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WWF is one of the world’s largest and most experienced independent conservation 
organizations, with over 5 million supporters and a global network active in  
more than 100 countries.

WWF’s mission is to stop the degradation of the planet’s natural environment and to build 
a future in which humans live in harmony with nature, by conserving the world’s biological 
diversity, ensuring that the use of renewable natural resources is sustainable, and promoting 
the reduction of pollution and wasteful consumption. 
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For further information on specific partnerships, please contact the 
WWF office leading the engagement. 

For information on international partnerships or on WWF’s 
corporate engagement in general, please contact 

  Jochem Verberne (jverberne@wwfint.org) or  
  Maria Boulos (mboulos@wwfint.org) 
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 Niki Parker (nparker@wwfint.org)
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WWF’s mission is to stop the degradation of the planet’s natural environment and 
to build a future in which humans live in harmony with nature. As the 2012 Living 
Planet Report demonstrates, the challenges that the global environment is facing 
today are too big, too interconnected and too urgent for any one organization to solve 
alone. Recognizing the scale and complexity of the challenges, we have chosen to 
engage in collaborative and collective action with businesses, investors, consumers, 
governments and other civil society organizations to drive positive change. 

This report presents an overview of the largest global partnerships that WWF has 
with individual companies, measured in financial terms. 

OuR WORk WiTh ThE CORPORATE sECTOR
WWF seeks to work with those who have the greatest potential to reduce the most 
pressing threats to the diversity of life on Earth and together find solutions to 
conservation challenges such as deforestation, over-fishing, water scarcity and 
climate change. Business drives much of the global economy, so we consider that 
companies also have a specific responsibility to ensure that the natural resources 
and ecosystems that underpin their business are used sustainably. Business is also 
primed to lead on rapid adaptation and on the innovative solutions needed to  
drive change.

By working with business, WWF aims to change behaviour and drive conservation 
results that would not be possible otherwise. 

More specifically, our work with business aspires to do this by:

•  promoting better production and responsible sourcing of raw materials that 
otherwise drive deforestation or unsustainable use of water;

• encouraging a switch to 100 per cent renewable energy and away from  
fossil fuels;

•  engaging jointly on public policy;

•  supporting the equitable sharing of natural resources; 

•  redirecting financial flows to support conservation and sustainable ecosystem 
management;

•  raising awareness of the need to consume more wisely; and

•  protecting some of the world’s most ecologically important places. 

We do this in a variety of ways, including supporting regulations that stop illegal or 
unsustainable activities, encouraging companies and industry platforms to make 
ambitious commitments and to engage in public policy discussions, and supporting 
credible certification schemes (e.g. Forest Stewardship Council (FSC), Marine 
Stewardship Council (MSC), Aquaculture Stewardship Council (ASC), Roundtable 
on Sustainable Palm Oil (RSPO), Roundtable on Responsible Soy (RTRS). We also 
publish scorecards and reports on company or sector performance, mobilize public 
pressure through high-profile campaigns on issues related to business activities  
(e.g. Seize Your Power, Virunga), as well as work in partnership with  
individual companies.

This report focuses on our partnerships with individual companies.
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https://ic.fsc.org/
http://www.msc.org/
http://www.msc.org/
http://www.asc-aqua.org/
http://www.rspo.org/
http://www.rspo.org/
http://www.responsiblesoy.org/
http://panda.org/syp
http://wwf.panda.org/what_we_do/where_we_work/congo_basin_forests/problems/oil_extraction/draw_the_line/
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Most of WWF’s engagement with business is focused on the key themes of 
commodities, climate and freshwater.

WWF’s CORPORATE PARTnERshiPs
Our cooperation with partners is based on a common understanding of issues, 
shared ambitions or activities, and a willingness to speak out in public. In general, 
we distinguish three types of partnerships with companies: 

1. Driving sustainable business practices; 

2.  Communications and awareness raising; and 

3. Philanthropic partnerships. 

Driving sustainable business practices 

Our bilateral partnerships aim to deliver direct conservation results on key issues 
or in priority places by changing practices throughout a company’s operations and 
value chain. These intend to reduce the major environmental impacts of some of the 
world’s largest companies, achieve conservation results that would not otherwise be 
possible, and influence related sectors and markets. 

 
Communications and awareness raising

The second way that WWF partners with business is by raising awareness of key 
environmental issues and mobilizing consumer action through communications and 
campaigns (including cause-related marketing campaigns). These partnerships also 
aim to highlight the beauty and uniqueness of places and species for which WWF 
stands. This approach includes, for example, consumer actions to encourage the 
purchase of sustainable products such as MSC-certified fish, or results in companies 
supporting campaigns that inspire action in favour of special places such as the Arctic 
or endangered species like the orang-utan. 

We work with key companies in priority commodity supply chains to reduce 
the impact of commodity production and drive demand for more sustainable 
commodities. Our Market Transformation Initiative focuses on the largest 
companies that buy and produce agricultural commodities, such as palm oil or 
cotton, that drive deforestation or unsustainable water use; on fish, both wild 
caught, such as whitefish and tuna, and farmed such as salmon and shrimp; 
and on forest products such as timber and paper. Our engagement with forestry 
companies includes participatory programmes such as the Global Forest & Trade 
Network (GFTN) and the New Generations Plantations (NGP) platform. 

On climate change and energy management, the activities of our Global Climate 
and Energy Initiative with business focus on adopting reduction targets for 
emissions, encouraging a switch to 100 per cent renewable energy and on best 
practices in corporate climate leadership. Our overall objective is to facilitate a 
transition to a low carbon future in line with a below 1.5°C decarbonisation pathway.

