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Annual Review 2013

Partnering to Protect
Our Freshwater Resources



“We are witnessing unprecedented 
demands on natural resources around 
the world. Continuing with business as 
usual puts everything at risk, including 
the viability of  business. These problems 
can only be solved by working together, 
and our work with Coca-Cola has proven 
that collaboration can amplify and  
accelerate the impact we need.” 

Carter Roberts 
President and CEO 
World Wildlife Fund

“As we face a resource-stressed world 
with growing global demands on food 
and water, we must seek solutions that 
drive mutual benefit for business,   
communities and nature. Working with 
WWF continues to challenge our  
Company to advance our sustainability 
programs. WWF’s expertise will be 
instrumental in reaching our 
environmental performance goals, 
some of  which they help us set.” 

Muhtar Kent 
Chairman and Chief  Executive Officer 
The Coca-Cola Company  

Because water is essential to nature, communities and business, 
World Wildlife Fund (WWF) and The Coca-Cola Company 
launched a transformative partnership to conserve and protect 
freshwater resources around the world in 2007. Our commitment 
to freshwater conservation has produced significant results, and 
has led to an expanded partnership through 2020. Our ambition 
is to achieve even greater impact by helping address the natural 
resource challenges that impact fresh water.

CLICK ON THESE 
WATER ICONS
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   Through 2020, Coca-Cola and WWF will more deeply engage across the  
Company’s value chain; involve additional partners to achieve greater scale and 
impact; and spark commitments from businesses, governments, and consumers 
to take action to value, conserve and protect the planet’s natural resources, with 
a focus on fresh water. This requires going beyond freshwater conservation, to  
tackle the forces that impact fresh water.
   In a resource-constrained world, balancing the needs of  business, communities 
and nature is imperative. Responding to this challenge, we pledge to:

EXPANDING OUR IMPACT
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ating raised circles of  soil around tree trunks to help  
protect the roots from erosion and cutting notches 
into the hillside to catch water that might otherwise 
wash straight down the field.
    Gómez recognized that the partnership’s agricul-
tural projects did not just aim to protect the moun-
tain’s forests and rivers -- they also aimed to boost the  
productivity of  the farms. And it didn’t take long to 
see the benefits.
    To measure the effectiveness of  the new farming 
techniques, the partnership is monitoring changes in 
soil erosion and assessing how particular methods en-
able the hillsides to retain more 
water over time. Additionally, 
through two weather monitor-
ing stations, we are gathering 
data that can help determine 
how much fresh water is be-
ing captured, inform decision 
making about irrigation and 
crop cycles, and establish se-
vere-weather early warning sys-
tems. This work has already led 
to reductions in pesticide toxic-
ity, and water and fertilizer use.
    Further down the moun-
tains, partners are working 
to help improve Coca-Cola’s  
impact on the region. Cer-
vecería Hondureña is a fran-
chised Coca-Cola bottling plant  
located in a quiet outskirt of  
the city of  San Pedro Sula, 
Honduras. Each month, Cer-
vecería processes between 
45 and 48 million liters of  
Coca-Cola beverage prod-
ucts, along with a number of  
local Honduran brands. The plant has embraced a 
number of  measures to minimize its impact. These 
included tactics such as  raising awareness among  
employees about the need to reduce water consump-
tion and become more water-efficient, in combina-
tion with investments, like replacing machinery along  
production lines to improve water efficiency. 

    As a result, that is precisely what Cervecería has 
done - improved its water efficiency. At the beginning 
of  Cervecería’s work with the partnership, the plant’s 
water efficiency index was 2.37, meaning it used 2.37 
liters of  water for every liter of  finished beverage it 
produced. By 2012, the index had fallen to 1.93. The 
target for 2014 is 1.60, which would save 60 percent of  
the water used in the manufacturing process.
    But it doesn’t end there. The water that Cervecería 
uses goes to its unique wastewater treatment plant. After  
several processing cycles, the organic solids purged from 
the water become nutrient-rich compost, and the methane  

released becomes energy. Bio-
gas recovered from this cycle 
powers the water treatment 
process and saves Cervecería 
Hondureña 17 percent of  the 
energy needed to produce 
beverages. The quality of  the 
water that filters through Cer-
vecería’s wastewater treatment 
plant exceeds national quality 
standards.
    In addition, Cervecería  
Hondureña’s wastewater treat-
ment plant also irrigates a  
nursery that’s part of  the Fun-
dación Cervecería Hondureña. 
The trees grown in the nursery 
are donated to reforestation  
efforts in parks and along riv-
erbanks, as well as to schools 
and other nonprofits. 
    A few years ago, just around 
the corner from the nursery, 
the five-block stretch of  Río 
Piedras, one of  the local rivers, 
was a garbage dump filled with 

trash. The foundation cleared it and reforested the 
banks, which are now dense with greenery. 
    The impact was contagious. After witnessing the Río 
Piedras transformation, a fertilizing company nearby is 
looking to replicate the work on land around its own 
facilities. And, other companies have been reaching out 
to WWF for advice on similar projects.

    The Mesoamerican Reef, the second largest  
barrier reef  in the world, houses coral, marine turtles,  
mollusks and fish. It also supports more than 2  
million people in the region through fishing and tourism.  
Unfortunately, as the human population along the 
reef ’s coast has increased, so have the negative impacts 
from commercial development, industrial processes 
and agricultural production.
    In the valleys and flatter regions of  Guatemala 
and Honduras, wastewater from factories, large-scale 
farms and communities carries harmful pollutants out  
toward the reef. Higher up, in the foothills and moun-
tains, poor farming techniques increase soil erosion,  
burdening the waterways with excess sediment that 
chokes the corals and spurs harmful algae growth. 

