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WWF is one of the world’s largest and most experienced independent conservation
organisations, 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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TAKING BOLD
COLLECTIVE ACTION

OUR VISION FOR CHANGE

The time to act is now. We have put in place a global
conservation strategy that reflects the way the world is
changing, meets the big environmental challenges of the age and
helps us simplify, unite and focus our efforts for greater impact.

Food

Climate &
Energy

Wildlife

6 global goals, 3 cross-cutting drivers, deliverd by
powerful communities of practice and partners

Freshwater

There has never been a stronger sense of urgency for action. In WWF we are
defining new ways of working together to make a difference at a scale that
matters. We know we must redefine humanity’s relationship with the planet.
And together we passionately believe we can.

HOW WE MAKE IT HAPPEN

Oceans

We know that one organisation alone can’t effect the change needed. That is
why our work on the goals and drivers includes our partnerships with
institutions and corporations, both local and global. The changes we want to
see in the world can only come about through the efforts of many actors: local
communities and national and multinational corporations, governments and
NGOs, finance institutions and development agencies, consumers and
researchers.

Forests

WWF will continue to deliver locally in crucial ecoregions around the world,
but sharpen our focus on six global goals – wildlife, forests, oceans, freshwater,
climate and energy, and food – and three key drivers of environmental
degradation – markets, finance and governance. We are creating global
communities of practice for each of the goals and drivers composed of
specialists from WWF and key external partners. This will foster greater
collaboration and innovation, incubating new ideas and taking promising ones
to scale, as we unite our efforts toward making ambitious targets a reality.

Markets
Finance
Governance
Communications & Marketing
Partnerships, Fundraising
Operations (Finance, HR, etc.)
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OUR WORK WITH
THE CORPORATE SECTOR
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 2018 Living Planet Report demonstrates, the challenges that the global
environment is facing today are too big, too interconnected and too urgent for
any one organisation to solve alone.

Therefore, 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. The corporate
sector 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. Companies are also primed to lead on rapid adaptation and on the innovative
solutions needed to drive change.

By working with the corporate sector, WWF aims to change behaviour and drive
conservation results that would not be possible otherwise.
More specifically, our work with the private sector 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 away from fossil fuels 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 such as the UN Global Compact,
Science Based Targets, the Consumer Goods Forum) to make ambitious commitments (and to
engage in public policy discussions at global and local level, 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 (e.g palm oil scorecard ; soy scorecard , and sustainable cotton ranking),
mobilize public pressure through high-profile campaigns on issues related to business activities
(e.g. Seize Your Power, Virunga, Reviving the Oceans Economy), as well as work in partnership
with individual companies.
This report presents an overview of the partnerships that WWF-Singapore has with individual
companies.

© Neil Ever Osborne / WWF-US
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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

Our 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.

2

Communications
& awareness
raising

The second way that WWF partners with the private sector 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 WWF’s priority places and
species. 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 tiger.

3

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 impact.

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.
As this report shows, many partnerships with companies use a combination of these approaches.
© Ibrahim Shabil / @shabilphotos
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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 the corporate sector.

THIS REPORT
The aim of this report is to give an overview of the partnerships that WWF-Singapore has
with individual companies. Funds obtained through corporate partnerships 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.

WWF-Singapore is responsible for the (contractual) agreement(s) with the companies
concerned. The activities of the engagements in many cases take place in other countries
or regions.

We want all our partnerships with companies 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 private sector and specifically through our bilateral partnerships.
All WWF offices are committed to continue reporting publicly on all our company
relationships, their intent, objectives and impacts, of which this report is one part.

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.

© Beautiful Destinations / @Beautiful Destinations
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INFORMATION ON
WWF-SINGAPORE
CORPORATE PARTNERSHIPS
The following list of companies is an overview of all the
corporate partnerships that WWF-Singapore has with an annual
budget of greater than EUR25,000. Details of each partnership
can be found below:
Asian Tigers Mobility (pg 7)
Avery Dennison (pg 8)
Charles & Keith (pg 9)
The HongKong Shanghai Banking Corporation (pg 10)
Marina Bay Sands (pg 11)
StarHub (pg 12)
Tiger Beer (pg 13)

© Day's Edge Productions
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ASIAN TIGERS MOBILITY
The Asian Tigers Mobility Group, a leading provider for international relocation services, was
founded in 1998 and currently has 29 offices in 14 territories throughout Southeast Asia. The
Company established the Tiger Action Fund in 2001 to support global efforts in protecting
the wildlife.
About the Partnership
Together with WWF-Singapore, Asian Tigers Mobility committed to help reverse the decreasing
trend of wild tiger populations that has plunged by over 95% over the past century. The Tiger
Action Fund supported WWF TX2 project with the goal to double wild tigers globally by 2022.
Through this collaboration, the Tiger Action Fund supported critical resources such as
anti-poaching efforts, research, policy advocacy and communications support for the TX2
project. In the long term, these measures will inspire collective actions across the globe to
protect Asia’s wild tigers and catalyse impactful legislative change.

