How our partnerships drive
positive change
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The challenge




85% of the world's At
largest companies ¥l ‘
depend directly on IR
nature to sustain 7 |

their business
operations...

Source: ESG4Boards, 2025




corporate board
members have solid
sustainability
expertise.

Source: ESG4Boards, 2025
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WEF Global Risk Report 2023 /24

Global risks

Pace ,._‘-.;',."' =] "l..t

Risk categories
I Economic

I Environmenta
I Geopolitical

I Societal

I Technological

WWEF Switzerland

ranked by severity over the short and long term
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Extreme weather events

Ciritical change to Earth systems

Biodiversity loss and ecosystem collapse
Matural resource shortages

bisinformation and disinformation

Involuntary migration

Cyber insecurity

Societal polarization

Pollution

WORLD
ECONOMIC
FORUM

Source: WEF Global Risks Perception Survey 2023-2024



The economy is sending conflicting signals

Businessweek + Green
Renewable share of annual power capacity expansion
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Annual value of nature’s contributions to people is 2/3 of global GDP

Three sector examples

Pharma Industry Forestry Industry Food Industry

» Food supply chain is heavily dependent on

 Many therapeutic drugs derived from plant, « 13.2 million jobs in the forestry industry water supply, climate and animal pollination

animals, fungi or bacteria

» Protection from avalanches, fire regulation, * 70% of the 124 most commonly used crops in

* 70% of all cancer drugs have natural origin regulation of water cycle, carbon sequestration agriculture rely on insect pollination
* Important source for development of new - Cultural ecosystem services (leisure, tourism) + Diverse genetic pool facilitates searching for
medical drugs special genetic features (e.g. resistance to

heat stress, adaptation to cool temperatures)

WWEF Switzerland



Collaboration with the private sector as a central lever

Fiir weniger Foodwaste: Reste verwerten.
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Switzerland is a global player and has an internationally well connected economy N7

WWF

In terms of market capitalization of companies, Switzerland ranks among the largest.

Punkto Marktkapitalisierung ihrer Unternehmen gehort die Schweiz zu den Grossten

Lander skaliert gemass dem Marktwert ihrer heimischen
Unternehmen (in Mrd. USD, 2015)
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Switzerland exports goods worth 398 billion USD

Precious
stones, metals,
& pearls

31.2%

Optical, IranSteel | Alumium
C I 0 c kS, photo, & Articles =

s 0.76% | 0.69%
watches, |eavipment

medical

& pa rtS instruments

8.39%

Observatory of Economic Complexity:
https://oec.world/en/visualize/tree_map/hs92/export/che/all/show/2023
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Areas of action & working with corporates

* Lobbying

 Support of Swiss delegations
* Position papers

Policy

N » Development of sector solutions like roundtables
* Sector strategies & studies

 Corporate partnerships

Economy

'_ﬁ.L » National and international projects to protect
| the biodiverstity and the environment

. » Nature-Based Solutions
Projects

'i“ » Environmental sensibilisation (magazines, camps,

season table, label rating, footprint calculator)

* Education

SOClety » Volunteering

Three strategic ways to work with corporates

Campaigning

Raising awareness, creating
transparency and providing
information and incentives to
change practices with ratings
and studies.
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Convening

Bringing companies and
industries together to
establish industry-wide
solutions (roundtables,
initiatives, standards).

o
SCIENCE
BASED
TARGETS

Cooperating

Working bilaterally with
companies on sustainable
business practices to claim
leadership and move the
industry.
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G
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( Zurcher
Kantonalbank




Different levers of our work

Projects

& \\

We protect and regenerate habitats
for people and nature

* National and international
environmental projects for the
protection of nature and
biodiversity

WWEF Switzerland

regulatory frameworks

We build alliances for necessary

We offer the population
opportunities for effective
engagement

We support companies to operate
successfully and credibly within
planetary boundaries

* Political lobbying

* Participation in official Swiss
delegations

* Position papers for votes

¢ Environmental Awareness
¢ Education
* Volunteering

* Development of industry
solutions such as roundtables

* Industry ratings & studies

* Bilateral partnerships with
companies

17



Areas of action & working with corporations &

WWF

Campaigning Convening Cooperating
Th ree Strategw Ways to Raising awareness, creating transparency Bringing companies and industries together Working bilaterally with companies on
and providing information and incentives to to establish industry-wide solutions sustainable business practices to claim

WOI‘k W|th the economy change practices with ratings and studies. (roundtables, initiatives, standards). leadership and move the industry.

SCIENCE
BASED ( (U(_) -
TARGETS < 4
DAIVING AMBITIOUS CORPORATE 1 IMATE ARTION ALLIANCE FOR (.D
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O SCIENCE BASED TARGETS NETWORK
GLOBAL COMMONS ALLIANCE
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WWEF works with the economy on the greatest points of leverage N

WWF

Consumers

Persuade 7B
consumers

Supply chain

< Retailers
300-300 Greatest Brands
companies -
control ~70% point of <Manufacturers
of choice leverage
( Traders
( Processors

Investors

Primary producers

Engage with 1.5B

producers & extractors

WWEF Switzerland

=

Reducing the footprint of production
and consumption

Advancing the protection and
restoration of natural habitats

Influencing policy and addressing
government inaction

Driving systemic change across the
value chain

W Food systems
% Finance

N
&

& Climate

I‘?a‘ Biodiversity
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Partners for nature

PARTNERFURDIE
UMWELT

SCAN ME
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Shared goals for environmental protection Raising awareness for sustainable consumption Financing environmental protection projects
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Partnership of equals

The goal of a strategic partnership is sustainable transformation.

