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OUR MISSION
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 talks that led to the 2015 Paris Agreement
demonstrated, cooperation on a global scale is crucial to meeting
the challenges facing our environment. However, individual
countries also need to take decisive action to meet these
challenges. WWF-Australia is now continuing its successful work,
showing how collaborative and collective action with businesses,
investors, consumers, governments and civil society organisations
can drive positive change.

WORKING WITH BUSINESS ON COMMON GROUND
Businesses have a tremendous impact upon our lives and the environment. They drive the global
economy, and their actions have lasting effects upon our livelihoods and the environment in
which we live.
WWF-Australia has been able to find common ground with a number of far-sighted businesses.
Each shares a set of values based on taking responsibility for their actions and the impacts these
will have on tomorrow’s natural, economic and social environment. By working with these
businesses, we are able to help them to meet their responsibilities for ensuring that the natural
resources and ecosystems that underpin their operations are used sustainably.
In choosing business partners, WWF-Australia seeks to work with those organisations that have
the greatest potential to reduce the most pressing threats to the Earth’s biodiversity. Through
close cooperation, we hope to discover and implement solutions for some of the planet’s most
significant conservation challenges, including overfishing, water scarcity, and climate change.
WWF-Australia aims to encourage behaviours
and business practices that produce tangible
results in terms of conservation.
We achieve these goals in a variety of ways. Our
key strategies include supporting regulations
that stop illegal or unsustainable activities, and
working with individual companies and industry
groups to make ambitious commitments and
engage in public policy discussions.
We also firmly believe in supporting credible
certification-schemes. To be considered credible,
a scheme should be based on global standards
and upon scientifically proven data. Such schemes
include those operated by the Forest Stewardship
Council (FSC), the Marine Stewardship Council (MSC),
Aquaculture Stewardship Council (ASC), Roundtable
on Sustainable Palm Oil (RSPO), and the
Roundtable on Responsible Soy (RTRS).
WWF-Australia also publishes scorecards and
reports on company and sector performance, and
we are able to mobilise public pressure to mount
high-profile campaigns on issues related to business
activities. Such campaigns have included
Seize Your Power and Virunga.
This report focuses on the partnerships between
WWF-Australia and individual companies.
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WWF-Australia’s work with business
partners includes:
• promoting improved production and more
responsible sourcing of raw materials
whose collection would otherwise drive
deforestation and/or the unsustainable use
of water;
• encouraging a switch away from fossil
fuels to 100-percent renewable energy
sources;
• 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
resources more wisely
• protecting some of the world’s most
ecologically important places.

FOCUSED EFFORT LEADS TO REAL RESULTS
Most of WWF-Australia’s engagement with business in the 2015 fiscal year was focused on three
areas: COMMODITIES, CLIMATE, and FRESHWATER.
In the natural commodities area, we worked with leading providers of products to improve
their supply chains, helping to reduce the impacts of their production processes and to drive
demand for more sustainable products. This was achieved largely through WWF’s Market
Transformation Initiative which focused on large companies responsible for buying or
producing commodities. Focus areas included: companies working with palm oil or sugar cane,
products that can drive deforestation and unsustainable water use; companies working with
wild-caught fish such as whitefish and tuna, and farmed fish such as salmon and shrimp; and
companies involved with forest products such as timber and paper.

SUPPLIERS
Greatest
Point of
Leverage

FINANCIAL
SERVICES

7 BILLION CONSUMERS
OF RESOURCES

Brands
Retailers / Buyers
Manufactures
Processors
Traders

400
70

COMPANIES
CONTROL
% OF
RESOURCES

1.5
BILLION PRODUCERS
Our Market Transformation Initiative focuses upon a small number of highly influential organisations.
When such companies decide to adopt sustainable strategies, the environmental impacts can be large and the
behaviour of an entire industry sector can potentially be changed.