“

INDUSTRY
Logistics

TYPE OF PARTNERSHIP

Philanthropic
Communications and awareness raising

CONSERVATION FOCUS OF PARTNERSHIP
Wildlife

FY18 BUDGET RANGE (SGD)
S$ 25,000 - 100,000

CLICK HERE FOR MORE INFORMATION

This partnership with WWF is an excellent opportunity to enable the Tiger Action
Fund to have an even greater impact. We are confident that by combining our
resources and talents, we can provide a boost to the TX2 goal of doubling wild
tigers. As we share the same values and commitment to a healthy planet for
wildlife and people, it was a natural fit between Asian Tigers Group and WWF.

”

Gordon Bell, Chairman, Asian Tigers Group.
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AVERY DENNISON
CORPORATION

INDUSTRY

Manufacturing

TYPE OF PARTNERSHIP

Avery Dennison Corporation is a global materials science and manufacturing company
specializing in the design and manufacture of labeling and packaging materials. With its
headquarter in California, the company has more than 30,000 employees in more than
50 counties.
Under its 2025 Sustainability Goals, the Company is committed to reduce its absolute
greenhouse gas emissions by at least 3 percent every year between now till 2015 and to
develop a paper supply with origins that are 100 percent certified as sustainable, with at
least 70 percent bearing certification by the Forest Stewardship Council or FSC ®.

Sustainable business practices
Philanthropic

CONSERVATION FOCUS OF PARTNERSHIP
Forests

FY18 BUDGET RANGE (SGD)
S$ 100,000 - 250,000

CLICK HERE FOR MORE INFORMATION

About the Partnership
In a meaningful partnership with WWF-Singapore, Avery Dennison kick-started native
species plantation and high quality acacia seedling production benefitting small holders
in a FSC® certified acacia forest in Thua Thien Hue province, Vietnam.

“

I’m very proud to be part of this truly unique collaboration with WWF and the
Forest Owners Sustainable Development Association of Thua Thien Hue
Province in Vietnam. I believe such positive actions not only raise awareness of
the importance of sustainable paper sourcing within our industry but also help
influence the broader value chain to make more sustainable choices which can
directly help the environment and livelihoods of local communities.

”

Marcel Cote, Director for Strategic Marketing and Regional
Sustainability Lead, Label and Graphic Materials, South Asia
Pacific and Sub-Saharan Africa, Avery Dennison.
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CHARLES & KEITH
Established in 1996, CHARLES & KEITH is a Singaporean fashion footwear
and accessories retailer which has since expanded into Asia Pacific, the Middle East,
Europe and the United States of America.
CHARLES & KEITH, which uses Forest Stewardship Council (FSC) certified paper
carriers instead of plastic bags, believes in environmental responsibility and sustainable
development in its operations.
About the Partnership
In support of WWF-Singapore Earth Hour movement, CHARLES & KEITH launched
“Where The Wild Things Are”, a nature and panda-inspired capsule collection, in March
2018. This collection has helped bring to light the importance of protecting the world’s
natural habitats and its habitants. Together with its customers, CHARLES & KEITH
highlighted that individual and collective efforts can make a difference in the
preservation of the unique biodiversity found in the communities.

INDUSTRY
Retail

TYPE OF PARTNERSHIP

Philanthropic
Communications and awareness raising

CONSERVATION FOCUS OF PARTNERSHIP
Earth Hour

FY18 BUDGET RANGE (SGD)
S$ 25,000 - 100,000

CHARLES & KEITH also switched off all non-essential lights at their selected stores
on 24 March 2018 at 8:30pm, for Earth Hour.
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HSBC
HSBC is one of the largest banking and financial services organisations in the world, with
3,800 offices across 66 countries and serving more than 38 million customers.
The HSBC’s global Water Programme aims to provide and protect water sources, inform and
educate communities in need, enable people to prosper and drive economic development
across the world.
About the Partnership
In partnership with HSBC, WWF-Singapore launched the Ripples Programme with the
objective of securing water consumption to sustainable levels. This can be achieved through
community based knowledge sharing and action by the network of water warriors that the
programme has built up.

