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Hosting the W12+ Drive-in had special significance this year; firstly, it was  
the “World’s First Socially Distanced Convention”, and secondly, we had to  
overcome a significant challenge to ensure a safe and special environment in 
these times of the threat of COVID.

We were embarking on a new journey with the advent of the novel coronavirus. 
As expected, it changed the landscape of the event, water, and business world 
and has had major impacts on our incomes, our way of conducting business, and 
our way of life.

It’s safe to say that this has been not just a destructive and disruptive event, but 
a seminal one as well; in the midst of significant challenges, there are always  
opportunities. Innovative thinking prompts new avenues and solutions. The 
main question we asked ourselves was, “How to congress during Covid-19?”.

We discovered and continue to discover, new ways of doing business and  
events, and this experience has opened our eyes to how indeed small the world  
is and has necessitated that we find ways to be close to each other and  
maintain contact, despite physical distance limitations that the virus has  
forced upon us. We’ve found new ways of communicating and utilized existing 
methods in new ways. In short, we are turning challenges into opportunities.

This is why I personally am very proud of the all-new Drive-In business congress 
opportunity. My additional praise and gratitude goes to the 40+ volunteers that 
assisted us in having a safe and fun experience.

There will be more interaction and  communication  in the coming months with 
further opportunities for partnerships and water leadership; I’m looking forward 
to them.

RENE FRANK 
W12+ CHAIRMAN

Programs





Media and Marketing
Avenues of Communication – to spread the word:

 

W12+ Press Releases
Distributed to media

W12+ Partners Press Releases
Distributed to media which maximized exposure 

W12+ Partners 
Sharing event information with their colleagues/clients

W12+ Communication 
Shared with Embassies, Chambers of Commerce & Water Networks

W12+ Direct Emails
SOS & Ecociv relationship contacts

W12+ Dedicated Newsletter 
Our database of 10 000+ water community

W12+ Inspirational Video
Created with local Jeremy Loops to create anticipation & excitement

https://www.youtube.com/watch?v=cSfSlOfrJxo&feature=youtu.be

W12+ Promotional Video
Created to showcase the exciting new concept of W12+ Drive-in 

https://www.youtube.com/watch?v=o-2DfXC5ZZw

Event Vision
To complement the reputation of Cape Town as a world leading event hosting 
city, by creating high energy events within business and the water sector, as the 
number one water saving city worldwide.

Provide quality entertainment and activities for visitors and locals, in order to 
attract a broader range of participation globally, even in these difficult COVID-19 
times.

Develop a unique environment for investors and businesses and encourage  
their interaction with local and wide stakeholders and provide additional income 
and job opportunities for the struggling event industry. 

To drive dialogue, partnerships, and solutions to new levels, ultimately  
enhancing the uptake of sustainable and resilient water projects in cities  
across the globe through other W12+ Programs including the W12+ Online  
Database and W12+ Hubs. 

To be recognized worldwide as one of the premier water movements.

https://www.youtube.com/watch?v=cSfSlOfrJxo&feature=youtu.be 
https://www.youtube.com/watch?v=o-2DfXC5ZZw



“We welcome the innovative measures  
taken by the W12 Programs and fellow 
sponsors to ensure that the spotlight 

remains firmly focused on water, 
despite the challenges of our times.”

REDEEM NGADZE - NEDBANK CIB

“W12+ works for a water optimized world, 
just like Dupont Water Solutions.”

KIMBERLY KUPIECKI - DUPONT

“We at UNESCO IHP work to expand the 
acceptance of water cultures, W12 + programs 

are a perfect partner to achieve this.”
FADI  COMAIR - UNESCO IHP

“The future of water is something we 
can solve, but we have to collaborate across 

all sectors - The money is here!”
RASHAD  SHAWA - IWB

99% of the guests agreed that  
the event showcased a new and  
innovative way of convening in 
these COVID times

96
CARS
COVID-19 RESTRICTED

OVER 4 HOURS

Cumulative global 
audience

17.000

5 +
COUNTRIES
ENGAGED WITH THE 
W12+ PROGRAM
OVER THE LAST  90 DAYS

The likelihood that guest 
will attend again is 96%

W12+ DRIVE-IN PROGRAM

MORE THAN R1MILLION
INVESTED IN THE 

USED REUSABLE PRODUCTS BOTH FOR 
FOOD AND DRINKING PURPOSES

100% OF THE GUESTS



PARTNER WITH THE BANK 
THAT PUTS SUSTAINABILITY 
AT ITS HEART.
Proud sponsor of the W12+ Water Congress.