Our engagement with companies in the timber, pulp and paper supply-chain included
participatory programs such as the Global Forest & Trade Network (GFTN).
In terms of climate change and energy management, WWF-Australia’s activities focused on
our Global Climate & Energy Initiative. We encouraged businesses to adopt reduction targets
for emissions, to switch to 100-percent renewable energy, and to demonstrate best practices in
corporate climate-leadership. Our overall objective is to facilitate a transition to a low-carbon
future in line with a decarbonisation pathway of less than 1.5°C.
WWF’s work on water stewardship promoted 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. This typically starts with improvements in water use and
reducing the water-related impacts of internal and value-chain operations. It can then progress
to influencing the governance of the resource.
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TRANSPARENCY AND ACCOUNTABILITY
WWF sees achieving results and having an impact – both qualitative and quantitative – as an
essential part of its work.
We encourage transparency by all our stakeholders and view it as a crucial step toward sustainability.
We also believe in being accountable for our results and providing our supporters and our members
with transparent explanations as to how we achieved them. This approach is key to working in a
constructive and cooperative manner with all our partners, including businesses.
We want all our partnerships with business to deliver the greatest possible positive impact and to
create lasting results, on a large scale. To achieve this, we have begun a process of more deeply and
systematically assessing the targets that we set and the outcomes that we achieve though our work
with the business sector. A particular focus is our bilateral partnerships.
WWF is committed to the continued public reporting of all company relationships, as well as their
intent, objectives and impacts. This report is part of that process.
The overall aim of this report is to give an overview of WWF’s partnerships with individual
companies in Australia. Funds obtained through corporate partnerships are typically used by
WWF-Australia to:
• work with the company involved to reduce its impacts and footprint, and to help shift specific
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.
WWF-Australia is responsible for the agreements with the companies listed below. In many cases,
the focus area is a country or region identified as a priority location by WWF.

In 2015, approximately 10% of
WWF-Australia’s total income
was derived from our work
and agreements
with our corporate
partners.

2014
6

10%

2016

© Laurent Desarnaud / WWF-Aus

The Global Forest & Trade Network (GFTN) is a WWF initiative developed
to eliminate illegal logging and transform the global marketplace into a force
for saving the world’s most valuable and threatened forests. The GFTN aims
to establish the principles of responsible forest-management and trade as
standard practice throughout the global forest-products industry by providing
technical assistance, partnership, and trade opportunities with committed
companies. The GFTN considers independent, multi-stakeholder-based forest
certification as a vital tool in this process. Nearly 200 companies in 20
countries around the world participate in the GFTN.

THE GLOBAL FOREST & TRADE NETWORK
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OUR PARTNERSHIPS
WWF forms partnerships with businesses in three different ways. Each
way is aimed at providing clear conservation outcomes and creating
behavioural change that will last well beyond the lifespan of the agreement.

DRIVING
SUSTAINABLE
BUSINESS
PRACTICES
COMMUNICATIONS
AND AWARENESS

PHILANTHROPIC

HOW IT WORKS

WHO GETS INVOLVED

Drives conservation
outcomes by changing
a business’s practices
throughout its value chain:
• Production practices
• Procurement policy and
processes
• Public brand commitments
to sustainability.

Organisations whose market
positions mean that they have a
high degree of influence on how a
particular commodity is produced and
purchased. These include producers
(such as farmers), manufacturers
(such as Kimberly Clarke) and
retailers (such as Coles).

Activities that raise
awareness and mobilise
consumers. Often these
projects focus upon a WWF
priority location, such as
the Kimberley, the Solomon
Islands, the forests of Borneo,
or the Great Barrier Reef.

Organisations committed to making
a positive environmental impact that,
while perhaps not directly related to
their procurement process, is relevant
to them as an organisation.

Funding of conservation
projects for key species
or places.

Typically supported by companies
that have a low environmental
footprint and good reputational and
brand credentials.

ACCOLADE WINES (BANROCK STATION)

BANROCK STATION AND RIVERS TO REEF TO TURTLES
Company

Accolade Wines (Banrock Station)

Industry

Beverages

Type of partnership

Philanthropic

Focus

Marine species

Budget range (AUD p.a.)