TYPE OF PARTNERSHIP

Communication and awareness raising

CONSERVATION FOCUS OF PARTNERSHIP
Freshwater

FY18 BUDGET RANGE (SGD)
S$ 500,000 - 1,000,000

CLICK HERE FOR MORE INFORMATION

The Ripples programme has since engaged 300 volunteers from HSBC and WWF-Singapore.
These volunteers have been deployed to participate in activities from the Singapore World
Water Day Walk by the Public Utility Board Singapore, raising awareness about water
conservation during Earth Hour, environmental clean-up in Singapore waters, and
storytelling collaborations with the National Library Board. Through these activities, the
programme has also reached more than 57,000 members of the community.
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MARINA BAY SANDS
Marina Bay Sands (MBS), is a leading business, leisure and entertainment destination
located in Marina Bay of Singapore. The integrated resort consists of a hotel, museum,
convention centre, shopping, dining and entertainment options.
About the Partnership
With 90 percent of the world’s oceans already overfished, the only way to protect our seafood
sources is to ensure that businesses do their part to procure sustainable seafood.

TYPE OF PARTNERSHIP

Sustainable Business Practice

CONSERVATION FOCUS OF PARTNERSHIP
Food (Seafood)

FY18 BUDGET RANGE (SGD)
S$ 100,000 - 250,000

50% total seafood by volume responsibly sourced by 2020
The partnership kicks off with a primary focus on seafood and ocean conservation, with
Marina Bay Sands aiming to have 50 per cent of its total seafood by volume responsibly
sourced by 2020. Today, Marina Bay Sands does not offer any seafood from the AVOID list
of WWF’s Seafood Guide across its own F&B operations.
The WWF collaboration adds another layer to Marina Bay Sands’ global sustainability
strategy – Sands ECO360°, which drives the stewardship of responsible business in the areas
of green buildings, environmentally responsible operations, green meetings and
sustainability education and outreach.
Four sustainable farms to protect marine ecosystems
Marina Bay Sands is supporting four aquaculture farms as they aim to be among the
first in the world to be certified sustainable for popular species such as snapper,
grouper and sea bass. Working in partnership with WWF, these farms will improve
their aquaculture practices, protect marine environments and secure livelihoods for
communities across Langkawi, Penang, Perak and Selangor. The aim: at least three out
of four farms to be ready for full assessment for the highest levels of certification,
under ASC, by 2020.

“

Marina Bay Sands is committed to sustainability across every aspect of our
operations, along the entire supply chain. As an IR home to Singapore’s largest
hotel, a 1.3 million sq ft convention centre, a luxury shopping mall and more, we
recognise the significance and impact of our sustainability actions within Asia’s
hospitality industry, and down the supply chain. In partnership with WWF, we
have the opportunity to make great strides towards ensuring all the seafood
served on our property comes from sustainable stock and is sourced responsibly.
We hope to elevate sustainability standards, raise awareness among our guests
and inspire other industry players to follow suit.

”

Ian Wilson, Senior Vice President, Non-Gaming Operations,
Marina Bay Sands.
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STARHUB
StarHub is a leading homegrown Singapore company that delivers world-class
communications, entertainment and digital solutions. The company is committed to
conducting its business in a sustainable and environmentally responsible manner with
various green initiatives, both internally and externally.
One example is RENEW (REcycling the Nation’s Electronic Waste), an electronic waste
(e-waste) recycling initiative to raise awareness and provide consumers with an avenue
through which they can safely and responsibly dispose their e-waste. From 2012 to 2018,
327 tonnes of e-waste were collected under the RENEW programme.
About the Partnership
Rewards Points for Conservation

