrating how 
brands may meet consumer needs in 2020, 
and a set of personas which can be used to 
analyse the scenarios from different 
consumer perspectives.

“Consumer Futures shows that mainstream sustainable 

consumption doesn’t have to remain a pipedream. By 

exploring how key environmental, economic and social 

trends might play out over the next few years, we have 

created four possible future worlds which focus on 

consumers’ attitudes and purchasing behaviours. In each 

scenario, external social and environmental pressures 

drive sustainable goods and services into the mainstream, 

whether or not consumers actively demand them and 

regardless of whether the global economy is thriving or 

subdued. Consumer Futures shows that there is a clear 

opportunity, today, for smart brands and businesses to 

make money by accelerating the transition to a 

sustainable future. This will mean making it easy for 

consumers to go green by offering products and services 

which are not just better for the environment, but healthier, 

cheaper and longer-lasting.”

Dr Sally Uren, Deputy CEO, Forum for the Future

1 Goncalves, E. (2008). One Planet Lifestyle, WWF http://assets.panda.org/downloads/opl_ebooklet.pdf



‘my way’ ‘sell it to me’

‘from me to you’ ‘I’m in your hands’

‘My way’ is a high-tech world, with a 
prosperous and entrepreneurial 
economy dominated by 
community-based trade. Smart 
products promote patterns of 
consumption that use less energy and 
water and generate less CO

2. Many 
fresh products come in smart 
packaging that keeps them 
refrigerated and changes colour 
when they pass the use-by date.

‘Sell it to me’ is a personalised 
consumer world in a flourishing global 
economy which is dominated by brands. 
Innovative products provide personal 
health solutions, for example clothes 
impregnated with vitamins or shampoo 
lather that changes colour to indicate 
mineral deficiencies.

‘From me to you’ is a world where 
communities, collaboration and 
innovative business models facilitate 
low-carbon lifestyles. The economy 
is subdued and uncertain and 
consumers feel business is failing to 
deliver on the challenges faced by 
society. Peer-to-peer lending 
exchanges are common, for example, 
where property owners band 
together to loan money for 
mortgages.

‘I ’m in your hands’ is a tightly 
regulated world in which consumers 
trust brands to provide what’s best 
for them and for the environment. 
The economy is recovering from 
recession but growth is low and 
credit is tight. Consumers might be 
fitting their homes with entirely 
brand-sponsored bathrooms that 
provide them with personalised 
supplies of branded toiletries on 
demand.
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personas
louise was brought up in the country and still • 

lives in the same village. 
although louise is single, she has a small • 

circle of good friends and her family all 
live nearby. 
louise drives a company car.• 

she is a sales rep for a large uk sports • 

retailer and spends a lot of her time away 
on business.
image is everthing in her world of work and • 

she always looks presentable. 
louise looks forward to relaxing at home on • 

the weekends.
She’s a vegetarian. • louise (33) ‘my way’suzie’s shampoo story

community landallotments
smallholdings

honey egg shampoo
– sign up now– read reviews– send to a friend

stress app

your s tress le vels 

are m oderate:

Take a  f ew 

minutes to  r elax, 

breathing in a nd 

out in s low, deep 

breaths.

electronic health recordSuzie’s stress history:

1 .  Suzie’s local community have raised funds to develop 

land for a project to supply more home-grown produce. 

Local ‘green’ entrepreneurs have latched onto this 

and have launched a range of local toiletry products 

including a natural honey egg shampoo. The community 

land provides all the ingredients the entrepreneurs need. 

1 2
3

2. Batches of the natural shampoo are made to order 

based upon local demand and it’s considered quite an 

exclusive product. Suzie’s friends have already tried it 

and have spread the word across their social network. 

It’s low-carbon credentials are held in high-regard and 

the product has already won rave reviews prompting 

Suzie to give it a go. 

3. On the weekend, Suzie cycles to the local market to buy 

the shampoo. She leads a very fast-paced and stressful 

life and simply doesn’t have time during the week to shop. 

