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Delivering our  

purpose
Our products improve the lives of  

millions of people across the world.  
They make lives healthier and homes  

happier and cleaner

Case study
One Young World
One Young World brings together the brightest young leaders from 
around the world to debate, formulate and share innovative 
solutions for pressing global challenges. 

This year’s annual summit brought together young talent from 
global and national companies, NGOs, universities and other 
forward-thinking organisations. They were joined by industry 
leaders, including RB executives, who presented this year on ‘brands 
with purpose’. RB’s theme was ‘Change is a Choice’, based on the 
insight that social change will not happen on its own. It takes 
like-minded people and organisations to consciously make the right 
choices in society. 



Reckitt Benckiser Group plc (RB) Sustainability Report 2017

About this report Overview Innovation Operations People Delivering our purposeChallenges

23
Delivering our purpose

Social investment

Social investment that has an impact
RB’s purpose means it is highly active in the field 
of social investment. We assess this investment 
with the same rigour we apply to investing in 
our commercial operations and use a global 
measurement standard to conduct our evaluation.

Whether it is stopping children dying from 
preventable diseases such as diarrhoea, building 
toilets to discourage open defecation or 
educating communities on hygiene habits or 
sexual health, our social investment is always 
designed to deliver the highest return on its 
purpose. In 2017, this investment benefited more 
than 8.9 million people around the world. 

We not only evaluate how many people our 
community activities reach but also the impact 
of this work. That is, the number of people 
who experience positive changes in their 
circumstances because of our efforts. In 2017 
we were able to assess the following impacts:

• More than two million people could report 
better knowledge about issues like diarrhoea 
and general hygiene

• 540,000 people had a better quality of life 
through access to cleaner water

• 505,000 people were making active, positive 
changes in their health or hygiene behaviour

As a large international 
organisation with brands and 
operations in all corners of  
the world, we recognise the 
opportunity we have to make 
a difference in the lives of 
millions of people.

Global issues 

Good health and wellbeing
Ensuring healthy lives and promoting 
wellbeing for all, at all ages.

Clean water and sanitation
Access to safe water and sanitation 
and sound management of 
freshwater ecosystems are a key 
means of ensuring human health, 
environmental sustainability 
and economic prosperity.

Partnerships
Working in partnership with 
stakeholders is key to solving the 
complex social and environmental 
challenges faced by the world today 
and to delivering long lasting 
scalable solutions.

Social impact investment
RB’s 2017 contribution

540,000
people have access 

to cleaner water

505,000
people positively  

changed their  
health and hygiene 

behaviours

2,000,000
people have better  
health and hygiene 

knowledge

conditions that cause diarrhoea. Our 
programme focuses on improving health 
education, basic hygiene practices and 
hygiene/sanitation infrastructure in Pakistan.

The Hoga Saaf Pakistan initiative has 
already resulted in:

 A health and hygiene education programme 
being rolled out to over 600,000 rural 
households in 350+ villages

 A hand hygiene education programme 
designed to reach over 2.4 million children 
per annum

 A women’s empowerment programme 
targeting 12,000 households. The initiative 
involves these women selling cost-effective 
health and hygiene products locally

 The creation of a hygiene curriculum, which 
is in the process of being introduced in 
Pakistan’s biggest private schools network

 Hygiene education (in sign language) being 
taught to over 2,000 deaf children nationally

 2,100 students from the top schools in 
Pakistan generating big ideas for eradicating 
diarrhoea, the results of which are being 
piloted in two villages

Consistent with RB’s vision of a world where 
people are healthier and live better, RB Pakistan 
launched the Hoga Saaf Pakistan (or Clean 
Pakistan) initiative in 2017. 

The programme aims to create a healthier, 
cleaner Pakistan and addresses the loss of life 
caused there by diarrhoea. Every year 53,000 
children in Pakistan die because of diarrhoea.

Together with our local partners in Pakistan, 
RB is improving the unclean and unhygienic 

Case study
Hoga Saaf Pakistan 
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Purpose-led brands

Brands with purpose
Our brands’ education programmes and health and 
hygiene awareness campaigns directly reach millions 
of individuals around the world. Examples include 
helping mums prepare for a new arrival or building 
toilets for communities to reduce instances of open 
defecation. We also work alongside governments 
and NGOs to eliminate preventable diseases like 
malaria and dengue. 

We believe that health and hygiene are inextricably 
linked, and that economic growth can only happen 
alongside the promotion of health and wellness. 

Through our consumer touchpoints – in homes, in 
stores or through brand engagement and education 
programmes – we ensure that our leading brands 
have a positive impact on the world. As an 
international organisation, we recognise our 
responsibility to leverage our scale and expertise 
to deliver health and hygiene awareness around 
the world.

