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Knorr Naturally Tasty Soups 
full of vegetables
100% natural ingredients, each 
portion serves 1 out of your 
5 portions of vegetables a day.

Knorr Unilever Food 
Solutions World Cuisine
We bring authentic 
ingredients, inspiring 
recipes and practical tips 
from chefs around the 
world.

Robijn Perfect Match collection
We are inspired by fashion trends 
for the premium and exclusive 
fragrances. The collection has 
a matching detergent and fabric 
softener.

Hellmann’s Ketchup only 
sweetened by honey
Sweetness is one of the 
things that makes ketchup 
taste good. We have found 
with honey a natural form 
to sweeten ketchup instead 
of sugar.

Dove Nourishing Secrets
We are inspired by 
indulging and caring 
rituals practiced by 
women around the world. 
Combining the intense 
nourishment from Dove 
with nature inspired 
ingredients.

Hellmann’s Ketchup with 
Red & Green Tomatoes
We believe no good tomato 
should go to waste. That’s 
why we’ve created a 
ketchup that uses both 
red and green tomatoes.

Introduction
Complex challenges requiring integrated approaches

Science plays a crucial role in 
meeting the complex challenges we 
face today. People in our Research 
and Development centres go to 
work every single day to develop 
the innovations that are required to 
feed the world sustainably as well 
as provide hygiene and personal 
care. These innovations are key to 
overcoming the specifi c challenges 
we face in making the world a 
sustainable living place.

Working together with scientists 
from academic institutes, has 
already become the standard in 
developing the new technologies 
that underpin our innovations. 

In this respect, Unilever is fortunate 
to have the many, long standing 
collaborations with academia in 
The Netherlands.

Joining forces will even become more 
important in the way of working of 
today where we take collaboration to 
the next level and actively engage with 
science and technology eco systems. 
The decision to build a new Food 
Innovation Centre in Wageningen is 
a clear example of this. In our view, 
joining forces is the only way we will 
be able to successfully meet the 
challenges ahead.

This trend is also becoming more 
and more clear in the work that we 
are awarding with the Unilever 
Research Prizes.

With these Unilever Research Prizes, 
we acknowledge and nurture our 
important relationship with the 
academic world. This embodies the 
importance Unilever places on 
excellent scientifi c insights and 
execution. 

The annual awards ceremony has 
a long tradition: introduced in 1956, 
this is the 61st year Unilever is 
presenting these accolades.

We have asked the universities in 
The Netherlands to nominate their 
best Master students - those who 
have done excellent work on topics 
that are relevant to one or more 
Sustainable Development Goals. 
All 13 Dutch universities have put 
forward their top Master of Science 
student. 

The Unilever Research Prizes allow 
us to show our appreciation for the 
outstanding work carried out by this 
year’s talented young academics who 
stand out from the crowd. Unilever 
hopes to stimulate the future 
development of these promising 
talents by granting these prizes.

I can already tell you, having had the 
privilege of reading through all this 
year’s nominations, that the 2017 
nominees do not only exhibit 
excellent quality. Many of them are 
already part of larger, 
multidisciplinary efforts to tackle the 
global challenges we face. Whether 
this is about better predicting global 
warming, cleaning up our seas, or on 
how we can best work together in the 
fi rst place, these examples show an 
impressive change in how we are 
joining forces. This is truly 
impressive. 

On behalf of Unilever, I would like 
to congratulate all the winners and 
thank the universities for nominating 
such outstanding talents.

Delivering impactful, sustainable innovations
On any given day, 2 billion people 
use Unilever products to look good, 
feel good and get more out of life 
– giving us a unique opportunity to 
build a brighter future.

Great products that give us a unique 
place in the lives of people all over 
the world.

When consumers reach for 
nutritionally balanced foods or 
indulgent ice creams, affordable 
soaps that combat disease, luxurious 
shampoos or everyday household 
care products, there’s a good chance 
the brand they pick is one of ours. 
Seven out of every ten households 
around the world use at least one 
Unilever product per day. 

Whatever the brand, wherever it 
is bought, we’re working to ensure 

that it plays a part in helping fulfi l 
our purpose as a business – making 
sustainable living commonplace.

Driving Sustainable growth
At Unilever we believe in a brighter 
future – a world where everyone lives 
well and within the natural limits of our 
planet. We are pioneering a new, more 
sustainable way of doing business 
because we recognise that change is 
essential if we want our planet, our 
consumers and our business to thrive. 
The Unilever Sustai na ble Living Plan 
(USLP), launched in 2010, outlines how 
we will achieve our sustainable growth 
ambition by helping more than a billion 
people take action to improve their 
health and wellbeing, halve the 
environ mental footprint of our 
products and enhance the livelihoods 
of millions of people in our supply 
chain.

Consumer research and innovation 
are key to our progress, and we 
invest around €1 billion every year 
in research and development. 

Vlaardingen is one of Unilever’s 
biggest international R&D centres 
and the main research hub for our 
Foods Category. It is the home of 
the global and regional development 
centre for our spreads and dressings 
brands and the regional centre for 
laundry, skin care, hair care and 
machine dish wash products. In R&D 
Heilbronn the global and regional 
development work for all our savoury 
brands is located.

