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Session Outline

1. Stepping Up to Save More Lives

2. Driving Towards a New Strategy

3. WEFP’s Current Private Sector Portfolio

4. Unlocking the Power of Individual Giving
--- Break for Q&A ---

5. Strategic Choices:

« Channel 1: Individual Giving
« Channel 2: Corporates
« Channel 3: Foundations

6. Investment is the Condition for Success




30 - 40 million
people unserved

USD 6.8 — 10.1 billion
funding gap

Now is the time to adopt an
ambitious partnerships and
fundraising growth plan to
serve the furthest behind.



Stepping Up to Save More Lives




WFP and the Private Sector today:
Making an impact for the people we serve

Corporates Foundations Individuals
1 | First funds available to country
10O mthon meals SOLVE — offices during emergencies
Al awareness gRehM R cvolutionizing § -
mastercare. health supply chains 5 N
Developing
nutritious food
v DSM solutions for the Seed funding for
hungry poor {%Dgﬁfgf%ﬁ better smallholder
farmer market
access

IR /\ccessing lifesaving
data in emergencies



A foundational shift in our work with the Private Sector is
necessary to achieve SDG2

2016 private sector revenue comparison for UNICEF, UNHCR and WFP
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The UN Refugee Agency
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Source: UNICEF and UNHCR 2016 annual reports.
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For WFP, Private Sector fundraising, including individual giving,
represents less than 2% of overall funding
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Driving Towards a New Strategy




2018 onwards: A transformational plan to reach more

First
corporate
partner
on board
June 2003

people

PS Function

expansion to new ond PS strategy

markets: approved 2013 —
USA, UK, ME 2017
March 2011 June 2013
o o o ®

15t PS strategy PS Function
approved 2008 — mainstreamed into
2013 PSA and special

February 2008 account closed
January 2013

USD 3 million
investment for
individual giving

approved
November 2017
o o
Present new
Strategy to
Executive Board
June 2018
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A new strategy based on data insights and dialogue

Data Collection

& Market
Research
Detailed Analysis In-depth
& Consultation of 3 Interactive Market Analysis oo o b013 1st Informal
ivi ivi - Consultation w .
Project Individual Giving Stakeholder by Agency 2017 Private E Ve B (/1 Completion
Launch September — November Workshops November - Sector Strateg xecutive Boar of New
201 J 2018 y January 17 (2018)
September 4 (2017) November 7, 9, 10 une ( ) December 31 Strategy
(2017) (2017) (2017) May 16 (2018)
Kick-off EOJ; Ilz,xtetr_nal Bi-lateral Present New
Meetings : est fractices Meetings with Strategy to
Int ; . :
September 14 46‘,\,?}[}? rlz(laews Ber'lchma.rklng 14 Bi-lateral EB Bureau Board Members 2nd Inf01'"mal Executive
(2017) Staleh ldy Discussions Meetings with Meeting January - Consultation w/ Board
akeholders September — Board Members December 8 March (2018) Executive Board June 18 - 22
September 5 - December (2017) March 9 (2018) (2018)
October 27 (2017) (2017) November —

December (2017)
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Objectives of WFP’s new Private Sector strategy

Drive
Funds
& Impact

A
ZERO 0
. HUNGER '
\wﬁ e
s (((
2':1‘32 giesl’l i (2017 2020) '
Grow Lead Private Diversify
Unrestricted Sector Engagement  WFP’s Funding
Funds Around SDG 2 Portfolio
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WFP’s Current Private Sector Portfolio
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5> Corporates have been the main focus of WFP’s
private sector team and the main driver of growth
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WFP’s renewed work with global foundations has
already yielded positive returns

Foundation successes to date

BILL&MELINDA RCKEFELLER
GATES feundation FOUND ATION

Some of the information initially presented on this slide
has been removed for confidentiality reasons 16



With minimal investment, WFP has set up a small and
efficient digital individual giving programme

food for survival

Help fund to deliver lifesaving
food for one full monthito
fighting hunger in South Sudan

Start 2017 =

by becoming a

HERO = °

{‘} World Foad
"&._.19’ Programme
wip.or

ZeroHunger Heroes Giving Tuesday Year End Campaign
Regular giving programme Joint campaign with WFP USA to reach Annual campaign to raise funds by the
to raise unrestricted, 16,000 people in South Sudan for one end of the year for L.3’s
predictable funds full month through email and social media

+ Share The Meal c

ShareTheMeal
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Unlocking the Power of Individual Giving
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WFP: A sleeping giant with a compelling mandate

CHILDREN'S EMERGENCY APPEAL

WITH YOUR HELP, UNICEF CAN
PROVIDE CHILDREN WITH ESSENTIAL
SUPPLIES — WATER, MEDICINE AND

LIFE-SAVING FOOD.

FOR EVERY
CHILD IN
DANGER

Unicet

THANK YOU

'© MONTHS OLD BABY RAMATOU
SEVERELY MALNOURISHED

Help them
survive now

B,

800,000 refugee cﬁildrénlénd families are dying of hunger.

