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SWISS-AFRICAN
BUSINESS CIRCLE
The Swiss-African Business Circle (SABC) is the
leading independent association promoting business
contacts and links between Switzerland and Africa. It
provides its members with an influential network
and a unique platform dedicated to the exchange of
expertise, experience, projects and ideas, thereby
fostering partnerships and opening new business
perspectives. In doing so, the association advocates
for Africa as an important business destination
amongst the Swiss business community.
80 member companies from across different sectors make up the SABC, representing: Agribusiness,
Banking, Building & Construction, Consumer Goods,
Education, Energy, Energy Automation Technology,
Engineering & Infrastructure, Finance, Healthcare, Inspection & Certification, Manufacturing & Equipment ,
Media & Communications, Services and Transport.
What the SABC does:
•

Provides privileged access to a limited number of
Swiss companies & organisations active in Africa,
as well as to African companies and organisations
with activities in and with Switzerland

•

Represents the interests of members toward the
Swiss public authorities and other organisations
engaged in Swiss-African affairs

•

Organises events for member companies and the
broader Swiss-African business community

•

Provides a platform for member companies to
exchange on their experiences & news on their
Africa based activities

•

Drives communications and advocate to strengthen Swiss-African business relations

•

Supplies information on trends, developments,
publications and surveys concerning Africa

For more information on the Swiss-African Business Circle please visit www.sabc.ch

ABOUT BUSINESS
INSIDER
SUB-SAHARAN
AFRICA
There’s much economic growth and business taking place on the African continent that it’s hard to
ignore. Accordingly, Pulse, a brand by Swiss media
company Ringier AG, has partnered with Business Insider to bring business news with a global perspective
to Africa reaching today over 700,000 top decision
makers in all English speaking African markets per
month.
Business Insider US fir st launched in February 2009
and has quickly established itself as one of the
fastest growing news brands in the world. Since its
inception, it has launched diﬀerent versions of the
website in several countries including China, the
United Kingdom, India, Australia, Singapore and Italy.
Business Insider by Pulse is the first African version
and the 15th version of the business site. The global
brand is known to cater for a global business community. The newest edition of Business Insider is focused
on business news, fin ance, politics, lifestyle, and
technology from Africa. Apart from original and
exclusive African stories, the website will also feature
the same content on the American and British
editions of the site.
Naturally, both Pulse – which is as a digital mass publisher reaching over 150 Million Africans every month
– and Business Insider offer great options for branding, digital marketing, event communications and PR
services in Sub-Saharan Africa serving clients such
as Nestlé, Safaricom, General Electric, Coca-Cola,
Samsung, Google and Heineken with 350 local staff
across 4 offices in East and West Africa.
For further information or partnership enquiries
kindly contact tim.kollmann@ringier.ch
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INTRODUCTION
The 6th edition of the Africa Business Day 2018,
organised by the Swiss-African Business Circle, took
place on 22 June 2018 in Stein, AG. The event was
hosted by Syngenta at their Research & Development
facility under the patronage of the State Secretariat
for Economic Affairs (SECO).
Africa Business Day 2018
explored the role of
partnerships for
companies and
organisations growing
their businesses and
activities in African
markets.
What does partnership
mean in the African
context? Why do companies and organisations
choose to work together
to drive the growth of
their activities? How do
organisations go about
choosing partners and
what makes partnerships
successful in the African
context? These are all
questions that were
explored through
company case studies
during the event.
This report, a collaboration between the
Swiss-African Business
Circle and Business
Insider ties together the
common themes of the
discussion conducted
during the event which
apply to diﬀerent
partnership models in
the African context.
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UNLOCKING THE POWER
OF PARTNERSHIPS
Overview
Partnerships are essential for
doing business and driving
projects on the African continent.
They give companies and
organisations the opportunity to
pool financial resources and share
risk, benefit from a broader base
of expertise and tap into local
knowledge about the regulatory
environment and cultural
specificities. These are especially
important considerations within
the African market which is made
up of 54 countries.
The partnership landscape is as
complex and diverse as the market
itself and is made up of a mix of
local stakeholders including local
Government & municipal
authorities, local companies, local
NGOs and organisations as well as
global stakeholders which include
international companies,
development agencies, international NGOs and international
organisations.

• Work with global partners on
common objectives
• Join a multistakeholder
partnership, including local and
global players
• Have a local representative on
the ground
The types of stakeholders that
a company will partner with and
the form these partnerships take
depends on its size, scope, targets
and sector of activity.

