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But how does a business respond 
to these challenges? Is it able to? 

According to the 2014 WWF Living 
Planet Report, the challenges that 
the global environment faces today 
are too big, too interconnected and 
too urgent for any one organisation 
to solve alone. It will require that 
your business partner with others – 
with your staff, your customers, your 
supply chain, your stakeholders, with 
government and civil society, and 
even with your competitors. 

As such, partnerships have 
become a must, but not necessarily 
along the same lines as before.

Not so long ago, companies looked 
at NGO partnerships purely as a 
way to extend or fulfil their social 
responsibility and, in doing so, to 
possibly generate some positive PR 
or enhanced marketing attention. 
The NGOs themselves were mainly 
focused on securing funding to be 

Strengthening partnerShipS
Business not only drives much of the global economy but also much of the 
impact on the earth’s natural resource and ecosystems. Businesses should 
therefore be responsible to safeguard the sustainable use of our natural 
resource and ecosystems, while ensuring that its use benefits all. This is a 
unique responsibility that goes far beyond corporate social responsibility 
projects and initiatives.  

Stronger together
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able to fulfil their specific objectives. 
In doing so, both the business and 
NGO stood the chance of missing out 
on the intrinsic and mutual benefits 
partnerships can create. 

The simplest but most powerful 
benefit of a partnership based on 
shared values and objectives, lies 
in the diversity afforded in terms 
of thought leadership, agenda, 
motivation and vision. Possibilities 
and opportunities magnify when two 
distinctly different organisations 
focus together on a shared issue.

WWF business partnerships 
share the same valued 
objectives, and strive to create 
a resilient, sustainable and 
equitable economy. 

These are all excellent attributes, 
but of course partnerships must 
make business sense, for both 
the company and the NGO partner.
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Strengthening
partnerShipS
WWF enjoys more than 2 800 business 
partnerships globally. It therefore 
knows what businesses require in 
terms of sustainability, and what it 
is that needs to be balanced in terms 
of operations and growth. Because 
we can translate the very challenges 
businesses face into opportunities, 
we can often provide solutions on the 
other side of the very same challenges. 

Over time partnerships can 
forge capacities and create 
something new.

Setting the bar high and challenging 
each other are key elements in 
stimulating innovation. This is not 
achieved, though, in small piecemeal 
engagements. It takes foresight 
and leadership to commit to a 
long-term business sustainability 
strategy. A partnership with WWF 
is a reflection of a commitment 
to real systemic change, both 
organisationally and for the general 
economy, to ensure that the natural 
wealth that sustains a nation remains 
for generations.

Continued from page 1 The best measure of the success 
of a partnership is its ability to 
encourage further partnerships 
– especially if it can inspire and enable 
(sometimes surprising) cross-sector 
collaborations. South Africa needs 
strong, credible leadership in the 
sustainability arena to start framing 
viable solutions for business, society 
and government. Our partnerships 
have stimulated collective responses 
to numerous challenges, whether 
it be marine resources, financial 
investments, water stewardship, food 
security, commodities, mining, energy 
or infrastructure. 

Our work makes for meaningful 
partnerships, but to remain 
meaningful they must be 
constantly evolving. Unlike much 
CSI engagements, ultimately, a 
commitment to change and a shared 
vision for meaningful socio-economic 
and environmental impact for all is 
what sustains a partnership. It forms a 
strong foundation on which to readily 
redesign programmes and build 
projects in response to opportunities, 
or adapt actions as required. 

highlights from the  
partnership Barometer
The latest C&E Corporate-NGO 
Partnerships Barometer highlights 
the value that lies in forming 
strong partnerships. 

• 87% of corporates say that 
maintaining an NGO or charity 
partnership has helped their 
business better understand 
social and environmental issues. 

• Crucially, almost 60% say that 
partnerships have helped their 
companies actually change their 
practices for the better. This 
figure has jumped 14% year on 
year since C&E started doing the 
survey five years ago.

The GlobeScan/SustainAbility 
Survey 2015 identified WWF 
partnerships that come to mind 
among survey respondents 
as admired multi-actor 
collaborations.