WWF’s work on Water Stewardship promotes responsible business engagement 
on water issues. We define Water Stewardship for business as a commitment to the 
sustainable management of shared water resources in the public interest through 
collective action with other businesses, governments, NGOs and communities. 
It typically starts with improvements in water use and reducing water related 
impacts of internal and value chain operations, and progresses to influencing 
governance of the resource.

http://www.panda.org/markets 
gftn.panda.org
gftn.panda.org
http://newgenerationplantations.org/
http://wwf.panda.org/what_we_do/footprint/climate_carbon_energy/
http://wwf.panda.org/what_we_do/footprint/climate_carbon_energy/
http://wwf.panda.org/what_we_do/how_we_work/conservation/freshwater/water_management
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Philanthropic partnerships

The third approach is articulated through specific programmes with companies to 
fund conservation projects and the institutions that deliver them. Philanthropic 
relationships with companies raise money for the conservation of key places and 
species, and the capability and tools to deliver such conservation.

As this report shows, many partnerships with companies use a combination of 
these approaches. WWF partners on a philanthropic or awareness-raising level with 
companies that are undertaking substantial action to improve their sustainability 
performance, or that have negligible environmental impacts.

TRAnsPAREnCY And ACCOunTAbiLiTY
Results and impact, both qualitative and quantitative, are essential for us. We 
advocate transparency in action by all stakeholders as a crucial step toward 
sustainability. We believe that accountability for results and transparency to  
our supporters and our members on how we deliver those results are key to our 
approach of working in a constructive, cooperative manner with all our partners, 
including business. 

We want all our partnerships with business to deliver the greatest impact possible, 
with the goal of creating lasting results at scale. We have therefore started a process 
of deeper and more systematic assessment of the targets and the outcomes we 
achieve in our work with the business sector and specifically through our  
bilateral partnerships. 

We have also started reporting publicly on all our company relationships, their 
intent, objectives and impacts, of which this first global report on our largest 
relationships with corporate entities is one part. Every WWF office will provide 
similar information on its website later this year for all locally implemented  
business partnerships.

This REPORT 
The aim of this report is to give a snapshot of the largest partnerships that WWF has 
with individual companies. This report details WWF’s 28 largest partnerships, each 
with an annual budget of at least €500,0001, which represents about 0,1 per cent of 
WWF’s total (network) annual income. These funds are typically used by WWF to: 

• Work with the company to reduce its impacts and footprint and to help 
shift sectors and markets toward sustainability in line with WWF’s global 
conservation strategy; 

•  Raise public awareness of key conservation challenges;

• Directly support WWF conservation projects.

The lead office(s) mentioned in the report are the WWF country offices responsible 
for the main (contractual) agreement(s) with the companies concerned. The activities 
of the engagements in many cases take place in other countries or regions. 

1	 Based	on	annual	budget	for	fiscal	year	2013	(July	2012	-	June	2013	for	most	WWF	offices)

ThE inCOmE  
FROm businEss  

REPREsEnTs 13% 
OF ThE TOTAL WWF 

nETWORk inCOmE  
in 2013

13%

 WWF works with 
companies to achieve 
our conservation 
goals. NGO and 
company partnerships 
involve engaging in 
constructive dialogue 
while challenging each 
other with real issues. 
As such, they involve 
opportunities and risks 
for both parties. At 
WWF, we manage the 
risks by having clear 
guidelines and criteria 
in place, including a  
due diligence process. 
In all relationships,  
we maintain and 
exercise the right to 
public commentary.
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inFORmATiOn On WWF’s LARGEsT CORPORATE PARTnERshiPs 
 
The largest partnerships that WWF has with individual companies globally are the following: 

Avon

Banco do Brasil

Bank of America

Canon Europe

Coles Supermarket

Coop Group

EDEKA

Eneco

Google

H&M

HSBC

IKEA

KLM  
Royal Dutch Airlines

Krombacher Brauerei GmbH

Lafarge

Loblaw Companies Limited

Marks and Spencer

MBNA Limited

Migros-Genossenschafts-Bund

Mondi Group

Nokia Corporation

Pandaförsäljningen AB

Rabobank Group

Samsung Electronics

Skandia

Sky

The Coca-Cola Company

Zürcher Kantonalbank

AVOn Healthy forests, beautiful world 

Recognizing its potential to generate positive 
outcomes in some of the world’s most valuable and 
threatened forests, the world’s largest direct seller of 
beauty, fashion and home products, Avon, is working 
with WWF in three key areas. As a member of the 
Global Forest and Trade Network, Avon helps to drive 
sustainable solutions in the pulp and paper supply 
chain and has committed to purchasing 100 per cent 
responsibly sourced paper by 2020. In 2011, Avon 
joined the Roundtable on Sustainable Palm Oil and 
committed to 100 per cent certified palm oil by 2015. 
Avon actively supports WWF’s reforestation efforts 
in Indonesia through the ‘Healthy Forests, Beautiful 
World’ cause marketing campaign. With the help of 
its customers, Avon has donated almost US$3 million 
to protect the homes of orang-utans, tigers, and many 
other species in Borneo and Sumatra.

Industry
Health and personal care (incl. cosmetics)

Type of partnership
Sustainable business practices  
Communications and awareness raising 

Conservation focus of partnership 
Forest  
Commodities (palm oil)  
Species

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-US 
WWF International

For more information, click HERE
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http://worldwildlife.org/partnerships/avon-products


WWF – Corporate Partnerships Report – 2013WWF – Corporate Partnerships Report – 2013

5

Água Brasil Programme

Since 2010, WWF-Brazil 
and Banco do Brazil cooperate on the Água Brasil 
programme, under a larger partnership including the 
National Water Agency and Fundação Banco do Brasil. 
The programme’s objectives include:

• Promoting societal awareness and attitudinal change 
with respect to environmentally sound water resource 
management and conservation.

