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We have a country that has all the ingredients needed for a bright future with such
beauty and diversity, both in its people and surrounds, it is a country with an
unprecedented wealth of resources, great infrastructure and a vibrant business
sector.

South Africa has more opportunity than most, yet it so glaringly struggles to
present these opportunities to many of its people, especially those who
desperately need them, leaving large portions of our population without the hope
of a better future.

To build our nation, a mindset shift is required that looks beyond simply fulfilling
obligations, but rather, to work towards "social cohesion as well as the expansion
of basic services and improving the performance of the economy”, as outlined by
the government’s Social Cohesion and Nation Building Unit. Once we realise that
our own personal and corporate futures are tied up in the future of our country, we
will begin to view social investment differently.

Already, future-minded business leaders are shifting their view of social impact as
a mere exercise in philanthropy, compliance or even a moral conviction, and are
recognising that building sustainable, successful businesses and a robust
economy will require more than this compliance mindset and profit-making,
important though these may be.

INTRODUCTION
TO GOOD

PARTNERING FOR
BUSINESS

by Keri-Leigh Paschal
Executive Director: Muthobi Foundation

6



However, understanding and embracing
this bigger pictureof change ina complex
and rapidly changing environment can
be daunting, leaving businesses
questioning the time and capacity it may
require to leverage their resources for
social good.

It is for this reason that Nation Builder
was established. It is a movement
dedicated to bringing together
businesses who believe in going beyond
compliance-driven social investment to
Nation Building, facilitating the
collaboration of local industry specialists
to design and develop outstanding tools
and resources to equip us all in
navigating this complex landscape and
sharing best practice information on
social investing.

ThisGoodPartner Guide and the first-of-
it’s-kind online self-assessment
benchmarking tool are examples of this.
Where a collaboration of top-end social
investment specialists from some of
South Africa's best corporate social
investment teams gave unselfishly of
their time, knowledge and resources
without expecting anything in return.
They contributed towards the greater
vision of assisting businesses both big
andsmall to contributemoreeffectively in
their social endeavors to ‘build our nation
through business’.

Our hope is that this tool will assist your
company in achieving year-on-year
improvement in your social investment
scores and impact and, as a Nation
Builder business, connect you with other
like-minded business leaders who are
eager to learn and share as they journey
through this complex, yet rewarding
landscape.
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UNDERSTANDING
CSI

Although we believe that nation
building is more than just CSI, it is a
reference and starting point from
which most businesses depart and it
therefore is an important concept to
understand.

Definition

Corporate Social Investment (CSI) is
often used interchangeablywith other
concepts like corporate social
responsibility (CSR) or sustainable
development (SD). Yet they are not
the same thing. CSR refers to an
organisation’s total responsibility
towards the communities and
environment in which it operates,
commonly referred to as the triple
bottom line, or ‘3Ps’ being profit,
people and planet. CSI is just one
element of CSR and aims to uplift
communities in such a way that their
qualityof life, andsociety ingeneral, is
improved and safeguarded.

Corporate Social Investment is about

business giving of their resources,
usually in the form of grantmaking
(although it may also entail the
contribution of time, products, services,
skills and expertise) for the betterment of
society.

A contribution to society

“Capitalism is suffering from a crisis of
trust. Today’s businesses take the blame
for many of society’s economic, social
and environmental woes, despite the
launch of countless corporate social
responsibility initiatives in recent
decades. Now more than ever - in the
midst of a global economic crisis that has
strained the capacity of governments
and NGOs to address complex societal
challenges — it is time to restore public
trust through a redefined vision of
capitalism with the full potential to meet
social needs.”

~ Michael Porter, Harvard Business
School Professor
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Most corporate activity (i.e. regular
business) is about business in
society. CSI is about business and
society. Yes, business does impact
on community through areas like
employment, procurement, and
health and safety — but that is a
consequence of general corporate
activity.

CSI, on the other hand, is far more
intentional and targeted. CSI
embraces the concept of local
community — those organisations,
institutions and individuals that
operate at grassroots level as
effective agents of social change, and
do so far more effectively than
business ever could. CSI has its own
particular structures and operates
autonomously even though it reports
through to business and remains a
part of it.