Partnerships are medium to long-term 
in purpose and so in working together, 
a business can reach beyond 
incremental improvements. 
We are seeing partnerships maturing 
and so too their shared impact. 
Rather than self-seeking and 
profit maximising, businesses are 
choosing to look more and more 
outward, exploring how their unique 
capabilities and investments can be 
turned to good use.

In your partnerships, ask yourself, 
“what is my unique contribution to 
solving the challenges of our time?”

It is only in pooling our individual 
capacities and resources that we can 
be sustainable; and together we can 
inspire others to think differently and 
respond collectively in meeting and 
overcoming the national challenges 
for a sustainable future. After all, we 
are all connected.

Business challenge Partnership opportunities and solutions

Reducing risk Sustainability measures can help identify, transform and 
secure your supply chain.

Growing revenue Because this is dependent on savings, efficiencies and 
alternatives can drive it.

Increasing 
productivity

Understanding production and product life cycle informs 
and unlocks innovations and increases productivity.

Expanding your 
licence to operate

Twenty years ago a company’s value was derived using 
its insured fixed assets as a baseline. Today more than 
80% of its worth lies in its perceived reputation. To insure 
this kind of value and to enhance your brand, expand 
your license to operate, through investing in the very 
landscape you depend on.

Gaining access 
to capital

Capital access for growth is based on your business plan. 
This, in turn, is based on your insights and knowledge 
about where to expand next and how to expand and be 
sustainable, while ensuring you keep and grow your 
market. How do you factor in ecosystems services? 
How does your business navigate an ever more complex 
food-energy-water nexus? How do you manage multi-
stakeholder engagements?  Or avoid crowding out in the 
medium to long term? And, of course, who is stress-
testing your limits?
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taking fiShing in the kogelBerg 
to the next level

stakeholders, a unique and inclusive 
action plan for the Kogelberg small-
scale fisheries sector was developed. 
It addresses both the environmental 
and the social constraints that could 
limit the success of the policy 
implementation. 

WWF South Africa has been able to 
pioneer various projects thanks to 
the combined efforts and unique 
capacities of researchers and 
businesses. For instance, staff from 
the University of Cape Town’s 
Environmental Evaluation Unit 
supported by Vodacom have 
worked with the fishing communities 
and the department to develop an 
integrated management system with 
which small-scale fishers can record 

Imagine small-scale fishermen using 
mobile technology to record their 
catches. Imagine a business 
cooperative through which they can 
market the efforts of their day’s work 
to local restaurants. 

These are not farfetched ideas at all, 
but actual projects being driven 
through WWF South Africa’s 
small-scale fisheries programme in 
the Kogelberg area. Initiated in 
2013, the programme supports the 
implementation of the new small-
scale fisheries policy and uses 
market-based incentives to bring 
about environmental improvements 
in this sector. 

As a result of bespoke engagement 
targeting local communities and other 

their catches using mobile 
technology. In the process their 
livelihoods will be enhanced.

With the support of Pick n Pay and 
a USA based partner that is linked 
to the world bank (50in10), WWF 
is in the process of implementing a 
value chain initiative in Kleinmond 
involving small-scale fishers and 
restaurants.  This community 
conservation and economic 
development project will provide 
tangible market benefits for the 
small-scale fishing community 
in the Kogelberg area and will 
empower them to participate 
in the co-management of their 
small-scale fishery.
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Winston Hull, one of the small-scale fishers in Kleinmond WWF-SA is working with.
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food: waSte not, 
want not 

The Food and Agriculture 
Organisation (FAO) calculates that 
food production will need to be 60% 
higher by 2050 if we want to meet 
the demands of a growing world 
population. According to estimates 
by the World Resources Institute, 
this gap could be closed by roughly 
22% (on a food calorie basis) if we 
simply cut global food wastage by 
half. Reducing food waste is therefore 
one of the leading global strategies 
by which to achieve a sustainable 
food future. 

what can you do? 
You can make a difference, by 
considering more carefully what 
food you eat and trying not to waste 
anything. In this way you will help to 
reduce people’s negative impact on 
climate, water, biodiversity and land, 
and help ensure that we will be able 
to produce enough affordable food 
for all. 