    To help preserve the region’s natural resources,  
Coca-Cola and WWF are working from the mountain 
ridges to the coral reef, across all of  our work streams, 
and with various regional stakeholders including  
private companies, regional nonprofits and local  
farmers, like José Gómez.
    Gómez, one of  the first farmers to collaborate with 
our partnership, lives in one of  the small communi-
ties on Sierra del Merendón, a rural belt of  moun-
tains in northern Honduras. He embraced a suggested  
technique called intercropping, in which farmers plant 
multiple kinds of  crops in a single row to strength-
en the plot’s ability to retain the soil and increase the 
number of  harvest periods per year. Gómez adopted 
other recommended improvements too, including cre-

Renewing FReshwateR ResouRces & 
stRengthening LiveLihoods aRound
the MesoaMeRican ReeF

To help preserve the region’s natural resources, 
Coca-Cola and WWF are working from the moun-
tain ridges to the coral reef, across all of our work 
streams, and with various regional stakeholders 
including private companies, regional nonprofits 

and local farmers like Gómez. 
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    This year, WWF, Coca-Cola and the government 
of  Hunan Province in China announced a landmark  
partnership focused on the Liuyang tributary that 
will help transform the Yangtze River, the third-lon-
gest river in the world, into a healthy, resilient  
freshwater basin. Home to a variety of  ecosystems and  
endangered species, the Yangtze is one of   
China’s most valued rivers. For thousands of  
years, people have used it for  
water, irrigation, sanitation, trans-
portation, food and business…
and nearly half  a billion people 
continue to do so today.

A River Sings
    Of  particular importance is the 
area where the Xiang River meets 
the Liuyang River, the main source 
of  irrigation for the region and the 
namesake of  an important nation-
al song celebrating the birth of  
Mao Zedong, the founding father 
of  the People’s Republic of  Chi-
na. Here, Coca-Cola and WWF 
will launch their first pilot project 
as part of  the Yangtze’s Water+ 
commitment.
    The projects, which will receive 
support from the Hunan pro-
vincial government, will demon-
strate on-the-ground, sustainable river solutions 
that can serve as models for other projects in the  
region. They include a water conservation project at 
the source, sustainable tea production and communi-
ty engagement projects midstream, multi-stakeholder  
water stewardship projects in nearby industrial parks, 
and wetland conservation projects throughout the area.

    By 2016, the Liuyang River demonstration projects 
will result in shareable best practices. Leveraging les-
sons learned, WWF, Coca-Cola and local authorities 
hope to scale up the work to three-to-five additional 
rivers in the Yangtze River basin. The transformative 
goal is to protect more than 500,000 acres of  wetland 
habitats and secure safe drinking water for more than 
5 million local citizens by 2018.

 
Coming Together
    Signed by WWF and the 
“Two-Oriented Committee” 
(TOC) of  Hunan Province, the 
memorandum of  understanding 
(MoU) recognizes the unique val-
ue WWF brings as the goverment 
develops its sustainability targets 
and processes - including the  
specific value for businesses such 
as Coca-Cola that operate in the 
region.
    It also targets top priorities for 
WWF’s work with Coca-Cola.
    “This is where all of  our goals 
come together,” say Judy Takats, 
Senior Program Officer at WWF. 
“By formalizing WWF’s relation-
ship with the provincial govern-
ment, we are involving additional 
partners to achieve greater con-

servation impact and integrating the value of  nature 
into public and private decision-making processes. By 
working directly with bottling partners and suppliers, 
the projects proposed under this partnership will more 
deeply engage Coca-Cola’s value chain. And through 
our successes, we hope to spark commitments from 
other businesses as well as consumers.”

From Demonstration to transFormation: 
Business, goveRnMent and civiL society 
Join FoRces aLong the yangtze
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XIANG RIVER 
a tributary to the Yangtze and one 

of China’s most polluted rivers

CHANG-ZHU-TAN CLUSTER  
three cities growing at the intersection of two 

major economic belts and the Xiang River
 

DONGTING LAKE 
China’s second largest freshwater lake and 

the outlet for most of the rivers in Hunan

Together, WWF, Coca-Cola and the 
Hunan provincial government will 

promote sustainable development in 
three key areas of the basin:

Each area holds significant  
cultural, economic and ecological 

importance to the region.
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PaRtneRing acRoss the  
goLden tRiangLe 
 
    Water is key to economic and social development, 
yet changing climate patterns, population growth and 
the overuse of  resources are all contributing to a glob-
al water crisis. Businesses, government and civil soci-
ety are increasingly aware of  the associated challenges 
and risks, but it is a problem that will not be solved in  
isolation. 
    Those partnerships that connect across the “gold-
en triangle” of  business, government and civil  
society have the greatest potential to lead to meaningful  
progress and results for people, nature and business. 
WWF and Coca-Cola are implementing this approach 
in river basins around the world.

