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DEAR NATION
BUILDER BUSINESS

Congratulations!

You have completed the
Benchmarking Tool, become a
registered Nation Builder
business, andmany of youmay be
wondering, “What now?”

Nation Builder has developed a
number of tools and resources that
are now exclusively available to you
as a member. These include the
good partnering guides, and include
examples and outlines of best
practices for good partnering, which
also corresponds with the questions
addressed in the GG Benchmarking
Tool.

We have also subsequently
developed this Workbook as a
guideline and tool for you to use in
your own time, and with your own
teams, as you take your next steps
forward to having greater social
impact. The idea is not to supplement
any of the resources, but to guide
your decision-making teams
(Boards, senior management, CSI
team) in developing their strategy
through a process of self-analysis,
vision casting, and as a result,
informing your process of strategic
planning and implementation for

good partnering.

Thisbookworkswell asasupplement
to the various Nation Builder
resources available to you, but can
also be used on its own to facilitate
group discussions and thought
processes in the various elements
that contribute to effective and
impactful good partnering.

Each section requires much thought,
discussion and possibly even some
research, so we would not
recommend trying to cover all the
sections at once, but allow
yourselves time to work through,
digest and give feedback on each
session beforemoving on to the next.

It’s important to know that this
process,andall outcomes, shouldbe
champoined and owned by you, and
your company. Your good partnering
andCSI work are not Nation Builder’s
but your own – with your own identity,
style, values and approach. We are
here to help you, but in order for this
to be lasting and impactful, the work
should be motivated, mobilised and
maintained from within your
organisation – drawing from your
resources (financial, staff, expertise).
In so doing, you are setting the

1



foundations for your company’s contribution to building
our nation.

Many of you are already doing well in many (or even
most!) of the sections, and the workbook does not have
to be tackled in any specific order. Each company will
have a different priority and there is no “right” or “wrong”
in terms of the order in which you address these factors.
However, we do recommend that you start off with
establishing the foundation of everything you do by
determining the reason and purpose for your company’s
involvement in social upliftment, and what that
involvement would ideally look like.

Be encouraged - remember that this is a journey.

Regardless of where you find yourselves with your social
investment, or good partnering, if you have started to
consider your company’s impact on the future of our
country, andhavestarted toevaluateyourdecisions (and
strategy) accordingly, you are already doing something
right!

Acknowledgements

We would like to thank the many advisors, thought
leaders and CSI experts who have given us insight,
generously shared their knowledge and from whom we
continue to learn. We have included their details at the
end of this workbook, and can wholeheartedly endorse
their expertise, services and the value they could
potentially offer your company on the next steps of your
good partnering journey. But even more importantly,
each of these recommended consultancies or
educational institutions have a sincere heart for social
upliftment, for equipping and enabling businesses to be
effective in their social investment, and are themselves
equally committed to building our nation through their
work.

Lauren Henning
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WHAT
HAPPENS NOW?

PREPARING FOR YOUR FEEDBACK SESSION

Review the results of the BMT

Were there questions that made you think, challenged you or
reminded you of an important fact?

Look at the section requiring most improvement:

o Consider what your first steps for improvement or action could be?

o Consider what might be required for that?

Consider whether you need referrals or recommendations for

o Ongoing support with your CSI

o NPOs with which to partner

Prepare and submit some questions that you might have to the Nation
Builder team in advance of our session
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WILL RECEIVE
MEMBER BOX,

INCLUDING
RESOURCES &

GUIDES LOOK AT BMT RESULTS

PREPARE FOR FEEDBACK SESSION

USE THE GOOD
PARTNERINGWORKBOOK

a. Read through BMT results
b. Read through some of the available resources
c. Reflect on some areas of improvement
d. Prepare some questions to discuss

a. Discuss BMT results
b. Discuss options
c. Determine particular needs

i. Information
ii. Referrals and

recommendations
d. Determine next steps

USE NATION BUILDER RESOURCES
AND PUBLICATIONS

MAKE AN APPOINTMENT FOR A
PERSONALISED FEEDBACK SESSION

FEEDBACK SESSION WITH NATION BUILDER
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Use the results and the
questions raised by the

Benchmarking Tool to inform
your way forward. Were there

questions that made you think,
challenged you, or reminded

you of an important fact?