Up to 10 million tonnes of food go 
to waste every year in South Africa. 
This places our country on par with 
the world average, where about 30% 
of food is wasted annually. In the 
process, farmers lose income, the cost 
of food to consumers rises and the 
poor struggle to have enough to eat. 

The shear volume of waste is 
particularly staggering when 
presented as a financial value. 
Approximately R61,5 billion is 
what the Council for Scientific and 
Industrial Research (CSIR) estimates 
the total cost throughout the value 
chain to be. This is equivalent to 2,1% 
of South Africa’s GDP, and just short 
of the total GDP value generated by 
the agricultural sector. In essence, the 
losses cancel out the gains.

It’s not a straightforward task to 
calculate such a value, because waste 
and loss occurs in differing volumes 
throughout the value chain. By the 
time the food reaches the consumer, 
the impact of food loss on the 
environment and the economy can be 
as much as three times what it was 
at the farm gate. This is why WWF 
is working with Woolworths to 
understand the role of the retailer in 
reducing food waste.

Fortunately, there are many real 
opportunities for improving the 
situation. Firstly, by determining why 
food is wasted and measuring how 
much is wasted, and then reducing 
these causes and volumes. Secondly, 
by using unavoidable waste as a 
resource to generate energy, to enrich 
agricultural soils and to ensure socio-
economic upliftment, rather than just 
throwing it away.
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 aBout 30% of food 
iS waSted annually 

worldwide

did you realise?
• Even though enough calories are 

produced to feed everyone on 
earth, up to one third of all food 
produced in the world every year 
goes to waste.

• Nearly half of all South African 
households experience food 
insecurity. This means that 
in the course of a year there 
is not enough to eat in these 
households. This is often because 
they are poor and have neither 
money nor other resources.
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the Journey 
of water

local land-owners and communities, 
to spread its message. 

The first Journey of Water happened 
in November 2013 when the group 
travelled from the Boland Mountains 
near Franschhoek to Cape Town. 
The second journey took place in 
May 2015 from the Drakensberg 
to Pietermaritzburg. Key water 
stories and messages were amplified 
through social media, TV, radio 
and newspapers. 

WWF’s vision is to inspire people 
to live in harmony with nature. 

WWF’s Journey of Water campaign 
highlights the complexity of the water 
system on which we so depend, and 
the fact that water doesn’t simply 
come from a tap. 

The campaign aims to create 
awareness around the country’s 
strategic water source areas – the 
8% of our land that provides more 
than 50% of our surface water – 
through following the Journey of 
Water from these source areas to the 
tap. The campaign uses the voices 
of influential South Africans and 
the media, informed by experts, 

Through the Journey of Water, we 
have made it our mission to connect 
urban water users to their true water 
sources. We are so proud of all the 
partners and corporate sponsors 
who supported us in making this 
a reality. Through this campaign 
and the continued support of our 
partners and corporate sponsors 
we envision a society where we all 
understand where our water comes 
from and how we can better manage 
this natural resource for current and 
future generations. 

©
 W

W
F s

o
u

tH
 a

Fr
ic

a

through the Journey of water, we have 
made it our miSSion to connect urBan 

water uSerS to their true water SourceS. 
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only in working together
can we Be SuStainaBle
South Africa is one of the 30 most 
water-stressed countries in the world, 
with an average of only 450mm 
of rainfall per year. Additionally, 
only 8% of our country’s land area 
provides more than 50% of our 
surface water. 

To add to these challenges, South 
Africa is currently experiencing its 
worst drought since 1992, affecting 
food production in some of the 
country’s critical farming regions. 
The drought has also affected water 
quality in some areas because of 
weaker river flow. 

Ultimately, partnerships – within 
the private sector and between the 
public sector and non-governmental 
organisations – are required in order 
to address the country’s various water 
challenges.  The rationale behind 
Sanlam’s partnership with WWF 
South Africa, which started nearly 10 
years ago, is easy to appreciate in this 
context.

To date, Sanlam has committed 
R30 million to the partnership, and 
is now extending this relationship 
for another three years, committing 
another R20 million.

“It’s about leading by example, and 
making sure that water is preserved 
for future generations,” says Francois 
Adriaan, head of corporate affairs of 
the Sanlam Group.