• Implementing projects in key watersheds and 
cities, encouraging the adoption of best practices in 
agriculture and with waste, reducing its impact on 
natural resources and biodiversity, improving water 
quality, and expanding forest coverage.

• Disseminating and replicating models and best 
practices for the management and conservation of 
water and waste management in Brazil.

• Reviewing and improving the social and 
environmental criteria applied by Banco do Brasil in 
its finance and investment processes.

• Improving business models aimed at sustainable 
regional development and expanding the bank’s 
portfolio of financial products with a socio-
environmental focus.

bAnCO dO bRAsiL Industry
Banking and finance

Type of partnership
Sustainable business practices  
Philanthropic

Conservation focus of partnership 
Freshwater

FY2013 budget range (EUR) 
> 3,000,000

Lead office(s)
WWF-Brazil

For more information, click HERE
CO
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WWF affinity checking account 
and credit card programme 

Since 2009, Bank of America has 
offered a World Wildlife Fund 

BankAmericard Cash Rewards™ Visa® credit card 
and checking account to support WWF’s global 
conservation efforts. For each new qualifying credit 
card and checking account opened and activated, Bank 
of America contributes to WWF. World Wildlife Fund 
receives a US$10 contribution from Bank of America for 
each new qualifying WWF checking account and US$2 
for each annual renewal. WWF also receives US$100 
for each new credit card account that is opened and 
activated through this offer. For every US$100 in net 
retail purchases made with the card, Bank of America 
will also contribute US$0.25 to WWF.

bAnk OF  
AmERiCA

Industry
Banking and finance

Type of partnership
Communications and awareness raising 

Conservation focus of partnership 
General support

FY2013 budget range (EUR) 
1,000,000 - 3,000,000

Lead office(s)
WWF-US

For more information, click HERE
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www.bbaguabrasil.com.br
http://worldwildlife.org/partnerships/bank-of-america--2
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Conservation imaging 
partner 

Canon Europe and WWF have been working together in 
Europe, Middle East and Africa since 1998, when Canon 
became WWF’s first Conservation Partner. Canon’s aim 
in working with WWF is to use imaging to highlight 
the state of the environment and climate change. With 
Canon’s support, WWF has been able to digitise its 
image collection and make it available online to its 
global network of offices. WWF has also been able to 
commission award winning professional photographers 
to cover and illustrate its programmes and projects, and 
further enhance its image collection. Canon Europe is 
sponsoring the Global Photo Network as well as WWF’s 
conservation work in the Arctic, including a number of 
scientific expeditions. 

CAnOn EuROPE Industry
Consumer electronics

Type of partnership
Philanthropic

Conservation focus of partnership 
General support 
Species

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF International

For more information, click HERE
CO
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Coles and WWF’s 
sustainable seafood 
programme

WWF-Australia and Coles 
have a three-year extendable strategic partnership 
to deliver responsibly sourced seafood and promote 
sustainable fisheries and aquaculture management. The 
partnership focuses on engaging suppliers and fisheries 
to understand the sustainability of the seafood Coles 
sells, source responsibly and drive improvements in 
fisheries management, where needed. Coles has also 
signed up to WWF ś Global Seafood Charter. 

Coles´ efforts focus on the following areas:

• Investing in WWF conservation projects, Fisheries 
Improvement (FIP) and Aquaculture Improvement 
(AIPs) Projects.

• Assessing the sustainability of each species of seafood 
they sell and improving their responsible sourcing 
options (with a preference to MSC and ASC certified 
fisheries and farmed fish).

• Directly engaging with a number of stakeholders to help 
improve the environmental performance of fisheries 
and farms from which Coles sources its seafood. 

By 2015, all of Coles´ fresh, frozen, canned and chilled 
seafood products will come from responsible sources. 

COLEs 
suPERmARkETs

Industry
Retail

Type of partnership
Sustainable business practices 

Conservation focus of partnership 
Commodities (tuna, whitefish, shrimp, farmed 
seafood)

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-Australia

For more information, click HERE
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http://wwf.panda.org/what_we_do/how_we_work/businesses/corporate_support/canon_europe/
http://awsassets.wwf.org.au/downloads/mc082_wwf_global_sustainable_seafood_charter_19sep12_1.pdf
http://www.wwf.org.au/about_us/working_with_business/strategic_partnerships/coles/
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Conservation partnership 

WWF-Switzerland and Coop have 
collaborated since 2006 to improve the company’s 
commodity supply chain policy. Today, Coop participates 
in WWF Switzerland’s Seafood Group, WWF’s Global 
Forest & Trade Network and WWF’s Climate Savers 
programme. The partnership focuses on:

• Sustainable seafood, wild-caught and farmed fish by 
extending its range of MSC and organically farmed 
seafood products, by switching to more sustainable 
sources for not yet certified seafood and through 
engagement in Fisheries Improvement Projects.

• Responsible timber and pulp and paper policy through 
internal procurement guidelines, through increasing 
the proportion of FSC certified timber and paper sales 
and by supporting field projects to establish new FSC 
market links.

• Buying and promoting sustainable soy and palm oil.
• Offsetting CO2 emissions from cargo flights, coop@

home scheme and business trips through Gold 
Standard-certified WWF projects.