Our Progress
    With the expansion of  our partnership in 2013, 
WWF and Coca-Cola identified 11 geographies to  
direct our efforts through 2020. Working together, we 
have committed to help conserve some of  the world’s 
most important places. We are focusing our efforts on 
the catchments of  the Mesoamerican Reef  and the 
Yangtze River. 
    Along with our focal basins, we are working togeth-
er in nine additional geographies, including the river 
basins of  the Amazon, Koshi, Mekong, Rio Grande/
Rio Bravo and Zambezi; the catchments of  the Great 
Barrier Reef; and watersheds in the Amur-Heilong,  
Atlantic Forests and Northern Great Plains.
    Each of  these regions provides an opportunity to 
address pressing conservation challenges and threats, 
as well as to learn valuable lessons. We plan to replicate 
successful approaches to contribute to global freshwa-
ter conservation efforts and, hopefully, inspire others 
to act.
    Our teams in all 11 geographies are planning, pilot-
ing and/or expanding innovative models that meet the 
challenges unique to their basins. 
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    The Chihuahuan Desert, one of  the most bio-di-
verse deserts in the world, straddles the U.S.-Mexico 
border. Its natural beauty, growing economy and blos-
soming cities are fueled by the Rio Grande, known 
as the Rio Bravo in Mexico. But the river’s water is 
already 150 percent over-allocated, mostly for agricul-
ture, and the future looks grim. The region is predicted 
to become hotter and drier as climate change intensi-
fies. Combined with growing populations and diversi-
fying demands, it’s more important than ever to pro-
tect the Rio Grande/Rio Bravo. 
    Some, like Big Bend National Park’s 
river ranger Mike Ryan, are passion-
ate about working together to con-
serve the river for future generations. 
Growing up less than five miles from 
the river, Ryan has long appreciated its 
charm, power and role in sustaining 
life. As a park ranger, Ryan is primarily 
responsible for law enforcement and 
protecting Park visitors. However, he 
spends whatever extra time he can find 
assisting the Park’s and partnering sci-
entists, conservationists and managers 
as they restore the river after decades 
of  decline.
    “In the beginning, we did smaller 
projects in-house,” Ryan recalls. “They 
were more ad hoc than planned, and were rarely coor-
dinated with the sister parks on the Mexican side of  
the river.”
    One of  the biggest challenges is giant cane. A thirsty, 
invasive plant, giant cane has taken over the shores 
of  the Rio Grande/Rio Bravo. It holds soil along the 
channel’s edge—soil that normally would be washed 
downstream. As a result, the banks are growing, which 
makes the channel narrower. This destroys precious 
habitats, reduces water retention and increases the 

susceptibility of  riverside towns and infrastructure to 
flood damage. 
    Eradicating giant cane is a large part of  our work in 
the region. “The Coca-Cola Company and WWF part-
nership amplified the momentum and empowered us 
to do more work, and to work together,” Ryan says.
    We now have a true “golden triangle” of  partners 
representing all sectors on both sides of  the bor-
der. In addition to Big Bend National Park, the U.S.  
Geological Survey and the U.S. Fish & Wildlife  

Service are coordinating with Mexi-
can governmental agencies including 
the National Commission of  Natural  
Protected Areas (CONANP) and  
National Water Commission (CONA-
GUA). Coca-Cola and local bottling 
partners bring the private sector to the 
table. WWF represents civil society, 
alongside nearby communities, local 
nonprofits and academic institutions.
    Together, we are working to erad-
icate the giant cane and other detri-
mental invasive species, replanting 
native species in riparian areas, collect-
ing much-needed scientific data, and 
creating a positive story of  bi-nation-
al cooperation in this border region. 
Partners on both sides of  the river 

share best practices and work closely together—from 
planning through implementation to evaluation—to 
maximize progress on both sides of  the river.
    “When we started working more as a partnership, 
I had a feeling we would be successful. But I didn’t 
realize our impact until recently,” Ryan explains. “I’m 
not a scientist, so I have to see progress to believe it. 
When I see sand bars crumbling, the cane receding, 
and the right species returning, I know we’re on the 
right track.”

Bringing Back the rio granDe/rio Bravo in Big BenD  
coLLaBoRative cRoss-BoRdeR and
cRoss-sectoR PaRtneRshiPs heLP to
RestoRe an iconic BinationaL RiveR
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In addition to his responsibilities 
as a Park Ranger, Ryan has 

become a key part of the Part-
nership’s work in the 200-mile 
stretch from Big Bend National 

Park to Amistad Reservoir.
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engaging a gLoBaL 
suPPLy chain 
 
    Every bottle of  Coca-Cola represents a global  
operation that depends on a vast network of  suppliers, 
distributors, retailers, consumers, recyclers, communi-
ties and partnerships. To succeed in meeting our part-
nership goals, we are engaging across the Company’s 
entire value chain.
    Collaborating with key stakeholders, we are work-
ing together to continue progressing on sustainability 
initiatives that include agriculture, operations, pack-
aging and refrigeration. By extending the Company’s 
environmental sustainability commitments to its val-
ue chain, the Company hopes to deliver tangible and  
lasting benefits to the environment and society, as well 
as business.