“We understand the importance 
of water as a resource to the South 
African economy,” elaborates 
Adriaan. “Our strategic partnership 
with WWF helps us to contribute 
to water conservation efforts and to 
encourage greater awareness of the 
water scarcity issues of our country.

“The focus on the protection of water 
as a precious and scarce resource was 
a natural choice for us,” says Adriaan. 
“Besides our broader responsibility 
as corporate citizens to engage in 
the national water dialogue, this 
is an area where we can make a 
difference within our organisation 

– by changing our own consumption 
and waste patterns, as a group and as 
individual employees.”

Sanlam’s partnership with 
WWF has already brought about 
significant sustainability gains 
within the organisation itself. 
The next phase of the partnership 
will move beyond this to a more 
complete understanding of how 
Sanlam can use its leverage – as 
one of South Africa’s leading 
corporations – to drive change on 
national environmental issues, 
with a particular focus on water. 

“As partners we want to reach 
beyond incremental improvements 
towards creating transformative 
business solutions,” Adriaan 
explains the way forward. 

“It’s only in working together that 
we can be sustainable,” agrees 
Adriaan. “Together we want to 

leading by example
Its partnership with WWF has gone a long way in helping Sanlam change 
the company’s day-to-day water usage habits:

• Water use is reduced at its head office in Cape Town and offices in 
Johannesburg by retrofitting water systems with more water-efficient 
ones. Rainwater is harvested for irrigation, while unused drinking water 
is recycled. 

• The company uses grey-water systems to reduce the strain on 
drinking water. 

• Sanlam has rolled out a programme at all their offices to install water-
filter taps, supporting WWF’s discouragement of using bottled water.

• Air-conditioning uses a great deal of water. Sanlam is currently 
investigating ways to reduce electricity use, which will also reduce water 
consumption. 

The current municipal data show that these water-saving initiatives have 
already resulted in a significant 44% reduction in 2013, compared to 2010. 

“These successes would not have been possible without the full support of 
our more than 12 500 staff members, who play a crucial role in our ability 
to reduce our impact on the country’s water supplies,” adds Adriaan. 

He therefore advises other companies to make the effort to talk to their 
staff about the importance of acting in an environmentally responsible 
way. “We educate and raise awareness among employees through our 
monthly internal magazines, corporate social investment forums and other 
communication tools,” he explains. “We realise the value of making our 
staff members our environmental ambassadors.”

working together
The WWF freshwater 
programme, in partnership with 
Sanlam, focuses on protecting 
and securing South Africa’s water 
source areas, promoting water 
stewardship, and empowering 
local government to integrate 
freshwater protection into plans. 

The vision of this partnership is 
that government, civil society and 
the private sector work together 
to build a future in which healthy 
freshwater ecosystems underpin 
the sustainable development of 
South Africa, and enhance the 
quality of life of all its people.

inspire others to think differently 
and respond collectively in meeting 
and overcoming the national 
challenges for a sustainable future.”
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BuSineSS network 
partnerS

To find out more about 
partnering with WWF-SA, 
please contact Virginia Styer 
on 021- 6576600 or  
vstyer@wwf.org.za

Supporting a cause
Many of our partners choose to 
support a specific cause through 
product sales. Fair Cape Dairies, 
for instance, support WWF-SA’s 
rhino conservation work through 
the selling of their six-pack 
yoghurts. Find their products 
in a supermarket near you, 
or visit them on Facebook or 
www.faircape.com. 

Carrol Boyes also continues to 
support WWF-SA’s rhino work. 
Visit any Carrol Boyes store 
or make a purchase online at  
www.carrolboyes.co.za.

networking together as business 
Our Business Network Partners do 
not just benefit from their one-to-one 
relationship with us, or in how they 
are able to draw on our knowledge 
base to inform their companies’ 
sustainability path. It’s also about the 
value to be found in a strong network. 

True to the nature of a network, 
the WWF Business Network 
provides an interconnected system 
of relationships between network 
partners. It allows partners to 
access and share experiences and 
information across companies and 
industries, and ensures maximum 
mutual benefit. Businesses can feel 
free to contact us should they wish to 
engage with us.

