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Extending resource efficiency of plant-

based foods to the rest of the value chain 

 

Alpro is the pan-

European pioneer and 

market leader in 

soyfoods, active in the 

market of plant-based 

dairy and meat 

alternatives. 

  How Alpro has promised to fight climate change 
Alpro’s Climate Savers commitment is to keep its plants’ 

CO2 emissions by 2013 below 2008 levels, despite an 

expected one third growth in volumes. This is equivalent 

to emitting 42.000 tons less CO2 than in a business as 

usual case. 

“Alpro is also committed to evaluating concrete ways to 

further reduce the emissions which are not under its 

direct control, such as packaging and transport 

emissions (so-called indirect or Scope 3 emissions). This 

will a.o. include a feasibility study on intermodal transport 

and a pilot case on horizontal logistics collaboration.”  

Finally, Alpro will actively promote WWFs Renewable 

Energy Vision, a.o. by becoming a WWF Clean Energy 

Ambassador, and leverage the value chain business 

case, in close collaboration with other Climate Savers 

companies. 

 

Alpro’s achievement 

Between 2008 and 2010, absolute CO2 emissions from 

Alpro’s plants decreased by 11%, despite a production 

volume uplift of more than 11%, resulting in a combined 

22% improvement over a 2 year time period, well ahead 

of the Climate Savers plan. 

 

 

 

 



 

“Resource efficiency is 
at the heart of our 
company, starting with 
our plant-based 
products themselves: 
They use less land, 
less water and emit 
less CO2 than dairy 
and meat products. 
Becoming a WWF 
Climate Savers 
company reflects our 
sustainable 
development 
commitment to extend 
our product leadership 
to the rest of our value 
chain.” Bernard Deryckere, 

CEO Alpro 
 

When people, planet and profit go hand in hand 
Profitable growth and improved environmental 
performance go hand-in-hand at Alpro, thanks to the 
commitment and active collaboration of the entire 
organisation. Over the last years, Alpro has invested 
more than 4 million euros in close to 30 energy saving 
and optimisation projects.  

Mobilising people across the organisation for energy 
efficiency 

A key success factor in Alpro’s achievements so far has 
been the active mobilization of the organisation, from top 
management to workers on the factory floor: 

¶ Alpro’s Executive-level balanced scorecard, 
includes specific environmental KPIs 

¶ Eco-indicators, including energy consumption, 
are discussed by the supply chain team regularly 

¶ Energy consumption has become a key 
evaluation criterium for new investments in 
production assets 

 
How changes in diet can reduce the impact on the 
environment and lower CO2 emissions 

Alpro produces and commercializes plant-based foods 
from soy. In addition to health benefits, soy foods have 
proven (based on in-depth LCA analyses in close 
collaboration with consultant Ecofys and WWF) to have 
significant environmental advantages over their 
reference products meat and dairy: 

¶ One litre of soy drink uses 3 times less land, 
2,5 times less water and emits 5 times less 
CO2 than one litre of cow’s milk 

¶ A soy burger needs 45 times less land, 20 
times less water and emits 10 times less CO2 
than a beef burger 

C02 savings due to consuming Alpro products rather 
than similar animal-based products amount to1.7 million 
tons over the 2008-2013 period, which is significantly 
higher than the cumulative CO2 emissions linked to the 
overall business of Alpro (approximately 0.7 million tons) 
over the same period. 

 

 

 

 

 

 

 

 

climatesavers@wwfepo.org 
 
panda.org/climatesavers  

 

 

 



How Catalyst has promised to �ght climate change

Catalyst�s Climate Savers commitment is to achieve, by 2010, a sustained 70% 
reduction in greenhouse gas emissions over 1990 levels.

The Catalyst achievement

Catalyst is well ahead of its promises, which were achieved by 2005 and are 
being maintained in an intense period of industry restructuring and transformation.

In 2008, Catalyst�s absolute levels of CO2 emissions were 72% below 1990 levels.

In 2006, CO2 intensity per tonne of paper was 175 kg / tonne of paper 
compared to 574 kg / tonne in 1990, a reduction of 69%.

Determination to succeed in a challenging 
business environment

Between 2002 and 2005, Catalyst saved $5 million in electricity costs through 
ef�ciency, and cut the use of fossil fuels by 46%, resulting in savings of $13 million.

2008 was a year of �nancial challenge with depressed paper markets and 
limited capital expenditures. With constraints in the availability of carbon-neutral 
biomass fuel supply, the company absorbed added costs due to a carbon tax, 
while markets for carbon-neutral paper products remained limited.

2008 savings and energy costs are still being determined but the company�s 
small energy footprint continues to distinguish its product suite in the �ercely 
competitive pulp and paper markets today.

Catalyst continues to focus on fuel switching and energy conservation initiatives. 
This approach maximizes use of the carbon neutral biomass and minimizes 
energy requirements in the manufacture of pulp and paper products.

A world-class virtuous circle of waste recycling

Catalyst is a leading producer of the mechanical printing papers that are used in 
directories, catalogues, magazines, ad inserts and daily newspapers throughout 
the US and worldwide.