Online Resources: our blogs,
thought leadership columns,

and publications

Online Forum: Post
questions on the Nation
Builder online/Facebook

community of other
registered members for

advice

Good Partner Guides – these are available
digitally for members only:
1. Good Partner Guide for Business
2. Good Partner Guide for Individuals
3. Good Partner Guide Per Sector

A Personalised Feedback
Session with the Nation
Builder Team to review the
outcomes of the Good Partner
Benchmarking Tool

Partnership
Recommendations:
Recommendations of relevant
specialists/consultancies for you
to partner with all of your
ongoing CSI and good partner
initiatives and requirements
such as project or grantmaking
management, tax and fiduciary
advice, monitoring and
evaluation, B-BBEE guidance,
and communications advice.

Recommendation of NPOs
with which to partner as

possible good matches with
your business and CSI priorities



YOUR OPTIONS
AND RESOURCES
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AN OVERVIEW OF THE
GOOD PARTNER
ELEMENTS AND
PROCESS

1. Purpose & Approach
2. Strategy & Planning
3. Sustainability
4. Implementation
5. Communication
6. Partnership & Collaboration
7. Team & Positioning
8. Monitor and Evaluate
9. Innovation, Research & Development

The good partner journey consists of various elements, all working together
towards maximising the final impact your business will have in the community.
Although each of these processes can be studied and mastered individually, it
iswhen they comeout of their silos andwork together that thegoodpartner effort
really picks up momentum.

In which good partner element or process do you potentially see the biggest
room for improvement in your business specifically?
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PURPOSE
“Our purpose is our message.” – Setlogane Manchidi, Investec.

It is important to know and understand that your motivations affect your social
impact (i.e.: is it just for compliance and tax benefits, or also for social impact?).

1. Why are we doing what we are doing?

The following are some important issues and questions to ask of
yourselves, your team, your governance body/Board and all other
decision-makers in determining your purpose:

2. Why is CSI (or “good partner”), important for us as a business, and for
broader society?

3. How/where can we play a role in building our nation?

4. How can we sum up our purpose in one or two sentences (without
clichés!) so that we can communicate our purpose?
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A NOTE ON COMPLIANCE

“The issue of compliance to standards and scorecards
as amotivation for CSI often comes under fire, with many
arguing that a compliance-driven mentality is simply a
box-ticking, window-dressing exercise with minimal
amount of effort or forethought to accompanying it.

However, compliance to best practice standards and
codes such as the B-BBEE Scorecard is vitally important
onmany different levels, particularly as, andwhen, these
form part of a broader national social
and economic development plan.

Whilst compliance to B-BBEE remains mostly voluntary
(but necessary if one is to apply for government tenders
and in the procurement realm), there is also the reality of
growing expectations from consumers, clients, and civil
society for this – as it becomes generally accepted as a
standard business practice and responsibility.
Businesses should therefore be encouraged in their
efforts to do so, even though they are voluntary
scorecards.

Reassuringly, Trialogue reports that in 2014, most
companies that have embraced CSI exceeded the 1%
percent NPAT target required for the SED element of the
B-BBEEScorecard, spendinganaverageof 1,4%of their
NPAT.

It’s also important to note that scorecard compliance
can’t easily be avoided by companies that are subject to
specific industry sector charters (or license-to-operate
conditions) such as the big mining houses. According to
Paul Pereira, a CSI industry advisor, “many of these
mining houses have specifically ring-fenced their CSI as
outside of operating-related Social & Labour Plans,
precisely to safeguard this work, including when it’s run
internally”. The financial services sector and the big
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mining houses constitute a significant part of formal CSI
and they also strongly influence others to do the same.

Compliance to our country’s various scorecards and
standards is healthy and could pave the way for socio-
economic development when it is undertaken not just
because one can profit from it, or because one is
compelled to do so, but because one acknowledges that
it isagood investment in the future, inone’sbusiness,and
that it can do much good for our society.”

(excerpt from “The Case for Corporate Social
Investment inSouthAfrica”, publishedby theBureau
for Economic Research, 2016)
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STRATEGY &
PLANNING
A good partner strategy “activates the vision and
mission statement of the business.” – Lebone Malele,
Growthpoint Properties

QUESTIONS TO ASK OURSELVES

1. How can we make this professional, as part of a business function?

2. What are the specific areas we want to address (social issues)? This will
become your “mandate”.

3. How can we grow our current social impact?

4. What is our projected budget for the next 3 years, and how will we
allocate our funding?
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5. How do we empower beneficiaries, not just ‘do charity’?