Delivery versus development

Understanding CSI is also about
appreciating the difference between
delivery and development. These
terms are easily confused. Delivery is
about physical improvements in the
conditions in which people live like
houses, streets, electricity and
running water. Development is about
improving people's lives and their life
chances, and it usually takes off once
they feel empowered to take the first
small steps towards influencing their
own destiny. Delivery can take place
without development; thoughtful CSI
can provide elements of both.

CSI is not just about resources

CSI is not about businesses finding
solutions to the problems of people
and communities in need. It is about
businesses developing the best ways

to support others who are already active
- or can be helped to become active - in
finding those solutions themselves. So
it's not just about the money. If it were, it
would be easy for organisations to
overwhelmor submerge their community
partners in cash. CSI is also
fundamentally about relationships with
the community, which are delicate and
need to be developedwith sensitivity and
patience. This is often hard for
businesses, and they can easily find
themselves slipping into the role of ‘big
brother’.

This is a journey

Regardless of where you find yourselves
with your social investment at the
moment, you can rest assured that you
are not alone. There are many like-
minded people who are doing this either
better, not as well or similar to you! The
BenchmarkingTool, aswell as theNation
Builder initiative, aims to provide support
and knowledge-sharing to your business
as you move forward in your journey and
go from strength to strength in pursuing
profitability as well as social impact. This
will benefit your business and our nation.

WHAT IS SOCIAL IMPACT?

As we look at strategic social investment
and nation building there is much
emphasis on and talk of ‘social impact’,
so it is important to have a basic
understanding of what social impact
means. For our purposes throughout this
Toolkit, social impact refers to the
manner and measure of how a
company’s operations affect social and
environmental factors in the
communities within which it operates.
Positive social impact is far more than
just sporadic charity and occasional
handouts— it is about howa company or
organisation succeeds in lifting the
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standard of living, investing in the wellbeing, empowerment and potential of any
given group of individuals over the long term.

A bigger and broader understanding of social impact also touches on the idea that
by investing socially in our communities, we also invest in the future economic
frameworks for better and more prosperous business in our country. Let us not
forget that a key element of positive social impact is acknowledging beneficiaries
as themost important agentsof change, andour role throughour social investment
is therefore to partner with and stand alongside those that are doing the on-the-
groundwork.Where there is dignity, mutual respect and empowerment, aswell as
a longer-term commitment to partnering with those beneficiaries, we are most
likely to see the greatest social impact. Remember that you do not need to be a
mighty corporation to benefit our nation and communities in need. Every small
contribution — if it has been thoughtfully considered — has the potential to make
a tangible difference. At the end of the day, social investment is about people’s
lives. It is about empowerment not about handouts. And it’s not just about the poor;
it is about each of us. After all — our very own futures are entirely wrapped up in
the future of our country.

CSI — WHAT IS STRATEGIC SOCIAL INVESTMENT?

“The purpose of the corporation must be redefined as creating shared value, not
just profit per se. Thiswill drive the next wave of innovation and productivity growth
in the global economy.” ~ Professor Michael Porter, Harvard Business School

“Best practice strategic community investment are those that create shared value
for beneficiaries and businesses.” ~ Neil Morris, KPMG South Africa

Strategic social investment is more than the traditional concept of charity and
philanthropy; it is the value created for both society and business. By planningCSI
as a part of a company’s overall plan, businesses can ensure that profits and
shareholder value are not mutually exclusive/disconnected from behaving
ethically to their stakeholders but in fact, can have ‘shared value’: a balance
between economic and societal value.

Shared value is where corporate policies and practices enhance the competitive
advantage and profitability of the company while simultaneously advancing social
and economic conditions in the communities in which it sells and operates.

Potential benefits of strategic social investment are significant and well
documented. It can create significant opportunities for businesses, enabling them
to meet regulatory requirements, enhance reputation and loyalty, motivate staff,
attract quality employees as well as open up new market opportunities.

If, and when, management begins to understand that CSI — and nation building
— forms part of its success and should be considered one of its strategic pillars,
more sustainable and long-term development can be delivered, resulting in both
social development and economic growth.
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A valuable reference on this is a report by KPMG “Sustainable Insights: Unlocking
the value of Social Investment”, 2014, which is available online:

http://www.kpmg.com/Global/ en/IssuesAndInsights/ArticlesPublications/
sustainable-insight/Documents/unlocking-value- social-investment.pdf

HOW TO MAKE IT STRATEGIC

Social investment is a business imperative. This means that its delivery cannot be
adhoc or informal.

