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Since its founding in April 1961, the World Wildlife Fund (WWF) has gained international recognition as a non-profit organisation with a long history. Working in the voluntary sector, WWF is a global leader in conservation efforts. The organization's main objectives are to protect the environment and deal with the biggest dangers to biodiversity on Earth.   ‘dedicated to conserving the natural environment and protecting the world's wildlife.’ (Garner and Pontius, 2013, P.8) Reducing urgent environmental threats and fostering mutually beneficial relationships between people and environment are at the centre of WWF's work. In addition to its conservation and advocacy work, WWF conducts worldwide campaigns, research projects, and educational programmes to increase public awareness. They work together with governments, companies, and local communities to advance sustainable practises that will guarantee a more promising ecological future.
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Accounting and Finance

Any organization's accounting and finance department serves as its skeleton. The WWF is no exception. This role for WWF makes ensuring that money collected from partners, donors, and other sources is handled effectively. This division manages the funding distribution to different conservation initiatives, guaranteeing efficient use of funds. Since WWF works all over the world, financial management is essential to upholding openness, following local financial laws, and winning over funders and stakeholders. WWF can demonstrate financial control, which is essential to retaining and increasing donor donations and allowing the organisation to carry out its goal, by upholding a strong accounting and finance system.

Marketing

The WWF relies heavily on marketing, although not in the usual sense of selling goods, but rather on advancing its conservation messages and campaigns. ‘Most non-profit organizations are not selling products, they are selling their organization’s mission, their ideas, their programs and their services.’ (Blery et al., 2010, p.57 ) WWF educates the public, promotes involvement, and increases awareness of a range of environmental challenges through successful marketing methods. As one of the most recognised Non-profit organisations in the world, WWF has a strong brand identity thanks to its famous panda emblem and effective campaigns. Marketing campaigns that involve celebrity, corporate, and other organisation partnerships increase their visibility and impact. In addition to drawing donations, this global recognition inspires more people and businesses to embrace sustainable practises, thereby assisting WWF in achieving its objectives.

Human Resource Management

The WWF's people are a major factor in its success. A key factor in attracting, developing, and keeping environmentally friendly workers is human resource management. ‘WWF embraces an anthropocentric ecophilosophy whereby the conservation of natural resources is functional to ensure the well-being and survival of humanity.’ (Comi et al., 2015, p.11) Given the wide range of initiatives that WWF works on, it needs a staff of experts in several fields, from policy advocates to field biologists. HR makes ensuring that these workers have access to proper training, benefits, and a comfortable workplace. With a staff committed to making a difference, the HR department makes sure WWF stays at the forefront of conservation activities by cultivating a culture of ongoing learning and development.
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WWF's dedication to global cooperation, sustainability, and conservation is ingrained in the organization's culture. Several attributes that characterise its culture are as follows:
· Respect of Nature: Volunteers and staff of WWF are fundamentally united by a profound respect and love of the natural world. Their commitment is fuelled by this passion, which guarantees that every project is tackled with excitement and a sincere want to have a beneficial influence.
· Collaborative Spirit: WWF promotes a collaborative culture because it understands that protection is a team effort. Its alliances with nearby companies, governmental organisations, and other Nonprofits attest to this. WWF can better solve environmental concerns by combining resources, knowledge, and skills.
· Creativity and Flexibility: Our environmental problems are ever-changing. As a result, WWF fosters an innovative culture that motivates staff members to look for fresh ideas and adjust to changing circumstances. This flexibility guarantees that, even in the face of unexpected difficulties, the organisation will continue to be successful in its conservation efforts.
· Transparency and Responsibility: WWF prioritises transparency and responsibility since it depends on donations and public support. Workers are encouraged to uphold the highest ethical standards, guaranteeing that each activity is consistent with the goal and values of the organisation.
WWF's organisational culture has a significant impact on the environment there. A staff with a same goal is united by a shared commitment to the environment. The focus on teamwork encourages candid dialogue, respect for one another, and a feeling of belonging. By emphasising innovation, the company keeps up its energy and flexibility to take on new tasks.
Additionally, the transparent and accountable culture guarantees credibility, which is necessary to keep the public, partners, and contributors on board.  ‘…the existing media plays a role in connecting knowledge or information from one employee to employees who have the required knowledge resources.’ (Febrian and Fauziah, 2019, p.14) In summary, WWF's organisational culture affects how the organisation interacts with the outside world and carries out its goal by influencing both its internal and external environments.
Notable is also WWF's emphasis on global connectedness. The association recognises the significance of international cooperation given the interconnectedness of environmental issues. This philosophy is reflected in the many global partnerships, efforts, and projects that WWF leads. WWF guarantees an integrated approach to conservation, irrespective of regional disparities, by cultivating a culture that surpasses physical borders.
Furthermore, ongoing education and growth are valued highly in the WWF culture. Since the field of conservation is always changing, the agency encourages its staff members to keep up to speed on the most recent findings, approaches, and industry best practises. Frequent training sessions, seminars, and workshops are held to make sure the team is up to date on the newest techniques. In addition to benefiting individual workers, this culture of continuous learning greatly increases the efficacy and influence of WWF's global programmes.
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The World Wildlife Fund (WWF) performs better overall because it skilfully combines its core duties with its corporate culture. Good financial management guarantees the best possible distribution of resources, enhancing donor confidence. In addition, WWF's human resource methods foster a committed and enthusiastic workforce, and its effective marketing campaigns spread its conservation message around the world. The organisational culture of WWF, which prioritises openness, cooperation, adaptation, and protection of the environment, is essential to its success. Its personnel are united by this culture, which guarantees congruence with its primary goal. The operations and culture of WWF work together to support the organization's worldwide conservation effect, illustrating how an organization's inner workings may have a substantial impact on its outward successes.
















[bookmark: _Toc149437661]References

Blery, K. et al. (2010) Marketing for a non-profit organization.     Accessible at: DOI 10.1007/s12208-010-0049-2
Comi, A. et al. (2015) GREEN ALLIANCES: HOW DOES ECOPHILOSOPHY SHAPE THE STRATEGIES OF ENVIRONMENTAL ORGANIZATIONS?.      Accessible at: {{}} (kingston.ac.uk)
Febrian and Fauziah (2019) Knowledge Sharing Process in World Wildlife Fund for Nature Indonesia. University of Nebraska – Lincoln.     Accessible at: https://digitalcommons.unl.edu/libphilprac/3562
Garner, H. Pontius, M. (2012) World Wildlife Fund. Grady College of Journalism and Mass Communication. University of Georgia.     Accessible at: World Wildlife Fund (uga.edu)
Zwieten, N. et al., (2019) Funding for nature  Accessible at: https://doi.org/10.1007/s10531-019-01848-y



2

