
WWF Business Partnerships

A Natural Investment



ÁHuman population will grow 50 percent  in the next 50 years0 years. 

ÁConsumption will double by 2050

ÁHuman footprint is already beyond the carrying capacity of the Earth

ÁGlobalization is impacting nature

ÁCritical habitats are being destroyed at alarming rates

ÁBusinesses are being  effected 

ÁGrowing uncertainty in water and energy availability

ÁResource shortages, supply chain issues, and climate variances

ÁHeightened consumer attention

Thriving in a Changing Global Market



Media is Fueling and Responding to Environmental 
Awareness

ÁCover stories of Time, Newsweek, 
Vanity Fair

ÁNBC ñGreen Weekò ïNovember 4

ÁSundance Chanel ñthe Greenò

ÁDiscovery announces ñPlanet 
Greenò

ÁYahoo ñGreenò

ÁNational Geographic acquires

ñThe Green Guideò



Businesses are Taking Action

ÁWal-Martôs Newest Green Goal: Cleaner Supply Chains

ÁXerox Opens $60M Energy Efficient Manufacturing Plant

ÁSafeway Plans Solar Arrays for 23 Calif. Stores

ÁWegmans Reverses Supermarket Supply Chain, Starts Organic Farm 

ÁFrito-Lay Joins Nat'l. Green Leadership Program  

ÁOffice Depot to Offer FSC-Certified Green Paper Nationwide

ÁPG&E Helps Customers Contribute to Climate Fight

ÁCoca-Cola Pledges $20M Conserve, Protect World's Water Resources

Source: Greenbiz.com (June ïSept. 2007)



é Value Creation

Sustainability

Transparency

Doing well by doing good

Changes to the core business

NGOs as partners

Cost of doing business

Supply/value chain focus

Helping companies figure out what to do

Risk Management é

Corporate Social Responsibility

Public Relations

Doing good

Changes around the edges

NGOs as threats

Philanthropy

Internal corporate focus

Telling companies what they canôt do

Out With The Old, In With The New



Itôs Also About How to 

6

A Latte

Lid

Wrapper

Water

Coffee

Energy

= 1 liter

Sugar
Cup 208 liters 

per cup

142.8 liters

Milk



Source: Interbrand Best Global Brands 2007
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Brands Are Significant Corporate Assets



World Wildlife Fund (WWF)



WWF: Global Mission Statement

ÁTo stop the degradation of the planet's natural 
environment and to build a future in which humans live in 
harmony with nature, by:

Áconserving the world's biological diversity 

Áensuring that the use of renewable natural resources is 
sustainable 

Ápromoting the reduction of pollution and wasteful 
consumption.



WWF: Belief that Everything is Connected

ñAs soon as we take one thing by itself, we 

find it hitched to everything else in the 

universeò        John Muir (Journals)