Stress and fatigue-related health conditions are quite 

common nowadays. However, because cortisol levels in 

hair can be used to provide a more objective measure of 

stress, the shampoo entrepreneurs have also launched 

a complimentary stress app that can run on diagnostic-

enabled smartphones. Based on the hair sample analysis, 

the app provides tips and techniques to help Suzie reduce, 

prevent, and cope with stress or fatigue. A historical 

record of Suzie’s stress levels are logged over time and 

automatically synced to her electronic health records.

‘from me to you’
indicators
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“Consumers of the future will think, act and live very 

differently from how they do now. As such, Consumer 

Futures is a fascinating and useful insight that can help 

brands position themselves and their products to meet 

these new consumer needs. With the recent launch of our 

2020 sustainability plan we are responding to these 

changes. Leadership is crucial to helping customers 

change to more sustainable behaviours and we are 

delighted to have worked with both Unilever and Forum for 

the Future on creating this valuable insight.”

Justin King, Chief Executive, J Sainsbury plc

“Consumer Futures shows that mainstream sustainable 

consumption doesn’t have to remain a pipedream. By 

exploring how key environmental, economic and social 

trends might play out over the next few years, we have 

created four possible future worlds which focus on 

consumers’ attitudes and purchasing behaviours. In each 

scenario, external social and environmental pressures 

drive sustainable goods and services into the mainstream, 

whether or not consumers actively demand them and 

regardless of whether the global economy is thriving or 

subdued. Consumer Futures shows that there is a clear 

opportunity, today, for smart brands and businesses to 

make money by accelerating the transition to a 

sustainable future. This will mean making it easy for 

consumers to go green by offering products and services 

which are not just better for the environment, but healthier, 

cheaper and longer-lasting.”

Dr Sally Uren, Deputy CEO, Forum for the Future



‘my way’ ‘sell it to me’

‘from me to you’ ‘I’m in your hands’

‘My way’ is a high-tech world, with a 
prosperous and entrepreneurial 
economy dominated by 
community-based trade. Smart 
products promote patterns of 
consumption that use less energy and 
water and generate less CO

2. Many 
fresh products come in smart 
packaging that keeps them 
refrigerated and changes colour 
when they pass the use-by date.

‘Sell it to me’ is a personalised 
consumer world in a flourishing global 
economy which is dominated by brands. 
Innovative products provide personal 
health solutions, for example clothes 
impregnated with vitamins or shampoo 
lather that changes colour to indicate 
mineral deficiencies.

‘From me to you’ is a world where 
communities, collaboration and 
innovative business models facilitate 
low-carbon lifestyles. The economy 
is subdued and uncertain and 
consumers feel business is failing to 
deliver on the challenges faced by 
society. Peer-to-peer lending 
exchanges are common, for example, 
where property owners band 
together to loan money for 
mortgages.

‘I ’m in your hands’ is a tightly 
regulated world in which consumers 
trust brands to provide what’s best 
for them and for the environment. 
The economy is recovering from 
recession but growth is low and 
credit is tight. Consumers might be 
fitting their homes with entirely 
brand-sponsored bathrooms that 
provide them with personalised 
supplies of branded toiletries on 
demand.
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‘my way’suzie’s shampoo story

honey egg 
shampoo

realtime shelf-life: 

4.5 days remaining

4

4. As the shampoo is so fresh it only has a 1 week 

shelf life. The smart ‘keep-cool’ packaging helps to 

prolong this by an extra week and the intelligent label 

accurately measures and communicates the freshness. 

The label even tells her the names of the chickens that 

laid the eggs and has a map of where they live, only a 

few miles from Suzie!

5. Suzie loves to relax with a nice long shower at the 

end of the day but she’s trying to use less water these 

days. After all, the local council recently promoted 

intelligient showers to all houses to encourage more 

environmentally friendly behaviour. not only does it show 

Suzie how long she is in the shower and how much water 

she’s using, it is also heated by the wind tubines at the 

community farm. If suzies manages to reach her water 

usage target, she will be eligible for a  free service at 

the local bike shop.

6. When the product is empty, Suzie returns the bottle to 

the market where it is then washed and reused.

water usage lo g
june’s monthly water saving

exclusive award-winning honey egg shampo o

5

6

‘my way’suzie’s shampoo story

stress app

your s tress le vels 

are m oderate:

Take a  f ew 

minutes to  r elax, 

breathing in a nd 

out in s low, deep 

breaths.

electronic health record sSuzie’s stress history:

3
2. Batches of the natural shampoo are made to order 

based upon local demand and it’s considered quite an 

exclusive product. Suzie’s friends have already tried it 

and have spread the word across their social network. 