Sponsoring and Donations
Purchased-driven Donation
Consumer Fundraising
Employee Donation
Project Sponsorship

Purpose Driven Marketing
Campaigns

Product licencing
Customer sensibilisation
Promotions

Sustainable Business Practices

» Analyses, target setting, measures
» Workshops, advice

» Joint projects projects

+ Employee engagement

WWEF Switzerland 22



Partnership framework
WWF
Focus on key drivers in the core business as a credible
. foundation for a joint partnership:
Partnership
Shared Vision
1
: Conservation projects ! Sponsoring and Demonstration of social responsibility
: Protecting biodiversity, climate and forests ! Donations and strengthening of brand reputation

]
Communication !
1
1

Case studies, success stories, sensibilisation / awareness activities for customers etc. The panda logo evokes emotional

Purpose Driven resonance, attracts new customers,
Marketing and communicates commitment

Employee Engagement

Awareness & capacity building Raising awareness and sharing

Capacity Building knowledge as a foundation for
change

Sustainable practices Reducing the ecological footprint

in the core business through WWF’s expertise

Climate Action Biodiversity Stewardship Water Stewardship

WWEF Switzerland 23
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assessment

usiness Practices

|dentification
main levers

setting

Measures
and action

Credible
communication

SCAN ME

Endorsement targets and
transparent reporting

\_ Link

Partnership with Coop 2024

Since 2006, WWF and Coop have been working together in a strategic
partnership towards more environmentally-friendly consumption.
Coop has made an ambitious commitment to WWF on key

environmental issues.

Industry
Retall Trade coor

Type of partnership
Sustainable Business Partnerships

Financial contribution 2024 (in CHF)
1'000°000 - 3'000'000 CHF

Partner since
2006

Coop: Share of recommendable sources according to WWF in the entire seafood o
range

Coop has set the goal that by 2024, 85.8% of the total seafood assortment should come
from recommendable sources according to WWF. This is measured as a percentage of
revenue from the total seafood assortment. The scope includes Coop supermarkets, Pronto,

Coop to go, Coop.ch, department stores, restaurants, and FOOBY.

In 2024, 81.70% of the total seafood assortment originated from recommended sources.

ERY

*— AdwalVaie @ TametVolue

Coop: The share of recommendable labels according to WWF (organic, ASC,
MSC), in the entire seafood range

ing to WWF (Blo, ASC.

Coop supermarkets, Pronto, Coop to g, Coop.ch, department stores,

, FOOBY.

(S]

102024, just under 76%

labels according to WWF.

\



https://www.wwf.ch/de/partner/wwf-partner-fuer-die-umwelt-2024

Normative guidance and targets

Example: Coop Seafood
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CO Examples:

* Exclusion of certain sources

* By 2024, 85% of the total seafood
assortment will come from
recommended sources

* By 2024, 80% of the total seafood
assortment will be certified with
recommended labels according to WWF
(e.g., Organic, ASC, MSC)

> T

Examples:

* Delisting of endangered species

* Seeking alternative sources for delisted
species

* (ollaboration with suppliers and
producers
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WWEF Switzerland

1961

WWF was founded
in Switzerland

— 9'000

people worldwide work for WWF

100

WWEF is active in over 100
countries and on 6 continents

1.23bn

Euro turnover in 2023

2’784
environmental projects
worldwide in 2023

42m+

42+ million followers on social
media

30



Different levers of our work

& \\

We protect and regenerate habitats
for people and nature

* National and international
environmental projects for the
protection of nature and
biodiversity

WWEF Switzerland

Policy

1

: %iﬂ'iﬁ[ﬁl f‘

W R

We build alliances for necessary
regulatory frameworks

* Political lobbying

* Participation in official Swiss
delegations

* Position papers for votes

We offer the population
opportunities for effective
engagement

We support companies to operate
successfully and credibly within
planetary boundaries

¢ Environmental Awareness
¢ Education
* Volunteering

Development of industry
solutions such as roundtables
Industry ratings & studies
Bilateral partnerships with
companies

31



WWEF works with the economy on the greatest points of leverage N

WWF

Consumers

Persuade 7B
consumers

Supply chain

< Retailers
300-300 Greatest Brands
companies -
control ~70% point of <Manufacturers
of choice leverage
( Traders
( Processors

Investors

Primary producers

Engage with 1.5B

producers & extractors

WWEF Switzerland

=

Reducing the footprint of production
and consumption

Advancing the protection and
restoration of natural habitats

Influencing policy and addressing
government inaction

Driving systemic change across the
value chain

W Food systems
% Finance

N
&

& Climate

I‘?a‘ Biodiversity
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Areas of action & working with corporations

Th ree Strateglc Ways to Raising awareness, creating transparency Bringing companies and industries together
and providing information and incentives to to establish industry-wide solutions
Work W|th the economy change practices with ratings and studies. (roundtables, initiatives, standards).