Coop is also a founding member of the Round Table on 
Responsible Soy (RTRS) and a member of the Round 
Table on Sustainable Palm Oil (RSPO).

COOP GROuP Industry
Retail

Type of partnership
Sustainable business practices  
Communications and awareness raising 

Conservation focus of partnership 
Biodiversity 
Climate 
Commodities (tuna, whitefish, shrimp, farmed 
seafood, palm oil, pulp and paper, timber, soy)  
Forest 
Marine

FY2013 budget range (EUR) 
1,000,000 - 3,000,000

Lead office(s)
WWF-Switzerland

For more information, click HERE
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 Strategic partners for sustainability 

WWF-Germany and EDEKA work 
together to reduce EDEKA’s environmental footprint 
through conserving resources, promoting sustainable 
consumption and switching to certifiably sustainable 
resources. The work focuses on a number of 
sustainability issues relating to the company’s product 
range: seafood, timber, paper and tissue paper, palm 
oil, soy, as well as climate and freshwater. Other key 
goals include adding more sustainable product to the 
overall range, widening the organic and sustainable 
range specifically to the EDEKA private label, and 
communicating the importance of sustainable 
consumption. Some examples of achievements to  
date include:

• All EDEKA carton packaging for beverages (approx. 
465 million packs p.a) are produced with FSC certified 
material and labelled appropriately.

• 2300 water risk assessments have been conducted for 
different commodities in their country of origin.

• About 80 per cent of EDEKA brand wild caught fish 
products are sustainably sourced.

EdEkA Industry
Retail

Type of partnership
Sustainable business practices  
Communications and awareness raising 

Conservation focus of partnership 
Commodities (palm oil, pulp and paper, timber, soy, 
whitefish)  
Freshwater 
Climate

FY2013 budget range (EUR) 
> 3,000,000

Lead office(s)
WWF-Germany

For more information, click HERE
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http://wwf.ch/de/projekte/wirtschaft/partnerschaften/coop.cfm
http://www.wwf.de/zusammenarbeit-mit-unternehmen/edeka/
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Partners in sustainable energy and 
nature conservation

As a member of WWF’s Climate Savers programme, 
Eneco is contributing to the transition of the European 
power sector toward 100 per cent renewable energy by 
2050. Partnership goals include:

• Sustainable electricity production will be 20 per cent 
of total supply by 2013. Status end 2012: 12.6 per cent.

• Between 2011-2013, CO2 emissions from all 
production facilities will not exceed an average of 300 
grams/ kWh. Status end 2012: 227 grams/kWh.

• By 2013 the CO2 emissions resulting from internal 
business operations will be 50 per cent lower than in 
2007. Status end 2012: 48 per cent.

• With WWF, develop and promote a vision and 
action programme to to help the Heijplaat district of 
Rotterdam to become climate neutral by 2020.

Eneco also supports WWF’s Heart of Borneo Initiative 
and contributes to raising public awareness on energy 
conservation and clean energy.

EnECO Industry
Energy

Type of partnership
Sustainable business practices  
Communications and awareness raising 
Philanthropic

Conservation focus of partnership 
Climate 
Commodities (biofuels) 
Forest

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s) 
WWF-Netherlands

For more information, click HERE
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Technology to protect wildlife 

In December 2012, Google launched its 
Global Impact Awards, and announced a three-year, 
US$5 million grant to WWF to create an umbrella of 
technology to protect wildlife. WWF is focused on 
creating a seamless system of monitoring and anti-
poaching technologies, including aerial and ground-
based sensors, effective ranger patrolling and site-based 
data correlation with wildlife trafficking intelligence. 
In November 2013, WWF worked with the Namibian 
Ministry of Environment and Tourism to successfully 
field test an integrated network of technologies. In 
the second phase, WWF will work with additional 
governements to implement the project under different 
field conditions. 

Google has supported WWF since 2003, with financial 
donations for Eyes on the Forest and the Natural Capital 
Project, and in-kind donations of AdWords, Google 
Maps Engine and Earth Pro licenses, Nexus tablets, 
and Google Glass. WWF also participates in Google’s 
OneToday fundraising app (available in the United 
States), and receives donations from Google employees.

GOOGLE Industry
Internet-related services and products

Type of partnership
Philanthropic

Conservation focus of partnership 
Species

FY2013 budget range (EUR) 
> 3,000,000

Lead office(s)
WWF-US

For more information, click HERE
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http://wwf.panda.org/what_we_do/how_we_work/businesses/climate/climate_savers/partner_companies/eneco/ 
https://worldwildlife.org/projects/wildlife-crime-technology-project
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Pioneering water stewardship  
for fashion

WWF and H&M are working together to raise 
awareness and improve responsible water use 
throughout the whole value chain – ensuring H&M 
sets new standards for water stewardship in the 
fashion industry and inspiring others to follow. H&M’s 
water strategy is developed in line with WWF’s water 
stewardship steps.

Supplier waste water is checked against quality levels 
defined by the Business for Social Sustainability (BSR) 
Water Group, as well as improved routines for data 
verification and water testing.

Plans for engaging stakeholders in collective action 
have been developed in key river basins in China and 
Bangladesh advocating sustainable water management 
to meet the demands of ecosystems, communities and 
businesses.