26159

26159 CIB W12+ Water Congress A4 Portrait

Nedbank Corporate and Investment Banking is a division of Nedbank Ltd Reg No 1951/000009/06.  
Authorised financial services and registered credit provider (NCRCP16).
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WATER
SOLUTIONS

BY THE 
WORLD’S

GREATEST 
MINDS

PARTICIPATING COUNTRIES

50+



Smile FM is a bilingual radio station 
that offers entertainment,  

information and inspiration to the 
Metropolitan audience of Cape Town.

Listenership
189,000

Heart FM is Cape Town’s No.1 leading  
commercial radio station.  

Radio audience in Cape Town and the 
immediate surrounding areas.

Listenership
408,000

Good Hope FM is Cape Town’s 
leading music-focused, interactive, 

lifestyle radio station. An SABC 
commercial radio which has been 

broadcasting live since 1965. 

Listenership
468,000

5 FM Broadcasts nationwide.  
An entertainment powerhouse 

offering the most popular  
contemporary music & entertainment.

Listenership
866,000

Cape Town’s No.1  
News and Talk Station.

Listenership
73,000

e.tv is South Africa’s biggest independent and free-to-air television channel. Established in 1998, 
the channel has been in existence for over two decades and appeals to all races, genders, ages and 
income groups. As the most viewed English channel in the country, we are the destination of choice 
for local and international entertainment; the ultimate home of great stories.

SECURED
RADIO

INTERVIEWS
AND TV

COVERAGE 2,004,000
Total Reach

1 058 808
eNews and OpenNews Audience



MAGAZINES
AND

NEWSPAPERS

W12+ Magazine partner, Tribe Business  
Magazine is a fresh and authentic content  
driven publication that is creating a strong 
community of innovative, creative and  
strategic thinkers who are actively involved  
in shaping the next era of business,  
innovation, design, disruption, living trends 
and productivity. Distributed with a  
specialist print distribution of 12 000  
copies and a ‘Tribe Network’ of 760 000  
digital distribution.

https://tribebusinessmagazine.co.za/

https://issuu.com/tribemagazine.com/
docs/tribe_issue_4

Tribe Business Magazine Show 
will be airing on DSTV 
and in Africa and Middle East 
and Europe in Q1 2021.  
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Insensitive speech under fire
‘The media should self-govern, be independent and continue with its watchdog role’

THE negative portrayal of women and 
children in the media affects journalis-
tic ethics and integrity and the media 
must guard against losing respect and 
credibility, according to a senior Inde-
pendent Media editor.

The subject was part of a discussion 
on a webinar facilitated by Independ-
ent Media and hosted by the associate 
director of journalism at the Durban 
University of Technology, Robin Sew-
lal.

Sewlal introduced the discussion 
about ethics and credibility and the 
governance of the Fourth Estate, or 
the media.

The webinar was the third in a 
series that ran last week to commem-
orate Media Freedom Day, which is 
also known as Black Wednesday. It is 
the anniversary of the day 43 years 

ago last Wednesday when a string of 
newspapers were banned and several  
journalists were detained without trial.

Speaking about the negative por-
trayal of women and children in the 
media, Sunday Independent editor 
Zingisa Mkhuma said: “When Co-oper-
ative Governance Minister Nkosazana 
Dlamini Zuma was making all those 
decisions about banning alcohol and 
tobacco, as a citizen I believed that the 
lockdown was harsh and that we could 
have done things differently. 

“But the way we reported about the 
minister in some media saw her being 
called ‘stupid’ and referred to as ‘that 
woman’, which was wrong.

“People can write and criticise the 
government or ministers, but I find 
that when it comes to black women, 
nobody draws a line. It becomes open 
season and our criticism is not profes-
sional,” said Mkhuma.

“When people write about chil-

dren, child abuse etc, maybe it sells 
newspapers, but in my view I don’t 
think it works. As media people we 
need to be sensitive to these issues or 
else we lose respect and credibility,  
the only things we have going for us.”

Responding to Mkhuma on the 
issue of children and abusive language 
towards women, press ombudsman 
Pippa Green said: “There is in the press 
code very specific clauses about the 
coverage of children. There are also 
clauses about using discriminatory or 
derogatory language.