It’s low-carbon credentials are held in high-regard and 

the product has already won rave reviews prompting 

3. On the weekend, Suzie cycles to the local market to buy 

the shampoo. She leads a very fast-paced and stressful 

life and simply doesn’t have time during the week to shop. 

Stress and fatigue-related health conditions are quite 

common nowadays. However, because cortisol levels in 

hair can be used to provide a more objective measure of 

stress, the shampoo entrepreneurs have also launched 

a complimentary stress app that can run on diagnostic-

enabled smartphones. Based on the hair sample analysis, 

the app provides tips and techniques to help Suzie reduce, 

prevent, and cope with stress or fatigue. A historical 

record of Suzie’s stress levels are logged over time and 

automatically synced to her electronic health records.
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Cook no more

Tastier medicine
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“Companies will have to change the way they do business, 
to deliver long-term sustainable growth. The old model of 
ever-greater consumption, with growth at any price, is 
broken. Companies that succeed in the future will be those 
that reduce their environmental impact while increasing their 
social and economic impacts. This will only be possible if 
we find new ways of doing business, and this is why 
Unilever introduced its Sustainable Living Plan which sets 
out a more sustainable business model.
It will become ever-more important for us to anticipate the 
future needs and expectations of our consumers so that we 
can drive sustainable growth and ensure our own long term 
future.

We are pleased to have been able to work with Forum for 
the Future and Sainsbury’s on Consumer Futures to help us 
in doing this.”
Amanda Sourry, Chairman, Unilever UK & Ireland

To find out more and download the Consumer Futures toolkit go to:
http://www.forumforthefuture.org/project/consumer-futures/overview 
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how sustainable are these futures?
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The scenarios help us understand what 
mainstream sustainable consumption could 
look like. None of them portray a world where 
consumption is truly sustainable, but in each 
scenario, social and environmental pressures 
have made aspects of it commonplace. But 
first, what do we mean by sustainable 
consumption? There are umpteen definitions 
out there. We think sustainable consumption 
is characterised by, but not limited to, the 
following features:

Smart growth, where economic growth is 
not delivered at the expense of the 
environment, and where the overall 
environmental footprint of business has 
reduced. Smart growth is characterised by 
‘decoupling’ commercial success from 
environmental impact, often by delivering 
more economic value per unit resource used.
 
Smart use, where impacts associated with 
product use and disposal are minimal. It is 
characterised by closed loops, or even open 
loops, where someone’s waste is another’s 
raw material; take-back schemes, where 
used goods return to the manufacturer; 
product to service shifts; and different 
ownership models – consumers don’t need to 

possess something just to derive a 
benefit.

A better choice of choice, where the 
unsustainable product or service is no 
longer available and consumers are 
choosing within a set of sustainable 
options.  The concept of consumer 
sovereignty – where we all have a free 
choice – is a fiction. By deciding what to 
stock, and what to make, retailers and 
manufacturers have already made choices 
on behalf of their consumers. 

Positive social impact, where what and 
how we buy promotes well-being in 
individuals, communities and supply 
chains. Right now, we know that simply 
buying more and more ‘stuff’ doesn’t 
make us any happier, and certainly doesn’t 
promote community cohesion. In fact, 
analysis of the recent civil unrest in the UK 
tells us that the pursuit of shiny ‘stuff’ can 
be an indication of communities in 
distress. So, smart consumption involves 
transactions for goods and services that 
have a positive social benefit, where 
novelty and implied personal status are far 
less important than they are today.

In order to create our scenarios we took what we see as the two least certain trends with the 
greatest impact on the future of the consumer goods industry: 
Prosperous vs Less prosperous – by 2020 will our economy be flourishing or subdued? 
Do-it-yourself vs Do-it-for-me – will consumers take the initiative to satisfy their needs or 
expect brands to do this for them? 