Professionalise delivery

CSI must be subject to the same standards of professionalism as any core
business function. This applies to knowledge, systems and processes. Subjective
factors like sentimentality, favouritism or a desire to influence can never be the
basis for sound, sustainableCSI.Part of this professionalisation includesadefined
strategy, mandate, budget, dedicated resources and well-defined funding criteria
in line with the company’s vision and mission.

Quality, not quantity

Even relatively small companies, which will never be among the big spenders
globally, can be leaders in terms of the quality of their CSI. In South Africa, for
example, quality CSI spend has historically generated disproportionate practical
outcomes in comparison to bigger spenders. So remember that size isn't
everything and the biggest project isn't necessarily themost successful. Often, it's
the smaller,moremanageable project underpinned by a set of workable ideas and
anchored in thecommunity that stands the test of time. Indeed, your visionasaCSI
practitioner should always be to ‘punch above your weight’: something that the
Nation Builder Benchmarking Tool aims to enable every business to do.

Learn

Work from a base of knowledge. Get to know and understand your environment,
the community and the local economy. Aim to develop this knowledge yourself.
Recruit consultants if you have to but remember that consultants come and go -
and their views are only a partial interpretation. Take the time to digest and make
sense of the impressions you gather in the ever-changing, contradictory and
confusing contexts that make up a community. Distil your ideas and share them
with colleagues and where appropriate, external stakeholders.

Meet local needs

Don't always be seducedbywhat lies over the horizon.Often, the areas of greatest
need are right in your backyard. Try and focus on the needs of people within your
reach or within reach of a regional focus.
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Develop areas of excellence

CSI is better suited to some areas of development than others.
Therefore, it's important to focus on what works as well as what
is relevant or has a sensible fit to your business. Start with
projects that look as if they'll succeed. Key indicators are a good
track record, able leadership and sound analysis (see the
section on Monitoring & Evaluation). Bear in mind that it's not
always about scale: often, excellence emerges in the most
unlikely of circumstances — for example, in small, struggling
projects where people are doing things right. Remember that
CSI is about helping others tomakemore of themselves, both at
an organisational and a beneficiary level.

The power of relationships

Relationships cannot be bought; they must be built. It's hard
work, done consistently over time. It means keeping your
promises, showing you care and taking the long view, amongst
other things.Most importantly, it means engaging constructively
andsensitivelywhen therearedifficult issuesandalways looking
for solutions together.

Recognise the work of your partners

An important part of grantmaking is how the funding you provide
empowers others to do more for those in need around them. No
matter what the nature of your involvement in social upliftment,
recognise and acknowledge the work of your partners. Key to
this is to acknowledge beneficiaries as the most important
agents of change in their lives, and not just your contribution to
the work on the ground. Nothing sets in motion positive and
lasting social change like restored dignity, empowerment and
self-determination among people and communities. After all,
social investment is about investing in the lives, hopes, health
and futures of human beings — and so, ultimately, the future of
our country.

13



PURPOSE

by Setlogane Manchidi
Head of CSI: Investec

Companies embark on Corporate Social Investment
(CSI) for different purposes.While there is not necessarily
a right or wrong reason that corporates do CSI, it is
important that the question ‘why?’ is carefully considered
as it inevitably affects the ‘what’ and ‘how’ of a company's
CSI.

REASONS FOR UNDERTAKING SOCIAL
INVESTMENT

There are number of possible reasons, particularly in
South Africa and I list some of them below:

1. It is a pure public relations exercise - we must be seen
to be doing something.

2. It is a compliance issue and requirement - as long aswe
can tick the box.

3. Competitiveness - all our competitors are doing it; it
would look very bad for us not to do something.

4. Guilt trip reasons - how can we make so much money
in profits and bonuses and not find away of giving back
to society?
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5. It is expected of us - unwritten social and
political licenses to operate.

6. We have to: we live within society and not off
society.

7. Moral conviction - it’s the right thing todo.The
sustainability and success of our business
depends largely on the sustainability and
success of the communities within which we
operate.