Our Progress
    In July 2013, WWF and Coca-Cola announced  
ambitious performance goals to improve agriculture,  
climate, packaging and water efficiency impacts. These 
efforts include the following 2020 targets:
•  Sustainable Sourcing: Coca-Cola will work to sus-
tainably source its key agricultural ingredients includ-
ing cane sugar, beet sugar, high-fructose starch-based 
syrup (primarily corn), tea, coffee, palm oil, soy, pulp 
and paper fiber, oranges, lemons, grapes, apples and 
mangoes. 
•  Climate Protection: Coca-Cola will work to reduce 
the carbon in ‘the drink in your hand’ by 25 percent. 
This will include making comprehensive carbon foot-
print reductions across its manufacturing processes, 
packaging formats, delivery fleet, refrigeration equip-
ment and ingredient sourcing.
•  Renewable Packaging: Coca-Cola will work with 
WWF to assess the environmental and social perfor-
mance of  plant-based materials for potential use in 
renewable packaging. 
•  Water Efficiency: Coca-Cola will work to improve 
water efficiency in its manufacturing operations by 25 
percent through operational improvements across the 
Coca-Cola system, compared to 2010. 
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    In July 2013, as part of  our new partnership envi-
ronmental goals, Coca-Cola committed to reduce the 
carbon footprint of  its beverages by 25 percent by 
2020. Work is underway to reduce the greenhouse gas 
emissions across the entire value chain of  our products 
through comprehensive reductions in manufacturing 
processes, packaging formats, delivery fleet, refrigera-
tion equipment and ingredient sourcing.
    By reducing emissions generated by not only bot-
tling plants and distribution fleet but Coca-Cola’s entire 
value chain, it is estimated that Coca-Cola will be able 
to prevent more than 20 million metric tons of  CO2 
emissions by 2020. That’s four times the Coca-Cola 
system’s annual carbon emissions from manufacturing, 
and the equivalent of  taking an estimated 3.8 million 
cars off  the road for a year. 
    To assist with emissions reductions, in 2011, the 
partnership developed and launched the Top 10 En-
ergy Savings Practices campaign. The program 
equips bottlers and plant managers with 10 high-re-
turn, low-risk energy-saving practices they can readily 
implement. Each practice delivers high financial return 

and contributes significantly toward achieving climate 
targets. By end of  2013, 591 of  the Coca-Cola system’s 
nearly 900 manufacturing facilities were implementing 
the practices. A total of  154 facilities have completed 
the entire Top 10 challenge, and 325 have made at least 
80 percent progress. 
    Reinforcing the climate commitment and support-
ing the Top 10 campaign, Coca-Cola and WWF creat-
ed a “climate ambassadors” group dedicated to cham-
pioning the system-wide goal and providing training 
and other assistance to help the Company, bottlers and 
suppliers strive to reduce emissions. 
    Coca-Cola’s expanded climate goals also support-
ed the company’s ongoing membership in WWF’s  
Climate Savers program.  As part of  the Climate Savers 
program, the partnership set two goals for reducing 
climate emissions that apply to the Company’s glob-
al manufacturing operations: (1) reduce emissions 
by 5 percent in developed countries by 2015, and 
(2) stabilize emissions system-wide, even while the  
Company grows. These targets are measured against a 
2004 baseline year.

    Water is an essential and indispensable part of   
Coca-Cola’s success and survival, as it is to every sin-
gle species on the planet. With the world’s freshwater 
supply under stress, it is a shared responsibility to find 
ways to conserve and sustainably manage local water 
sources. This understanding drives Coca-Cola’s (the 
Company and its nearly 300 bottling partners operat-
ing in more than 200 countries) water stewardship 
programs and guides much of  the partnership’s work. 
    In addition to our freshwater goal, we aim to make 
operational advancements to improve our water stew-
ardship programs and progress. 
    Coca-Cola aims to improve its water efficiency by 25 
percent, as compared to its 2010 baseline of  2.26 liters 
of  water used per liter of  product produced. WWF 
is supporting this goal by providing guidance and ex-
pertise to Coca-Cola as it identifies opportunities to 
reduce water use and conserve within its operations. 
In 2012, Coca-Cola reduced its water use to 2.12 li-
ters of  water per liter of  product produced, a 5.9 per-
cent improvement over the 2010 baseline. This brings  
Coca-Cola’s overall water efficiency improvement to 

21.4 percent since 2004 – the original baseline for the 
partnership’s 2007 goal of  20 percent improvement by 
2012.
    Additionally, Coca-Cola has reaffirmed its goal to 
become water neutral, partly by way of   replenishing 
all the water it uses in its beverages and their produc-
tion back to communities and nature by 2020. In 2013, 
Coca-Cola announced it was on track to meet its water 
balance goal by replenishing 68 percent of  its sales vol-
ume through 509 community water partnership proj-
ects in more than 100 countries. The remainder of  its 
water use from manufacturing operations is returned 
to nature as treated wastewater at a level that supports 
aquatic life. 
    The Company also remains focused on water risk 
management. It is actively conducting source water 
vulnerability assessments and implementing source 
water protection plans for its nearly 900 bottling plants 
across more than 200 countries, and engaging with 
communities and governments to address local water 
issues.

reDucing the carBon Footprint oF coca-cola’s Beverages Working to Be responsiBle Water steWarDs

10

TABLE OF CONTENTS

https://www.worldwildlife.org/projects/working-with-coca-cola-to-improve-energy-efficiency-and-reduce-emissions
https://www.worldwildlife.org/projects/working-with-coca-cola-to-improve-energy-efficiency-and-reduce-emissions
http://www.coca-colacompany.com/sustainabilityreport/world/water-stewardship.html
http://www.coca-colacompany.com/sustainabilityreport/world/water-stewardship.html
http://www.coca-colacompany.com/setting-a-new-goal-for-water-efficiency