We used these to create a two-by-two matrix, which in turn enabled us to create the 
scenarios exploring how these trends could play out, as illustrated along the axes.
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scoffing
monitor

1. the economy is… prosperous, and characterised by high levels of 
entrepreneurial activity

2. government is… limited in its role at national level, but more active at the 
local level

3. our society is… optimistic but individualistic and deeply divided between haves 
and have-nots

4. business and brands are… less powerful and forced to innovate 
constantly and to adapt to local needs… community-based trade dominates – often 
between communities in different parts of the world

5. we buy stuff from… individual producers around the globe, local brands and  
businesses, cooperatives and online exchanges… we particularly like ‘home-grown’ or 
locally produced products
 
6. our relationship with brands is… demanding and unpredictable, 
web-based, interactive, transparent and influenced by peer-to-peer recommendation

7. we use the internet and technology… to make our lives easier and to 
socialise, trade and protest with people around the world

8. we think that sustainability is… desirable in our local communities, but 
when it comes to global issues we often put the satisfaction of our own needs and wants 
before the greater good

‘my way’
scenario 1

‘scoff-ometer’ cutlerypersonal energy micro-manager 
‘underground veg' movement 

and high-rise farming



lifelong 
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investment date: 

18th june 2020

name: chris floyd

43 68 12 678

personalised 
products

information
database

the floyd family

analysing household 
requirements and 
updating shopping 

list

1. the economy is… flourishing and globally integrated.. . consumer spending and 
credit levels are high… large companies dominate

2. government is… strong nationally but weak at local level.. .  increasingly being 
replaced by market-based mechanisms to deliver social and environmental goods

3. our society is… over-reliant on consumerism and pleasure seeking, with 
increasing income inequality and declining social cohesion

4. business and brands are… dominant, trusted and expected to provide 
solutions to environmental problems… investing heavily in the shopper experience

5. we buy stuff from… trusted brands, one-stop ‘shopper-tainment’ villages and 
small specialist companies owned by large retailers

6. our relationship with brands is… highly personalised, pleasure seeking, 
demanding and based on trust

7. we use the internet and technology… largely for entertainment and 
making our lifestyles easier… but businesses use it to gather large amounts of personal 
information on us

8. we think that sustainability is… a mainstream issue, together with 
health or effective public services, but ultimately we don’t feel a duty to change our 
lifestyles as we’re sure that businesses and institutions will solve the world’s problems

scenario 2
‘sell it to me’

branded baby bondsdiet manager design your own products



to: harry moore

from: findorf farm

dear harry, here’s 

an early bird 

notice that new 

produce is 

available. come 

along and pick up a 

chicken!

findorf farm shares

this is to certify that 

harry moore owns 100 

shares

for sale

peer-to-peer bankers

first-time 
buyers

1. the economy is… subdued and uncertain. . .  fear about climate change and severe 
weather has increased… communities are turning to alternative economic models 

2. government is… losing the confidence of the public and increasingly 
neglecting the wider public realm… quality of life and the ‘wellbeing’ agenda, however, 
are dominant concerns

3. our society is… feeling the pinch of resource constraints, high personal debt 
and low pensions but building stronger local community ties and home-grown solutions 
where government fails to take the lead

4. business and brands are… suffering from a contraction in the retail 
sector… having to work hard to win trust as consumers feel that business is failing to 
deliver on the challenges faced by society

5. we buy stuff from… direct and local sources, cooperatives and peer-to-peer 
services for swapping and selling goods.. . we like to grow our own produce in urban 
farms and make or repair more stuff ourselves

6. our relationship with brands is… less loyal and more volatile… less 
important than word-of-mouth recommendations, product quality and longevity

7. we use the internet and technology… as the heart of our social and 
economic life and individual identity.. .  to trade or buy collectively and to increase our 
cooperative buying power

8. we think that sustainability is… something local communities need to 
tackle… going to involve cutting net consumption rather than simply consuming more 
sustainable products

scenario 3
‘from me to you’

peer-to-peer 
mortgagesthe 

community 
farm
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collection
neighbourhood church

1. the economy is… recovering from the recession but growth and consumer 
confidence are low and credit is tightly regulated… the UK is looking to promote local 
manufacturing and food production to reduce its reliance on a shaky world trade system