8. To bring about meaningful and measurable
change in people’s lives.

As can be seen from some of the above
reasons, themotives behindCSI can differ from
business to business, but what really matters
should be our appreciation of the fact that the
business’s response to thequestion “whyCSI?”
fundamentally affects the ‘how’ and ‘what’ a firm
does in CSI. Hence the question "why CSI?" is,
in my mind, the most important question for it is
the foundation of any business’s CSI strategy
and approach.

MOTIVATIONS AFFECT YOUR IMPACT

The company that chooses to do CSI solely for
public relations reasons or motives is likely to
handle CSI differently from a company that is
driven by the desire to make a meaningful
contribution to society. The company that
acknowledges that its sustainability and
success depends on the sustainability and
success of the communities within which it
operates will worry more about the depth of its
CSI initiativesandassociated impactwhereasa
companywithPRmotivatedCSIwill worrymore
about the extent to which its contribution
receives media coverage and exposure.

The above example illustrates the significance
of understanding and articulating ‘why we do



CSI' can never be emphasised enough. Purpose-driven CSI often calls for a
greater focus on impact, where corporates move away from being mere cheque
writers to being more concerned what difference their financial contribution is
making in society. In this way, the logical journey for an effective CSI strategy and
approach is to move from purpose identification to a greater interest in impact,
always questioning what the desired impact is and how best to
achieve it.

OUR PURPOSE IS OUR MESSAGE

It is important that we sincerely consider
what it is thatwehope toachieveboth for
business and society. Embedded in
this consideration is our strategic
intent and an indication of the
extent of our commitment to
society and social development,
broadly speaking. Defining our
purpose and understanding
why it is that we operate in the
CSI space is key as it enables
us to better respond to the
‘what and how we do it’
questions.

By implication then, having
superficial answers to the
question ‘why’ often results in
superficial answers to the ‘what’
and ‘how’ questions leading, in my
view, to a shallow CSI strategy and
approach. Understanding of our
purpose is key if we are to not only be
effective in CSI but also in marketing and
communication of CSI. My belief is that
whenever we choose to communicate CSI, we
must not forget that actually ‘our purpose is our
message.’

ARTICULATING AND COMMUNICATING CSI PURPOSE

Whilst the articulation of CSI purpose, vision and mission is important, that on its
own is not enough. The real challenge revolves around ensuring that this is
unambiguously understood and appreciated by CSI divisions, board, executives
and the whole staff, as this will ensure it is deeply embedded in the company’s
DNA. In this way there is a greater chance that this commitment to society will be
lived within the organisation and everyone will have a sense of the possible role
in the articulated CSI aspirations. Inevitably, stating purpose will also bring some

Understanding
of our purpose is
if we are to not on
effective in CSI but a

marketing and commu
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level of focus. Obviously the clearer the purpose, the higher the likelihood of
focus. This is an important consideration if our CSI strategy and approach is to
be specific and its impact both within and outside of business, measured.

PURPOSE-DRIVEN CSI

PurposedrivenCSI appreciates thebroader benefits of doingCSIwell and for the
right reasons, because a well thought-out CSI strategy and approach will
inevitably come with greater benefits for society and business. Engaging in CSI
well should lead to improved relations between a company and many of its
external stakeholders such as government, regulatory bodies, non-
governmental organisations, customers, media, opinion makers and
society. As a benefit, CSI positively impacts business reputation and
overall credibility, influencing brand value, customer — as well as
employee-attraction and retention.

PURPOSE AND VALUE FOR EMPLOYEES

Another benefit of a well-articulated and implemented purpose
drivenCSI is that employeeswill findpeace,prideandhappiness
knowing that they work for a firm that cares and consistently
helps communities make an improvement on the quality of lives
of others. In thisway, companies that are socially responsiblewill
be able to recruit and keep talent becausemore andmore people
are said to be looking for places of work that seemingly have a
conscience, walking their talk and making a difference in society.
This should contribute towards increased levels of employee
motivation, productivity and employee engagement in the business.

VALUE FOR BUSINESS AND THE ECONOMY

Let’s not forget that purpose-drivenbusiness involvement in community outreach
and empowerment programmes is good because it contributes to a sustainable,
socially and economically sound environment within which business can thrive.
So it makes sense for business to devote some of its resources to social
investment projects because by being good to society, business is actually being
good to itself.