    Over the last 15 years, life science technology and  
agricultural production systems have progressed dra-
matically. Today, we can envision a future where the 
production of  chemicals and materials needed by so-
ciety depends on renewable carbon from plants in-
stead of  fossil carbon. This new industrial production  
system has been labeled the “bioeconomy.” 
    However, while the bioeconomy reduces the carbon 
intensity of  many everyday materials, it also means a 
shift toward using agricultural and forestry feedstocks 
in industrial production. Cultivating these materials 
to meet the growing demand of  a bioeconomy could 
lead to habitat fragmentation, biodiversity loss, water 
insecurity and increased pollution from fertilizers and 
pesticides. If  these risks are addressed, responsibly and 
efficiently produced plant-based plastics can provide 
more viable solutions over fossil-based resources.
    In November 2013, WWF and Coca-Cola joined 
nine leading global brand companies to convene the 
Bioplastic Feedstock Alliance (BFA). The purpose 
behind the BFA was to support the responsible devel-
opment of  plastics made from plant material, helping 
build a more sustainable future for the bioplastics in-

dustry. Together with the Ford Motor Company, H.J. 
Heinz Company, Nestle, Nike, P&G, Unilever and 
Danone, the partnership will address the potential im-
pacts of  the development of  renewable materials on 
land use, food security and biodiversity. 
    WWF and Coca-Cola are working with these com-
panies to guide the responsible selection and harvest-
ing of  feedstocks—such as sugarcane, corn, bulrush, 
and switchgrass—used to make plastics from agricul-
tural materials. To guide the development of  more sus-
tainable bioplastics, the alliance brings together experts 
from industry, academia and civil society to develop 
and support informed science, collaboration, educa-
tion, and innovation. By involving companies from 
across the food, beverage, automotive and apparel in-
dustries, this collaborative effort seeks to drive positive 
change and provide a competitive alternative to fos-
sil-fuel based plastics.
    With the support and purchasing power of  multi-
ple brands and consumer products, the time, resources 
and costs of  pursuing sustainable solutions for plant-
based plastics can be greatly reduced.

    As part of  our expanded goals announced in 2013, 
Coca-Cola committed to sustainably key agricultural 
ingredients by 2020. These ingredients include cane 
sugar, beet sugar, high-fructose starch-based syrup 
(primarily corn), tea, coffee, palm oil, soy, pulp and pa-
per fiber, oranges, lemons, grapes, apples and mangoes.
    To maintain headway toward this new goal,  
Coca-Cola established Sustainable Agriculture 
Guiding Principles (SAGP) for suppliers, with strate-
gic input from WWF. These principles define what we 
mean when we refer to “more sustainable sourcing,” 
articulate expectations, and set criteria for human and 
workplace rights, environmental stewardship and farm 
management. Together, Coca-Cola, WWF, and other 
partners are working with suppliers to implement the 
guidelines throughout Coca-Cola’s system. 
    Currently, suppliers and those authorized by  
Coca-Cola are required to meet Supplier Guiding 
Principles (SGP), which communicate the Company’s 
values and expectations of  compliance with all applica-
ble laws, regulations and other legal requirements, and 
emphasize the importance of  responsible workplace 
practices that respect human rights. The SAGPs ex-

pand on the SGP and provide guidance to Coca-Cola 
suppliers of  agricultural ingredients. These principles 
establish the framework for defining the Company’s 
goal to more sustainable sourcing. In 2015, working 
closely with partners like WWF, Coca-Cola will begin 
validating suppliers for compliance and will work with 
internal stakeholders, suppliers and partner organiza-
tions to establish details on the assurance process.  
    The partnership recognizes that sustainable sourc-
ing poses new challenges and intends to work collabo-
ratively with Coca-Cola suppliers on the journey ahead 
to ensure that all agricultural ingredients are sourced in 
a more sustainable fashion. Coca-Cola encourages all 
suppliers to work continuously toward more sustain-
able practices and to uphold the SAGPs.

pursuing anD achieving sustainaBle solutions For plastics promoting sustainaBle agriculture
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    Just like the kidneys in a human body, the wetlands of  
the Earth serve the vital function of  filtering contami-
nation and flushing out toxins to keep the environment 
clean. Unfortunately, like the human kidneys, when  
exposed to severe and ongoing pollution, normal 
function ceases, and as a result wetlands increasingly  
accumulate this pollution and pass on those contami-
nants to the surrounding environment. This is exactly 
what has been occurring in Songyuan, China, located 
in the Amur Heilong River Basin.
    Wetlands are also vitally important 
as habitat for flora and fauna.  Those 
in the Amur-Heilong ecoregion, where 
Songyuan and China’s corn belt are 
located, provide invaluable migratory 
habitat for the endangered Siberian 
crane and other wetland bird species.
Corn is quickly becoming a staple of  
the Chinese economy—only the Unit-
ed States produces more. Given China’s 
rapid development and rising need for 
food, demand for corn will continually 
increase. Songyuan is one of  the larg-
est corn-growing areas in China, part 
of  China’s golden corn belt, producing 
around 17 million tons of  corn per year 
in an area about the size of  Nebraska. 
This region has frequently been impact-
ed by drought, leading to significant variability in corn 
yield from year to year. Farmers’ incomes from agri-
cultural production have remained low and unstable.  
    To overcome droughts, irrigation is applied via 
flooding the corn beds at spring sowing, resulting in 
inefficient and wasteful use of  groundwater and stress 
on the local river basin. This stress is compounded by 
the runoff  from pesticides and fertilizers. Hoping for 
improved yields, pesticides and fertilizers are over-uti-
lized, contributing to groundwater and surface water 
pollution.