In 2013-2014, 100 per cent of H&M employees will 
receive training around water issues, while key business 
functions will receive in-depth training.

h&m Industry
Clothing and apparel

Type of partnership
Sustainable business practices  
Communications and awareness raising

Conservation focus of partnership 
Freshwater  
Commodities (cotton) 

FY2013 budget range (EUR) 
1,000,000 - 3,000,000

Lead office(s)
WWF-Sweden 
WWF International

For more information, click HERE
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HSBC water programme – helping 
protect the world’s freshwater 
resources 

HSBC has invested in WWF’s freshwater conservation 
work for over a decade, through ambitious international 
partnerships: Investing in Nature (2002-06); the HSBC 
Climate Partnership (2007-11); and now the HSBC 
Water Programme (2012-16). 

The partnership works with governments, companies 
and communities to help protect five priority freshwater 
places; the Yangtze, Ganges, Mekong, Pantanal and 
Mara. The goal is to secure healthy-flowing rivers that 
support thriving ecosystems, as well as local businesses 
and communities.

Targets include:

• Protecting five priority freshwater places, taking action 
for 1,500 km of river and 350,000 hectares of wetland.

• Helping 1,500 small to medium businesses to tackle 
water risks, including efficiency and pollution.

• Supporting 115,000 people to reduce fishing or 
farming impacts on water, whilst potentially 
improving livelihoods.

This global programme is complemented by several 
local partnerships.

hsbC Industry
Banking and finance

Type of partnership
Philanthropic

Conservation focus of partnership 
Freshwater

FY2013 budget range (EUR) 
> 3,000,000

Lead office(s)
WWF-UK 
WWF International

For more information, click HERE
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http://wwf.panda.org/what_we_do/how_we_work/businesses/corporate_support/handm/
http://www.wwf.org.uk/what_we_do/working_with_business/companies_we_partner/hsbcwater2.cfm
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WWF and IKEA – a partnership for 
change

Since 2002, the partnership’s global focus has been 
on transforming the forest and cotton markets. Today, 
there are jointly run projects in 13 countries with 
targets including IKEA sourcing 50 per cent of its wood 
from FSC and recycled sources by 2017, and 100 per 
cent of its cotton from sustainable sources by the end of 
2015. Some key results include:

• Contributing to approximately 30 million hectares 
of FSC certified forests in Russia (compared to 2002 
with 300.000 hectares);

• Helping to introduce the High Conservation Value 
Forest concept into the National Forest Management 
Plan of China;

• Working with Russian and Chinese customs and 
Chinese companies to tackle illegal logging as well as 
developing manuals such as the “Customs control and 
classification of wood-based items”;

• Supporting the development of BCI and working with 
cotton farmers in Pakistan and India. For example in 
2013 in Pakistan, reducing the use of irrigation water 
(21 per cent), fertilizer (22 per cent), and pesticides 
(37 per cent) while increasing gross margins for 
farmers (29 per cent).

ikEA Industry
Retail 
Household goods and textiles

Type of partnership
Sustainable business practices 

Conservation focus of partnership 
Forest  
Commodities (timber, cotton)

FY2013 budget range (EUR) 
> 3,000,000

Lead office(s)
WWF-Sweden 
WWF International

For more information, click HERE
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Dutch partners for more 
sustainable aviation and 
the support of nature 
conservation 

The first phase of this 
partnership started in 2007 with 

a focus on fuel efficiency, credible offsetting approaches 
and the support of a number of WWF conservation 
projects. Since 2011, the partnership goals include: 

• Promoting the creation of a viable market for sustainable 
biofuels. To date, the partnership has formulated an 
integrated strategy for KLM on supply and demand as 
well as founding and funding SkyNRG. KLM is also 
committed to using biofuel certified by the Roundtable 
for Sustainable Biofuels.

• Maintaining its ‘best in class’ position in the area of CO2 
and fuel efficiency. To date, KLM has achieved A-level in 
the Carbon Performance Leader Index.

• Jointly working on sustainable in-flight catering, mostly 
around WWF promoted standards on soy, palm oil and 
fish products.

In addition, KLM supports WWF conservation projects 
including in the Coral Triangle, for the conservation of 
Sea Turtles in Bonaire, and in Brazil (Acre-REDD).

kLm 
ROYAL duTCh 
AiRLinEs

Industry
Airlines

Type of partnership
Sustainable business practices  
Communications and awareness raising
Philanthropic

Conservation focus of partnership 
Marine 
Climate

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-Netherlands

For more information, click HERE
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http://wwf.panda.org/what_we_do/how_we_work/businesses/corporate_support/ikea2/
http://www.wnf.nl/nl/home/bedrijven/strategische_partners/klm2/
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id 
CA

RdKrombacher supports 
rehydration of peatland  
in Indonesia

Since 2002, Krombacher 
brewery has been working with WWF to preserve the 
rainforest in the Central African Republic (CAR). In 
order to provide regular funding, Krombacher and 
WWF founded the Rainforest Foundation in 2003. 
The foundation uses its capital yields to finance 
environmental protection measures in the Dzanga 
Sangha National Park. Currently, Krombacher gives 
additional support to cope with the crisis in CAR and to 
replace and repair equipment lost during the coup d’etat 
in 2013. 

From 2011-2013 Krombacher has also supported the 
rehydration of peatlands in the Sebangau National Park 
in Borneo. The brewery has provided funds for the 
renaturalisation of up to 276.000 hectares of peatland. 
The peat and freshwater swamp forests of Borneo 
store gigantic lots of carbon. Through the rehydration 
process, the carbon stays in the ground thus avoiding 
further unnecessary heat.

kROmbAChER 
bRAuEREi Gmbh

Industry
Beverages

Type of partnership
Communications and awareness raising 

Conservation focus of partnership 
Biodiversity 
Climate

FY2013 budget range (EUR) 
1,000,000 - 3,000,000

Lead office(s)
WWF-Germany

For more information, click HERE
id 
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Working together on climate  
and biodiversity

WWF and Lafarge have been working together on a 
range of issues from biodiversity, water stewardship and 
persistent pollutants to climate change and sustainable 
construction. Some key goals include:

• Publicly committing to a  33 per cent reduction of 
CO2 emissions by 2020 (1990 baseline). Results in 
2012 of 24.7 per cent.