“There are a number of ethical 
codes drawn up. It’s very important 
to distinguish between journalism and 
social media. The question for me is 
what distinguishes journalism, and of 
course comment, from reporting.

“Obviously, in social media there 
is very little oversight, whereas in 
journalism these are supposed to be 
more. What one of our big challenges 

is at the moment is distinguishing 
between falsehood on social media 
and what’s credible, because credibility 
is our currency.

“If we want to regulate ourselves, 
I think it is important to have an 
independent body to do it and espe-
cially at this time when newspapers are 
really pressed with low circulation and 
falling revenues we can show readers 
and audiences that there are standards 
we adhere to regarding truth and ver-
ification.”

Newly appointed Independent 
Media managing editor for the KZN 
region, Mazwi Xaba, said the com-
pany took the issue of self-governance 
seriously and was in the process of 
strengthening its internal ombuds-
man.

Xaba said: “We subscribe to the 
belief that the media should self-gov-
ern, be independent and needs to con-
tinue with its watchdog role.”

MWANGI GITHAHU 
mwangi.githahu@inl.co.za

 E D U C A T I O N

 D R I V E - I N  S U M M I T

Residents 
lauded for 
water-wise 
behaviour

THE behavioural change in water con-
sumption that has taken root in Cape 
Town since the 2018 Day Zero crisis 
has been celebrated during a first of its 
kind “drive-in” water business event 
in Camps Bay.

Cape Town’s Day Zero experience 
provided an opportunity for speakers 
at the event on Thursday to share their 
perspectives and experiences regarding 
the supply of water. 

Chairperson of the City’s special 
water and waste portfolio committee 
Clive Justus said: “Fortunately this 
year the Western Cape has received 
above-average rain. Also the continu-
ous water wise use of the resource by 
all its consumers has helped alleviate 
the city’s drought stress and replenish 
the dams to their former glory.

“Cape Town’s reservoirs have 
topped out at 100% for the first time 
in six years, a magnificent change in 
the Mother City compared to where 
things stood just two years ago in 
2018 when we were on the precipice 
of becoming the world’s first major 
metropolitan area to run out of water.” 

Justus added: “Currently consum-
ers in Cape Town use about 700 litres 
per day, meaning behavioural change 
has taken root in Cape Town and its 
citizens are no longer facing that awful 

Day Zero again.”
Attending the event online, Pre-

mier Alan Winde said: “I’m coming to 
you digitally as I cannot be there with 
you physically. The W12+ drive-in 
experience is innovation at its best.

“The message is amazing and of 
course the ability to bring people 
together in this format, safely while 
we are growing our economy after 
flattening the curve of Covid-19 in the 

province is amazing.”
Founder and president of Water 

for South Sudan Salva Dut said: “If we 
don’t take care of the precious water 
we have in this world we will not be 
existing in this world we have today. 

“Water is going to be a security 
threat sooner than later. Ethiopia and 
Egypt are inching closer to war right 
now over water. This is something we 
should be paying attention to as it will 

affect us all.” 
Dut was one of the 17 000 “Lost 

Boys of Sudan” who fled their vil-
lages when war ravaged the country 
between 1983 and 2005. 

Consul general of the The Nether-
lands in Cape Town, Sebastiaan Mess-
erschmidt, described the event as, “An 
international water conference with 
Covid-19 proof drive-in audience and 
online.”

Sad farewell for patient chained to hospital bench

IT WAS an emotional occasion for 
the family of Martha Marais, who 
was buried on Saturday at the Eerst-
erust cemetery.

Marais dominated the headlines 
last year after a video showing her 
chained under a bench at Mame- 
lodi Hospital went viral on social 
media.

Family, friends and Eersterust 
community members descended on 
the local Anglican Church on Sat-
urday to pay their respects to the 
woman described as friendly and a 
straight-talker.

The 76-year-old died on October 
16 at the Eersterust Association and 
Community Health Centre soon 
after visiting her children and cel-
ebrating her son Vernon’s birthday.

Mourners shared fond memories 
of her and described her as loving 
and full of jokes.

Inside the church, people sat a 
distance apart from each other with 
masks covering their mouths and 
noses in line with Covid-19 regula-
tions. They also listened to hymns 
and songs of praise, played from a 
music system.

Overwhelmed with grief, some 
family members broke down as 
speakers relayed messages of com-
fort to them.

One of the speakers was the pro-

vincial head of the SA Human Rights 
Commission, Buang Jones, who 
recalled how Marais was traumatised 
by the experience of being tied up 
under a bench at the hospital.