6. What issues of sustainability and environment do we need to start
considering?

7. How do we make this strategy part of our company culture?

8. Who will be responsible for developing, implementing and overseeing this
strategy?

9. What project “exit strategies” should we have in place?

16



PROJECT SELECTION

“Part of an effective good partner strategy hinges on selecting the right
NPO with which to partner”.

– Lauren Henning, Public Affairs Director, Nation Builder

Things to look for when selecting a project:

1. Is this aligned with our mandate and mission? Does it fit with our good
partner strategy and criteria?

2. Background information on the organisation
3. What are their objectives and plans?
4. Do they have a proven track record?
5. What is their impact and successes so far?
6. Is their impact measurable?
7. Do they have a holistic approach?
8. Do they have credibility with other NPOs, donors and the community?
9. Is there strong leadership and good organisational capacity?
10. Are their finances and accountability healthy?
11. What are their resources and unique distinctives?
12. Does their model demonstrate a focus on sustainability?
13. Is there potential for scalability and replication?

17





FUNDING GUIDELINES

1. What criteria or funding parameters are we going to set for the
projects we consider supporting? What will you and won’t you fund?

2. What is more effective for social impact – developing a long-term
relationship with an NPO or changing one’s focus or partnership
choices every year?

3. How long are we able to commit to these partnerships? (multi-year
funding, once-off, or short term?). Start considering your exit strategy
whilst thinking about how long you will fund for.

4. What budget are we going to set aside for our good partner
partnerships and commitments? How will you structure the budget/
allocation: flagship initiatives, once-off/discretionary allocations?

5. Are we going to partner with existing NPO(s) or are we experienced
enough to start our own initiative? If considering starting something
new:

a. Are we sufficiently knowledgeable and involved in this social
issue with local credibility in the community?

b. Do we have the relevant skills, expertise, resources and a
dedicated team to implement and oversee this initiative in
collaboration with the community as a long term commitment?

c. Who can we partner with to make this a greater success?

6. What can we contribute other than money? (expertise, skills, time)

7. Are we confident that there are other donors or partners on board so
that there won’t be any unhealthy dependency on our funding?
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SUSTAINABILITY
“CSI can no longer be considered a discretionary business
function – it is central to a business’s license to operate,
a key driver of reputation and a strategic business enabler.
It also makes a pivotal contribution to the wellbeing of
our society..”

– Nicky Rockey, Trialogue

“What will future generations say of our leadership?”

– Edward Cornish, Futuring: The Exploration of the Future

“Many companies are demonstrating that by placing
stewardship of the environment and society at the centre
of their strategies and operations, they are better placed to
manage or improve their reputation, comply with
regulations and reduce costs. Perhaps more interesting is
the fast emerging trend of sustainability being seen as a
source – THE source – of revenue and business growth”.

– Accenture Report on Sustainability, 2012

Within a corporate context, sustainability is framed by an adherence to the
principles of good governance and environmental management practices, the
delivery of maximum economic impact and profitable, responsible corporate
citizenship as well as having a meaningful beneficial societal impact.

These areas of sustainability should be taken into account and included in your
overall business strategy. (Please note that the focus in this section is social/
corporate sustainability rather than environmental sustainability).
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QUESTIONS TO ASK OURSELVES

1. In our business, how do we specifically address, or account for, the triple
bottom line: people, planet and profit?

2. Do we consider external sources or input for sound governance practices
(ie King Report or independent Board members)? If not yet, should we?

3. Do we have succession plan(s) in place? How are we developing
potential leaders?

4. How does CSI and risk relate in our business? (E.g.: no voice for staff,
may mean de-motivation and lower performance, resulting in lower
turnover).

5. Are we engaging well with all our stakeholders? How can we build better
external relationships and partnerships? Should we consider having a
stakeholder management process in place?
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6. In which areas of our business do we have an impact on the environment,
and how can we become better stewards of the environment?