First things first
The need for a partnership is
underpinned by a specific
challenge or business objective
that requires collaboration or
presents a benefit in merging
resources. This can be anything
from exporting a product to an
unknown market with limited
resources to tackling systemic
issues (for example in the areas of
health and agriculture).

To enter into partnerships with
these actors, companies and/or
organisations can take a couple of
practical approaches to building
partnerships in the African
context:

Here are some of the important
considerations that need to be
made before entering into a
partnership as identified by
presenting companies and organisations:

• Identify a challenge or business
objective and build a partnership
around this

• Market research: It is important
to understand the market and the
partnership ecosystem in a given
sector. This includes going to the
market and spending time with
potential partners and customers
on the ground.

• Acquisition of a local company

Partnerships are a
must in Africa. At
Syngenta, we have
learned this through
our experience and we
know we need effective
partnership with the
right implementation in
place to succeed. This
is not to say there is a
silver bullet to partner
in Africa. It is trial and
error, but it is a necessary reality to succeed
Pierre Cohadon,
Territory Head
Africa Middle East
(AME), Syngenta
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company or organisation can meet
its targets. It is therefore
important to take cultural
considerations and values fit with
your company into account when
identifying and doing due diligence
on potential partners.

• Defining a market approach:
A company or organisation must
define its approach or challenge.
Organisations need to specify
their objectives within a market
and the resources required to
achieve them.
• Entry strategy: If a company
or organisation is not yet active
within a market, a market entry
strategy needs to be defined –
whether it be through a Merger &
Acquisition, Greenfield Investment,
Partnership or Import & Distribution. This will then shape the way
in which partnership is approached
once the market.
• Understand the local context:
In the local context, a company or
organisation should be aware of
cultural specificities in doing
business and local needs to
understand how to introduce a
product, service or intervention
into the local market. Local
partners are indispensable in
navigating the local business
environment.
• Scaling projects: Each market is
unique and requires a local
solution to be created around
specific products, services or
interventions. This means
companies should start from the
local level when scaling projects.

Getting partners onboard
A partnership needs to present a
win-win scenario for each partner.
What are the key success factors
in establishing and building

When entering an African market, it is important to draw lessons
from others operating
in similar markets and
situations. Generally,
learnings are willingly
shared and often common-knowledge in the
market.
Frederick Crawford,
Senior Executive, International
Consumer Sector Coverage,
Standard Bank Group

successful partnerships? Several
were identified during the
discussion throughout Africa
Business Day, including:
• Finding the right partner(s):
Having the right partner(s) is
essential to ensuring that a

• Shared vision & objectives:
Before beginning a project or joint
venture, partners need to be sure
that they have a shared vision of
what they want to achieve and
that their objectives are aligned.
This can be done by doing joint
scenario planning.
• Building trust: A trust-based
partnership is critical to delivering
results. Open communication and
transparency is one of the
cornerstones for building trust
between partners.
• Communication: Open
communication and transparency
ensures that there are no
misunderstandings between
partners. This is especially
important in partnerships where
organisations might be
fundamentally different (e.g.
multi-stakeholder partnerships).
Organisations should also establish
contact with several contact
persons at different levels within
their partner organisation.
• Put conflict resolution
mechanisms into place: It is
necessary to plan for conflict
resolution mechanisms so
differences that arise within a
partnership can be resolved as
early as possible.
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• Developing a strong value proposition: Being
clear about what you have to offer as a company or
organisation can help develop relationships with
partners. For example, for an exporting company,
offering simplified processes and quality product
support can make all the difference in building a
competitive advantage outside of pricing when it
comes to partnership. In other types of partnerships,
an organisation´s value proposition might be
expertise or know-how within a sector.

Case Study:

Novartis Foundation / Better Hearts, Better
Cities Initiative

Infographic: Partnership in 3 key steps

Align Objectives
Clearly define roles,
responsibilities and KPIs
Design mechanisms for
reviewing and holding
partners accountable

Better Hearts Better Cities is a Novartis Foundation
initiative to improve cardiovascular health in low-income
urban populations. Better Hearts Better Cities seeks to
achieve this through a multisector approach addressing
hypertension and its underlying risk factors in a
sustainable way at scale.
Better Hearts Better Cities builds networks of partners,
reaching beyond the health sector. Partners can include
healthcare providers but also digital and telecommunication organisations, food suppliers, employers, insurance
funds, social enterprises and civil societies. Made up of
both public and private organisations, these networks
operate globally and at the local level.
This multisector approach aims to integrate complementary capabilities and resources to tackle hypertension
from health literacy and lifestyle choices, to prevention,
screening, diagnosis and patient management.
Three cities have been selected across three continents
to demonstrate how interventions can best be designed
and implemented following the initiative’s integrated,
multisector approach. Ulaanbaatar in Mongolia, Sao
Paulo in Brazil, and Dakar in Senegal were selected as the
first wave of cities, based on high unmet cardiovascular
health needs and the strong commitment of local
authorities to improve cardiovascular health.
These first cities aim to establish conditions for the
successful integration of Better Hearts Better Cities in
other cities worldwide.