We welcome our latest Green Partner, 
Investment Solutions, to the 
network, as well as long-standing 
Network Partner Sanlam Ltd. 
Fairtree Capital have also joined as 
a Gold Partner, with UPM Raflatac 
and Fair Cape Dairies who joined 
the network as Silver Partners. 
We look forward to taking this 
journey together. 

new licensing partner on board
Becoming a WWF licensee was a 
natural progression for Eco Lite 
Innovations, manufacturers of 
lightweight board with a recycled-
paper corrugated core.

“Our relationship with WWF 
developed when we were briefed 
to produce office furniture that 
was as green as we could make it,” 
remembers Chris Carver-Brown, 
director of Eco Lite Innovations. 

“Obviously our recycled-paper core 
was a great starting point, and by 
choosing other sustainably managed 
materials we produced aesthetically 
pleasing office furniture with 
decidedly ‘green’ credentials!” 

Carver-Brown believes that the 
market for lighter weight, yet equally 
strong and durable, furniture is 
growing. “This will happen as living 
spaces move into multi-storey places, 
and sustainability becomes a key 
driver for all of us,” he explains.

Eco Lite Innovations started off in 
traditional veneer board upgrading and 
joinery. It now provides a commercial 
platform for recycled-paper corrugated-
core material. The light-weight board it 
produces holds many advantages over 
traditional particle or medium density 
fibre boards. It ensures better indoor 
air quality because less volatile organic 
compounds (VOCs) are released, and 
less urea formaldehyde is used in 
its production. 

“We were ideally placed to develop 
the paper core concept to where it 
is today, and to now help it find its 
rightful place in retail, commercial 
and domestic applications,” 
reminiscences Carver-Brown. 
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new partnerShip:  
inveStment SolutionS
guiding investment managers to better 
consider the environment

environmental sustainability and 
investment management objectives,” 
he explains. 

For Pfaff a sustainable business 
partnership with WWF is about 
more than conservation; it’s also 
about informing and guiding 
business  strategy. 

Glenn Silverman, CIO of Investment 
Solutions, sees a fit between the 
company’s mission to deliver above-
average returns at lower risk and its 
partnering with WWF as one of the 
world’s most reputable environmental 
conservation organisations. “WWF 
provides Investment Solutions 
and the asset managers with more 
informed engagements and a better 
assessment of risks when it comes 
to the environment,” he says. 
“It’s about insights into the ‘E’ of 
Environment, Social and Governance 
– or ESG – factors.”

 more about investment Solutions
As South Africa’s largest 
multi-manager investment 
business, Investment Solutions 
has substantial assets under 
management. Established in 1997, 
it is a subsidiary of the Alexander 
Forbes Group. Visit  
www.investmentsolutions.co.za.

The financial system is critical to the 
economy as a whole. It contributes 
to economic development, growth, 
poverty reduction and better living 
standards. As a result, the financial 
system directly influences the health 
of ecosystems, environmental 
sustainability and the resilience 
of a society. Successful economic 
development depends on the planet’s 
resources and services. It’s a fact 
that we cannot separate the effective 
mitigation of environmental 
risks from economic structures, 
business models, and national 
and international capital and 
investment flows. 

WWF collaborates with various 
industry stakeholders as it drives, 
facilitates and supports positive 
change. We set up and implement 
voluntary market solutions to enable 
the economic sector to transform and 
drive sustainable development. 

Within this context, WWF and 
Investment Solutions recently began 
working together to further enhance 
sustainability in the South African 
investment landscape. This is done by 
informing and guiding the investment 
management industry towards 
making a positive environmental 
impact over the long term. 
The partners’ shared objective is to 
positively influence and drive change 
towards responsible investment and 
environmental sustainability, to the 
benefit of South Africa’s people. 