$250,000 - $500,000

WWF-Australia’s partnership with Banrock Station aims to support pioneering research
aimed at protecting the Great Barrier Reef and the marine turtles that call it home. Through
the Banrock Station Environmental Trust, Banrock Station is contributing almost $750,000
to the Rivers to Reef to Turtles research initiative – a four-year program aimed at identifying
and measuring key pollutants in rivers, the Great Barrier Reef and in green turtles. The data
collected will allow for a better understanding of the sources and impacts of pollution on the
Reef and on turtles.

© John Parmenter / WWF-Aus
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BLACKMORES

BLACKMORES & WWF SUSTAINABLE FISH OILS PARTNERSHIP
Company

Blackmores

Industry

Consumer Brand

Type of partnership

Sustainable business practices; Conservation and awareness

Focus

Sustainable seafood: forage fish

Budget range (AUD p.a.)

$250,000 - $500,000

The partnership between WWF-Australia and Blackmores began in 2012 and is a three-year
engagement aimed at achieving the highest standards for sustainable fish oils. This partnership
also aims to raise consumer awareness of Marine Stewardship Council-certified products and the
importance of sustainable fisheries management. Blackmores signed up to WWF’s Global Seafood
Charter, which has the objective of safeguarding valuable marine ecosystems and ensuring the
long-term viability of seafood supplies. Blackmores is committed to sustainably sourcing fish oils by
working with WWF on third-party assessments and implementing plans and recommendations for
the highest possible level of improvement by 2015.

© Andrew J. Smith / WWF-Aus
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BENDIGO BANK

BENDIGO BANK AND EARTH HOUR SPONSORSHIP
Company

Bendigo Bank

Industry

Finance

Type of partnership

Philanthropic

Focus

Climate change

Budget range (AUD p.a.)

$50,000 - $100,000

Bendigo Bank and WWF formed a partnership in 2015, with the bank becoming the primary
supporter for Earth Hour. Earth Hour involves millions of people across the planet and is the
world’s largest environmental event. It aims to raise awareness of the challenges of climate
change, as well as potential solutions. Bendigo Bank recognised a number of its own values in
WWF’s Earth Hour. It is an event grounded in the community, and is based upon the shared
belief that a healthy economy and healthy environment go hand in hand. In addition to its
support of campaigns like Earth Hour, Bendigo Bank also addresses environmental issues by
providing customers and communities with simple, practical, straight-forward solutions that
contribute to a cleaner, greener, and more sustainable future.

COCA-COLA FOUNDATION
COCA COLA AND PROJECT CATALYST
Company

Coca-Cola Foundation

Industry

Consumer Brand

Type of partnership

Philanthropic

Focus

Market transformation: sugar cane

Budget range (AUD p.a.)

$500,000 - $750,000

Project Catalyst is a pioneering partnership made possible through a contribution of $2.5
million over five years by the Coca-Cola Foundation. The project is aimed at promoting
innovative farming practices as a way of reducing the environmental impacts that sugar
production has on the Great Barrier Reef. Polluted water entering the Great Barrier Reef is a
major threat to this global natural icon, with the effects compounded by the adverse effects of
climate change. To help tackle this problem, Project Catalyst has highlighted the benefits of
more efficient farming practices that use fewer inputs of fertilisers and herbicides but deliver
similar or improved yields. This generates higher economic returns for farmers as well as
improving water quality. Detailed water-quality monitoring shows that Project Catalyst has
reduced pollutant loads and improved the quality of over 100,000 megalitres of run-off and
drainage water entering the Great Barrier Reef lagoon.
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COLES SUPERMARKETS

COLES & WWF SUSTAINABLE SEAFOOD PROGRAM
Company

Coles Supermarkets

Industry

Retail

Type of partnership

Sustainable business practices

Focus

Sustainable seafood

Budget range (AUD p.a.)