For example, charitable donations made towards university bursaries contribute
to an increased skill pool from which business can recruit — contributing to the
quality of human resources for business. At the same time, social investment in
education contributes to an increased number of professionals who become
active economic participants in society with financial means to acquire products
and services from the business sector.
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STRATEGY
DEVELOPMENT

by Lebone Malele
CSR: Growthpoint

“If I had eight hours to chop down a
tree, I'd spend six hours sharpening
my axe.” ~ Abraham Lincoln

STRATEGY IS A TOOL FOR
EMBEDDING RESPONSIBILITY

A strategy is a plan of action that aims
to achieve long-term goals. In
organisational contexts — both
corporate and non-governmental
organisations (NGOs) — strategy
relates to what will keep the
organisation sustainable in the long-
term. A strategy needs to be a
coherent blueprint that speaks
directly to the mission and objectives
outlined. In the social investment
arena, strategy needs to consider the
broad goals of social development in
line with the organisation’s social
investment objectives.
The process of strategy development
relies heavily on future-focussed

thinking. Although this may often be a
challenge in both small and large
organisations, it need not be
something to fear.

Ideally, strategy formulation should
not lie exclusively on the shoulders of
Boards of Directors or senior
management. An inclusive approach
to strategy formulation will take into
consideration input from various
stakeholders including employees,
communities, government (where
applicable) and levels of
management. This approach will
promote accountability and buy-in
across the parties affected by the
strategy.

STRATEGY IS ONGOING

In the past, strategy has been treated
as an annual activity that might take
place at team building events but this

STRATEGY DEVELOPMENT
PROCESS
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should not be the case. Simply put, strategy can
be understood as the muscle that the
organisation builds in preparing to run the
development marathon, and in line with the
Lincoln quote above, it entails all six hours of
preparation to sharpen the axe.

Strategy is about planning for a long-term goal
and can either focus on the short term (0-6
months), medium term (1 - 3 years) and/or long
term (3-5 years). It is important that this is not
just a written plan or outline document that gets
distributed at the beginning of the year.
Effective strategy is about the ongoing intention
of the organisation and its existence in relation
to the environment within which it operates.
Therefore, it is important to appreciate that
strategy formulation takes time. It essentially
activates the vision and mission statement of
the organisation in different contexts.

According to a Harvard Business Review on
strategic intent, organisations need to have a
straightforward declaration on the pathway to
the desired future. This declaration must
consider management decisions, business
plans and models that focus on delivering a
specified goal and in this case, a targeted social
development issue.

It is about being able to fold the future into the
present.

To formulate a strategy a few initial questions
need to be addressed:

1.What is the organisation’s current situation in
relation to CSI? Here, it is important to
consider your status in relation to community
involvement, your various CSI commitments
and activities (past and present), as well as
the successes, sustainability, challenges or
limitations of these.

2.Where does the organisation want to go from
its current situation?

3. How does it intend to get there?

20



CSI strategy should exist to qualify the
greater good.

To outline this, organisations need to
focus on the ‘how’s’ that define strategy:

1. How to grow the current social
impact.

2. How to empower beneficiaries to
independently and sustainably
develop themselves.

3. How to collaborate with other
organisations.

4. How to manage each programme or
intervention.

5. How to respond to changing
development challenges.

The challenge to social development is
not a one-man show. Instead of focusing
on building a competitive advantage,
companies (and NGOs) need to
establish a collaborative advantage
towards social development. This is a
key factor in successful CSI strategy
development because alone we can do
so little, but together we can do somuch.
[For more information on this, please
refer to the section on “Collaboration”]

For example, research indicates that
over 52% of corporates in South Africa
are investing in education-related
programmes. It still remains vague what
the overall efficacy of the programmes
are as teacher retention is a challenge,
learner success is improving but limited,
while parent engagement remains an
oversight. Education effectiveness
needs to be embedded from Early
Childhood Development until Tertiary
level. It is imperative for organisations to
acknowledge at what part of the value
chain they are adding value because it is
rare to find programmes that are well
sustained and support learner
development for the long term.

THREATS TO YOUR STRATEGY

Risks associated with strategy
include lack of buy-in at different
levels, limited risk assessment and
lack of adaptability. Change is
inevitable in the process of
development programme
implementation. Therefore by
keeping abreast of trends, by building
relationships and by opening up to
shared learning processes,
organisations can manage strategy-
related risks. It is important for a
strategy not to be re-active, but pro-
active.