EAST AFRICA
FOOD CRISIS

*Texts cost €5 plus standard network rete. By texting you consent to future telephone & SMS marketing contact from Owfam.

Text HELPND to 70064 to give £5 and stop future calls 8 texts.

3
y

Phipta: Bruno Biarmenbach Fadr/ Dcfem

OXFAM
DEC MEMBER

TOGETHER
WERE
STRONGER
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Break for Q&A

WFP
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Strategic Choices:
Maximize Individual Giving, Expand Corporate and
Philanthropic Engagement




WFP will be THE Agency of Impact for the Private Sector

Gross revenue distribution by fundraising channels

(in USD) (Provisional scenario, to be reassessed by an external agency with in-market data )
450 -

~USD 2 billion
over 10 years

~ 6 billion
additional meals o |

for those in acute o
hunger o

O .
year 1 year 2 year 3 year 4 year 5 year 6 year 7 year 8 year 9 year 10

® Individual B Philanthropy/ UHNWI m Corporate 53

Source: Sustainable Outreach Analysis



Channel 1:
Increase Revenue From
Individual Giving (Especially Unrestricted)




Exponential growth in individual giving will be reached
through three pillars

New Markets Selected “Friends Organizations”® Global Digital Fundraising

WFP USA

How WEFP is Working with
Rohingya Refugees

ZeroHungep=*

<« WFP/Brian Sokel

* “Friends organizations” are external fundraising organizations which are market based and legally
independent from WFP. These organizations fundraise and raise awareness for WFP’s work in their market. 25



Successful individual giving programmes are multi-channel

Offline
»  Face-to-face How to acquire & retain new donors:
* Events Community engagement
 Telemarketing SR00E0
e Direct mail -
¥ 2
° TV cuﬁ:lz::?cm . m . @
e SMS - SMS Direct Mail Email
Mop up with communications
Digital leads Emil nurture Email cash appeal
Online e
e Email Jesens
« Web

e Social media

» Mobile apps

Direct to Donation Engagement

26
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Individual giving: an impactful source of predictable and
unrestricted funding

The power of unrestricted funding for CSPs

v Effective CSPs:
“Flexible and unrestricted financial support is of utmost importance in ensuring that all pieces of the CSP puzzle can be glued together”

- WFP Zimbabwe

v Capacity Building:

“[Unrestricted funding] allows (..) to influence policy and offer high-calibre technical assistance to governments”
- WFP Indonesia

v/ Innovation:
“[Unrestricted funding will help COs] explore innovative approaches with greater liberty and confidence”

- WFP Laos

v" Funds for chronically underfunded CSP components:

“Nutrition has so far gained limited financial traction. Given the importance of nutrition as a cross-cutting theme in all activities (..),
unrestricted funding from individual funding would make a huge difference.”

- WFP Zimbabwe

difference for forgotten crises.

Unrestricted funding from individuals will also make a significant

28



Channel 2:
Build Impactful Corporate Partnerships to
Achieve Zero Hunger




Fewer, bigger, better

Impact will be achieved by :

High potential fundraising partnerships

Expertise and in-kind partnerships

30



Mastercard: The gold standard in consumer-facing partnerships

WFP

. mastercard. For {i}ggggamg

wfp.org

Doing business by doing good, bringing WFP’s name, mandate and
impact into the homes of hundreds of millions of global consumers

100 million meals

Pasos para pagar ‘
con un bip y ayudar

[\@ \money

L ﬁ:ﬂ‘:ﬂ' a la nifiez de
WFeed their ol 1
when you commute | La Gugjira
U"P Mcstel‘tﬂrd'- priceless® causes
i ji\:’
-
@) e
Ji e
oF ==
O L
S =
f - . PRICELESS W) woria rees
¥ causes el I

Transport for London campaign

Bancocolombia Campaign

Virgin Money Campaign

Some of the information initially presented on this slide
has been removed for confidentiality reasons 31



Creating win-win
partnerships

For WFP:

Increasing the micronutrient content and
quality of WFP’s food basket

Driving innovation in nutritional solutions
with new products development

Raising awareness among policymakers
and among employees, actively engaged in
programmes

For DSM:
Insights into new markets and products

Employee motivation

Some of the information initially presented on this slide
has been removed for confidentiality reasons 32




The SDGs represent substantial shared value opportunities for companies

Largest opportunities Size of incremental opportunity in 2030

Delivering the
SDGs could
generate over

USD 12

Reducing food waste in the value chain [ USD 405B

trillion

worth of business
opportunities

Low-income food markets P usp 2658

Degree of Impact B Food and Energy and I Cities W Health and Source: Business Sustainable Development Commission, UK
agriculture materials well-being
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The Farm to Market Alliance 2 FARM TO MARKET