WWF-SA’s Investment Manager, 
Hendrik Pfaff, recognises Investment 
Solutions as a highly regarded and 
influential player in the investment 
management industry. “I know that 
together we will be able to achieve 
even more through developing 
bridging solutions between 

wwf collaBorateS with variouS induStry 
StakeholderS aS it driveS, facilitateS and 

SupportS poSitive change. we Set up and 
implement voluntary market SolutionS 

to enaBle the economic Sector to tranSform 
and drive SuStainaBle development. 
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Sanlam JoinS the  
water Balance programme
Sanlam has extended its 
commitment to being an active water 
steward by investing in the WWF-SA 
Water Balance programme in the 
Pongola catchment area. In addition, 
its co-funding has unlocked over 
R2,5 million in government funding 
for the programme.

With the help of the Ndlamlenze 
community living in the area, the 
health of the Pongola catchment 
will be improved. A sufficient 
number of hectares of water-thirsty 
invasive alien plants will be cleared 
– enough to balance Sanlam’s 
operational water use. Severely 
eroded dongas, which currently pose 
a risk to the community, will also 
be rehabilitated. 

This work will provide much-
needed job opportunities in 
an area struggling with up to 
94% unemployment. 

The Ndlamlenze alien clearing and 
donga rehabilitation project has only 
been going for two months, but it 
has already achieved much. Lima 
Rural Development Foundation 
has been appointed by WWF as 
an implementing agent, bringing 
additional social development skills 
to the project. 

The Ndlamlenze community has 
been closely involved in the project 
development process. Community 
members have been independently 
identified to undergo training to be 

part of its implementation. Members 
of this rural community are 
generally unskilled, and therefore 
much training must be done before 
any clearing or donga rehabilitation 
work can start. This training is 
scheduled for June and July. 

The project beneficiaries will 
immediately reap benefits through 
the wages they earn and skills they 
acquire. Additionally, the entire 
community will enjoy the benefits of 
the project once the invaded hectares 
are cleared. It will free up precious 
water in the river on which they 
depend, while dangerous dongas will 
also be rehabilitated.

thiS work will provide much-needed JoB opportunitieS in an area 
Struggling with up to 94% unemployment. 
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Why we are here
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to stop the degradation of the planet’s natural environment and
to build a future in whic h humans li ve in ha rmony with natur e.
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your mileS take 
conServation 
further 
Are you a Voyager member? 
By donating your Voyager Miles 
you could help realise WWF 
South Africa’s conservation 
goals. It frees up valuable 
organisational resources that can 
be ploughed back directly into 
environmental work.

It’s easy to do:

1. Log in to your Voyager account 
at www.flysaa.com.   

2. Choose “Voyager Shopping” and 
select “Donate Miles”.

3. Select “WWF” under 
“Target Account” and make 
your donation.

wwf corporate partners: #SaSSiStories – the power of stories
If you think one individual cannot make a difference, try to sleep with a mosquito in the room. 

– adapted from a saying by the Dalai Lama 

Oceans are the cornerstone of life 
on our planet. They cover more than 
two thirds of our planet’s surface, 
produce 70% of our oxygen and drive 
the earth’s weather systems. Our 
oceans are also a critical source of 
food, culture and history. Every year 
they feed over a billion people. The 
livelihood of almost 1 in 10 people 
around the world relies on fishing and 
fishing-related activities. 

Locally and globally, we are definitely 
not doing enough to look after 
this incredible resource. Yes, the 
media does constantly remind us 
of the impacts of climate change, 
overfishing and increased conflict 
between users, but these stories 
do little to inspire. Rather, they 
leave us feeling overwhelmed and 
disempowered about our ability to 
change the trajectory we are on.

Share the Story | keep fiShmongerS committed | chooSe green

narratives reflect on the people and 
companies that have chosen to make 
a difference. Find these stories at  
www.sassistories.co.za.

The campaign empowers everyday 
South Africans to be part of this 
positive change and to reflect on 
one very simple question about 
themselves and their fishmongers: 
“What’s your sustainable 
seafood story?”

Learn more about these inspiring 
stories and about how to start the 
conversation with your fishmonger 
by visiting www.sassistories.co.za. 
Remember to join the #SASSIstories 
conversation on social media.

what can one person do? 
Individuals can indeed be powerful 
agents of change. That’s why we’re 
launching our new #SASSIStories 
campaign. It tells the inspiring 
stories of our fishers, retailers, 
chefs, consumers and others who 
make a positive difference in the 
seafood sector. These inspiring 


