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Hemos sembrado mas de 1.5 millones de plantas en nuestros
parques, camellones y espacios publicos
Equivale a haber reforestado mas de 31 veces el Zécalo de la CDMX







Gestion de Residuos Solidos







PROGRAMAS DE CONSERVACION
DE AREAS VERDES

Es un programa que consiste en la recuperacién
de la cobertura vegetal de Quintana Roo tanto en
ecosistemas naturales como en espacios publicos
a través de la reforestacién de mangle en Areas
Naturales Protegidas y producciéon de plantas
nativas en el Vivero Forestal Riviera Maya.

@ Cﬁ 103,600 plantas

Producidas en viveros de
un total de 110 especies.
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91.5 hectareas

De manglar reforestado
desde el 2008 con un indice
de 80% de sobrevivencia

en las Areas Naturales
Protegidas de los municipios
de Benito Judrez y Cozumel.

51 hectareas

De casuarina (especie
invasora) erradicada en
la Area Natural Protegida
Manglares de Nichupté.

FLORA FAUNA

Y CULTURA
DE MEXICO, A.C.
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Encuentra lo que es
Importantes para ti
y que tenga que ver
con tu negocio
defiendelo, hazte
cargo y cumple



PEOPLE PUT THEIR TRUST IN BRANDS

2019 Edelman Trust Barometer
Business more trusted
than government

Gap in trust, business vs. government
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2018 Earned Brand
Brands expected to
take a larger role in society

Percentwho are belief-drivenbuyers

Buying on belief
now the new normal

2019 Edelman Trust Barometer
Trust impacts
buying
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A good reputation may get me
to try a product, but unless |

+135s come to trust the company
30 behind the product, | will
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2019 Edelman Trust Barometer. TRU_INS. Below is a listof institutio
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*2019 Edelman Trust Barometer Special Report: In Brands We Trust? Mobile Survey. Bel

ott a brand based onits stand on societal issues
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BRAND TRUST ESSENTIAL
ACROSS MARKETS, AGES AND INCOMES

Percent who say this is a deal breaker or deciding factor in their brand buying decision

MARKETS
| must be able to trust the

brand to do what is right

81 83 83
63 70

France Japan UK. Germany u.s.
AGE GENDER
81 81 79 79 82

18-34  35-54 55+ Men  Women

85 88

India China

INCOME

80 81

Bottom  Mid
25% 50%

91

Brazil

81

Top
25%




BRAND TRUST RANKS AS A TOP BUYING CONSIDERATION

Percent who say each is a deal breaker or deciding factor in their brand buying decision

Quality 85

it Convenience 84

attributes Value 84

Ingredients 82

| must be able to trust the brand to do what is right 81

~ Supply chain 79

Customer before profits 78

Brand and Good reviews 77
company

attributes Reputation 73

Values 72

Environmental impact 71

es to brands thatyou will or will not buy or use, categorize each of the following attributes
se youranswers, using the scale below, on your actua purchase behaviorinwolving this type
) - - ’ Edelman
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Si la sostenibilidad es
auténtica, vende a largo
plazo

Green Wash / Social Wash
Estrategias a corto plazo con
T pésimo impacto en el modelo
LI de negocio