7. Are we proactive about director and manager development?

8. Are we measuring our business impact in relation to our stakeholders and
the environment? Can we improve?

Take the time now to write down some of your thoughts on what might be
the first steps towards building sustainability into your social investment
strategy.
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IMPLEMENTATION

“The implementation of your strategy is where the fun
begins. This is where you begin to move into action, and
your well thought out plans are tested, adjusted, and
altered according to needs, realities and change. Even the
best thought out plans will be tested by unpredictable
environments/circumstances in the “real world.”

– Keri Paschal, Executive Director, Nation Builder.

QUESTIONS TO ASK OURSELVES

1. How can we begin to document and formalise our processes? What will
that look like?

2. What will be required for the implementation of our strategy? (budget,
staff, skills, management support).
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3. Is there someone we need to consult with in respect to this process? Are
there any gaps that need filling?

4. What processes should we establish in the funding process ie:

a. Application process

b. Decision making processes

c. Funding approvals

d. Funding allocations

5. Are there any conditions of funding we need to establish (annual reports,
site visits etc.?)

6. As we begin to compile an MOU outlining all of the roles, responsibilities,
expected duration of partnerships, how should we articulate and
communicate the expectations and commitments to manage
expectations from all parties? Include the spirit of the agreement, as well
as the principles upon which we base the relationship in the MOU.

7. Are there any factors or changes that we need to adjust, adapt – or find
alternatives to - to remain relevant and suitable to achieve impact?
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"The most difficult step on the journey is the first one going
out the door."

What are the biggest factors standing between you and the
implementation of your ideal social investment plan?
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COMMUNICATION
“While on the one hand you are proud of the
initiatives and the ways in which your company is
involved in, and impacting, communities, it is of
utmost importance that you realise that you are not
marketing CSI, you are communicating CSI to various
audiences internally and externally.”

– Shanda Paine, Tsogo Sun

“All communication is an exercise in relationship-
building.”

– Paul Pereira, WHAM! Media.

List your most common communication strengths and weaknesses,
specifically focusing on how they impact your good partnering.
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QUESTIONS TO CONSIDER

1. What is the purpose, the intent and the context for communicating our
CSI, or good partnering?

2. Who are the people/stakeholders/audience that we need to communicate
with/to – internally and externally? How often should we communicate?

3. What kind of information is important or required for each group?

4. When we talk about our CSI, or good partner work, do we give sufficient
credit and acknowledgment to the work, impact and successes of the
NPO we are partnering with?

5. How can our communications benefit and make a positive impact on our
social impact partners?
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6. How will our communication build relationships/inspire/motivate/create
awareness?

7. How can we be sincere, simple and straightforward in what we are
saying?

8. How are we, and how can we leverage the Nation Builder community/
network to communicate our work and our commitments?

9. Which tools and platforms will be appropriate for us to use to
communicate to the various stakeholders (i.e.: social media, newsletters,
website)?
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PARTNERSHIP &
COLLABORATION
“It is common knowledge that collaboration can
achieve far greater impact in a far shorter period of
time than if you were to work alone. It is the process
of pooling knowledge, resources and relationships for
the sake of pursuing shared aims.”

- Keri-Leigh Paschal, Executive Director, Nation Builder

1. What areas of our social impact involvement would benefit from our
partnering or collaborating with others?

2. Who are the kind of people we would want to partner with?

3. What would be the motivation behind the partnership?

QUESTIONS TO CONSIDER
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4. Do we have an aligned vision – are we all pursuing the same end goal?
Do we share the same values and principles?

5. What could we bring to the table of this collaboration?

6. What resources would be required from others?

7. Are we all like-minded and committed enough?

8. How can we establish trust and map out expectations?

9. Are we all prepared to give more than we take?
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Who are the top 10 partners that you should
pursue for more effective social investment?

List them here.

1
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7

8

9

10
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TEAM POSITIONING
& GOVERNANCE
“People form the backbone of any successful project
implementation, and same applies to CSI in its
various forms. Grantmaking and best practice CSI
requires system support, financial acumen, research,
administration and record-keeping.”

– Paul Pereira, WHAM! Media

QUESTIONS TO ASK OURSELVES

1. Where does the CSI function fit in our company?

2. Do we have the right people, skills and expertise to run this in-house, or
do we need an external consultant to assist the CSI function in whole or
in part? [See the back of this workbook for recommendations of
consultancies should you require additional services].
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3. Is there a senior manager/person driving this? Who is doing the
advocacy work?