• Working on the development of a sustainable biomass 
strategy to support their target of reaching 15 per cent 
biomass content by 2020. 

• Ensuring 100 per cent of Lafarge sites in 
internationally recognised sensitive areas implement 
site biodiversity programmes. 

• Using the WWF Water Risk Filter in order to identify 
sites in high-risk basins and developing watershed 
sustainability plans. 

• Measuring the persistent pollutant emissions from 
100 per cent of its kilns and setting a global target for 
reducing mercury emissions and targets for managing 
dioxin/furan levels worldwide. 

After working together for 13 years, WWF and Lafarge 
SA have agreed to end their partnership.

Industry
Construction materials 
Extractives

Type of partnership
Sustainable business practices 

Conservation focus of partnership 
Climate 
Biodiversity

FY2013 budget range (EUR) 
1,000,000 - 3,000,000

Lead office(s)
WWF International

For more information, click HERE
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http://www.wwf.de/zusammenarbeit-mit-unternehmen/krombacher-klimaschutz-projekt/
www.lafarge.com/wps/portal/2_3_4_1-Partenariats_Globaux
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Advancing oceans and 
freshwater stewardship

Loblaw is helping to transform 
the seafood industry through 
its sustainable seafood 
commitment to source all of 

the seafood from sustainable sources. At the end of 
2013, more than 80 per cent of their seafood products 
in their core categories were procured from MSC 
or ASC certified sources, acceptable sources with 
conditions, or sources making meaningful progress 
toward sustainability. WWF worked with Loblaw to 
help set the standards for sustainable seafood, analyze 
the seafood products in their supply chains and raise 
public awareness through national campaigns along 
with in-school activities. Additionally Loblaw is taking 
action on water-related risks and a community-based 
freshwater conservation programme. Loblaw have 
also funded more than 200 GreenCommunity School 
Grants and the support of WWF’s public campaigns 
(eg: the Great Canadian Shoreline Cleanup) has helped 
to mobilize more than one million Canadians to take 
positive action on the environment.

LObLAW 
COmPAniEs 
LimiTEd

Industry
Retail

Type of partnership
Sustainable business practices  
Communications and awareness raising 
Philanthropic

Conservation focus of partnership 
Marine  
Freshwater

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-Canada

For more information, click HERE 
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Delivering more sustainable 
products through partnership

WWF’s partnership with M&S 
began in 2007 and forms part of 

M&S’ Plan A, a 180-point corporate responsibility 
programme to become the world’s most sustainable 
major retailer. WWF is working on a number of 
technical environmental projects along the M&S supply 
chain. Key elements of the partnership include:

• Supporting M&S to procure 73 per cent of its fish 
from sources certified by the Marine Stewardship 
Council or undergoing certification.

• Significant funding for WWF’s marine conservation 
programmes in the Coral Triangle and Coastal East 
Africa through the M&S ‘Forever Fish’ campaign. 

• Mapping and building resilience to water risk in M&S’ 
fresh produce supply chain.

• Implementing of more sustainable cotton production 
systems over a 12,000 hectare project area in India.

• Joint advocacy at UK and EU level to secure policies 
and regulations to protect our oceans.

• Supporting wider sustainability initiatives such as the 
Better Cotton Initiative and Alliance for  
Water Stewardship.

mARks And 
sPEnCER

Industry
Retail

Type of partnership
Sustainable business practices  
Communications and awareness raising

Conservation focus of partnership 
Freshwater  
Commodities (cotton, tuna)

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-UK

For more information, click HERE
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http://www.wwf.ca/about_us/howwework/business/companies_we_work_with/#l
http://www.wwf.org.uk/what_we_do/working_with_business/companies_we_partner/marks_and_spencer.cfm
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WWF credit card programme 

The MBNA WWF credit card 
has raised over UK£13 million of 
unrestricted funds for conservation 

projects around the world since the partnership 
began. This year marks the 20th anniversary of the 
partnership, which is due to be renewed for a further 5 
years in April 2014.

mbnA 
LimiTEd

Industry
Banking and finance

Type of partnership
Communications and awareness raising 

Conservation focus of partnership 
General support

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-UK

For more information, click HERE
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miGROs- 
GEnOssEnsChAFTs-
bund

Strategic partnership

For many years, Migros 
has been actively involved 
in the protection of the 
environment and is a 
member of the WWF 

Seafood Group, the Global Forest and Trade Network 
(Switzerland), WWF Climate Savers and one of the founding 
members of the Roundtable on Sustainable Palm Oil. Migros 
is also a member of the Roundtable on Responsible Soy and of 
the Better Cotton Initiative.

2020 targets include:

• Reducing its greenhouse gas emissions (fossil fuels, 
motor fuels, refrigerants) by 20 per cent compared 
to 2010 and power consumption by 10 per cent 
compared to 2010.

• Procuring its whole seafood range (100 per cent)  
from sustainable sources (rated as recommendable  
or acceptable).

• Procuring its entire wood and paper products (100 
per cent) from sustainable sources (FSC or recycling). 

• Buy and promote sustainable soy and palm oil.

Furthermore, Migros is the main sponsor of WWF-
Switzerland’s child and youth programmes.

