
SEALAND’S
RESPONSIBILITY

REPORT
Discovering new paths with our planet, 

people and community



#DISCOVERNEWPATHS



“We believe there is an alternative way 

of doing business, a route that will 

create positive change for people and 

the planet. When there is no manual, 

you have to write your own; a legacy for 

others to follow. Forging our own path, 

because where the trail ends, 

innovation and impact begin”
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THE PATH BEGINS... 

 A message from Jess Schulshenk 

Director of the Sustainability Institute

“It has been a great pleasure to walk with Sealand in the journey of compiling 

their first Responsibility Report. Leadership is not just about having a bold and 

inspiring vision, it is also about taking the time to deeply understand, co-create 

and action real solutions to complex challenges. We salute Sealand for doing 

this with honesty and integrity, and for committing to continuously evolving and 

deepening their sustainability impacts. ”

Welcome to Sealand’s inaugural responsibility 

report. We are a lifestyle brand with a deep 

passion for our people and planet. We are 

committed to creating responsibly-made, 

high-quality gear and apparel. We believe that 

business can be a force for good.  We also 

understand sustainability as an ongoing 

process, a journey. It is from these two 

convictions that we wish to share with you the 

value we are proud to have added to our 

planet, communities, and people  - the paths 

we’ve discovered and are currently 

discovering, and to commit, publicly, to 

extending and enlarging that contribution by 

describing the paths we intend discovering in 

our new feature.
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Intro to this Report



A message from our co-founder

 and Creative Director, Jasper Eales

“As a founding member, it is incredible to have witnessed 

the development and progress of Sealand since its 

establishment in 2015. It is heart-warming to see the 

founding tight-knit family dynamic still holding strong as 

we grow and expand. We remain driven by a desire to be 

authentic, to create with integrity and to be respectful and 

responsible in all we do. We push ourselves to innovate 

with smart material development and application. We take  

a long-term view and are committed to excellence in 

everything we do, at every moment.”
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A Message from Our 
Co-founder and Creative Director



Long Story Short
The Paths we’re proud of:

2022 goals:
Start the process of doing a full LCA

 (Life Cycle Assessment) of Sealand’s impact

Implement our Supplier Code of conduct

Set our course towards carbon neutrality

Employ a head of Responsibility
 

Deepen our social impact

40%
HIGHER 

        WAGES

GIVE

than industry 
standard

61 230 Kg of waste 
spared from landfill 

438 tC02e of 
CO2 avoided 

166 700 L of 
Water saved

900 GIVE 
bags donated

TWYG sustainable 
accessory award received

Working with 
Industry leading 
clients
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We are Sealand

Sealand was born in Cape Town, on the 

southernmost tip of Africa. The breathtaking 

natural beauty of our home imbued in us a deep 

love of nature and a strong commitment to its 

conservation. Founded on some of the core 

principles of sustainability, Sealand has always 

striven to minimise the e�ects of consumption on 

the environment and to add value to our 

communities and people. Our founding principles 

of upcycling, material stewardship and circular 

economy have guided us on a path of 

responsibility since our inception. 

Operating in the fashion and textile sector, 

Sealand is conscious of the negative 

environmental impacts associated with fast 

fashion and consumption. Since our first stitch, we 

have resisted the unsustainable levels of 

production and consumption trends which 

underpin much of our sector.                                  

Through environmentally e�cient material 

selection, innovative design and a commitment to 

product durability, we have sought to slow down 

the rate of consumption and reduce the 

environmental impact of production. 

As important to Sealand as reducing our impact 

on the environment is creating shared value with 

our people and our community. As a South 

African-born brand, we are mindful of our 

country’s unjust history and its staggeringly high 

levels of unemployment and inequality. We 

understand that operating within these 

socio-economic complexities, we have a duty to 

add value wherever we can. Our various social 

initiatives, collaborations and our focus on 

handmade production and job creation attest to 

our unwavering passion for community and 

people.
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Our Responsibility Approach 
– Integrity and Action 

Circular economy

Everything we make has an impact on the planet. 