    Coca-Cola is working with WWF, local governments 
and farmers, major buyers, and academia on a solution 
to benefit both the river basin and the farmers. Each 
organization brings a unique set of  tools to the table 
and each will be positively impacted by the project’s 
success.
    Through farmer education and training that high-
lights sustainable practices – from planting, tilling and 
harvesting, through storage and selling – farmers in 
Songyuan are increasing yields, reducing environmen-

tal impacts, and improving their liveli-
hoods through increased revenues. 
    The project began with 10 demon-
stration farms, increased to 30, focus-
ing on improving seed selection and 
row spacing and testing soil to guide 
the use of  fertilizers. Simple changes 
like this are already making big differ-
ences.
    By September 2013, more than 
12,500 farmers had been trained. The 
20 demonstration farms in that year 
yielded 10-30 percent more corn per 
hectare than the average harvest of  
the past four years, after taking into  
account the increased rainfall. Com-
pared with non-demonstration farms, 
the yield was more than 20 percent great-

er. Fertilizer-use efficiency has improved, as have farm-
er incomes. Going into 2014, demonstration farmers 
will also receive materials and training on drip irrigation 
to target water application, increase use efficiency, and  
reduce runoff.
    By the end of  the three-year project, the goal is 
for the overall impact of  farming in Songyuan to be  
measurably reduced, benefiting the environmentally 
sensitive wetland areas and ensuring that the Earth’s 
kidneys continue to function, and that the Siberian 
crane habitat remains intact.

a groWing partnership:
how iMPRoved coRn yieLds in china
aRe RehaBiLitating the wetLands –
and vice veRsa
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 Through farmer education and 
training that highlights sustain-
able practices – from planting, 
tilling, harvesting, storage and 
selling – farmers in Songyuan 
are increasing yields, reducing 
environmental impacts, and im-
proving their livelihoods through 

increased revenues.
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integRating natuRe’s  
vaLue into the BottoM Line
 
    Each year, Earth’s water systems produce trillions 
of  dollars’ worth of  free goods and services essen-
tial to a well-functioning global economy. However, 
this value has largely been left unaccounted for in  
business decisions and market transactions. Fortunately, 
a growing number of  companies recognize the business  
value of  the resources and services that nature  
provides for free, and the business imperative for  
safeguarding them. 
    WWF and Coca-Cola are working together to  
advance holistic conservation planning and science to  
advocate for nature in public and private decision-mak-
ing processes. We aim to fill scientific gaps and  
evaluate tradeoffs between conserving biodiversity,  
supplying ecosystem services and minimizing costs. 
Working with others, we will help to create the  
quantitative tools needed to enable the private sector 
to account for, and invest in, natural capital.

Our Progress
    The partnership team began work on a collab-
orative research project to examine the poten-
tial environmental benefits from the global adop-
tion of  sustainable production standards, such  
as the Bonsucro Standard, which the partners helped 
finalize in 2010. 
    One of  the most pressing conservation chal-
lenges facing our planet is how to meet the growing  
human demand for food, fuel and fiber while sustaining  
environmental services and biodiversity. Certification  
standards that promote more sustainable production 
of  agricultural, forest and seafood commodities are 
one proposed solution to help meet this challenge. 
    Using empirical methods to inform benefit and cost 
models, the team will examine alternative scenarios 
to understand the impact of  implementing sustain-
ability standards at the global and regional scale. As  
Coca-Cola works towards its 2020 sustainable sourcing 
goals, this project will help inform how Coca-Cola and 
the public and private sectors set policies and make 
better sourcing decisions. 
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    Through our partnership, WWF and Coca-Cola are 
working to integrate the value of  nature into corporate 
and public decision making. We seek to build the case 
for society to meet its future demand for food, fuel, 
water and energy, while also sustaining important envi-
ronmental services. 
    To achieve this goal, one of  our strategies is to eval-
uate the impact of  implementing sustainability stan-
dards on ecosystem services, using our 11 partnership 
geographies as proof  points. 
    Brazil is the perfect testing ground 
for this approach. It is here where our 
organizations, working with local aca-
demic partners, are analyzing the ben-
efits of  sustainable sugarcane certifi-
cation on ecosystem services, such as 
water quality, carbon and biodiversity.
    As the largest sugarcane producer in 
the world, Brazil exports approximately 
28 million tons of  sugar annually, with 
a planted area of  8.5 million hectares. 
Much of  this production is concentrat-
ed in the southeast region of  the coun-
try, in areas with extremely high biodi-
versity, such as the tropical canopies of  
the Atlantic Forests. After centuries of  
clearing for large-scale agriculture, this 
biome is facing severe soil degradation, nitrogen pollu-
tion and the destruction of  riparian habitats. Although 
sugarcane is critical to Brazil’s economic development, 
continued depletion of  ecosystem services could ulti-
mately threaten the industry’s long-term viability.
    As a major buyer of  sugar from sugarcane,  
Coca-Cola’s purchasing power can influence the en-
tire industry. Recognizing this potential for large-scale 
impact, Coca-Cola and WWF are working together to 
better sustainably source key agricultural ingredients 
by 2020, including sugarcane.
    In Brazil, the partnership is advancing this goal 
by aligning practices of  local suppliers with the  