TYPE OF PARTNERSHIP

Communications and awareness raising
Driving sustainable business practice

CONSERVATION FOCUS OF PARTNERSHIP
Forests
Earth Hour

FY18 BUDGET RANGE (SGD)
S$ 250,000 - 500,000

CLICK HERE FOR MORE INFORMATION

From March 2013 to March 2019, StarHub customers had been doing their bit to save the
planet using their StarHub Rewards points. Under StarHub’s Rewards Redemption
programme, customers could redeem a $5 tax-deductible donation to the WWF Singapore
in exchange for 250 rewards points.
StarHub was the only local telco in Singapore that offered customers the opportunity to
make a positive environmental impact using their rewards points.
Earth Hour
As a staunch supporter of Earth Hour, StarHub has been switching off the non-essential
lights and electricity at its retail shops and Customer Service Centres in Singapore during
this iconic movement.
StarHub was also a media partner for Earth Hour providing free airtime to WWF-Singapore
to help raise awareness amongst its viewers about Earth Hour each year during the Earth
Hour campaign period.
Forest Conservation
StarHub joined hands with WWF-Singapore in fighting the degradation of Rimbang Baling,
one of Indonesia’s last pristine rainforests and a critical habitat for Sumatran Tigers and
wildlife. Under this collaboration, a total of 263 trees were planted in Rimbang Baling to
reverse the damage and rebuilding crucial wildlife habitats and ecosystem.
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TIGER BEER
Tiger Beer was Singapore’s first locally brewed beer launched in 1932. Headquartered in
Singapore, Tiger Beer is now distributed to 50 markets worldwide.
About the Partnership
In 2018, Tiger Beer partnered with WWF in its Tx2 Campaign to double the number of tigers
in the wild. Tiger Beer and WWF further collaborated with Kenzo, a French fashion house
recognised worldwide by the emblematic tiger on its iconic designs, to launch a limited
edition line called the Rare Stripes Collection. Inspired by the life stories of eight individual
tigers from the wild, this one of a kind collection aim to shine a spotlight on the vulnerable
wild tigers clinging to survival across the world. Proceeds from the sale of the collection,
which was made using Global Organic Textile Standard (GOTS) compliant organic cotton,
went to WWF in support of doubling the world’s tiger population.

“

TYPE OF PARTNERSHIP

Philanthropic
Communications and awareness raising

CONSERVATION FOCUS OF PARTNERSHIP
Wildlife

FY18 BUDGET RANGE (SGD)
S$ 250,000 - 500,000

CLICK HERE FOR MORE INFORMATION

We wanted to get consumers to reflect on the amazing animal that represents our
beloved icon and inspire them to take action to save the wild tigers from
extinction. By partnering with WWF, KENZO and great emerging talent from
around the world to create the collection, we hope to reach out to more
consumers and continue to raise global awareness and funds for endangered
wild tigers.

”

Venus Teoh, International Brand Director for Tiger Beer.
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TRANSPARENCY
AND ACCOUNTABILITY
The following list represents all corporate partnerships that
WWF-Singapore has with an annual budget up to EUR25,000.
Ammado
Garden Beats
Holiday Inn Express Clarke Quay
H&M
IBTT
IKEA
Maybank
Miniso
Muji
Outdoor Channels
Reach Consulting
Singtel
Thekchen Choling
White Arena

WWF NETWORK
WWF Offices*
Armenia
Australia
Austria
Azerbaijan
Belgium
Belize
Bhutan
Bolivia
Brazil
Bulgaria
Cambodia
Cameroon
Canada
Central African Republic
Chile
China
Colombia
Croatia
Cuba
Democratic Republic of
Congo
Denmark
Ecuador
Fiji
Finland
France
French Guyana
Gabon
Georgia
Germany
Greece
Guatemala
Guyana

Honduras
Hong Kong
Hungary
India
Indonesia
Italy
Japan
Kenya
Korea
Laos
Madagascar
Malaysia
Mexico
Mongolia
Morocco
Mozambique
Myanmar
Namibia
Nepal
Netherlands
New Zealand
Norway
Pakistan
Panama
Papua New Guinea
Paraguay
Peru
Philippines
Poland
Romania
Russia
Singapore

Slovakia
Solomon Islands
South Africa
Spain
Suriname
Sweden
Switzerland
Tanzania
Thailand
Tunisia
Turkey
Uganda
Ukraine
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 October 2018
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+100
WWF is in over 100
countries, on 6 continents

+5M
WWF has over 5 million
supporters

panda.org

1961
WWF was founded
in 1961

+25M
WWF has over
25 million followers
on Facebook, Twitter
and Google+
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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.
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WWF IN NUMBERS

354 Tanglin Road Tanglin Block #02-11 Tanglin International Center Singapore 247672
Tel +65 6730 8100. For contact details and futher information,
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please visit our website at wwf.sg

WWF.ORG
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