In keeping with the principles of upcycling and 

adding value to ‘waste’, our aim is to minimise this 

impact as much as possible. Circularity is one of 

Sealand’s core principles. In simple terms, 

circularity (or circular economy) aims to maximise 

the continuous use of resources whilst minimising 

waste – closing the loop. At Sealand, we try close 

the loop as much as we can with our upcycled, 

recycled and ecocyled materials, our repair 

programme, and the lifetime warranty on our 

products. 

Material stewardship

Material stewardship is the opposite of fast 

fashion and consumption. It is an ethic that 

promotes the responsible management of 

resources. It gives particular attention to the 

maintenance and lifespan of the material during 

product ownership. Our bags and apparel are 

inspired by nature, have timeless designs and are 

made to last. Through our lifetime warranty and 

‘designed for repair not replace’ philosophy, we 

practise a material stewardship that opposes the 

over consumption behavior responsible for 

degrading our natural environment. 

Creating shared value

At the same time as trying to reduce our 

environmental impact, we seek to enlarge our 

social impact. Creating shared value is the 

practice of creating economic value for our brand 

whilst simultaneously creating value for our 

community and people. This is evident in our GIVE 

bag programme – for every direct-to-consumer 

purchase over R1500 ($100) we donate a bag to a 

member of our community. 

Collaboration

We believe sustainability journeys are 

collaborative ones and challenges such as the 

climate crisis require joint action. We collaborate 

with organisations and companies that share our 

passion for the environment and our commitment 

to creating shared value. 
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GIVE

Material stewardship

(warranty, repair program, low wash)

Sustainable Design

Conscious Production

GIVE Bags

Waste

(upcycle, ecocycle, recycle)

Name in a Bag

HANDMADE IN SOUTH AFRICA BY

JONAS
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THE PATHS WE’VE
DISCOVERED
Our paths with our planet 

closing the loop with our gear and apparel

“Sealand's bags utilise upcycled materials. This ensures not only a 

reduction of material sent to landfill but also reduces consumption of virgin 

materials. Reduced consumption has associated climate change benefits: 

the materials utilised for Sealand’s upcycled bags emit 99% fewer 

greenhouse gases than those used for virgin canvas bags.”

Message from Mathew Burke, 

Carbon scientist at The Green House

Sparing waste from from landfill is one of 

Sealand’s core pillars. We partner with mills and 

textile manufacturers that produce high-quality, 

outdoor-suited materials, so even when they can’t 

be used for sails, tents or umbrellas, they can still 

be used in durable bags. When there is a shortage 

of ‘waste’ in our supply chain, we resort to the next 

best thing such as recycled materials like 

ECONYL® is 100% regenerated nylon fiber from 

fishnets and other nylon waste.

Inspired by circular economy and material 

stewardship, we combine smart sorting and 

selection with inspired design. By reusing the 

structural properties and textures of waste 

material in a new context, we mitigate the 

generation of waste and carbon emissions.

The material composition of our products reflects 

our unwavering passion for reducing our impact 

on the environment.
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Upcycled Poly Twill:

Poly Twill is post consumer waste material 

that is tactile and durable. It’s commonly 

found as an in-store advertising material. All of 

our gear features a Poly Twill inner lining that 

is unique and vibrant – this means that no 

Sealand bag is the same.

Upcycled Yacht Sail:

Yacht sail has been designed to withstand 

tough weather conditions for sailing, 

resulting in low water absorption and high 

durability. These factors make this 

upcycled material perfect for a lifetime 

warranty product such as a Sealand bag. 

Upcycled Canvas: 

Canvas is a pre consumer 

waste material that is 

weather resistant and 

easily washable fabric, 

with the benefit of having 

mold resistant properties. 

Our upcycled and 

b-grade canvas.