“The commission was told that 
Marais went to the hospital to seek 
medical advice. She was found by 
her daughter lying on the floor with 
her hand tied to the bench,” Jones 
said. “The commission was really 
concerned about the reports and 
decided to assist Marais in taking 
action against the Gauteng Depart-
ment of Health,” he said.

Following a probe into the inci-
dent, five hospital staff members 
were placed on special leave and a 
settlement agreement was reached 
between Marais’s family and the 
department.

Jones told mourners that the 
incident was one of the examples of 
the deteriorating health services in 
Gauteng, largely due to corruption 
and maladministration.

“There is a dire state of infra-
structure and all these concerns led 
to increased pressure on the staff, a 
bad attitude among them and poor 

healthcare services,” he said.
Department of Health MEC 

Bandile Masuku was recently axed 
over allegations related to a personal 
protective equipment tender. Both 
the head of department and the 
chief financial officer also resigned.

Jones asked the community to 
continue Marais’s legacy by champi-
oning the fight against human rights 
abuse. “In her memory, we should 
dedicate ourselves to the promotion 
and advancement of human rights. 
We should confront the social chal-
lenges that face our communities.”

He cherished the selfless efforts 
made by Marais’s children, who took 
care of their mom and did not aban-
don her while she was sick.

Family spokesperson Virginia 
Keppler expressed her thanks to her 
family for demonstrating their love 
and care for Marais.

Keppler urged people not to 
stop the fight against human rights 
abuse. “There are a lot of injustices 
around us, in our homes, at schools 
and everywhere,” she said.

Father Elroy Damon, who pre-
sided over the church service, 
preached about the importance of 
forgiveness and asked the family to 
find it in their hearts to forgive those 
who had wronged Marais. 

“Do not judge and you will not 
be judged. Do not condemn and you 
will not be condemned. Forgive and 
you will be forgiven,” he said.

 A B U S E

 P E T I T I O N

Allow sale of 
liquor over 
weekends, 
traders plead

LIQUOR traders are petitioning Pres-
ident Cyril Ramaphosa to permit the 
sale of alcohol over weekends. 

According to the National Liquor 
Traders Council (NLTC) the continued 
restrictions placed on the selling of 
liquor after 5pm on weekdays and 
no trading of liquor during weekends  
has put the livelihoods of well over 
39 900 traders and 232 000 employees 
in jeopardy.

NLTC convener Lucky Ntimane 
said: “To have any chance of survival 
as a business in a five-day-a-week 
restricted environment, retail off-site 
consumption sellers are forced to 
retrench some of their workers and/
or reduce salaries by almost 29% (two 
days of the seven-day week). This has 
an immediate and dramatically severe 
impact on employment and job secu-
rity in our country.” 

Ntimane said the simple and effec-
tive remedy to combat the spread of 
Covid-19 is to remove the disaster 
management restrictions on the trad-
ing days and hours of off-site con-
sumption premises, allowing them to 
compete in the marketplace with the 
on-site consumption premises.

“As the busiest period for our 
members pre-lockdown was between 
5pm and 6pm on weekdays and on 
the weekends, the current restrictions 
have a devastating financial impact on 
our members’ businesses (resulting in 
up to a 45% reduction in transaction 
numbers and up to a 30% reduction in 
turnover), forcing them to reduce their 
workforce and reduce salaries,” he said.

The alcohol industry has seen the 
devastating impact of the ban on the 
value chain. Under level 1 the sale of 
alcohol is allowed during the week at 
specific times. However, the sale of 
alcohol is prohibited over weekends.

Vinpro spokesperson Wanda 
Augustyn said: “Restrictions on the 
sale of wine on Saturdays and Sundays 
for home consumption by retailers, 
grocers, liquor stores and wineries will 
have a huge impact on the recovery 
of the country’s 533 wineries (70% of 
these are small and micro-businesses). 

“The local retail industry accounts 
for 41% of South Africa’s wine sales 
and a further 11% of total sales are 
recovered at farm gate. Weekends are 
the most popular visiting time and 
especially important for our wine tour-
ism businesses which depend on the 
local market.”

MARVIN CHARLES 
marvin.charles@inl.co.za

MWANGI GITHAHU 
mwangi.githahu@inl.co.za

CAPE Town had a first-of-a-kind conference – a “drive-In” water business event – in Camps Bay last week.