4. Is it sufficiently integrated into the company’s broader structure and
strategy?

5. Is there sufficient support, leadership and buy-in for CSI work at senior
management and Board level? (crucial for long term success and
impact).

6. What is the priority, autonomy or resources assigned to the CSI function?
(or does it sit within another department?)

7. Are there sufficient governance and decision making processes and
procedures in place?

8. Is it important for us to report on our CSI work – internally or externally?
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9. How do/can we involve our staff through employee volunteer initiatives?

10. How can we empower staff to become champions of our social
investment initiatives? (staff surveys, recommendations of projects, etc.)

Nothing happens that
doesn't happen through
people. Identify what you
and your team need to
function optimally, and
prioritise their wellbeing
today.
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MONITORING
& EVALUATION

“M&E helps determine what success looks like and
how it can be measured at an organisational level, as
well as at a project level”.

- Akhil Singh and Sarah Ball - Managers – Climate Change and Sustainability,
KPMG

The thing about Monitoring and Evaluation (M&E) is that it doesn’t have to be
complicated. In simple terms, Monitoring helps us to understand whether the
implementation of the project is being carried out effectively, and Evaluation help
us to understand whether the intended impact is being achieved for the target
stakeholders. M&E provides insight into the following questions about one’s CSI/
good partner commitments:

• Are the initiatives doing and achieving what they were aiming to do?

• Is the intended impact being made to the intended stakeholders?

• Are the initiatives/activities the most appropriate/effective in terms of
achieving the intended impact?

• Are the initiatives/activities the most efficient way of achieving the desired
outcomes?

• How can our greater understanding support us in improving our processes
and implementation plans?

• What implication(s) does this understanding have on our strategy going
forward?
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QUESTIONS TO CONSIDER

1. Are we clear about why we want to do M&E and why it’s important for us
(in assessing our contribution/influence or the effectiveness of the
programme/investment)?

2. Which programmes/projects do we need to monitor and/or evaluate?

3. Who should we involve in the different stages of our M&E?

4. What are we looking to understand and measure? (Implementation
effectiveness, delivery of strategic objectives, impact on stakeholders).

5. What kind of information do we need to collect?

• Quantitative information expressed in numerical terms as numbers
and ratios for example. (This information will allow you to answer
‘what’, ‘how many’ and ‘when’ questions).

• Qualitative information is expressed through descriptive prose/
anecdotes and can address questions about ‘why’ and ‘how’, as
well as perceptions, attitudes and beliefs.
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6. How will we go about the M&E activities practically?

7. How will we use the data or findings?

• What is working well and not so well, and why?

• If we consider that change and impact takes time, how can we use
the data to know if we are on track, and how do use the data to
adjust or re-adjust if we are not entirely on track?

• What changes do we need to make to our strategy, understanding
of change, and ways of working?

8. Who should we communicate the findings to? (who could benefit from a
greater understanding of the M&E findings?)





INNOVATION & SOCIAL
ENTREPRENEURSHIP
We hear often of innovation, the need to connect to society, to move forward in
a way that builds our business and the communities around us. But how do we
do that?

Social Entrepreneurship is a model that brings social and economic change
together – it describes businesses that have a social mission as their primary
purpose and earn a profit. For for-profit businesses the message is in
strengthening their social connectivity, building businesses that add value to
society, creating a virtuous circle of income and impact. We call these social
purpose businesses.

“We define social innovations as new approaches to addressing social needs.
They are social in their means and in their ends. They engage and mobilise
the beneficiaries and help to transform social relations by improving
beneficiaries’ access to power and resources” – The Young Foundation.

“We are finding out quite rapidly that to be successful
long term we have to ask: what do we actually give to
society to make it better? We’ve made it clear to the
organisation that it’s our business model, starting from
the top.”

- Paul Polman, CEO of Unilever

“If you don’t get your head around this you will go
bust. You are not serving your shareholders adequately,
if you deprive them of the innovations around these
questions of social harm and social benefit. It becomes
the means to generate advantage, rather than the means
to pay off guilt or a feeling of responsibility.”

- Stephan Chambers, then Chairman of Skoll Center for Social
Entrepreneurship, University of Oxford speaking at GIBS.
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QUESTIONS TO ASK OURSELVES

1. What is the opportunity, or gap in the market, that exists in our work or
industry that could better impact society? What would this kind of
innovation look like for us and others?