ECONYL®: 

ECONYL® is a recycled nylon 

product made entirely from 

ocean and landfill waste, such 

as fishing nets (ghost nets),  

industrial plastic, fabric 

scraps from clothing 

manufacturing companies, 

and old carpets.

Roamer

Sealand’s iconic backpack

Upcycled ripstop: 

Ripstop is a versatile 

woven fabric which uses a 

special reinforcing 

technique to withstand 

tearing and ripping. 

Upcycled Ripstop’s 

durability makes this fabric 

the perfect base for our 

bags.



1st

2nd

3rd

Ecocycle

- A virgin material which is designed and used for 

environmental benefits.

 

- Has a lower environmental impact than regular virgin 

materials .

Upcycle

- A circular process of using waste in its  current 

state to create something new. 

- Has a considerably lower environmental impact 

than both recycled and ecocycled materials.

Recycle

- A ‘new’ material which has been produced by 

breaking down waste.

- Often has a lower environmental impact than 

ecocycled materials. 

A Deeper Look into 
Our Gear and Apparel
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Footprint of Our Bags

*GHG protocol used to calculate emissions*

*trimmings which comprise of 7% of the bag were omitted in calculating this footprint*

*Footprint calculations were subcontracted to The Green House*
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By making use of upcycled materials, we reduce the carbon emissions 

associated  with the production of our bags by up to 99%. 



Compared to other crops (such as cotton), hemp requires the lowest amount of input, 

and has the lowest amount of environmental impact. Our ecocycled t-shirts are  made 

from a 55% hemp and 45% organic grown cotton blend.

Requires 37% less 

water to produce

 and manufacture;

 and up to 50% less 

water to maintain.

Hemp is naturally 

organic and requires 

no pesticides.

Hemp is one of  the 

strongest natural fibers in 

the world and is 2-3 x more 

durable than cotton.

Hemp enriches the soil 

as it grows and 

requires half the 

amount of land

than cotton.

Hemp can trap up to 

230% more carbon 

than fast growing 

Eucalyptus trees.

Our Hemp Apparel

Hemp is widely regarded as one of the most 

sustainable fabrics. So why don’t we use 

100% hemp in our apparel? There are two main 

reasons we choose to add a bit of cotton into our 

hemp blend. Firstly, pure hemp fabric has a 

distinctive odour and doesn’t produce fabric with 

the same natural whiteness of cotton, which 

means more bleach is required to make hemp 

fabric usable. But the main challenge with hemp 

today is constrained supply. This means hemp is 

far more expensive than even organic cotton. The 

vast majority of the world’s industrial hemp is 

grown in either Romania or China today, and it’s 

estimated that there are fewer than 1 million acres 

of hemp under crop globally versus 33 million 

acres of cotton. For these reasons, we choose to 

include ethically sourced organic cotton (45%) in 

the mix to create apparel which is soft from day 1, 

kind to the environment and doesn’t break the 

bank.

45% 55%
HempCotton
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Making Sense of the Numbers

Putting numbers to our sustainability claims is a first for Sealand. We have only 

just begun tracking our environmental impact and are immensely proud to have 

it confirmed that we are firmly on the right track. Although we are fairly confident 

about these numbers, we acknowledge that more reliable figures are possible. 

This will require us to put more robust tracking and measuring systems in place 

– one of our 2022 goals. 
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Our commitment to material stewardship is on track
Only 0.3% of our bags get sent back  for

repairs or replacement annually. 

0.3%

* This figured was calculated using the average weight of Sealands 
bags and the average weight of upcycled material in each bag*

Our commitment to closing the loop is on track 
 Sealand has spared an average of 61 230 Kg of 

waste from landfill. 

61 230 Kg

Our commitment to a low carbon economy is on track
 We have saved an average of 438 tC02e by producing our bags 

with upcycled and recycled materials. This is equivalent to 
driving 1.58 million km’s in a regular car.

* This figure was baselined o� producing the same bag with 100% virgin 
materials *the average bag weight of 1.1kg was used in this calculation *

438 tC02e

Our commitment to eco-e�ciency is on track
We have saved an average of 166 700 L of water by using 

hemp in our appreal. This is equivalent to one person’s 
drinking water for 61 years. 