Bonsucro® Standard for sustainable sugarcane. In 
2011, a sugar mill in São Paulo became the first to 
achieve Bonsucro Certification, and Coca-Cola was the 
first buyer of  the mill’s certified sugar. Since then, 26  
sugarcane mills in Brazil have been Bonsucro Cer-
tified. To mitigate the environmental impacts of   
conventional sugarcane production, the standard calls 
for specific indicators related to ecosystem services. 
These include reducing greenhouse gas emissions, 

maintaining soil organic carbon, reduc-
ing fertilizer runoff, minimizing herbi-
cide and pesticide application, reducing 
net water consumption, and promoting 
zero-loss of  protected areas.
    Increased adoption of  Bon-
sucro certification is a positive step  
toward Coca-Cola’s sustainable sourc-
ing goal. However, we currently lack 
scientific evidence on how effective 
the standard has been in reducing the 
environmental impacts of  sugarcane 
production on critical ecosystems, like 
the Atlantic Forests. 
    To fill this knowledge gap and 
build the case for scaling certifica-
tion, WWF and Coca-Cola are lead-
ing the way in analyzing the bene-

fits and limitations of  this standard. Working with 
Coca-Cola’s local suppliers, the partnership team 
is evaluating the effectiveness of  Bonsucro in  
protecting and restoring ecosystem services. We are 
also creating a framework to enable businesses to  
compare the environmental impacts of  alternative  
scenarios for sugarcane expansion and forest  
conservation policy in Brazil.
    By providing evidence-based tools, we hope to en-
able decision-makers in both corporations and gov-
ernment to balance the push for continued economic 
development with the need to sustain the critical eco-
system services supporting that development. 

 
BuilDing the case to value nature:
evaLuating sustainaBLe PRoduction 
standaRds in BRaziL
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In 2011, a sugar mill in São  
Paulo became the first to achieve 

Bonsucro Certification, and  
Coca-Cola was the first buyer of 

the mill’s certified sugar.
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shaRing Risk is shaRing  
ResPonsiBiLity         
    As a shared resource, water scarcity is a risk to all, 
and managing our water resources is a shared respon-
sibility. Effective water management requires cooper-
ation between multiple actors whether at the local or 
international scale. Water cuts across all social, environ-
mental and economic activities, and touches multiple  
sectors. By taking collaborative action, we can help re-
duce water risks and create a more water-secure future.
    WWF and Coca-Cola are working together to  
address some of  the world’s biggest and most pressing 
challenges, from global agricultural issues and natu-
ral resource scarcity to climate change and freshwater 
conservation. Because we know we can’t solve these 
challenges alone, we are collaborating with partners 
from government, international financial institutions, 
academia, industry, civil society and the public.

Our Progress
    In 2013, WWF and Coca-Cola began engaging or-
ganizations with shared goals to deepen, sustain and 
amplify our work. We started collaborating with key 
stakeholders in the Coca-Cola value chain, civil soci-
ety organizations working on freshwater conservation, 
academic institutions performing research on natural 
capital, and multilateral initiatives that invest in proj-
ects to improve the global environment. 
    We also took steps to become active participants in 
the global water dialogue. At World Water Week in 
Stockholm, WWF and Coca-Cola convened an event 
of  more than 50 influential stakeholders to learn about 
our partnership and explore opportunities for engage-
ment toward common goals. This event seeded im-
portant conversations with potential partners, laying 
the groundwork for future collaborations. Looking 
ahead, we aim to deepen our involvement in the global 
water dialogue by representing the partnership at key 
events, such as the Singapore International Water Week 
in 2014 and the 7th World Water Forum in 2015. In-
volving additional partners, we hope to achieve greater 
scale and impact as we seek to catalyze action to value, 
conserve and protect the planet’s natural resources like 
fresh water.
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    As our global partnership works to convene influ-
ential partners to solve global environmental challeng-
es, inspiring our own networks to collaborate toward 
solutions is essential. To date, Coca-Cola and WWF 
offices in more than 50 countries are working togeth-
er with their local business communities, governments 
and conservation organizations to address freshwater 
challenges. One of  the places we have seen collab-
oration soar is the Danube River basin, where the 
partnership made an essential contribution to the res-
toration of  wetlands and floodplains for the benefit 
of  business, communities and nature 
in six countries.
    The Danube flows through 10 
countries and four European capitals, 
and its drainage basin includes parts 
of  19 countries. An estimated 83 mil-
lion people live in the Danube River 
basin today and more than 20 million 
people depend directly on the Danube 
for their drinking water. The Danube 
basin is also home to a diverse system 
of  natural habitats and rare birds like 
the White Pelican, White Tailed Eagle 
and Black Stork, and has more than 
100 different species of  fish – includ-
ing five sturgeon species.
    The construction of  dikes and dams 
for traditional flood management, 
shipping routes, hydropower and agriculture have cut 
off  more than 80 percent of  former floodplains from 
the river. The loss of  the Danube’s floodplains and the 
presence of  large dams have severely impacted the re-
gion’s biodiversity.
    Since 2007, Coca-Cola and WWF have partnered 
for a living Danube, working together to reconnect 
and restore former wetlands and floodplains, increase 
water storage capacity and flood defenses, and improve 

critical wildlife habitat. 
    In the Gornje Podunavlje Special Nature Reserve in 
Serbia, for example, the team, together with the Public 
Enterprise for Forest Management, Vojvodinasume, 
coordinated the large-scale clearing of  ponds from 
invasive vegetation to restore the water storage and 
recharge capacity. With nature park rangers, the team 
also monitored species such as the white-tailed eagle, 
the largest concentration in Serbia was found in Gorn-
je Podunavlje, and the black stork and black kite. 
    Across the Danube in the Kopacki Rit Nature Park 