2. In our own work, how are we, or how could we, be impacting society
better?

3. Can we earn an income from this work? (Can we connect income and
impact through our work?)

4. Should we identify and/or support organisations that are innovative,
social enterprises?

5. How can we create opportunities for knowledge sharing and learning with
our colleagues and others in our industry?
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6. Innovative thinking is pioneering, exploratory and drives change. How
can we encourage innovation amongst our employees?

7. Are there any opportunities we could consider to fund any research and
development into innovative solutions to some of society’s pressing
social problems?

Write yourowndefinitionof innovationandsocial entrepeneurship,
as it pertains to your specific industry and business.

What steps can you take to start engaging more in that kind of
innovation?
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RECOMMENDED
EXPERTS & AGENCIES

Nobody changes the world by themselves.

Making a difference in our complex societies
today requires more than just a couple of
people working together - it takes robust
partnerships across focuses, industries and
areas of expertise.

Drawing on the wisdom, expertise and advice
from those who are experts in their field is one
of the best investments you can make in your
good partner strategy.

Hereare just ahandful of trustedand respected
organisations thatwill set youup for success as
you plot your business's social investment
journey.
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WHAM! MEDIA

Contact:

Paul Pereira

071 932 9216

info@whammedia.co.za

www.whammedia.co.za

• Bespoke social development communications strategy

• Social investment message design

• CSI brand management

• Communications training

• Reporting (integrated, annual, internal, sustainability, environmental,
corporate citizenship)

• Through-the-line social investment communications from advertising to
digital, social media and direct.

We offer these services through a hub of South Africa’s foremost
communications practitioners in CSI, enterprise development, corporate
message positioning, non-profit media campaigns, social change
platforms and integrated reporting.
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TRIALOGUE

Contact:

Nick Rockey

021 671 1640

info@trialogue.co.za

“Specialist consultancy in corporate social investment and sustainability”.

• Corporate consulting and corporate reporting

• Development of company-specific CSI strategies.

• Knowledge sharing (Trialogue CSI Handbook, Trialogue Funders Guide to
Social Development in South Africa, annual CSI conference, quarterly CSI
and sustainability forums, and dissemination of CSI and sustainability
insights through various online platforms)

• Training and custom presentations on CSI and sustainability

• Strategy and implementation advisory services

• Monitoring and evaluation support
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KPMG
Climate Change & Sustainability Services

Contact:

Neil Morris | neil.morris@kpmg.co.za

Shireen Naidoo | shireen.naidoo@kpmg.co.za

KPMG’s Climate Change and Sustainability Services department enables
clients to develop future-fit business through a multidisciplinary team
comprising of specialists in climate change, environmental management,
health and safety, socio-economic development, assurance and M&E.

• Strategic Social Investment Advisory – optimising the impact of socio-
economic and environmental activities through the entire social investment
process from strategy, implementation, M&E, through to reporting and
assurance

• Sustainability reporting – purpose built reporting to enable informed and
timely business decisions and to ensure that sustainability management
processes are fit for purpose.

• Environmental performance, reporting & compliance

• Data assurance to provide stakeholders with confidence in the quality and
credibility of reported information, to enable robust and accurate decisions,
mitigate risks, embed good reporting practices and drive performance
improvements

• ESG Risk and Response advisory services.
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OAKTREE CONSULTANTS

Contact:

John Jones

john@oaktreeccc.co.za

Cell: 082 772 3755

• General advice on Codes of Good Practice for Broad-Based Black
Economic Empowerment and new Industry Charters

• SETA relations and Skills Development

• Director/ Manager Development Program

• Non Executive director training

• Structuring (formation, legal structuring, planning and fund-raising) of
Foundations and Academies

• Scorecard strategies and structures

• Short term transformation, and longer term community development
strategies

• Skills- and Supplier Development platforms

• Drafting and registration of Broad-based BEE Trust

• Drafting and registration of Community or Educational Trusts

• Drafting and registration of Employee Share-holding Schemes
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INFUNDO CONSULTING SERVICES

Contact:

Charmaine Smith

Office: 011 783 7288

charmaine@infundo.co.za

082 330 2349

• Project and stakeholder management - community, education or related
stakeholder management for agreed project outcome

• Development and design of project strategy

• Enterprise development and skills development – as a business strategy
and integration to and with CSI projects

• Establishment of systems readiness – establishing the readiness of a
community to change and grow.