As mentioned, strategy is the muscle
that is needed for the marathon, not a
sprint. When proactive, like an
athlete, preparation is imperative.
Training long hours prior to the
marathon cannot be displaced by any
other activity and it requires ongoing
practice.

PLANNING AND
IMPLEMENTATION

Day-to-day activities or plans of
action are not strategy. While
planning focuses on scheduling and
ordering of activities, strategy relates
to the desired long-term results.
When a strategy is implemented a
number of factors must be taken into
account. TheMcKinsey 7-sModel is
a great tool for understanding the
importance of integrated thinking and
makingCSI implementation effective.
Successful organisations rely on
leadership and culture. While
excellent strategies may be
formulated, it will take human
capacity to integrate and implement
them. The McKinsey model implies
the principle of shared values.
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STRATEGY SHOULD BE
PART OF COMPANY
CULTURE

As the saying goes: “culture
eats strategy for breakfast”, so
if there is no common driver or
motivation among the
implementers then the strategy is
threatened. Similarly, a strategy
needs to be integrated into other
aspects of the organisation. These
aspects include organisational structure,
operational systems, the staff members and
the leadership style/ culture apparent in the
organisation. Effective strategy implementation will
remain sensitive to changes and the danger of considering issues in isolation.
Recordingsuccessesand failuresduringplanningand implementationwill provide
invaluable insight.

MONITORING AND EVALUATION

Often considered at later stages of programme development, monitoring and
evaluation should be embedded in overall strategy formulation as it addresses the
accountability aspects for parties involved. A comprehensive 360 degree view of
CSI is important in ensuring effectiveness. When a strategy is evaluated, it
provides insight on what works and when it works and what doesn’t work. While
context remains important, it is also a key to establish boundaries for reporting on
strategies. Reporting on both successes and failures indicates an enlightened
approach to development and creates platforms for benchmarking for success.
Programme specific Monitoring and Evaluation (M&E) approaches and models

Strategy

is the muscle

that is needed

for the marathon,

not a sprint.
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are discussed in the M&E section of the tool.

To provide a summary, the diagrambelow illustrates the processes included in the
discussions above.
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1. Think of the future and the whole picture instead of the bigger picture. Think of
who is accountable for the strategy.

2.Processall the engagements needed for the development, implementation and
evaluations. Policies and structure are an important consideration.

3. Document. Have the strategy formally written and distributed to the relevant
parties. Discussions and ideas are often forgotten.

4. Action the strategy in sizeable and timeous tasks embedded in the day-to-day
operations of the organisation.

5. Monitor. “What gets measured gets done”. Measure the progress in line with
the main goal.

6. Evaluate if the strategy, after the targeted period of time, achieved what it
desired and critically investigate what worked, whomade it possible and when.
Document challenges and lessons and begin the thinking process for a better
future.

7.GoodPractice: Social Investment Strategy, taken fromKPMG’s 2014 report,
“Sustainable Insights: Unlocking the value of social investment”

Good practice: social investment strategy

• Detailed explanation of social investment strategy and long-term objectives;

• Discussion of how social investment strategy relates to business strategy;

• Sense of priority given for which stakeholders are intended to benefit most
from each investment;

• Explanation of how progress towards strategy and objectives will be achieved.

Source: KPMG Report, 2014
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A well-planned social investment is:

• Strategic: Flows from a well-defined strategy that addresses short and
long-term objectives; and places emphasis on social impacts beyond
financial inputs.

• Aligned: Aligned with business objectives and local development
priorities as well as internal functions that interact with local stakeholders.

• Supported by effective partnerships: Identification and establishment
of effective partnerships between the company, community, other
producers, NGOs and Government.

• Sustainable: Based on community participation and ownership; Built
upon community assets with a clear and sensible exit and handover
strategy.

• Measurable: Established measures to quantify business value of the
investment and leveraging outcome and impact indicators and
participatory monitoring and evaluation.