$100,000 - $250,000

WWF-Australia and Coles have a strategic partnership aimed at delivering responsibly sourced
seafood and promoting sustainable fisheries and aquaculture management. The partnership
focuses on helping suppliers and fisheries to better understand the sustainability requirements
of Coles seafood and to source seafood responsibly, as well as on driving improvements in
fisheries management. Coles has also signed up to WWF’s Global Seafood Charter.
Coles’ efforts include: assessing the sustainability of each species of seafood that it sells and
improving its responsible-sourcing options, with a preference for MSC- and ASC-certified
fisheries and farmed fish; investing in fisheries improvement projects and aquaculture
improvement projects as a means to making these changes; and directly engaging with a number
of stakeholders to help improve the environmental performance of the fisheries and farms from
which Coles sources its seafood.
Coles also invests in a number of conservation projects, including work to improve the
sustainability of fishing practices in the Solomon Islands, as well as the Indigenous Fisheries
mentorship program operated by the Northern Territory Government.
© Coles
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FACTORIE

FACTORIE AND THE TURTLE RESCUE MISSION
Company

factorie

Industry

Clothing and Apparel

Type of partnership

Conservation and awareness

Focus

Species

Budget range (AUD p.a.)

$100,000 - $250,000

factorie and WWF are working together to increase awareness of the threats facing marine
turtles on the Great Barrier Reef and to help raise funds for WWF’s conservation work aimed at
saving these animals. With support from its customers, factorie purchased a research boat for
Traditional Owner rangers to use in tagging and tracking turtles on the Reef.
WWF aims to significantly reduce threats to marine turtles through its Turtle Rescue Mission.
The support from factorie is also helping WWF to solve the mystery of where flatback turtles
forage on the northern Great Barrier Reef.

© Troy Mayne
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KIMBERLY-CLARK AUSTRALIA AND NEW ZEALAND
KIMBERLY-CLARK AND SUSTAINABLE FORESTRY
Company

Kimberly-Clark Australia and New Zealand

Industry

Consumer brand

Type of partnership

Communications and raising awareness; Sustainable business practices

Focus

Commodities: timber/forests

Budget range (AUD p.a.)

$250,000 - $500,000

Kimberly-Clark Australia & New Zealand became a member of the WWF Global Forest &
Trade Network in 2010. The network brings together more than 300 companies, communities
and NGOs from around the world with the goal of creating a new market for environmentally
responsible forest products.
Kimberly-Clark is committed to sourcing the fibre for its paper products from either recycled
fibres recovered from waste paper or from wood from forests that have been certified as
sustainable. The company has achieved Forest Stewardship Council (FSC) certification for its
locally made Family Care tissue products.
Through the Love Your Forests campaign launched in 2011, Kimberly-Clark and WWF have
successfully raised awareness of both FSC certification and the importance of sustainable
forestry in Australia and New Zealand.
© Laurent Desarnaud / WWF-Aus
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SIMPLOT AUSTRALIA AND NEW ZEALAND (JOHN WEST)
JOHN WEST & WWF SUSTAINABLE SEAFOOD PARTNERSHIP
Company

Simplot Australia and New Zealand (John West)

Industry

Consumer Brand

Type of partnership

Sustainable business practices

Focus

Sustainable seafood: Tuna, whitefish, shrimp, forage fish, farmed salmon,
farmed shrimp

Budget range (AUD p.a.)

$500,000 - $750,000

WWF-Australia’s partnership with Simplot is aimed to ensuring that all of the company’s John
West seafood products were responsibly sourced by 2015. The three-year partnership began
in 2012 and focused on improving the sustainability of the John West seafood supply-chain. It
also sought to educate consumers about better seafood choices, including the use of products
certified by the Marine Stewardship Council and Aquaculture Stewardship Council. John West
also signed up to WWF’s Global Seafood Charter. By investing in WWF’s marine and fisheries
work, as well as engaging with industry and government for changes that will improve the
sustainability of the seafood industry, John West is committed to using only responsibly sourced
seafood by 2015.