• Conflict resolution and realignment of project processes

• Evaluation of project outcomes and key results assessment. Assessment of
short, medium and long term indicators

• People and change management processes
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GORDON INSTITUTE OF BUSINESS SCIENCE

Contact:

Kerryn Krige | krigek@gibs.co.za or

Itumeleng Dhlamini | dhlaminii@gibs.co.za

GIBS improves responsible individual and organisational performance through
high quality business and management education. The GIBS Network for
Social Entrepreneurs (NSE) forms an integral part in achieving this mission
through:
• Research: to develop evidence on what social entrepreneurship is in South

Africa.
• Capacity Building: a blend of educational programmes, dialogues and

workshops from the one-year Social Entrepreneurship Programme, to short
programmes, dialogue sessions and workshops.

• Mainstreaming the principles of social entrepreneurship: through a blend of
materials, from academic journal articles to opinion pieces in popular media

• Thought leadership, skills development and management training for
entrepreneurs, leaders, and managers.

The NSE offers a range of programmes, workshops and dialogues that enable
delegates to:
• Gain insight into the landscape of social entrepreneurship, business and its

role in society:
• Learn what goes into creating and maintaining sustainable social

organisations;
• Be exposed to local and international faculty, thought leaders and industry

experts;
• Gain knowledge through access to relevant research, applicable course

content and interactive class participation.
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TRUSTEES FOR THE FUTURE

Contact:

Karen Eckley

018 2930 656

privateoffice@trusteesforthefuture.co.za

www.trusteesforthefuture.co.za

Trustees for the Future specialise in expertly structuring your company’s
financial future and succession planning with integrity and objectivity, while
maintaining the highest degree of professionalism and staying completely
committed to each client's success.

Trust Set Up, Tax and Fiduciary Matters

• Succession planning and structuring

• Family business succession planning

• Family Wealth and Estate Structuring and Planning

• Community trust design and management

• Tax Structuring (as it relates to sustainability matters)
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PROJECT
RECOMMENDATIONS

Finding the right partner in social development on theground is crucial
to successful and long-term impact. There are many incredible NPOs
in SouthAfrica.However, we areproud toworkwith andbeable to fully
vouch for the work, credibility and genuine impact of the following
NPOs – to whom proceeds of Nation Builder membership are
allocated, and whom we can highly recommend as effective NPOs
making a real difference in their communities and in the future of our
country.
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PEN
Inner city transformation
Janthinus Schrage | thinus@pen.org.za
Pretoria
www.pen.org.za

MES
Inner city transformation, early childhood development,
housing, youth
Leona Pienaar | leona@mes.org.za | info@mes.org.za
Braamfontein, Johannesburg
www.mes.org.za

Learn to Earn
Social Enterprise, Skills Development, Life Skills
Roché van Wyk | 021 671 2230
Khayelitsha, Hermanus, Claremont, Western Cape
www.learntoearn.org.za

Viva Foundation
Children: ECD, OVC, Independent School, Youth
Development
Poverty alleviation: Skills Development, Enterprise
Development
The Arts: Township Art Project, Music, Living Art Gallery
Sexual Violence: Prevention & Response, Victim
Empowerment, Activism/Advocacy
Meleney Berry-Kriel | 079 954 4426 | meleney@viva-sa.co.za
Office | 079 635 2964
Pretoria, Cullinan, Botrivier, Bushbuckridge
www.viva-sa.co.za

Focus on iThemba
Orphans and vulnerable children, Early childhood
development
Gavin Kruger | gavin.kruger@focusonithemba.org | 031 710
1800
Hillcrest, KZN
www.focusonithemba.org
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LIV Village

Orphans and vulnerable children
Abonga Nkwelo | abonga@liv-village.com | info@liv-
village.com
032 007 0571 | 082 528 3071
KZN
www.liv-village.com

Straatwerk
Homelessness and unemployment, Street workers

Lisa Truter | lisa@straatwerk.org.za
Cape Town
www.straatwerk.org.za

iThemba Lethu
Orphans and vulnerable children, HIV Prevention
Education with youth and families, Self Help
Groups, Breastmilk Bank, Enterprise Development
Karen Brokensha [Programme Co-ordinator] | 031
261 7723 | karen@ithembalethu.org.za
Durban, KZN
www.ithembalethu.org.za