Msimanga 
wants lie 
detector test

FORMER Tshwane mayor and DA 
Gauteng leader Solly Msimanga has 
vowed to clear his name following 
accusations of sexual harassment 
levelled against him – and others 
who were falsely accused.

He said that he had been inun-
dated with calls from men who said 
they were also falsely accused of 
gender-based violence (GBV).

His accuser – a former party mem-
ber of the executive in the Gauteng 
legislature – was recently axed from 
the DA after she leaked confidential 
information to the EFF.

Speaking to the Pretoria News, 
Msimanga repeated that the accu-
sations against him had been fabri-
cated and he expressed the intention 
to fight for other men who might be 
in the same predicament.

He said since the accusations 
against him were made public he 
had been called by many men 
and women who told him of their 
ordeals because of false accusations.

Msimanga said he wanted to sue 
his accuser for damaging his repu-
tation, but first wanted to clear his 
name by taking a lie detector test.

 G B V  C L A I M

RAPULA MOATSHE
rapula.moatshe@inl.co.za

THE funeral service of Martha Marais at  the Anglican Church in Eersterust before she was 
laid to rest at the Eersterust cemetery.  |  OUPA MOKOENA  African News Agency (ANA)

RAPULA MOATSHE
rapula.moatshe@inl.co.za

The Drive-in event was published in several national newspapers over the 3 month period 

https://tribebusinessmagazine.co.za/ 
https://tribebusinessmagazine.co.za/ 
https://issuu.com/tribemagazine.com/docs/tribe_issue_4
https://issuu.com/tribemagazine.com/docs/tribe_issue_4


ONLINE
TheW12 Congress received extensive online media coverage –  
more than 13K listings on a Google search for ‘W12 Congress’



SOCIAL
MEDIA

+29%
Twitter Likes rose by

Facebook Likes rose from

4389
1204

to +47%
LinkedIn followers for  
speakers and Partner 

organisations rose with 
more than

955%
The W12 Programs YouTube 
account rose with more than 

Interactions = number of Twitter mentions, retweets, likes and Facebook comments created for W12
Impressions = Combined number of potential users that saw any content associated with Twitter and Facebook

11 000
interactions

1.5 MILLION1.5 MILLION
Impressions

From 1 August to 31 October we secured

From organizers platforms (SOS/ECOCIV) as well as newly created W12+ owned Platforms



WEBSITE(S)

WWW

During the months of August, September and October the website  
W12-congress.com (and from late September 2020) our new website w12plus.org 

19 000
Page Views

8 000
Visitors

48%
South Africa

16%
USA

12%
Asia

6%
UK

3%
Portugal & Spain

The statistics highlighted the importance of having a mobile-friendly site.

11%
Tablet interactions

33%
mobile interactions

56%
Desktop interactions

Top 10 streaming Countries include: USA, SOUTH AFRICA, UAE,  
UK, GERMANY, INDONESIA, ITALY, INDIA, CZECHIA, EGYPT

The synergy between social media and the web site was also proven by the number of referrals. Facebook,  
LinkedIn and Twitter provided 46% of referrals to the site. The most visited page was the home page at 20%  
of pages views with the next being the live stream and results pages. The web site was a significant step-up  
from 2019 in terms of look, feel and user-friendliness. 

The event was streamed on FB Live, Embedded websites (W12, Wired, Quicket) and  Youtube Live. 
The live web broadcast attracted 7800 views by 6742 unique visitors from 50+ countries. 



  

LET US HELP YOU
MONITOR EFFECTIVELY YOUR

WATER
QUALITY



COVID-19
COMPLIANCE

Safe Congressing
Our drive- in event ensured that all staff and guests were properly screened before having 
access to the site, this included temperature measurements and symptom tracing.

All staff and guests had full access to sanitizer at all touch points.

People did not leave their car at any time during the event, except for bathroom visits 
and to stretch their legs at a safe distance from other guests.

Queues for the bathrooms were managed and ensured that there was a minimum 
distance of 1,5 meter between guests.

Each guest was given a personal mini sanitizer bottle.

Food deliveries were individually handled by checked staff directly to guests vehicles.

All staff had strict covid rules to wear mask and gloves at all times.

Ticketing/pre-booking system to manage the number of arrivals.

Signage and communication was placed at key points, reinforcing social distancing and 
other covid prevention messages.

All guests were advised of contact tracing app.

All guests were encouraged and supported in downloading the SA COVID-Safe app.

