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“In delivering on biodiversity, we deliver on 

climate, on pollution, on the UN Decade of 

Ecosystem Restoration, and on the food and 

energy system transformation. So let us ensure 

that this COP will be remembered as the 

moment we finally set our societies and 

economies on the path to rebuilding the 

biodiversity upon which we all rely.”

Inger Andersen - UN Under-Secretary-General 

and UNEP Executive Director

https://www.unep.org/news-and-stories/speech/cop15-biodiversity-our-chance-get-world-we-want
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Nature introduction

WBCSD Nature Action



What is Nature and what is our goal? 
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Nature comprises all living entities (which means biodiversity) and their interactions with other living or non-living 
physical entities (which are the realms of nature) and processes. 

Embracing a Global Goal for Nature launched, including 

WBCSD, identifying the level of ambition needed to achieve 

a nature-positive world.

Three measurable temporal objectives: 

• zero net loss of nature from 2020

• net positive by 2030, and 

• full recovery by 2050.

In short: more nature by 2030 than in 2020. 

The Global Goal for Nature is a system-level goal for all stakeholders, 

with business playing a role as part of the broader system. 

https://www.wbcsd.org/Programs/Food-and-Nature/Nature/News/Embracing-a-Global-Goal-for-Nature


The Global Risks Report 2022

The most severe risks on a global scale over the next 10 years
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Source: World Economic Forum Global Risks Perception Survey 2021-2022

https://www.weforum.org/reports/global-risks-report-2022


What does Nature Positive 
mean for business?
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WBCSD Vision 2050: Time to Transform
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IMPERATIVES

PATHWAYS

REDEFINING VALUE
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System and sector impacts and opportunities

Four major value chains account for about 90% of pressure on biodiversity, which map to 
three broader socio-economic systems that deliver significant business opportunities

Source: Boston Consulting Group (BCG) (2021) The Biodiversity 
Crisis Is a Business Crisis

Source: World Economic Forum (2021) New Nature Economy 
Report Series

https://www.bcg.com/publications/2021/biodiversity-loss-business-implications-responses
https://www.weforum.org/reports/new-nature-economy-report-series/


Assessing potentially material impacts and dependencies
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Reference: Natural Capital Finance Alliance (n.d.). ENCORE (Exploring Natural Capital 
Opportunities, Risks and Exposure tool), in partnership with the UN Environment 
Programme World Conservation Monitoring Centre (UNEP-WCMC), the Swiss State 
Secretariat for Economic Affairs (SECO) and the MAVA Foundation. 
https://encore.naturalcapital.finance/en

ENCORE identifies how businesses across all 
sectors of the economy potentially depend 
and impact on nature, and how these 
potential dependencies and impacts might 
represent a business risk.

List of impacts and dependencies available for 
3 levels:

• Sector

• Sub-industry

• Production processes

https://encore.naturalcapital.finance/en
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Potentially high* material impacts – diversified chemical production
Value chain 
stages

SBTN’s pressure 
categories

Pressure* Key impacts Activities that cause impacts (examples)
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Terrestrial ecosystem 
use

H
Habitat degradation & 
biodiversity loss

Use of petroleum products in high temperatures and 
pressures increases likelihood of explosion and fire.

Water use VH/H Depletion of water levels
Water intensive processing steps such as pelleting, 
cooling and gas quenching. 

GHG emissions H Increased GHG concentration
Emission of gases during combustion processes, and 
high energy needs for processes. 

Non-GHG air 
pollutants

H/M Habitat degradation
Harmful air pollutants are emitted during production 
processes (e.g. PM2.5, PM10, VOCs, NOx, SO2, CO). 

Water pollutants H/L Depletion of aquatic ecosystems
With use of aqueous caustic scrubs in production, 
wastewater is polluted with chemicals such as nickel, 
ethylbenzene, ethylene oxide benzene. 

Soil pollutants H/L
Habitat degradation & 
biodiversity loss

Wastewater is polluted with chemicals such as nickel, 
ethylbenzene, ethylene oxide benzene, and can 
pollute nearby soils.

Solid waste H Habitat degradation
Manufacturing production processes lead to creation 
of large volumes of solid waste. 