Industry
Retail

Type of partnership
Sustainable business practices  
Communications and awareness raising 

Conservation focus of partnership 
Biodiversity
Climate
Commodities (tuna, whitefish, shrimp, farmed 
seafood, palm oil, pulp and paper, timber, soy) 
Forest
Marine

FY2013 budget range (EUR) 
1,000,000 - 3,000,000

Lead office(s)
WWF-Switzerland

For more information, click HERE
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http://www.wwf.org.uk/joinoradopt/mbna/
http://wwf.ch/de/projekte/wirtschaft/partnerschaften/migros.cfm
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mOndi GROuP Partners in plantations, 
wetlands and forest 
conservation

The Mondi Wetlands Programme (MWP), which 
was initiated in 1991, aims to support social change 
for improved wetland sustainability practices with 
a variety of land owners and users. The MWP has 
worked with private and communal landowners, the 
plantation forests and sugar industries, as well as 
government. It has been catalytic in initiating wetland 
conservation in South Africa, by pioneering the 
conservation of wetlands outside protected areas and 
influencing national wetland policy. The partners have 
also worked in Russia since 2008 on the identification 
and protection of the last remaining large intact 
forests of Europe in the Komi/ Arkhangelsk region of 
Russia. One of five “agreed” intact forests has since 
been registered for protection. 

Mondi is a member of the Forest Trade Network in 
Russia and participants in WWF’s New Generation 
Plantations platform which helps to establish and 
share good management practices for responsible 
plantations.

Industry
Packaging, pulp and paper products

Type of partnership
Sustainable business practices  
Philanthropic

Conservation focus of partnership 
Forest 
Freshwater

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-South Africa 
WWF-Russia 
WWF International

For more information, click HERE
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Working together to raise 
environmental awareness 

WWF and Nokia have had a global partnership since 
2003. The cooperation initially started with raising 
environmental awareness for Nokia employees and has 
evolved over the years to diverse areas including jointly 
developed projects for using mobile technology in 
conservation work, as well as publishing WWF  
branded mobile content to raise consumer 
environmental awareness.

Currently the partnership’s focus is on freshwater 
conservation and finding ways to use mobile technology 
in nature conservation. WWF supports Nokia in their 
water strategy implementation and relevant stakeholder 
engagement, especially those located in identified high 
water risk areas. Nokia continues to support WWF’s 
Living Himalayas initiative, where the focus is on 
securing the natural freshwater systems of the Eastern 
Himalayas. Together, WWF and Nokia together look 
for possibilities to utilize mobile technology in WWF’s 
work, from raising environmental awareness to helping 
WWF’s field personnel in their work, to protect the  
local biodiversity.

nOkiA Industry
Consumer electronics 
IT service providers

Type of partnership
Sustainable business practices  
Philanthropic

Conservation focus of partnership 
Freshwater  
Biodiversity 

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-Finland 
WWF International

For more information, click HERE
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http://www.wwf.org.za/what_we_do/freshwater/mwp/ 
http://www.wwf.fi/en/nokia
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Helping youth save 
endangered species

WWF has collaborated with 
Pandaförsäljningen since 

1983. Each year, thousands of young people raise 
money for WWF by selling products at pre-Christmas 
time from Pandaförsäljningen’s product catalogue. The 
products are selected in consultation with WWF and 
are chosen with the environment in mind. Each product 
sold includes a contribution to WWF’s work to save 
endangered animals.

PAndAFöR- 
säLjninGEn Ab

Industry
Retail

Type of partnership
Communications and awareness raising 

Conservation focus of partnership 
Species

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-Sweden

For more information, click HERE
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Working together on sustainable 
food supply chains

WWF and Rabobank have been 
partners since 2007, and along with 

other stakeholders, WWF helped develop Rabobank’s 
Food & Agribusiness Principles as well as their supply 
chain policies on a number of commodities. Since 2011, 
these Principles are being tested through “business 
case models” with companies to demonstrate how a 
successful transition to sustainable production and 
operations can be achieved in the food and agri-
commodity chains. The aim is to show that biodiversity 
conservation and producing food sustainably also 
generate attractive financial results.

The partnership will have tested at least four business 
cases by 2017 of which three are already underway:

• Chile (farmed seafood). 
• Indonesia (palm oil).
• The Netherlands (sustainable agricultural practices).

RAbObAnk 
GROuP

Industry
Banking and finance

Type of partnership
Sustainable business practices  
Communications and awareness raising 

Conservation focus of partnership 
Commodities (farmed seafood, palm oil, soy, beef, 
sugar, cotton)

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-Netherlands

For more information, click HERE
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http://www.wwf.se/fretag/fretagssamarbeten/samarbetspartners/1493123-fretagssamarbeten-2012-pandafrsljningen
http://www.wnf.nl/nl/home/bedrijven/strategische_partners/rabobank2/
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Galaxy S3: Inspired by 
nature. Giving back to nature

In June 2012, Samsung 
launched its latest smartphone, 

the Galaxy S3. The design of the S3 was inspired by 
nature, so to give back to nature, Samsung made a 
donation of US$750,000 to WWF’s global conservation 
programmes. This contribution was announced during 
a series of launch events for the S3 in the United States.

sAmsunG 
ELECTROniCs

Industry
Consumer electronics

Type of partnership 
Communications and awareness raising 

Conservation focus of partnership 
General support

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-US
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Skandia Världsnaturfonden:  
25 years of funding conservation 