You have to define what success is for a partnership and
the most challenging part is
agreeing on KPIs.
Fred Werneck,
Co-Founder and Advisor, Clarmondial

In its first year of operations, the initiative plans to reach
1 million people.
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You need to understand your partner
and their needs
and to aim for a
win-win situation
that is sustainable
for both sides.

•

There is a constant learning 		
process involved in
developing local solutions and
some projects may require a 10
to 15-year outlook whilst
others can be accelerated 		
through partnerships.

of a project, when there are no
concrete results to showcase. In
addition, the overall amount of
investment in African markets is
low when compared with other
regions which means competition
for funding is higher.

•

African markets are diverse
and complex and theoretical
project planning can look quite
different when applied on the
ground. Flexibility to adapt
planning or “Learning by
doing” is therefore an
important part of the
expansion of business and 		
projects in the African context.

Understanding time frames for
achieving targets and that these
may also shift is therefore a
critical success factor.

•

Implementing projects in
African countries often
requires building and
improving infrastructure or
skills training which require
time and resources.

•

If a company launches a
project on its own, then a
long-term approach is critical
to scaling up the project,
especially since getting the
buy-in of different
stakeholders and partners can
be challenging at the start.

•

It takes time to build
consensus, particularly when
aligning objectives and KPIs, in
partnerships made up of
multiple stakeholders (which
might even include
competitors).

Peggy Grüninger,
Head Corporate Donations &
Philanthropy, Roche

Longer term perspective,
bigger rewards
Building relationships, growing
sustainable businesses and
initiatives on the African continent
takes time. Companies and organisations that want to develop their
activities need to have a long-term
commitment to their projects for
numerous reasons:
•

The framework applied to
doing business in other regions
cannot be applied in the
African context.

Some of the other challenes raised
by companies during the event
include finding finance partners
and getting private sector players
onboard within a multistakeholder
partnership at the early stages

You have to combine your strength
with the strength
of your partner- if
you do exactly the
same in the market,
you might miss out
on synergies.
Philipp Knebel,
Head Sales & Business
Development, Siemens
Building Technologies
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Case Study:

Syngenta / Farm to Market Alliance
Smallholders often cannot increase their productivity and income
due to the lack of access to credit which prevents them from
investing in their crops and markets and obtaining the appropriate
information and linkages to sell their produce. The World Food
Programme brought together a consortium of eight publicprivate organizations, including Syngenta, in to the “Farm to
Market Alliance”.

If you have a trustbased relationship
with your partner,
they will respect
your partnership
and won’t let you
down.
Andreas Baumann,
Market Manager Africa Sales
International, Mettler Toledo

The demand-led approach of the Alliance creates a market for
crops and supports farmers to meet that demand through a series
of interventions including access to financing, inputs, storage and
market information. By connecting farmers to markets, the Alliance
contributes to creating reliable and sustainable food chains.
Farmers’ income is improved thanks to a combination of higher
yields and access to constant demand and creates a precedent for
farmers’ access to credit and innovative financial solutions.
The Project, which started in 2016, aims to benefit 1.5 million
farmers over US$750 million of aggregated purchasing demand
and to increase its scope of countries year on year. The Alliance
has been already launched in Rwanda, Tanzania and Zambia and is
extending to Kenya in 2017.
Together with Syngenta, the Alliance counts the following members:
Alliance for a Green Revolution in Africa (AGRA),
Bayer CropScience AG, Grow Africa, International Finance
Corporation, Rabobank, WFP and Yara International ASA.

Conclusion
The topic of partnerships is
extremely complex and the way in
which they need to be approached
depends on sector of activity,
scope of the challenge or
business need, size of company or
organisation, resources available
at the start of a project as well the
realities of the local market.
However, despite the complexity

of the topic, companies and
organisations presenting during
Africa business day, all active
in different sectors and working
in different partnership models
demonstrated that they have
a great deal in common when it
comes to their experience of
partnership in the African context.
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