• Communicated: Communicating the value generated by the social
investment proactively internally and externally.
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By Paul Pereira
Director: WHAM! Media

FUNDAMENTALS OF PROJECT
PARTNER SELECTION

With your internal corporate social
investment systems in place,
company leadership buy-in and
strategy sorted, now comes the time
to choose project partners to fund or
support in other ways. A core part of
this preparation will be defining the
sort of work you want to support and
putting formal processes in place to
help you identify the best ones. This
helps to avoid the temptation of
‘emotional giving’. It might be a good
idea to ring-fence a part of the CSI
budget for once-off or discretionary
grants that aren’t possible to plan or
fall outside of your focus areas but
which are necessary from time-to-
time.

In choosing a project or project
implementing organisation (usually
an NGO/NPO/NPC, school, state
institution, or similar) it helps to
remember why the ‘partnership’ part

of successful CSI matters. Simply, it’s
because partners bring different but
mutually-reinforcing strengths to project
success. Typically, the company brings
resources, usually financial, while the
implementing partner brings on-the-
ground experience and know-how and is
the implementer — although some
companies also initiate and implement
their own social investment
programmes. Each partner empowers
the other and none is, in reality, more
important than the other.

THE MAIN QUESTION

Most CSI practitioners and companies
are flooded with requests and
applications for funding — from
organisations big and small, impressive
and less impressive. How do you filter
these requests and determine which
organisations are going to be the best
match for your business to partner with
as well as achieve the best possible
impact in your communities/areas of
interest?

PROJECT SELECTION
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Some companies use a list of funding criteria to guide their
CSI commitments, while others base their funding on causes
close to employee hearts. Sometimes companies find
themselves reacting to specific urgent issues such as natural
or unexpected disasters. All of these have value.

Themost crucial question to ask yourself at all times is: “Does
this fit with ourCSImandate, focus, vision andmission”? This
will assist you to be strategically proactive (rather than just
reactive) and to have defined boundaries when saying “yes”
or “no” to funding requests. CSI can be a very emotional
terrain and it is advisable to set clear criteria and boundaries
from the outset.

Funding Guidelines

Whetherornot youactively seekapplicants, it helps themand
you to work from easily-grasped funding guidelines so that
there are fewer misunderstandings and assumptions
between the different parties from the start. In this process of
choosing a partner, here are some things to consider:

More than just money

Companies do not need to consider financial
contributions as their only form of social investment.
Companies can also invest through providing their
employees, expertise, products, services or facilities.
Some companies allow their staff to volunteer a part of
their in-work time to a non-profit organisation. There are
even companies that prefer to invest in social-purpose
businesses using equity or discounted loans.

There is no such thing as the ‘perfect project’

Community development is often a messy process of
unexpected complexity, unique local conditions and
patience.While it is right to back best practice and proven
track records, all projects bring surprises along the way
and often disappointments. Do not let this deter you from
this work.

Be consistent and predictable

Both to cover your own back within and outside the
company, and for reasons of fairness, be transparent in
the processes you use to choose partners. Base these on
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openly stated focus areas that you’re interested in, clearly laid-out basic rules,
company CSI strategic approach and likely timelines.

Join what is already there

Working with the community means understanding that it has its own set of
internal dynamics. You can't just foist yourself, your company and your ideas
onto the community; you have to join in with what is already taking place.
Pushing communities towardswhat you think is good for themseldomprovides
sustainable change and often creates resentment. Projects will be viewed as
yours, not theirs. When this happens, the project is doomed. You will find
yourself alone atmeetingswith a long line of people looking for handouts, while
those you really need on the project will have moved on.

Know when to stand back

From a humanitarian perspective, it is difficult to
allow projects to develop at their own pace. It is
evenmore difficult to stand by and watch them
fail. But sometimes, you have to do this. Of
course, company personnel are better
qualified to run projects by virtue of their
education and work experience. But is this
the point? Before you step in to manage a
project, ask yourself what will happen to all
the people if you leave. So don't take over
other people's projects in your enthusiasm.
Learning when to step back is a subtle skill
acquired over time.

Be aware of community dynamics

Do not imagine that community is all about love and
togetherness. There can be a lot of politicking and turf
being contested. Therefore, it's important that you not take
sides or cross the line, otherwise you will lose credibility. It's not an
easy position to maintain: the seductive pull of ‘saving’ people makes you feel
all warm and fuzzy. But remember that it's not your money, and decisions and
policy can change quickly, leaving you isolated andwithout themeans to assist
anyone.