2. government is… more centralised and more interventionist, and works closely 
with businesses and NGOs to deliver essential services… using tough regulations to achieve 
sustainability targets

3. our society is… more egalitarian, structured and supervised, but we welcome this 
and enjoy a strong consensus, sense of community and national identity

4. business and brands are… big and dominant yet bound by government’s 
strict sustainability guidelines… trusted, reliable, paternalistic brands do well in this 
world and are the vehicle for long-term relationships with consumers

5. we buy stuff from… trusted brands and businesses, often committing to 
long-term contracts or hire purchase agreements to get value for money… big retailers 
with high street shops that do home delivery for all the goods

6. our relationship with brands is… long-term, personal, loyal and 
conservative… we are happy to share lots of personal data with brands and we trust them 
to provide what’s best for us.. .  we want products to be effective and durable

7. we use the internet and technology… heavily… to find the best deals 
and purchase basic supplies… to scrutinise the origin and quality of products

8. we think that sustainability is… critical… a matter on which government 
and business take the lead, while frugality and a ‘waste not want not’ attitude are already 
the norm for us

scenario 4
‘I’m in your hands’

benefits 
collection

retailer leased 
equipment cradle to grave



6. When the product is empty, Suzie returns the bottle to 

the market where it is then washed and reused.

exclusive award-winning honey egg shampo o

6

smoothie with 
added statins

rice fortified with iron

3
Cook no more

Tastier medicine

recommendations
Businesses and brands should start taking action now to prepare for a rapidly changing 
economic, environmental and social climate. Here are our five key recommendations:

Take innovative business models to market
In all of our scenarios, brands and businesses have evolved and adapted their new 
business models to address challenges such as resource scarcity, changing consumer 
demands and the need to build resilience into value chains threatened by the accelerating 
impacts of climate change. Companies should be ready to innovate and to develop, trial 
and learn from experimenting with new, sustainable business models. The companies that 
do this today will be the ones profiting tomorrow.

Work with your value chain to find new solutions
Manufacturers and retailers operate in a complex system, and the challenges of shifting to 
sustainable consumption are too great for any organisation on its own. Companies should 
collaborate across their value chain, incentivising farmers, suppliers, designers, 
producers, retailers and others to work with them to find innovative solutions to bringing 
goods and services to market.

Strengthen local brands and local production
There is no guarantee that global brands will continue to win the hearts and minds of 
consumers. In two of our scenarios, communities have built up resilient systems to source 
the products and services they need. Brands that embrace and boost local production 
and have a local authentic story will resonate with consumers.

Build up long-term trust through transparency
Consumers can find information on the origins of products and services more easily than 
ever before thanks to social media and advances in information and communication 
technology (ICT), and this trend is likely to continue. Companies are unable to keep 
environmental or social skeletons in their closets in any of our scenarios. In this world, 
‘green’ and ‘ethical’ are no longer niche, and robust standards on environmental and 
social performance are mainstreamed into everyday products and services.

Companies should prepare for a world where society demands absolute transparency 
from brands. Businesses which open up their value chains for scrutiny now will earn the 
most trust from consumers.

Use the power of marketing to accelerate sustainability
Don’t wait for consumers to demand more sustainable products and services. Savvy 
brands will make money by accelerating the transition to a more sustainable world. 
Companies should use their marketing, communications and innovation skills to create 
consumer demand for sustainable and profitable products and services. Brands need to 
understand possible future consumer needs better and to positively influence the things 
that consumers buy and how they use and dispose of them.

“Companies will have to change the way they do business, 
to deliver long-term sustainable growth. The old model of 
ever-greater consumption, with growth at any price, is 
broken. Companies that succeed in the future will be those 
that reduce their environmental impact while increasing their 
social and economic impacts. This will only be possible if 
we find new ways of doing business, and this is why 
Unilever introduced its Sustainable Living Plan which sets 
out a more sustainable business model.
It will become ever-more important for us to anticipate the 
future needs and expectations of our consumers so that we 
can drive sustainable growth and ensure our own long term 
future.

We are pleased to have been able to work with Forum for 
the Future and Sainsbury’s on Consumer Futures to help us 
in doing this.”
Amanda Sourry, Chairman, Unilever UK & Ireland
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