Vastfontein
Community Transformation, Orphans, Education,
ICT and Agriculture skills development,
unemployed youth
Mathilda Fourie | 082 903 2894 |
mathilda@vastfontein.co.za
Hammanskraal and Soshanguve
www.vastfontein.co.za

Eduplex
Deaf education
Nico van der Merwe | nico@hass.co.za
Corrie Westraat | corrie@hass.co.za
Pretoria
www.eduplex.co.za
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Mosaic
Orphans & vulnerable children, Skills training,
Job creation
Meyer Conradie | meyer@mosaicsa.org | 084
840 4074
Potchefstroom (North West)
Paarl Valley (Western Cape)
www.mosaicsa.org

Global Challenge
Leadership development, Education
Stefan Kleyn | stefan@gcex.org | 042 293 3053
Jefferey’s Bay
www.gla-jbay.org

GOLD
Peer Education, Youth leadership, Peer-to-peer
education, Community transformation
info@goldpe.org.za | 021 685 5038/9
Western Cape
www.goldpe.org.za

Refilwe
Orphans & vulnerable children, Small business
development, Community Development
Lelané Brits | 082 465 6972 |
lelane.brits@refilwe.org
Lanseria
www.refilwe.org

POPUP

Skills development, Adult education, Life skills
Carel Krige | carel.krige@popup.co.za
Marlene Freislich |
marlene.freislich@popup.co.za
Salvokop, Pretoria, Edenvale, Soshanguve
www.popup.co.za
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Identify at least three organisations and projects that might fit with your
business’s focusandethos. If youarealready involvedwith anumberof other
beneficiaries, name those that you would like to become evenmore involved
with in the future.

63

Valley of Abundance

Job creation, training and mentorship in the Paarl
Valley
Johan Duraan | ed@valleyofabundance.co.za | 072
2386 748
Western Cape
www.valleyofabundance.co.za
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The Good Partner Guide series is a comprehensive collection of
resources, covering all areas of individual, corporate and industry
related giving.

Compiledby theNationBuilder team, in collaborationwith a variety
of experts and professionals, the Good Partner Guides promise to
be a useful resource to the budding corporate social investment
practitioner, and the experienced private philanthropist alike.

The series consists of three publications, excluding this workbook.

The Good Partner Guide For Individuals speaks directly to
those who want to engage in meaningful and sustainable
philanthropic projects. This guide is available directly from
Nation Builder, or distributed as a supplement to Francois Van
Niekerk's autobiography, Doing Business With Purpose
[Available at www.doingbusinesswithpurpose.com]

The Good Partner Guide for Business relates to corporate
social investment practitioners, maximising their efforts and
increasing their impact. Available exclusively to Nation Builder
businesses, this guide is imperative to any companywhodesires
to leverage their business as a force for good.

The Good Partner Guide Per Sector speaks directly to social
investment as it relates to different industries and areas, for
example the arts, early childhood development, construction
andmanymore.Whether for thebusinessor individual, thisguide
will help you make sense of both the opportunities and pitfalls
unique to the area you're investing in.
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The Good Partner Benchmarking Tool is designed with one specific purpose in
mind - to help you better understand the effectiveness of your good partner
strategies. Co-created by our country's leading experts in the field, the Nation
Builder Benchmarking Tool strives to show you exactly where you are in terms of

your good partner strategies.

This online self-assessment will measure your performance in themost important
aspects of social investment, helping you to better understand the effectiveness
of yourgoodpartner strategies, aswell asassist you inbuildingour nation through

better social investment.

Register today at www.proudnationbuilder.co.za
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Get involved today by registering as a Nation Builder
business at www.proudnationbuilder.co.za
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MORE ABOUT
NATION BUILDER

Why do we exist?

We believe in South Africa and its prosperous future. We
also believe that business is the best vehicle to bring
about the change we want to see.

Why business?

There are many ways that business can build our nation,
but one of the most timeous ways is through good
partnering and social responsibility.

What is our role?

Nation Builder is a catalyst in mobilising local businesses
to know more, and do better in their good partner efforts.

What does that mean practically?

We have developed a collaborative platform where the
business community can learn, be enabled, connect with
each other, and be recognised for their efforts.
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