 *Assuming the average t-shirt uses about 2700 L of water to 
produce and our t-shirt is 37% more e�cient*

166 700 L
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Our Paths with Our Partners

Supply chain overview:

We strive to minimise the emissions associated with transport as much as 

possible - 73% of our suppliers are within 40 kms of our production facility.

Our supply chain

In line with our long-term perspective at Sealand, 

we strive to forge lasting relationships with our 

supply chain and stakeholders that deepen over 

time. We believe that sustainability journeys are 

collaborative ones. We also think it is  essential to 

know where our upcycled fabrics come from and 

how our virgin materials have been produced. 

Wherever possible, we seek to collaborate with 

our partners. This is because we know that while 

we each must play our part, it is only through joint 

and co-ordinated action that we can truly mitigate 

our impact on the planet and maximize  our 

contribution to communities.

Upcycled Yacht sail: 
– Germany

Hemp and African 
Grown Cotton : 

– Cape Town, 
South Africa

Trimms: 
– Swaziland

Outsourced manufacturing: 
– Cape Town, South Africa

Upcycled poly twill:
– Cape Town,
South Africa

Upcycled canvas 
and ripstop: 
– Durban, South Africa

ECONYL®:
– Taiwan
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“Sourcing ethically is critically important, but can be 

challenging. There often seems to be a trade o� when 

deciding to use one material or process over another. The 

ethically sourced materials that make up a Sealand product 

are what keeps our o�ering unique and desirable. Upcycling 

previously spent materials is the core of what we do, but 

certainly comes with its challenges. The consistent 

availability of these waste materials is not always there, 

especially as our demand grows. This is where our Recycled 

and Ecocycled o�erings come into play.”
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A message from our co-founder

 and Creative Director, Jasper Eales

A Message from Our 
Co-founder and Creative Director



Goodleaf is a premium CBD brand with a deep passion 
for nature. There’s no wonder that they have chosen to 
use our bags in their product range.

Skin Creamery produce skin care products with the 
environment front and center and have included our 

gear in the product range to further their ethos of “being 
kind to the earth”.

Nedbank is widely regarded as one of South Africa’s most 
sustainable large corporates and has been carbon neutral 

since 2010. Our low carbon upcycled bags align well to 
their carbon neutral philosophy.
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Investec has just launched ‘The Road to 2030’ 
initiative and are getting one step closer reducing 
global warming with our low-carbon gear.

Our conscious gifting clients include some of the front runners in South Africa’s 

sustainability space. This is how we are contributing to their sustainability journeys:

Conscious Gifting



The Crew

Community

Planet

Campus

Our Paths with Our Community

At Sealand we strive to contribute to our planet, 

people and community. We see our environment, 

community and business as interconnected and 

are committed to ensuring our brand adds value to 

our community.

We strive to minimise the disconnect between our 

company, our community and our planet. We see 

ourselves as embedded within a greater system 

that is our community, which is nestled within a 

greater system that is our planet. By this logic, our 

success is made possible by the community 

within which we operate.  
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Perhaps the initiative which best demonstrates 

Sealand’s approach of creating shared value is our 

GIVE programme. Launched in 2020, GIVE is 

Sealand’s first giveback initiative. It allows us to 

partner with various South African organisations 

that align with our values. Through the GIVE 

initiative, for every purchase over R1 500, we GIVE 

an upcycled school bag to a student. In this way,  

we are able to add value to our community whilst 

harnessing our unique skill set to divert waste 

from landfill. We have, to date, donated 900 GIVE 

bags. 

Our key GIVE partners are the Sentinel Ocean 

Alliance (SOA) and the Two Oceans Aquarium. 

We have chosen to partner with these 

organisations because they share our deep 

passion for our community and planet. 