RB strives to make a positive 
impact in the lives of millions 
of people through our global 
brands with purpose.

Case study
Durex – championing  
sexual rights

Making lives healthier
RB’s commitment to healthcare extends beyond  
simply selling products. We use our global footprint  
to extend our education and messaging as widely as 
possible, stimulating action around health and 
hygiene understanding to drive behaviour change. 
Since 2013, RB has strived to reach 400 million 
people through our purpose-led programmes and 
educational campaigns. This target was achieved in 
2017 and we are now aiming even higher with our 
ambition to impact the greatest possible number of 
people with health and hygiene messaging. 

Durex has long been a leading brand in 
driving awareness around sexual health. It is 
our mission to support people to embrace their 
own sexual rights while living a life free of STIs, 
discrimination and unwanted pregnancy. 

Increasing consumer access to condoms 
enables people to lead healthy lives, 
particularly in communities with extra sexual 
health risk factors. This could be young 
people who are just starting to explore their 
own sexuality, communities with greater 
discrimination against women, or in developing 
countries where rates of HIV remain high. 
In 2017, Durex continued to champion sexual 
rights through global brand and education 
campaigns, reaching over 176 million people.

Global issues 

Healthier lives, happier homes
Through our brands, we are working to eliminate  
preventable diseases such as HIV, diarrhea and malaria, 
which impact millions across the world. Our goal 
is to make people healthier and live better.

Case study
Mortein Nigeria –  
World Malaria Day 2017 

One million geo-targeted rain alerts 
forewarned people to prepare themselves for 
a higher likelihood of mosquito activity across 
the country. The #OneActAgainstMalaria 
campaign reached 6.4 million people, 
supported by other activities such as a Malaria 
Symposium that took place in partnership 
with the Nigeria Federal Ministry of Health. 
In addition, free malaria testing was available 
to consumers. 

Making progress 
bettersociety
Aim Status in 2017

400m people reached 
with health and hygiene 
messaging by 2020 568m

reached
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Protection against disease
Ensuring that homes, schools and community 
areas are free from germs that can cause disease 
is core to our purpose. Brands like Dettol and 
Lysol have been at the forefront of consumer 
hygiene. Our passion for protecting health is 
what drives our innovation and pushes us to 
continue the fight against preventable yet 
deadly illnesses such as diarrhoea. 

RB brand programmes also work towards 
ensuring that households have access to safe 
and hygienic toilets and waste disposal. 

Purpose-led brands
continued

Towards a cleaner world: Harpic
Communities across South Asia and Africa 
are now benefiting from the installation 
of Harpic-supported toilets. Along with 
a well-established toilet demonstration 
programme that is currently active across the 
region, Harpic is on a mission to help end 
open defecation. We believe that installing 
individual household toilets and Community-
Led Total Sanitation (CLTS) programmes are 
the best way to create change. Supporting 
toilet building projects helps to prevent 
disease and improve sanitation facilities. 

Investing in our future: Dettol
Dettol runs educational programmes around the 
world that teach school children about healthy 
hygiene habits. They are designed to engage 
and interact with children, meaning they 
have fun while learning the steps to healthy 
handwashing. By providing teachers with the 
resources to support children, good hygiene 
habits are reinforced and behaviour change 
starts early. Dettol will keep encouraging kids 
to keep their hands healthy, so they take the 
message home to their families and friends too.

Dettol School’s programme
Since 2013, over 100 million children have 
been reached by Dettol’s handwashing 
and hygiene campaign.

Case study
Spotlight on Harpic: Sri Lanka and India
The Harpic Mobile Toilet Programme is now in 
its third year in Sri Lanka. As part of the 
Harpic Mission Wellbeing Initiative, which 
promises to provide 100% sanitation to all Sri 
Lankans by 2025, the brand is committed to 
supporting the UN’s Sustainable Development 
goals.

In India, Harpic is part of the wider Banega 
Swachh programme. RB operates in tandem 
with local government and experts to ensure 
that the necessary infrastructure is in place to 
support and encourage sanitation behaviour 
change. The objective is to improve the 
hygiene and sanitation standards of 100 
million people in India by 2020. We recognise 
that the challenge of open defecation cannot 
be solved by building toilets alone, and that 
changing behaviours is equally, or perhaps 
more important. We’ve launched a 
programme alongside our partners to create 
Sanitation Change Leaders to help change 
people’s attitudes. This is already active in 

200 villages across Bihar and Uttar Pradesh. 
RB’s expertise in hygiene-related products 
combined with on-the-ground partnerships 
is already improving sanitation in these 
communities.


