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Most companies in this top group have also started to use CSPO 
now that it is available. For some, such as Unilever, this has been 
in relatively large volumes and for others, like Marks & Spencer, 
it represents a high proportion of the company’s total palm oil 
use. However, in most cases, CSPO is still being used in only very 
small quantities to date. WWF believes that these companies will 
need to move faster if they are to achieve the target of 100% use 
of CSPO by 2015 or earlier.

Many companies in the second tier, like United Biscuits, Henkel and Tesco, have many of the right policies and 
practices in place, although they have only just begun to take action on sustainable palm oil. Some companies in this 
grouping have started to use some CSPO. Some others may have put policies and systems in place, but often 
have yet to start buying CSPO. These companies should score much better in future  Scorecards after they have 
started to purchase CSPO, hence the need for them to follow up with tangible actions.

Many companies in this group have joined the RSPO but have not taken any action on sourcing sustainable palm 
oil. This is happening despite new RSPO requirements mandating companies buying palm oil to publicly report 
CSPO procurement targets and share time-bound action plans to achieve these targets. Therefore, companies that 
join the RSPO but take no action will no longer be able to use membership as a proxy for sustainability.  

A third tier of companies encompasses businesses which have shown only a little interest in sustainable palm oil 
issues, while companies in a fourth grouping have shown no interest, or have declined or ignored WWF’s request 
for information on their palm oil policies and actions. 

The Scorecard results show that the sector as a whole still has a long journey ahead before sustainable 
palm oil sourcing becomes the norm. And yet, many companies appear to be moving in the right direction 
in terms of their intention to use CSPO. WWF hopes that this is an indication of where palm oil buying 
practices may be headed in the future, and will monitor the trends with future versions of the Palm Oil 
Buyers’ Scorecard.

C o n c l u s i o n s  f r o m  S c o r e c a r d  f i n d i n g s 
The Scorecard reveals that while several companies in Europe that purchase palm oil are on the right 
track, most have yet to capitalise on the availability of CSPO to ramp up their sustainability practices. 
This leaves substantial market opportunities still untapped—and threatened rainforests still at risk.

WWF commends the efforts of the 10 companies that have shown leadership in committing to and sourcing 
CSPO:  Sainsbury’s, Marks & Spencer, Migros, Young’s/Findus, Unilever, Cadbury, The Body Shop, 
L’Oreal, Asda and Coop Switzerland. In general, these top 10 companies have made progress across the 
criteria assessed by WWF, which include being active members of the RSPO, having sustainable palm oil 
policies, commitments and action plans, and starting to use CSPO. In many cases, these companies have 
scored well because they have: 

contributed to the RSPO process for several years, like    • 
Cadbury, Sainsbury’s, Marks & Spencer, Migros and        
Unilever 

put in place sustainable palm oil policies, like Sainsbury’s, • 
Young’s/Findus and Cadbury

set up internal systems to control their use of palm oil, like • 
Cadbury and Unilever 

started motivating and in some cases working with their    • 
suppliers before CSPO was available, like Sainsbury’s
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WWF is one of the world’s largest and most experienced independent conservation organizations, 
with almost 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 naturalresources is sustainable
• promoting the reduction of pollution and wasteful consumption

WWF International
Avenue du Mont-Blanc
1196 Gland
Switzerland
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W h a t  h a p p e n s  n e x t ?
This European Scorecard is just the start of a process to bring more transparency to the global market for sustainable 
palm oil.  As the fi rst in a series, this Scorecard provides a baseline for companies to track their improvement 
on actions related to CSPO over the coming years. In the future, WWF’s assessment of these companies will set 
even higher benchmarks on their use of CSPO.

Since China and India are responsible for almost a third of global palm oil imports,2 WWF will also include 
major palm oil buyers from these countries in later versions of the Scorecard, along with other markets such as 
North America.

WWF will shed light on the performance of traders in a separate Scorecard to be published soon. Many of the 
world’s biggest traders control vast volumes of palm oil, and therefore play a very infl uential role in the palm oil 
supply chain.  

S c o r e c a r d  m e t h o d o l o g y

Companies were scored on their palm oil sustainability practices in a two-step process. First, WWF evaluated company 
performance based on publicly available data (including websites and corporate sustainability reports) in relation to the 
following four questions:

Is the company an active member of RSPO?1. 

Does the company have a policy on the responsible use of palm oil which includes statements of the impacts of 2. 
palm oil cultivation, a commitment to sustainability and systems in place to track the palm oil that is used?

Does the company have a public, time-bound, targeted plan which includes a commitment to only source CSPO, 3. 
with systems in place to ensure that this goal is met?

Does the company use CSPO at the time of the assessment or has it used equivalents in the past?4. 

In a second stage, draft scores were sent to the companies, along with an overview of the scoring process. Companies 
were then given the opportunity to send WWF further information pertaining to the questions by late September 2009. 
Some of this information was provided to WWF in confi dence. A fi nal set of scores was tallied based on the additional 
information received. Each company was informed of its fi nal score before the Scorecard was made public. 

The goal of this fi rst Scorecard is to promote and use CSPO. For this reason, WWF has awarded the same number of 
points to any company sourcing CSPO, regardless of the volumes used. Future versions of the Scorecard will focus on 
how much CSPO companies are using and how quickly they are moving towards using CSPO exclusively.

The scope of this assessment did not allow for independent verifi cation of all the information provided by companies 
for the Scorecard. While the Scorecard is largely informed by verifi able data and publicly available information, the fi nal 
scoring is necessarily determined by WWF’s assessment of a company’s intentions and actions for sustainable palm oil. 
WWF values transparency, and for most questions, more points were awarded if a company made public its 
commitments and actions.

2 Oil World, May 2008