Disturbances H Habitat degradation
Any processing needing outdoor light and large 
machinery causing noise. Su
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https://encore.naturalcapital.finance/en
https://cefic.org/app/uploads/2019/01/Biodiversity-and-Ecosystem-services_What-are-they-all-about_BROCHURE-sustainability.pdf


Avoid

Reduce
Restore

Regenerate

Commit – Business contributions to a nature positive world

Reduce negative 
impacts

“Do less harm”

Increase positive 
impacts

“Do more good”

“Nature Positive” is not a company-level objective (like net-zero in the climate space) but a collective 
societal goal towards which all companies can (must) contribute.

Set a baseline and commit to ambitious, time-bound, science-informed goals and targets to 
both halt and reverse the loss of nature. 
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Key takeaways
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To address the scale and urgency of nature loss…

• Address climate & nature together with Net Zero, Nature Positive action, guided by 
reinforcing science-based targets for priority impacts and dependencies.

• Invest in high-quality nature-based solutions that are positive for nature, climate and people.

• Conventional and sustainable approaches only get us so far. Restorative and regenerative 
approaches are required for full recovery.

• Embed the value of nature in decision-making, redirecting financial flows away from nature-
negative outcomes.

• Expand action beyond site-level to identify pressures across consumption and production 
value chains – uncover impacts and dependencies you are not considering yet.

• Don’t wait for perfect – start now, be a leader, and put in place “no regret actions”.



Available resources
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Building blocks infographic Practitioners Guide
Trends & insights on 
corporate reporting

https://www.wbcsd.org/Programs/Food-and-Nature/Nature/Nature-Action/Resources/What-does-nature-positive-mean-for-business
https://www.wbcsd.org/Programs/Food-and-Nature/Nature/Nature-Action/Resources/What-does-nature-positive-mean-for-business
https://www.wbcsd.org/Programs/Food-and-Nature/Nature/Nature-Action/Resources/Business-readiness-to-step-up-action-on-nature-trends-insights-on-corporate-reporting
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Businesses engaging in biodiversity and climate actions
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Pure Strategies has been providing sustainability expertise to leading companies for 25 years.     
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Food and Beverage ApparelRetail Consumer Products



➢ Explore

• Identify value chain geographic 
connections hotspots and priorities for 
biodiversity dependencies and impacts.

➢ Define

• Define science-based targets for nature and 
strategies that avoid, reduce, restore, 
regenerate, and transform.

➢ Activate

• Activate programs and partnerships to 
protect and support a nature-positive 
future.

Our advisors help companies build nature and biodiversity into their business strategy.

28

Self Assessment Tool to Set Science 
Based Targets for Nature 



A diversity of clients/projects reflect a broad spectrum of nature-related business actions.

Client #1. Supporting value chain assessment in process to set science-based nature target

Client #2. Assisting with goal development and commitments (TAZO example)

Client #4. Identifying biodiversity strategy to transform company leadership across supply chain 
and in sector

Client #5. Enhancing monitoring and reporting on nature in supply chain

Client #3. Exploring biodiversity investment opportunities and metrics to track outcomes

Client #6. Helping client to clarify biodiversity expectations from regenerative ag partners

https://www.businessfornature.org/high-level-business-actions-on-nature



Illustration of a company’s approach shows inclusion of climate and nature goals.

Nature: Nourishing our natural resources

• By 2023: Ensure our priority materials (e.g., tree 
fiber, sugar, tea) are sourced from suppliers that 
have eliminated deforestation from their supply 
chains

• By 2026: Protect, enhance, or regenerate more 
land, forests, and oceans than needed for our 
business 

• By 2029: Ensure our tea and key ingredients 
(comprising at least 80% of TAZO's ingredient 
volume) meet our regenerative agriculture 
standards

Source: https://www.prnewswire.com/news-releases/tazo-to-become-a-regenerative-brand-by-transitioning-its-tea-portfolio-to-a-regenerative-organic-approach-301602633.html

Climate: Racing to zero

• We are committed to setting and submitting science-
based targets for greenhouse gas emission reductions 
for validation by the Science Based Targets initiative 
(SBTi)

• By 2026: Achieve carbon neutral operations and be 
on the path to science-based net-zero emissions

• By 2030: 45% absolute reduction of scopes 1, 2, and 3 
greenhouse gas emissions as compared to the 2020 
base year

Mission: Giving to those who get it
• At least 1% of sales donated to mission-aligned organizations each year

(Excerpt of commitments, emphasis added)



Businesses are working with partners in different ways to improve outcomes on the ground.
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Source: https://www.vfc.com/news/featured-story/98803/three-things-you-didnt-know-about-regenerative-agriculture
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