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Environmental Issues In The Industrialized World 

 Water use in manufacturing industry 
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 Waste minimization 
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 Industrial waste 

makes up to half of 

the total amount of 

waste that the world 

generates each and 

every year.  

 

 

 40% of all industrial 

waste ends up in 

landfills every year. 
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 Energy use 
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Environmental Issues In The Industrialized World 

 Human Impacts on the Planet 

 

-Technological innovations 

-Use of fossil fuels 

-Growing demand for resources 

 

 

Global warming 

 Transitioning the global economic system 

 

Producing better and consuming more wisely 

 

 Gap between the efforts to reduce the impact of 

business and industry on nature and the 

worsening state of the planet  

 



Overview of the Brand 

American multinational manufacturer and marketer of home appliances created in 

1911, headquartered in Benton Charter Township, Michigan, United States 

 
The Fortune 500 company has annual revenue of approximately $21 billion 



Brand portfolio 

Whirlpool corporation posses a large brand portfolio 

« From cooling to cleaning and preheating to reheating, we believe you should be 

able to express yourself anywhere in in the home. Our strong portfolio allows you to 

team up with distinct brands designed for your specific needs and budget » 



Global location 

 Whirlpool products are manufactured, distributed and sold around the world.  

They are found in more than 97 million homes.  



Sustainability Strategy 

«  
» 





Timeline 

« We have been focused on sustainability since 1969, long before it became the norm, and we 

continue to integrate sustainability into our everyday work. »  





Awards and recognition 



Operational Excellence 

The company Whirlpool pays attention on the environment, that is why for years 

it aims to reduce water and energy use, greenhouse gas emissions and raw 

material waste. 



Operational Excellence 

Zero Waste to Landfill 

Energy, Environment, Health and Safety (EEHS) 

 

-   plants operate within Company standards 

- new courses of action are planned when required 

- programs and interventions are realigned 

- new and more challenging targets are se 

Global Facility  

Sustainability Program  



Energy Efficiency 
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Energy 
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Manufacturing 



Energy Efficiency 



Water Efficiency 

Whirlpool Corporation 

sees water as one of 

 the most important  

natural resources 

 to be protected 



Water Efficiency 



Air Quality 

SmartWay® 
Currently, 99.86% of North 

American shipments are moved 

with SmartWay® carriers 



Air Quality 



Materials and Wastes 

The Zero Waste to Landfill 

Program in our Brazilian facilities 

was initiated in 2011, targeting 

zero waste from manufacturing by 

December 2014 and zero waste 

from non-manufacturing activities 

(offices, cantinas, toilets) by 

December 2015. 



Materials and Wastes 



Conclusion 

• Companies can be very well invested for the 

environment without affecting the result side.  

 

• The « ecological side » is a way of differentiation for the 

brand. 

 

• THE RISK: with all the measures set up by various 

organisms, may be in a few years the argument of an 

ecological household appliance becomes a requirement 

and no longer allows the brand to differentiate itself.  



To see a little further 

Competitors: 

Currently number one of sales before Electrolux, we can 

wonder: how long the situation will last? 
 



To see a little further 

INNOVATION KEY OF SUCESS 

 

•  Innovation and constant renewal of their products. 

• VERTICAL INTEGRATION 

• Samsung and the “AddWash” laundry line 

• RISK: lack of creativity = bad results 

 