Recent innovations
Building on over 60 years of 
experience Vlaardingen continues 
to contribute to some of Unilever’s 
most signifi cant product innovations.

Prof. Dr. Rob Hamer
Vice President R&D Discover Foods
Director Unilever R&D Vlaardingen



We are at a turning point in history 
- a time when we all need to change 
the way we live for everyone on the 
planet to thrive and live sustainably.

But a world in which good health 
exists for all on a flourishing planet, 
currently seems a distant goal and a 
major underlying cause is that the 
food choices we make on a daily basis 

are driving food production systems 
which do not support either human 
or planetary health. 
 
Of the current global population of 
7.5 billion - more than a third of us 
are facing various forms of food-
related issues, such as malnutrition 
and obesity and unhealthy diets are 

now recognized as the major cause 
of global disease burden. Current 
food production practices are also 
having a negative impact on key earth 
systems. As these systems overshoot 
the capacity of the earth to 
regenerate them - the planetary 
boundaries - symptoms of 
environmental damage, such as 
climate change and biodiversity loss 
are becoming increasingly evident. 

Animal-sourced foods associated 
with higher environmental and 
health impacts 
Production of animal-sourced foods 
is associated with higher 
environmental impacts than plant-
rich protein foods. In particular, the 
production of red meat from 
ruminant animals is an issue, as 
these animals produce large 
amounts of the potent greenhouse 
gas, methane. In 2017, a major study 
showed that high red and processed 
meat consumption increases the risk 
of all cause mortality, specifically 
from diseases such as cancer, type 2 
diabetes and Alzheimer’s disease. 
Despite meat consumption levelling 
off or even decreasing slightly in 
Western countries, demand for meat 
products remains high around the 
world and continues to increase in 
developing countries. 

Global food systems are not 
producing the amounts and types of 
foods needed to ensure everyone on 
this planet can eat a healthy diet. The 
University of Washington (Seattle) 
recently showed that red meat 
production exceeds global needs 
by more than 500%. In contrast, the 

supply of nutritious plant-based 
foods is inadequate to meet the 
needs for global healthy diets.

Current dietary guidance is plant-
based – and brings health and 
environmental benefits
Many countries have published 
dietary guidelines that advise 
consumers on healthy eating. These 
guidelines are all similar in that they 
advise a healthy diet should consist 
of at least two thirds plant foods with 
only moderate consumption of meat 
and dairy products. In The 
Netherlands, guidance highlights 
that the consumption of red and 
processed meat should be reduced, 
particularly in men, from around 
150 g per day to a maximum of 43 g 
per day, with a maximum total meat 
consumption of 70 g per day. 

According to a recent study from the 
University of Oxford, moving to 
recommended diets with fewer 
animal-sourced foods would have 
major health benefits. Compared to 

the average current diet, the study 
said that adoption of diets adhering 
to global dietary guidelines would 
result in 5.1 million avoided deaths per 
year and 79 million years of life saved. 

And there is also now consistent 
data showing that recommended 
plant-based diets are associated 
with lower environmental impacts 
than high meat diets. Reducing meat 
consumption to amounts 
corresponding to the Dutch 
guidelines of 70 g per day – would 
reduce per capita greenhouse gas 
emissions by more than 20%. 

Food system change needed
With consumer demand driving food 
systems associated with poor health 
and environmental outcomes, a big 
change is needed which could start 
with consumers deciding to adopt 
consumption of more lower-impact 
plant foods. This may be difficult to 
achieve and maintain for many 
consumers and they will need help. 
Therefore, governments also have 

a role in setting policies which 
encourage healthy and sustainable 
food production and in educating 
citizens on how to make the right 
choices, as not all plant-based 
choices are healthy or associated 
with low environment impacts. 
Industry also has a role, firstly to 
ensure sustainable supply chains 
and secondly to produce a variety 
of affordable, healthy and 
sustainable foods.

How can Unilever help to transform 
food systems? 
To help consumers make healthy 
and sustainable choices, Unilever 
is committed to producing foods that 
taste good, do good and don’t cost 
the earth. To achieve this, five focus 
areas for food system change have 
been identified: sustainable sourcing; 
nutritious solutions for healthier 
diets; fortification to address nutrient 
deficiencies; affordable and 
nutritious recipes; and strategies 
to reduce food waste. 

But the changes needed to realise 
food system transformation will take 
a collective effort. Unilever is 
working with academia, the business 
community and partners in our food 
supply chains to provide the 
framework and evidence-base to 
deliver more consumer-relevant, 
plant-based innovations in line with 
our USLP goals.

Please join us on our 
sustainability journey. There 
has never been a better time 
to create a brighter future. 