SCIENCE
& TARGETS Gh)

ALLIANCE FOR
WATER STEWARDSHIP

O SCIENCE BASED TARGETS NETWORK
GLOBAL COMMONS ALLIANCE

Ve
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DRIVING AMBITIONS CORPORATE £1 IMATE ARTION

WWEF Switzerland

AstraZeneca
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>

WWF

Working bilaterally with companies on
sustainable business practices to claim
leadership and move the industry.

MSCI &
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Areas of action & working with corporations &

WWF
Campaigning

Universities of Applied Sciences Universities of Teacher Education

Th fee Strategm Ways to Raising awareness, creating transparency
and providing information and incentives to
Wﬂrk W|th the econnmy change practices with ratings and studies.

i 40-55.98
) : »
A < Ei e Hochsch
Benufsblidung
Interkantonale Hochschuie fur
20-30.98

Sustainability at
Swiss Universities
WWF University Rating 2024
TN
L \A %

https://www.wwf.ch/de/unsere-ziele/nachhaltige-
hochschullandschaft-schweiz

WWEF Switzerland 34



Areas of action & working with corporations

Three strategic ways to
work with the economy

WWEF Switzerland

Raising awareness, creating transparency
and providing information and incentives to
change practices with ratings and studies.

Bringing companies and industries together
to establish industry-wide solutions
(roundtables, initiatives, standards).

SCIENCE
BASED U _)
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ALLIANCE FOR
WATER STEWARDSHIP

O SCIENCE BASED TARGETS NETWORK
GLOBAL COMMONS ALLIANCE
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WWF

Cooperating

Working bilaterally with companies on
sustainable business practices to claim
leadership and move the industry.

MSCI &
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You don’t have to do it alone

WWE as your trusted partner can help you
transform your business and find solutions to
sustainahility and conservation challenges.

Our experts, science-based tools, international

platforms and global network can support you in
reducing your footprint, driving systemic change
across your value chain, protect & restore natural
habitats and advocate for system transformation.




Why Companies partner with WWF

WWF

WWEF Continues to Be Recognized
as the NGO Leader in Sustainable
Development

% of Experts, Total Mentions, 2015-2023

= Expertise & Credibility &
“ ik i guidance risk reduction

35
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WWF engages with companies at different stages of their sustainability journey N7

WWF

Partnership

Shared vision / 3-5 years

Ambitious targets and transparent reporting

2 Consumer, Employee &
Supplier Engagement

1 ‘ Sustainable Business

Reduce ecological footprint and Drive awareness and activate Influence framework conditions Conserve nature by investing in

rethink business models for a behavioral change and stand up for value chains nature to protect and restore

nature-positive future that value nature natural habitats

by addressing drivers of nature by communicating, educating through public-private alliances by participating in nature

loss and implementing and incentivizing consumers, and by influencing policies that protection and restoration

sustainable business practices employees and suppliers on lead to ambitious and integrated efforts on site- and landscape-
sustainable behaviorissues action level

» Strategies * Employee engagement * Policy and regulations * NbS/Climate & nature

* Risk & impact assessment * Consumer engagement * Awareness raising projects

* Target setting and standards * Supplier engagement * Roundtables * Strategic fundraising and

* Responsible sourcing * Engagement with peers * Initiatives and campaigns contribution

* Product developments « Community engagement * Investment vehicles to

* Thought leadership mobilize finance

Sustainability assessment / due diligence



Sustainable Business Practices
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Credible
communication

Measures

Impact |dentification

assessment main levers setting and action

/ . . Coop: Share of recommendabl sources according to WWF inth entie seafood o Bell: Proportion of recommendable sources according to WWF in the overall o \
Partnership with Coop 2023 e e
Coop has set the goal of having 85 8% of the entire seafood range originate Bell has set the goal of having 72% of the overall seafood range originate
Since 2006, WWF and Coop have been working tugcther in a strategic from recommendable sources according to WWF by 2024. This is measured as a percentage from recommendable sources according to WWF by 2024. This is measured as the
. . . ’ s ange. The scope ; percentage of the tumover of the total seafood range. The scope is Bell Seafood.
partnership towards more environmentally-friendly consumption. of the tumover of the total seafood range. The scope is Coop supermarkets, Pronta, Coop to
. . g0, Coop.ch, department stores, restaurants, and FOOBY - Lseatood range came ables
Coop has made an ambitious commitment to WWF on key In 2023, 61.5% of the overall seafood range came from recommendable sources
environmental issues. In 2023, 77.39% of the total seafood range came from recommendable sources,
Industry . 3
Retail Trade coop - -

Type of partnership
SCAN ME

Financial contribution 2023 (in CHF)

1'000'000 - 3'000°000 CHF w

Endorsement targets and
transparent reporting



https://www.wwf.ch/en/partner/wwf-partner-for-the-environment-2023
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