Our key GIVE partners 

Sentinel Ocean Alliance:

SOA was founded to create ocean based 

opportunities for the youth in our Hout Bay 

community. They aim to teach basic ocean and 

environmental skills to previously disadvantaged 

youth from the Hangberg and Imizamo Yethu 

communities. Using Lifesaving, surfing, the Waves 

for Change programme and their Parley Ocean 

School, they hope to give the kids in these 

communities opportunities to better their lives and 

the lives of their families, introducing them to the 

Ocean Economy.

Two Oceans Aquarium:

The Two Oceans Aquarium, situated in Cape 

Town’s popular V&A Waterfront, has a 24-year 

history of inspiring people to care about our 

oceans. The Aquarium is a key player in raising 

environmental awareness through its high-quality 

exhibits, its conservation and education 

programmes, and its sustainability initiatives. It 

founded the Two Oceans Aquarium Education 

Foundation, a Non-Profit and Public Benefit 

Organisation, to promote and expand on the 

excellent educational, conservation and research 

initiatives. The Foundation continues to grow its 

wide range of public benefit activities while 

increasing positive social and environmental 

impact through sharing information and inspiring 

behaviour change.

GIVE
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Our Paths with Our Family

White
25%

POC
75%

Male
40%

Female
60%

Race of 
Employees

Gender of 
Employees

Committed to excellence, our team strives to craft 

the highest quality gear. We're a melting pot of 

diverse personalities, backgrounds and abilities, 

who combine passions for people, business, the 

outdoors and design with the conviction that we 

can create a path for positive change. Our family 

includes endurance runners, surfers, hikers, and 

ingenious personalities.

Our passion for diversity and representation is borne out by our crew: we are drawn from 

8 di�erent countries, of which 60% of us are woman 

and 75% are people of colour.

“Sealand has added and continues to add incredible value to Sentinel Ocean 

Alliance. They have donated many drawstring bags to our Parley Ocean 

School and Turn The Tides Programme. These bags mean so much to our 

kids and help us in a practical way to explain the "redesign" aspect of our 

ocean school curriculum. We are looking forward to working more closely with 

Sealand in future, specifically through education and the building of our Maker 

Space for redesigning plastic waste.”

Kholofelo Sethebe, Facilitator at the SOA
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Let our family speak for itself...
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Our commitment to the financial well-being of our employees shows -  we 

pay a Living Wage which is on average 40% higher than the average 

hourly wage in South Africa.

Our promise to foster a safe, and inspirational 

work environment whilst adding value to our 

family is being realised - over 75 % of responses 

in our employee satisfaction confirmed this.

Our commitment to upskilling, transformation 

and job creation is ongoing – since our inception, 

we have partnered with Learn to Earn; a non-profit 

which trains and empowers unemployed people 

in South Africa. We also limit mechanisation and 

try to keep our production facility as ‘hands-on’ as 

possible.
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“Learn to Earn and Sealand helped me get a good job after a long 

time of searching. I got very lucky to be placed at 

Sealand through Learn to Earn”

Andiswa , Sealand machinist 

“I feel good when I see my name in the bag, and very proud when 

I see someone walking with a Sealand bag. I want people to 

remember the quality of the bags and the name inside the bag.”

Malume, Sealand machinist

Our passion for creating a sense of engagement, ownership and empowerment 

is ongoing – inside each Sealand bag is a personalised stamp proudly displaying 

the name of the member of our Family who handcrafted your bag.

HANDMADE IN SOUTH AFRICA BY

JONAS
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DISCOVERING 
NEWS PATHS

Message from our CEO Adrian Hewlett

“Building a business-for-good while ensuring a commercially sustainable 

business, during a global pandemic, is never easy. But challenge and obstacles 

are the perfect breeding ground for innovation and constant improvement. I 

feel proud to say that Sealand becomes stronger every day, despite the global 

challenges we face. This tells us, that if you play for the long game, with the 

right values at the heart of your company DNA, you will grow. Sealand is 

unwavering in our commitment to People and Planet, it would seem that in 

staying true to the commitment we are gaining a stronger following of 

like-minded customers and followers every day. It is an exciting time in 

business and an exciting time to make a di�erence.”