CASE STUDY: Improving livelihoods of coastal fishing communities in the
Solomon Islands and PNG
The Pacific Island communities of Ghizo in the Solomon Islands and Madang in Papua
New Guinea both rely on the ocean as their major source of protein and for their
livelihoods. But, overfishing of reefs and rapidly growing populations are both putting
more and more pressure on precious local marine resources.
WWF and Australian Aid are working together with these communities to anchor small
floating rafts to the seafloor in deep water close to shore. Easily accessible by small
boats, these rafts attract open-water fish such as bonito, tuna, and rainbow runner to a
single location, making them easier to catch.
The purpose of the rafts its to focus fishing activity in areas away from locations where
vulnerable reef fish live. They make it easier for local people to catch valuable, more
sustainable near-shore fish species, such as jacks, wahoo and tuna.
The result is that people can now catch enough fish to feed their families, plus a little
extra to sell in local markets, while protecting the reefs and their fragile marine habitats.
The John West Conservation Program supports these projects by providing funding
for a small loans scheme. This program is designed to strengthen the economic
sustainability of the local community by providing alternate income streams, particularly
for the women of the villages. In combination, these projects help to build stronger
communities that incorporate sustainable practices.
Together, WWF and John West are helping to protect these reefs and to ensure that
coastal communities continue to enjoy a secure source of food and income.
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TASSAL

TASSAL & WWF SUSTAINABLE AQUACULTURE PARTNERSHIP
Company

Tassal

Industry

Consumer brand

Type of partnership

Sustainable business practices

Focus

Sustainable seafood: farmed salmon

Budget range (AUD p.a.)

$100,000 - $250,000

WWF-Australia’s partnership with Tassal began in 2012 and was aimed at achieving the
highest global standard for responsibly produced seafood by 2015. The partnership has also
focused on educating consumers about responsibly produced seafood, including the use of
Aquaculture Stewardship Council (ASC) certified products. Tassal is a signatory to WWF’s
Global Seafood Charter.
Through its partnership with WWF, Tassal aims to be the leader in sustainable aquaculture
production in Australia. A major milestone in this partnership occurred in October 2014 when,
a year ahead of schedule, Tassal became the first aquaculture operation in the Asia-Pacific
region to achieve ASC certification. Such certification allows consumers to make a conscious
decision to purchase responsibly farmed seafood and is considered by WWF as the most credible
certification for responsible aquaculture.

CASE STUDY: A world-first for Australian salmon farming
In November 2014, Tassal became the first producer of farmed salmon in the world to
achieve full Aquaculture Stewardship Council (ASC) certification across all sites. ASC
certification is the world’s highest standard for responsibly farmed seafood. It provides
consumers with an assurance that they are purchasing seafood from farms that
manage their impacts on the environment and the community according to
ASC standards.
The Aquaculture Stewardship Council is an independent, not-for-profit organisation,
that was founded in 2010 by the Dutch Sustainable Trade Initiative and WWF. It was
established to manage global standards for responsible aquaculture. The ASC works
with aquaculture producers, seafood processors, retail and food-service companies,
scientists, conservation groups, and the public to promote best environmental and
social practice in responsibly farmed seafood.
WWF acknowledges the significant commitment that such an achievement
represents and congratulates Tassal for taking a global leadership position. The
milestone means that ASC-certified salmon now accounts for some 60 percent of
Australia’s salmon supply.
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UNILEVER

UNILEVER AND THE CERTIFIED SUSTAINABLE PALM OIL CAMPAIGN
Company

Unilever

Industry

Consumer brand

Type of partnership

Communications and raising awareness

Focus

Market transformation: Palm oil

Budget range (AUD p.a.)

$25,000 - $100,000

WWF-Australia and Unilever have worked in partnership since April 2015 to help raise
Australian awareness of the benefits of Certified Sustainable Palm Oil (CSPO) and to help drive
demand for this product.
WWF has helped communicate facts related to sustainable palm oil and promoted it as a
credible choice for businesses and consumers. We have engaged supporters and key influencers,
providing them with robust information on the environmental, social and economic benefits of
CSPO, as well as the environmental consequences of boycotting conventional palm oil.
WWF has also launched a palm-oil program for schools that has been promoted to some 37,000
Australian educators. Working with education-resource provider Cool Australia, we produced
material for teachers of year 5 and 6 classes to share with their students. This explained the
issues associated with the use of conventional palm oil, society’s need for sustainable palm oil,
and why consumers should support companies doing the right thing by adapting their palm oil
supply chains to use CSPO.
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WWF-AUSTRALIA AND BUSINESS - WORKING TOGETHER

Why we are here
To stop the degradation of the planet’s natural environment and
to build a future in which humans live in harmony with nature.