Catalyst Paper set one of the most ambitious emissions reduction goals of any 
large corporation worldwide � a 70% reduction in its greenhouse gas emissions 
by 2010 relative to 1990 levels. Catalyst achieved this goal ahead of schedule in 
both 2005 and 2006, while also registering signi�cant reductions on an intensity 
basis. This reduction is equal to eliminating more than 1 million tonnes of 
greenhouse gases annually. In 2007, the reduction level fell back slightly to 69%, 
due largely to a constrained supply of carbon-neutral biomass fuels.

Catalyst is one of 
North America�s leading 
newsprint and specialty 
mechanical papers 
companies.

Catalyzing change for the better 
in the paper industry.

















































What Nike has promised  
as a Climate Saver

The Nike achievement

Reducing Nike emissions

	T o reduce CO2 emissions from business travel and Nike-owned 
and operated facilities ( over 20 K    sq   ft ) and services  
to 13 % below 1998 levels by the end of 2005.

	 Create baselines for Nike�s major subcontracted  footwear 
and clothing manufacturing facilities by the end of 2003  
and determine an emissions reduction strategy for these  
facilities during 2005.

	 Examine Nike�s supply chain for opportunities to  
reduce greenhouse gas emissions from supply chain activities  
and determine by 2005 a greenhouse gas reduction  
strategy for logistics.

	 Remove greenhouse gas emissions from its products.

	 Emissions targets for Nike-owned facilities achieved through 
conservation despite signi�cant growth in facility footprint. 
Reductions achieved through green power buys and offsets 
purchased for business travel.

	 Emissions calculated for signi�cant contracted manu- 
facturing and logistics areas and programs for emissions 
reductions being developed for areas of greatest impact. 

	 Greenhouse gases no longer used in products. 

For its own baselines, leading global footwear and sports 
equipment company Nike chose 1998 as the earliest year for 
which suf�ciently detailed and veri�ed information on emissions 
existed. Energy ef�ciency projects have now lowered the com-
pany�s total facility emissions below 1998 levels while facilities 
grew by approximately 6 %. In addition, Nike purchased green 
power equivalent to approximately 20 % of all electricity that 
is used in its major owned and operated facilities worldwide. 
Nike�s European distribution center installed six wind turbines, 
with the capacity to power the center ( approximately two  
million square feet ) in partnership with its local power supplier. 
Nike also offset the majority of its business travel CO2 emissions 
through partnerships with air carriers, rental car companies, 

Running against Global Warming

A WWF Climate Saver partner 
since October 2001
	

�Going forward, we also see  
that energy ef�ciency measures  
can help reduce our costs.  
In a world where fossil fuels  
become increasingly expensive,  
a transition to more green  
energy sources could put us ahead 
of the predicted cost curve.  
Reaching future targets, once they 
are formalized, may enable  
us to see revenue generated from 
carbon trading and promote  
legal compliance with regulations 
emerging in different parts of  
the world.� 

	 Sarah Severn, Director, CR Horizons 	
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Nike takes a broad view of its  
climate responsibilities

government energy departments and the CO2 retail market. 
Moving forward the company intends to purchase increased 
amounts of green power. By the end of 2006 the green  
power buy is estimated to have increased to over 35 % of 
major owned and operated facilities.

Nike joined Climate Savers in 2001 with a commitment to not 
only reduce its own emissions but to also attend to the emis-
sions of its suppliers and logistic operations. As is not uncom-
mon, these outside emissions dwarf those of Nike itself and 
a large part of the early phase of Nike�s action on climate has 
been in quantifying the impact so that meaningful targets and 
quanti�able reduction plans could be established. Even though 
these emissions are outside the widely accepted boundaries 

of a company�s footprint, Nike recognizes 
the need to address those emissions.

Nike has now completed its goal of 
measuring the greenhouse gas emis-
sions from its contracted manufactur-
ing and shipping operations, but still has 
more work to do in order ultimately to 
reduce those emissions. The company 
is concentrating its efforts in the areas of 
greatest impact, in contracted footwear 
manufacturing and product transporta-
tion. Nike�s global logistics staff created a 
CO2 model that calculates the emissions 
for every leg of all international shipments 
of Nike product, and the company is 

working with a number of partners to identify ways of reducing 
emissions from sea freight. In 2007 the company will establish 
an emissions model for out bound shipments from warehouse 
to customer, initially in the US region.

in its shoes. Nike discontinued using 

SF6 in June 2003 and all GHG in its 

products by mid-2006. For the few 

high performance applications, per-

�uoropropane ( PFP, or C3F8 ) which 

has only half the climate impact of SF6 

was used until June 2006, when all  

applications were replaced with ni-

trogen based technologies. 

 Nike athletic shoes have been cush-

ioned with pressurized gas since 1978 

but in 1992 the company learned that 

the sulphur hexa�uoride ( SF6 ) used 

was a greenhouse gas. Considerable 

research and expenditure led to devel-

opment of encapsulation technologies 

that enabled climate neutral nitrogen 

gas to give comparable performance 

Cushioning without greenhouse 
impacts








