WHERE DOES THE NEW 
TRAIL BEGIN?
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Sometimes we run out of waste

When we started our responsibility journey, as a 

fledgling upcycling pioneer, we could never have 

dreamt of  achieving the growth we have over the 

last 7 years. Last year’s growth (in excess of 

100%) coupled with the fact that most of the 

outdoor and yacht industry closed its doors for a 

large part of 2020 meant that – incredibly - we 

experienced a ‘waste shortage’. Essentially, 

Sealand has grown to a point where our existing  

supply chain of  high-quality upcycled material is 

struggling to keep up with our production output.

Sustainability is about trade-o�s – we commit to 

continuing to finding the optimal trade-o�s

Our most constrained material waste is 

lava-coloured upcycled canvas which is an 

integral component of most of our bestselling 

gear. Although an emergency situation compelled 

us to order a batch of virgin canvas, extensive R&D 

lead us to adopting a new recycled material called 

ECONYL®. This material enables us to fill in the 

‘waste gaps’ when there is a shortage of upcycled 

canvas. ECONYL® is more than 4 x more carbon 

e�cient than virgin canvas. We believe  it is the 

next best option after upcycled material. 

Fortunately, our waste supply is beginning to 

stabilise as the outdoor industry re-emerges from 

lockdown and  we develop relationships with new 

waste suppliers. In the next year, we are 

committed to improving our waste supply chain to 

meet our growing demand as well as continuing to 

use innovative, environmentally conscious 

trade-o�s such as ECONYL®. 

What about our wasted waste? 

Although our products are made from waste, 

some of our own waste still ends up in landfill. A 

key focus of next year is to manage our wasted 

waste better by putting systems in place to track 

and minimise our waste output. 

Carbon Carbon Carbon

As the climate crisis deepens, so must the 

commitment of companies to reducing their 

emissions, specifically those of us in the 

manufacturing industry. We have just begun the 

journey of understanding our carbon footprint. We 

are very excited to announce that a central focus 

of ours in 2022 will be beginning the process of 

becoming carbon neutral. This will involve seeking 

ways to o�set our energy use, products and 

shipping emissions. In order to o�set accurately, 

we need a robust and reliable Lifecycle Analysis 

done on our business and gear. This can be a long 

and expensive process, but we are absolutely 

committed to beginning the journey. We look 

forward to sharing with you the exciting 

developments we have planned for 2022.

“We’ve had to use 
recycling and ecocyling 

for scalability, but 
upcycling remains our 

foundational pillar” 

Discovering New Paths 
with Our Planet
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Discovering New Paths with Our 
Community, Partners and Family

Responsibility 
department

Grow our social Impact

Supplier code of conduct

We are committing to implementing our supplier code of 
conduct and to assisting our suppliers in walking this 
responsible path with us.

With a focus on the Sentinel Ocean Alliance and the NSRI, 
we will seek exciting ways to expand our social impact.

Employing a head of responsibility to 
spearhead and expand our social impact initiatives.
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For a brand which was founded with a focus on its 

environmental impact, we are very proud of our 

social impact. With that said, we realise that as we 

grow as a company, so too should the value we 

add to our community, partners and people. In the 

process of writing this report we have increasingly 

identified responsibility as a vital part of our 

business. As such, we commit to the following 

goals in 2022:

Annual Sealand 
Responsibility Report 

Creating this report has been invaluable. We are committing 
to doing this annually to track our progress and seek new 

ways to add value to our people and planet.

Strategic partnerships

We know we can achieve the most by partnering with others. We are 
extremely fortunate to have partnered with The Sustainability 
Institute (SI) . We are excited about the possibilities this presents. As a 
start, we will facilitate internships at Sealand for SI students.  SI has 
committed to doing research on Sealand’s environmental and social 
impact.



Thank you for walking this path with us!
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