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Expectations from Society I CPAK

“Society is demanding that companies, both public
and private, serve a social purpose. Without a sense
of purpose, no company, either public or private, can
achieve its full potential. To prosper over time, every

company must not only deliver financial
performance, but also show how it makes a positive
contribution to society”

Larry Fink, CEO BlackRock
Annual letter to CEQOs, 2018
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Shared Value

CPAK

Credibility. Profess untability

What is it?
Source: Porter
and Kramer

(2011). Harvard

Business Review
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Differences in CSR and

Shared Value

CPA

Credibility. Professionalism. Accountability

I

CSR

Corporate values, citizenship and
philanthropy: sharing money the
company has already made

Risk management: changing
business practices in response to
external pressures

Contributions in-kind, pro-bono
service and volunteerism: sharing
products, expertise, talent, time

Creating Shared Value

New products/ services meeting
social & environmental needs
while simultaneously delivering
financial return

Improve capabilities (skills,
knowledge, productivity) of
suppliers

Create local clusters to strengthen
and capture economic and social
benefits at the community level






Developing Shared Value [ CPAK

2 STEP 1: Identify risks

- STEP 2
[dentify/validate

stakeholder needs

1 STEP 3: Develop

shared value

proposition
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Building Blocks

Creating Shared Value Can Be Broken Out Into Ten Key Building
Blocks

ngagement is
seen asintegral to RO
SUECRROERS  An explict vision of the company as an engine
& senior for creating Shared value

leadership

eyissuesof | ..forwhich
shared valug are | ambitous shared - EYLTNEAY

VCATLEIECO n obuststrategy het dentfes & clearfocus
St and artiulates ambifons goals

Efective delivery that leverages assets and

expertise across functions and business unit
within the company as well s rom extemal

partners and sakeholders

PERFORMANCE
Management for performance
that seeks to meastre and
learn from resus, bring
successful efforts to scale and
communicate progress

Relevant resuts | Leamings fiom | Successful effots J Progress is
are actvely aebrougftto | communicated
measured scale infermally and

extermally

Shared valug strategies require buy-in from every part of the company -
making the case to internal decision-makers is crifical



Shared Value in
Action
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contributing'to ahealthier future
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YARA

Knowledge grows

A collaborative society; Ambition
a world without hunger; Curiosity

a planet respected. Collaboration
Accountability
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Dar es Salaam

DRC -
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Electric grid % g
Rivers il ®
Ports < 3 ~-
Agricultural growth z ' =% | 100m |
corridor (indicative) M OZ AM B | Q U E [ 200km |
r . Capital city

. L G The Southern Agricultural Growth Corridor covers approximately

@ Town 150,000-2mn one third of mainland Tanzania. It extends north and south of

@ Town 50,000-150,000  (}e central rail, road and power ‘backbone’ that runs from Dar es

[ ]

Town up to 50,000 Salaam to the northern areas of Zambia and Malawi.



Yara
AgDevCo
Prorustica

Government of Tanzania

Agricultural Council of Tanzania (ACT)

Confederation of Tanzania Industries (CTI)
Tanzanian Sugarcane Growers' Association (TASGA)

Unilever

Norwegian Ministry of Foreign Affairs

Irish Ministry of Foreign Affairs

World Economic Forum

Tanzania Agricultural Partnership (TAP)

Syngenta

US Agency for International Development (USAID)
Alliance for a Green Revolution in Africa (AGRA)
Dupont

General Mills

Monsanto

National Microfinance Bank (NMB)

Norfund

SABMiller

Standard Bank

World Bank _

Source: Adapted from Beth Jenkins, “Mobilizing the Southern Agricultural Growth Corridor of Tanzania: A Case Study,”
Harvard Kennedy School, CSR Initiative, 2012, p. 12, http://www.hks.harvard.edu/mrcbg/CSRI/
publications/report_48_SAGCOT.pdf, accessed July 2014.

Note: This chart is a distillation for analytical purposes, and does not capture all the contributions of all stakeholders
involved in SAGCOT.
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Safaricom

Organisation
® = Sustainable

b, Huture



Safaricom
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Shared Value Products&

Services
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Affordable Health Care CPAK
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2 in every 5 Kenyans P o qe b:10) (Sl s T kaaterty Over 400 medical facilities
lack access to healthca
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Etficient farming I CPA
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60% of Kenyans depend on Empowering

small-scale farr_nir;g
—~ T,

Providing access to knowledge
farmers to and information

scale through & Giving small-scale farmers

access to credit and markets

90% of farmers have mobile

phones



Critical Success Factors ] CPAK
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Safaricom’s SDGs I
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