I" ALLIANCE

Four Strategic Pathways
for Farmer-Market Intervention

e?ﬂe‘?ﬂ.} Access to quality farming inputs Access to predictable markets
e syngenta’ @ M syngenta® (=)
YARA R : YARA R

Yroan & 0} (¥} GROVAFRICA

@ Access to affordable finance Access to effective post-harvest ﬂ p
~ @)

wfp.org

and agricultural technologies
. WFP
AGRA ! Y
Rabobank Y o ik g Ny ‘___bt/

wfp.org
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Channel 3:
Partner with Foundations to Implement
Innovative, Sustainable Programmes for SDG 2
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The Gates Foundation and WFP: Addressing root causes of hunger
Example of a global multi-sector partnership

Financial Inclusion
Exploring the use of mobile money in cash-based
transfers (Jordan Country Office)

SDG 2 Advocacy Hub
International Alliance Against Hunger

Food Systems
Government Support for ATA

Supply Chain Optimization (SOLVE)
Health Supply Chain

Nutrition
Brazil - Africa Nutrition Policy
Dialogues

f{ V.
Smallholder Farmer Market Access
P4P Handover and Transition

Top Priority countries for Gates

Zambia Good Food Logo

WEP Increase consumption of nutritious foods

T — “ . WFP’s current engagement with Gates
BILLE MELINDA {Lﬁé} B
wip.org

UA

Programme
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What about ultra high-net-worth individuals (UHNWIs)?

Wealth is concentrated in 25 countries (USD 25 tn, 2016)

o} 500 1000 1500 2000 2500 3000 3500 4000 4500
' . . . . . . s .

\— 8719

us

China
Germany
Japan

UK

Hong Kong

« In 2016, there were more than 200,000
UHNWIs in 25 countries worth USD 25 trillion

France
Canada
Switzerland
Russia .

ealy « Of these, only 8.7% were major donors

India

Brazil

Saudi Arabia

South Korea

» The relevance of engaging with UHNWTIs will be
further assessed in conjunction with an external
expert agency.

Spain
Netherlands
Taiwan
Sweden
Singapore
UAE
Australia
Indonesia
Mexico
Iran
Thailand
Turkey
Denmark

Ireland

Belgium

Source: World Ultra Wealth Report 2017. 38



Benefits of partnering with foundations:

39




Investment is the Condition for Success

WFP
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Growth comes through Investment

Additional income of USD ~400M in year 10; USD ~ 2B cumulative
(provisional scenario, to be reassessed by an external agency with in-market data )

(in USD)
year 1 year 2 year 3 year 4 year 5 year 6 year 7 year 8 year 9 year 10
450.0 7

401.9
400.0 A
350.0 A
300.0 A
250.0 A
200.0 A

150.0 A

100.0 b

50.0

Source: Sustainable Outreach Analysis e=pmm Additional gross revenue =@= Additional investment (largely towards individual giving)



WFP will be THE Agency of Impact for the Private Sector

Gross revenue distribution by fundraising channels

(in USD) (Provisional scenario, to be reassessed by an external agency with in-market data )
450 -

~USD 2 billion

over 10 years

400 ~

350 A

~USD 1.3 billion [

unrestricted 0

200 A

~ 6 billion 0

additional meals o
for those in acute
hunger

65%
unrestricted

50 A

0 -
year 1 year 2 year 3 year 4 year 5 year 6 year 7 year 8 year 9 year 10

m Individual ® Philanthropy/ UHNWI m Corporate

Source: Sustainable Outreach Analysis 43



Together, we can create a movement that achieves
Zero Hunger by 2030

INDIVIDUALS

GOVERNMENTS

ZERD
HUNGER

(({
4

FOUNDATIONS

COMPANIES
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“It always seems
impossible until it's
done.”

— Nelson Mandela

Thank You.

Please note this document contains confidential information from
IFL Peer review and UN sister agencies. For restricted use by Executive Board
members.



Annex




Due diligence process for organizations being
considered as partners or donors

1. Partnership Manager requests Due Functional Unit identifies or is contacted by a potential partner
Diligence Through Salesforce. and would like to pursue the opportunity.

2. This triggers the Due Diligence Unit Key Research Criteria based on UN Business Guidelines, UNGC Principles
(within LEG) to conduct an assessment and WFP Guidelines for Private-Sector Partnerships.
using Key Research Criteria.

Green: Minimal Risk Yellow: Low Risk
Due Diligence is approved by Due Diligence requires
DD Unit. Engagement with approval from the Due
partner can move forward. Diligence Committee Chair.

3. A colour is assigned in Salesforce to
the Due Diligence Report. The procedure
for approval is based
on outcome.

Orange: Medium Risk Red: High Risk

Account Manager produces description of the opportunity for
‘ consideration of the Committee (“1 pager”).

4. Due Diligence outcome entered

into Salesforce. The case is discussed by the Due Diligence Steering Committee

‘ and approved with / without contingencies
or rejected.

Due Diligence Steering Committee membership: Leadership Group, chaired by Deputy Executive Director.
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