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That is where Alpro plays a vital role. As well as 
using less land (to graze the cows or cultivate crops 
for animal feeding), Alpro’s soy and plant-based 

less water and emit less CO2 than their animal based 
alternatives (the livestock industry is responsible for 
18% of all greenhouse gas emissions, more than all 
transport emissions combined).

With a world population of seven billion people and growing, the 
balance between food supply and demand is coming increasingly 
under pressure. 

A CLIMATE POSITIVE LEADER 
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ALPRO’S APPETITE FOR CHANGE 
REACHES BEYOND IT’S 
OWN CUSTOMER

ALPRO
• 

company to join WWF 

• 

• 

• 

As a WWF climate positive leader, Alpro 

 
 

THE COMPANY

WHAT MAKES ALPRO A CLIMATE 

POSITIVE LEADER? 

THE CASE
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THE IMPACT

“Our partnership with Alpro 
is ideal, as the objectives 
of both enterprises are 
largely overlapping. I see 
it like this: we’re good at 
providing people
with the reasons to eat 
more plant based products 
like Alpro’s. But for this 
to work out, people 
need to find appropriate 
alternatives in shops and 
restaurants, and that’s 
where Alpro does a great 
job.”

Tobias Leenaert
Director
European Vegetarian 
Association

www.alpro.com
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HIGHLIGHTS
• 

• 

• 

 

“Although the labeling of non-GMO on packs is common in many European countries, Alpro is the 

first company to use the ProTerra logo as a non-GMO and sustainability ‘trustmark’ to enable 

consumers to make a choice about the kind of products they buy. The ProTerra certification mark 

gives consumers assurance that the soy in Alpro is of the highest standard, and its provenance 

from the farm to the chiller cabinet is carefully regulated.” 

Richard Werran, Chief Executive, Cert-ID Europe.
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Eneco has the vision of becoming the primary 
sustainable energy company in North-West 
Europe. In line with this and with its view of itself 
as “an outspoken organisation operating at the 
vanguard of the sector”, Eneco has incorporated 
aggressive climate advocacy and lobbying 
activities within its business strategy. The impact 
of an improved and outcomes-driven European 
climate legislation will go far beyond Eneco’s 

whole energy sector in Europe, the value chain, 
consumers and the environment. 

As a climate policy leader Eneco leads advocacy and lobbying 
activities by networking with peers, industry associations, 
suppliers and other stakeholders, leading to new and more 
ambitious climate policy developments.

AMBITIOUS CLIMATE FRAMEWORK 
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ENECO HAS CHOSEN TO LOBBY INDEPENDENTLY IN 
THE EUROPEAN UNION, NOT WITH A TEAM SITTING IN 
BRUSSELS, BUT IN A “FOCUSED AND SMART” WAY.

ENECO
• 

• 

• 

• 

• 

THE COMPANY

WHAT MAKES ENECO A CLIMATE POLICY 

LEADER?

THE CASE

Coalition of Progressive European Energy 
Companies (CPEEC)

societal and economic perspective, Eneco 
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THE IMPACT
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HIGHLIGHTS
• 

• 

“Eneco’s aim is not to stand 
up against its own industry 
associations. We are still 
a member of them too. We 
just want to bring a more 
ambitious and progressive 
story to the political arena. 
We want the stakeholders 
to know that there are 
companies that want to go 
further.”

Maarten Sessink

EU Affairs co-ordinator

Eneco

www.eneco.com
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opportunities to expand and open new markets 

emissions for its customers. 

KPN is creating opportunities to expand and open new markets 
for products and services that significantly avoid emissions for its 
customers.  

THE NEW WAY OF WORKING 
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THE NEW WAY OF WORKING: 
WORKING WHENEVER AND WHEREVER 
YOU FIND SUITABLE.

KPN
• 

• 

• 

• 
independent 

• 

attract companies to 

THE COMPANY

WHAT MAKES KPN A CLIMATE POSITIVE 

MAGNIFIER?