The time for plant-based eating is now!
How this will help us to ensure sustainable nutrition for all
Sheila Wiseman 
Science Leader Sustainable Nutrition, Unilever R&D Vlaardingen



12.00 h  Arrival of guests

12.30 h Lunch & Poster Presentations Prize Winners
 
13.30 h Welcome and Introduction of the 
 Unilever Research Prizes 
  Rob Hamer

13.40 h External lecture
  Hans de Boer 

‘The Dutch innovation miracle’

14.05 h Scientific lecture
 Sheila Wiseman 
 ‘The time for plant-based eating is now!’

14.30 h Break
 
15.00 h  Presentation of the Unilever Research Prizes - part 1
 David Blanchard 

  Short lecture by winner of the Unilever Research 
Prizes 2017 

  Presentation of the Unilever Research Prizes – part 2
 David Blanchard 

  Short lecture by winner of the Unilever Research 
Prizes 2017 

  Presentation of the Unilever Research Prizes - part 3
 David Blanchard 

16.00 h Closure and Drinks 

Winners

University of Amsterdam 

Ilse Maria Denekamp

VU University Amsterdam 

Laura Janssen 

Delft University of Technology 

Arthur Tanis 

Eindhoven University of 
Technology 

Roeland Kooiman 

University of Groningen 

Ruben Andringa 

Leiden University 

Ward Doelman

Maastricht University

Maurice Halder 

Radboud University Nijmegen

Stijn Peeters 

Erasmus University Rotterdam

Juste Šmitaite 

Tilburg University

How Hwee Ong 

University of Twente

Joachim Koot 

Utrecht University

Debbie van Bommel 

Wageningen University

Greta Canelli

Unilever Research Prizes
Programme 7 December 2017

Hans de Boer
Hans de Boer has been President of the business and employers’ 
organisation VNO-NCW since July 1st, 2014. De Boer (59) is a former 
entrepreneur and supervisory director, who also managed to garner the 
requisite experience as part of the (Hague) entrepreneurs’ lobby. He was 
Chairman of MKB-Nederland for the period 1997-2003.

Hans De Boer was supervisory director and consultant to various 
organisations in the decade preceding his appointment in the VNO-
NCW. Among others, he was Chairman of the Supervisory Board of 
the Sperwer Group (supermarkets) and ArboNed, supervisory director 
at Siemens Nederland and Greenport Ontwikkelingsmaatschappij 
(Greenport Development Company).

As Chairman of the Youth Unemployment Task Force, he initiated the 
reintroduction of (technical) vocational schools/MTS (senior secondary 
technical schools) in the Netherlands, which has now grown to a chain 
of around 100 ‘Technical schools’. In the more distant past, Hans de Boer 
was founder and director-majority shareholder of the Bureau 
Economische Argumentatie (Economic Research and Policy Consulting), 
which he later sold to KPMG.

As President of VNO-NCW, he is vice-chairman of the SER (Dutch Social 
and Economic Council) and co-chairman of the Stichting van de Arbeid 
(Labour Foundation).

Hans de Boer studied economics (specialising in Econometrics and 
Public Finance) at the Vrije Universiteit Amsterdam. He is married and 
has two children.

David Blanchard
David Blanchard has been Chief R&D Officer since April 2014. In this role, 
he is accountable for R&D delivering sustainable growth for Unilever 
through innovation. 

This includes oversight of the future development plans across R&D 
in the Foods, Home Care, Personal Care and Refreshment Categories 
at Unilever. David has direct leadership of R&D in the Personal Care 
Category, a position he has held since 2012.

David also has direct leadership of the Global R&D Organisation; this 
includes the Strategic Science Group and functional capabilities such 
as Safety & Environmental Assurance, Regulatory Affairs, Digital R&D, 
Clinical Studies and Open Innovation.

During his career, David has held a number of positions, including roles 
outside of R&D. He joined Unilever in 1986 as Development Manager for 
Spreads. Other previous roles include Senior Vice President for Unilever 
Research & Development; Chairman of Unilever Canada; Senior Vice 
President Marketing Operations Foods America; Vice President R&D 
for Global Dressings. 

David joined the Unilever Executive in 2013. He is also a Non-Executive 
Director of Ingleby Farms & Forests.

Sheila Wiseman - Science 
Leader Sustainanble Nutrition

David Blanchard - 
Chief R&D Officer

Hans de Boer - 
President  
VNO-NCW



The Ovum
The sculptures awarded to the winners of the 
Unilever Innovation and Research Prizes were 
designed by the Dutch artist Elly Rosseel.

Ms. Rosseel employs a fusion technique, using 
burnished glass to bring her creations to life.

The sculptures designed for the Research Prizes give 
the impression of a hatching bird’s egg, symbolizing 
the birth and emergence of new talent. The egg’s 
open lid and upward pathway gives an impression 
of a future for the winner being rich with expanding 
possibilities

Elly Rosseel - Kok
www.elly-rosseel.nl 

Copyright
2017 Unilever R&D Vlaardingen

P.O. Box 114
NL-3130 AC Vlaardingen

The Netherlands

Text and production coordination
Unilever R&D Vlaardingen | Communication

Design
Creative Services, Rotterdam

Printed by
Canon, Rotterdam