Skandia is one of the largest independent customer-
owned banking and insurance groups, “Skandia World 
Wildlife Fund (Världsnaturfonden)” which was founded 
in 1987, invests in companies that are expected to give 
good returns and meet the specific environmental 
criteria that Skandia has developed in collaboration 
with WWF-Sweden. The Fund primarily invests in 
equities issued by larger Swedish companies. Annually, 
the Fund shareholders donate two per cent of its net 
assets to WWF as a gift.

skAndiA Industry
Banking and finance

Type of partnership
Philanthropic

Conservation focus of partnership 
General support

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-Sweden

For more information, click HERE

CO
RP

OR
AT

E i
d C

AR
d

http://www.wwf.se/fretag/fretagssamarbeten/samarbetspartners/1493171-fretagssamarbeten-2012-skandia
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Working together to help save  
1 billion trees

Through Sky Rainforest Rescue, WWF and Sky are 
helping to save one billion trees in the Amazonian state 
of Acre, Brazil. 

By combining WWF’s 50 years of conservation 
experience with Sky’s reach and communications 
expertise, the partnership is:

• Encouraging over 40,000 people to donate to the 
campaign and WWF’s work and has raised over 
UK£7m of the UK£8m target.

• Implementing a robust programme of green economic 
development in Acre.

• Improving awareness of deforestation and its 
impacts on the global climate among a significant UK 
audience, including Sky’s 11 million customers.

skY Industry
Media, communications and entertainment

Type of partnership
Communications and awareness raising 
Philanthropic 

Conservation focus of partnership 
Forest

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-UK

For more information, click HERE
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Addressing the natural 
resource challenges that 
impact freshwater

Since 2007, The Coca-Cola 
Company and WWF have worked together to conserve 
freshwater resources around the world and improve the 
efficiency of Coca-Cola’s operations. The work has led 
to major conservation gains, including improving the 
ecological health of seven of the world’s most important 
freshwater basins, improving the company’s water 
efficiency by more than 21 percent, working to prevent 5 
million metric tons of CO2 emissions across Coca-Cola’s 
global manufacturing operations, and promoting more 
sustainable agricultural practices in its supply chain. 

Building on the partnership’s progress, the 
collaboration was renewed through to 2020 to 
achieve even greater impact by helping address the 
natural resource challenges that impact fresh water. 
The partnership will help ensure healthy, resilient 
freshwater basins in 11 key regions; measurably  
improve environmental performance across the 
company’s value chain; integrate the value of nature 
into public and private decision-making processes; 
and convene influential partners to solve global 
environmental challenges.

ThE COCA-COLA  
COmPAnY

Industry
Beverages

Type of partnership
Sustainable business practices  
Communications and awareness raising 
Philanthropic

Conservation focus of partnership 
Freshwater  
Climate 
Commodities (sugarcane)

FY2013 budget range (EUR) 
> 3,000,000

Lead office(s)
WWF-US 
WWF International

For more information, click HERE
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www.wwf.org.uk/what_we_do/safeguarding_the_natural_world/forests/forest_work/amazon/sky_rainforest_rescue.cfm
www.worldwildlife.org/water/cocacola
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Strategic partnership

WWF and Zürcher 
Kantonalbank have a 
common goal, which is to 

raise public awareness about the environmental and 
societal impact of banking activities and to highlight 
the advantages of sustainable solutions. This is achieved 
specifically through products which not only bring 
added value to customers, but at the same time also 
benefit the environment and society. 

These products meet extensive sustainability criteria 
and the strong requirements of WWF-Switzerland 
with regards to environmental impact. Zürcher 
Kantonalbank is also actively involved as a sponsor 
of youth environmental programmes in the canton of 
Zurich. Various activities allow children and young 
people to feel concerned and involved in nature and  
the environment.

züRChER 
kAnTOnALbAnk

Industry
Banking and finance

Type of partnership
Communications and awareness raising 
Philanthropic

Conservation focus of partnership 
Biodiversity 
Climate

FY2013 budget range (EUR) 
500,000 - 1,000,000

Lead office(s)
WWF-Switzerland

For more information, click HERE
CO

RP
OR

AT
E i

d C
AR

d

http://wwf.ch/de/projekte/wirtschaft/partnerschaften/zkb.cfm
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ThE WWF nETWORk*

WWF Offices

Armenia

Azerbaijan

Australia

Austria

Belgium

Belize

Bhutan

Bolivia

Brazil

Bulgaria

Cambodia

Cameroon

Canada

Central African Republic

Chile

China

Colombia

Cuba

D.R. of Congo

Denmark

Ecuador

Finland

Fiji

France

French Guyana

Gabon

Gambia

Georgia

Germany

Ghana

Greece

Guatemala

Guyana

Honduras

Hong Kong

Hungary

India

Indonesia

Italy

Japan

Kenya

Laos

Madagascar

Malaysia

Mauritania

Mexico

Mongolia

Mozambique

Namibia

Nepal

Netherlands

New Zealand

Norway

Pakistan

Panama

Papua New Guinea

Paraguay

Peru

Philippines

Poland

Romania

Russia

Senegal

Singapore

Solomon Islands

South Africa

Spain 

Suriname

Sweden

Switzerland

Tanzania

Thailand

Tunisia

Turkey

Uganda

United Arab Emirates

United Kingdom

United States of America

Vietnam

Zambia

Zimbabwe

 
 
WWF Associates

Fundación Vida Silvestre 
(Argentina)

Pasaules Dabas Fonds 
(Latvia)

Nigerian Conservation 
Foundation (Nigeria) 
 
 
*As at January 2014 
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To stop the degradation of the planet’s natural environment and
to build a future in which humans live in harmony with nature.
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