in Croatia, the team worked with park 
authorities to restore and reconnect 
former fishponds to the river, help-
ing increase the area’s flood resilience 
and allowing for conservation aqua-
culture and tourism. And, as part of  
a raising awareness effort, the part-
nership connected with communi-
ties across the region through the  
Coca-Cola and WWF 2011-2013 
Water Tour. The educational and in-
formative mobile exhibit included 
stops in Hungary, Bulgaria Romania, 
Ukraine and Slovenia. 
    Work on the Danube continues 
with a new seven year partnership 
program through 2020, supported by  
The Coca-Cola Foundation. Building 

on $4.4 million of  initial funding and a target to lever-
age more local and European funds, the partners aim to 
replenish and/or restore 12 million m³ of  water, which 
is equivalent to the volume of  4,800 Olympic-sized 
swimming pools or the monthly consumption of  the 
city of  Vienna. Partners plan to restore more than 53 
km2 of  wetland and floodplain areas and to reach over 
5 million people with a message on the importance of  
wetlands and good water stewardship.

 
a living DanuBe:  
cRoss-sectoR PaRtneRs heLP RestoRe
haBitat & integRate conseRvation eFFoRts
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The Danube flows through 10 
countries and four European 

capitals, and its drainage basin 
includes parts of 19 countries.
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    Global freshwater resources are threatened by ris-
ing demand. Growing populations increasingly need 
more water for drinking, hygiene, sanitation, food and  
energy production and industrial uses. Climate change, 
meanwhile, is already contributing to unpredictable, 
and increasingly severe, effects on water resources. 
This growing challenge demands that companies,  
governments, NGOs and society work together to 
maintain healthy freshwater ecosystems, and the  
services they provide.

    WWF and The Coca-Cola Company remain com-
mitted to conserving the world’s natural resources 
and to spreading the word about the power of  col-
laboration to address global challenges, such as cli-
mate change and freshwater management.

    We hope you will continue to follow our progress 
by visiting:

worldwildlife.org/water/cocacola
wwf.thecoca-colacompany.com
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TiTle 
Partnership field visit to the Rio 
Grande/Rio Bravo outside of Boquillas 
Canyon.
©2014 Audra Melton Photography

Page 2 
Water along the shores of the Rio 
Grande/Rio Bravo during partnership 
field visit.  
©2014 Audra Melton Photography 

Page 4 
The Yangtze River is home to some of 
China’s most spectacular natural scen-
ery and a series of canyons collectively 
known as the Sanxia, or Three Gorges.  
© Dong Liu

Page 5 (LEFT) 
Fields where the partnership is working 
with local farmers to plant crops that 
help reduce soil erosion in the Mancha-
guala region of Honduras.  
© Scott Dalton

Page 5 (INSET) 
José Gómez, a local farmer, looks out 
on a field that has been planted with 
crops that help reduce soil erosion as 
part of a WWF and Coca-Cola part-
nership initiative in the Manchaguala 
region of Honduras, just outside of San 
Pedro Sula.  
© Scott Dalton

Page 6 
Tea plantations in the Yangtze River 
basin.  
© Dong Liu

Page 7 
Zambezi River 
Creative Image / THINKSTOCK

Page 8 (LEFT) 
The Rio Grande/Rio Bravo during a 
partnership field visit. 
©2014 Audra Melton Photography

Page 8 (INSET) 
In addition to his responsibilities as a 
Park Ranger, Ryan has become a key 
part of the Partnership’s work in the 
200-mile stretch from Big Bend National 
Park to Amistad Reservoir.  
©2014 Audra Melton Photography

Page 9 
Sugarcane field in Brazil.  
Creative Image / THINKSTOCK

Page 10 (LEFT TO RIGHT)
1. Zambezi River 
Creative Image / THINKSTOCK

2. Sugarcane farmer 
Creative Image / THINKSTOCK

3. Landscape in Honduras. 
Creative Image / THINKSTOCK

4. Mekong River 
Creative Image / THINKSTOCK 

5. View from mountaintop over a river in 
the Amur-Heilong Ecoregion. 
© Albertien Perdok

Page 11 (LEFT TO RIGHT)
1. Black Stork 
Creative Image / THINKSTOCK 

2. Sugarcane monoculture in Alagoas, 
Brazil. 
© Adriano Gambarini / WWF-Brazil

3. Sugarcane in Alagoas, Brazil. 
© Adriano Gambarini / WWF-Brazil
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4. Coca-Cola and WWF tour a tea plan-
tation in the Yangtze River basin. 
© Dong Liu

5. A tributary of the Chamelecón River, 
which is fed by the Manchaguala wa-
tershed just outside of San Pedro Sula, 
Honduras. 
© Scott Dalton

Page 12 (LEFT) 
Corn in China 
Creative Image / THINKSTOCK

Page 12 (INSET) 
Wetlands along the Amur River. 
© Hartmut Jungius / WWF-Canon

Page 13 
Woman driving a boat in the Mekong. 
Creative Image / THINKSTOCK

Page 14 (LEFT) 
Waterfall in Atlantic forests near Illheus, 
Brazil. 
© Edward Parker / WWF-Canon

Page 14 (INSET) 
Sugarcane 
Creative Image / THINKSTOCK

Page 15 
Fisherman in the Mekong. 
Creative Image / THINKSTOCK

Page 16 
Danube Delta, Romania 
© Michel Gunther / WWF-Canon
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