THE CASE

2
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2

 

THE IMPACT

2  

2 emissions 

2 

addition, 

• 

• 

• it makes companies more attractive as 

HIGHLIGHTS
• 

• 

“THE TOOLS A NEW WAY 

OF WORKING OFFERS 

MAKES IT POSSIBLE 

FOR EMPLOYEES TO 

WORK TOGETHER AND 

EVEN SOCIALIZE WITH 

THEIR COLLEAGUES, 

JUST NOT IN THE SAME 

ROOM. TOGETHER WITH 

OUR CLIMATE SAVERS 

COMMITMENTS, KPN 

AIMS TO INSPIRE ITS 

OWN SECTOR AS WELL 

AS OTHER INDUSTRIES TO 

REDUCE THEIR ENERGY 

CONSUMPTION WITH THIS 

SIMPLE YET INNOVATIVE 

APPROACH TO WORKING, 

AND WORKING TOGETHER.” 

LIA BELILOS

CHIEF HR OFFICER

www.kpn.com
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positive environmental change by reducing carbon 
emissions along its full value chain, including 
helping its suppliers and customers reduce their 
carbon footprint.

SKF works to reduce the impact along its entire value chain. It’s 
BeyondZeroTM  climate strategy has helped position SKF as a leader in it’s 
sector by setting tough, transformative targets aimed at reducing carbon 
emissions from it’s suppliers, from its own logistics and production 
operations, as well as helping  its customers reduce their own emissions 
through the use of the SKF BeyondZeroTM portfolio of customer solutions. 

BEYOND ZERO 
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TARGETING ZERO IS GOOD. 
GOING BEYOND ZERO IS BETTER.

SKF
• 

company to join WWF 

• 

• 

THE COMPANY

WHAT MAKES SKF CLIMATE POSITIVE?

THE CASE

 

• 

• 

• 

2

SKF’S BEYONDZEROTM PORTFOLIO = SKF 
PRODUCTS + SOLUTIONS THAT HELP 
CUSTOMERS IMPROVE ENVIRONMENTAL 
PERFORMANCE, BY SAVING ENERGY AND 
REDUCING CARBON EMISSIONS
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THE IMPACT

2

BeyondZero

BeyondZero

• 

2

2 per km, 
2

• 

2

HIGHLIGHTS
• 

• 

2 

SKF BeyondZero

“The introduction of the SKF 

BeyondZeroTM portfolio and 

its targets clarifies SKF’s 

environmental ambitions for 

product development, and 

encourages the development 

of products and solutions 

that bring environmental 

benefits to the custom-

ers. To set clear targets is 

crucial for the success of the 

integration of environmental 

consideration into product 

development. The Climate 

Savers agreement with WWF 

puts additional weight to the 

BeyondZeroTM targets, and 

emphasis on its importance.” 

Hanna Soderlund 

Environmental Specialist 

Product Design
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WWF Climate Savers

wwf.panda.org  

43

100 MILLION
1 GIGATONNE

Amount of tonnes CO2 saved  
by partner companies

 
member companies have cut their CO2  
emissions by over 100 million tonnes since  
the programme began (in 1999). This is  
equivalent to about twice the current  
yearly CO2 emissions of Switzerland.

Potential CO2 savings if other 
companies followed Climate 
Savers partner  
companies’ lead
If all industry peers in the same 
business sectors followed the 

 
Savers companies, 500 to 1000 
million tonnes CO2 could be saved 
in the year 2020. 

Number magnification  
projects under way

companies are required to set 
magnification targets – in their 
industry sectors, along their 
value chains, towards the policy 
arena and through climate  
positive approaches.

30

Why we are here

panda.org/climatesavers

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

W
W

F.PANDA.ORG/CLIM
ATESAVERS            @

CLIM
ATESAVERS

•  CASE STUDY OCTOBER 2013

100%
RECYCLED

Number of WWF Climate Savers 
partner companies as of October 
2013 

 
companies stretch from Brazil to China 
and over various sectors, including  
pulp and paper, cement, transport,  
food, retail,telecommunication and  
fast moving consumer goods.