A post-event meeting was held with the venue’s safety and emergency operations  
coordinator to discuss the event safety measures and to catalogue the covid audit process. 

Feedback was requested from participants, partners and staff to share their experience 
and log their comments on how ‘safe’ they felt within this new congress concept.



TOURISM
MARKETING

ALDERMAN CLIVE JUSTUSALDERMAN CLIVE JUSTUS
Chair of the Portfolio Committee for

water & waste City of Cape Town

“A new normal, 
a new way of doing things”

“The W12 Drive-in Event definitely had a higher profile than 
normal events. I see it going from strength to strength with  
the business community being both positive supporters and  

receiving benefits associated with such a large-scale event.”
ALAN WINDEALAN WINDE

Premier of  Western Cape

Partnered & Supported by 



LOCAL
COMMUNITY

SUPPORT

Cape Town, SA businesses and local residents were surveyed post the W12. The survey 
numbers were relatively low, however the quality of the feedback comments were high  
showing a strong support for the water related issues and very positive towards opening  
up for business events in a safe and secure way. The survey also showed a strong support 
for Cape Town to take a leading role as a wordwide recognized water hub, and that it has  
a positive effect on the region by creating opportunities for local businesses and increasing 
the sense of pride in the region.

Highlights

• More International people aware of the Cape Town role fighting the worldwide water crisis.    
• The region promoted on a global basis. 
• The drive-in setup was a huge improvement compared hosting a traditional event.
• Having world class experts in town. The online panel was world class. 
• The live streaming and television coverage. 

Areas for improvement

• More people at the drive-in venues – 
   reserved tickets will be released a week prior to the event if not spoken for
• Better promotion of the Drive-in venue and more advertising around town. 
• The experts could be recognised more. Make more of a deal about them. 
• Engagement between attendees via app or some sort of platform.
• Less “Zoom” feel for panelists.
• More showing of what’s going on.



Whether it’s in manufacturing, growing, refi ning, 
or simply living – we at DuPont Water Solutions 

know that it’s not about the water, but about 
the possibilities that are created from the water.

  
For some, it’s water. 
For us, it’s possibility.

Possibility fl ows with us

Water Solutions

www.dupontwatersolutions.com



LEVERAGE
AND

LEGACY

The majority of the staff attended the Ambassador Programme run by SOSNPO  
to help the team provide the best possible visitor experience, by bringing people 

from previously disadvantaged settlements.

N o n  P r o f  t  O r g a n i z a t i o ni

AMBASSADOR PROGRAMME

The schools programme created opportunities for schools and students in  
Bloekombos to engage with the SDG club. 

The students were able to learn about water, employment options in the industry 
after graduation. They could also meet the partners, take part in the improvement 

work in the settlements with our partner Xylem Watermark and be actively
 involved in delivering the event. 

A total of seven schools from Bloekombos  were involved in the W12 Event. 
An estimated 120 students assisted, they designed posters, ran a SDG mini conference 

or volunteered at the Event. 

The schools programme was a very successful initiative and has great potential for  
incorporating more schools and students in future Events. 

The Games provided opportunities and support for South African event managers,  
and technicians to up skill and gain international experience with an 

International Team of professional partners.  

SCHOOLS PROGRAMME



ENVIRONMENTAL 
RESPONSIBILITY

This year the W12+ management successfully implemented the International Standard 
20131 Event sustainability management systems and ensured that all involved partners  
were instructed to seek the most environmental friendly solutions. 

The event was executed to be Carbon Neutral by offsetting the impact in partnership with 
Foundation Myclimate, Pfingstweidstrasse 10, 8005 Zürich, Switzerland.

The treatment of waste from the venue was provided by Piscean Cleaning Services & Event 
Management which provided options of landfill, recycling and organic waste. 



Team
RENE FRANK

PHILIP CLAYTON
JEREMY FACKENTHAL
SHELLEY HUMPHREYS

The Board

Chair

Management  Team

ELLIE LEANING
VANESSA CANNON

JUSTIN KEMP 

www.w12plus.org

The Board and the W12+ Programs would like to thank our sponsors and partners- 
whether being commercial or not-for-profit for being highly engaged, for showing us 

fantastic support and for the faith they have shown in us. 
Without their support and commitment the W12+ would not be possible.

W12+ PROGRAMS BROUGHT TO YOU BY

https://www.w12plus.org/


Feel the drive.
It’s a beautiful experience.

www.volvocars.com/za
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