Available budget

Familiarise yourself with your company's strategic plans for the future as
they could have a direct effect on your CSI initiatives. Limit your support of
projects if you are not sure that your CSI funding source is stable.
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Can the project work without you?

Part of your job is to empower people to
believe in their abilities, otherwise you
unwittingly create a culture of dependency.
By all means, influence timing and keep

things moving but don't set the pace.
Try setting a task, standing back
and seeing if there's enough
strength in your team for it to
happen. If there isn't, the
project could be in
trouble.

Look for that ‘X
factor’

All the ‘do’s and don’ts’
in the selection process
are necessary. But they
are essentially about
looking for exceptional

individuals and
organisations whose work in

serving, empowering and
uplifting communities is bringing

about lasting change and with whom you
would do well to partner.

These are the foundations of your role in
building a nation that lives up to its potential.
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Things To Avoid

Pet projects

Theseareprojectsandcauses thrustonyoubycolleagues,especially seniorones,
based on emotional whims and fancies rather than sincere developmental
considerations. It is important to remember that the positive effects of social giving
can be undermined when based on emotion and might not be in the best interests
of either your company or your partner NPOs. Avoiding ‘pet projects’ is also a
sensible way to avoid the pitfalls of these changing as your company’s staff
changes. It is clearly not in the interests of effective CSI for a company to flip
between projects being supported.

Avoid grand solutions

CSI is not government development; it is not the primary agent of change in a
community. So don't try to take on all issues simultaneously. Rather support what
is already budding. Avoid the grand solution and realise that big isn't always best.
Accept that a hand-pump might work better right now than solar-generated
technology imported fromSweden. Support a small safe house for abusedwomen
rather than try to solve the issue of domestic violence across the county. Be
realistic — nobody likes failure. Grow roots before you grow trees. It's better to
achieve small targets consistently than none at all.
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Funding fashions that come and go

Being swayed by ‘causes of the day’ runs
the risk of finding your company left
holding the can when fads change and
other donors go off to chase after them,
leaving you with a project that may face
collapse or be otherwise overly
dependent on you. Funding fashions
rarely make true developmental sense,
are damaging in their diverting of monies
away from other more worthwhile things
and are rarely the stuff of long-haul
developmental success.

Things that are flashyandpromise the
earth

Do not be dazzled by project size or
claimsof quick success.Gowith thingsof
consistent, incremental progress.

Assuming you have the solutions

Work with what already exists and
don’t presume to knowbetter than the
peoplewhohavebeenat the coalface
of a local challenge for longer. Share
ideas and suggestions with the
organisations you are looking to
partner with, but be wary of imposing
solutions on people who have had
little say in identifying their own local
needs, strengths, and ability to carry
the project through to conclusion.
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How To Assess A Request For
Funding

It's not just about facts and figures; it's
also about finding that special
something which sets the project
apart.

Part of effective and strategic social
investment hinges on choosing the
right organisation to partner with and
the following are important factors to
take into account when both
assessing a potential project as well
as evaluating existing CSI
commitments. We have found the
following categories and criteria to be
crucial in obtaining the right, relevant
and revealing information which
helps to assess and evaluate
potential or current partners.

Suggested evaluation and
assessment criteria

1. A brief history and background of
the organisation (including its
reputation, key activities and
management, why it was
established).

2. Mission and vision: what are the
objectives, plans, dreams and
ambitions of the organisation— as
well as their success to date.

3. Leadership: How good are the
project’s leadership and
governance structures and who
sits on them? Is their succession
planning in place? Are people from
the community being empowered
as leaders?

4. Initiative and Resources: what
resources does the project bring to
the table, what do they have to
offer, what is their track record in
developing solutions for
themselves?

5. Financial health and

accountability: Analysing the
organisation’s audited financial
statements for their latest legally-
required reporting period. How
does the NPO fund itself?

6. Other donors:Who else supports
this organisation?

7. Credibility:
▪Otherdonors: Seewho theother
donors to the project are and
have been. From both a
credibility perspective as well as
to ensure that the organisation
will not be or become dependent
on your potential funding

▪ Community credibility: What is
their reputation in the
community, and with peers or
others working in a similar area?

8. Legal status and paperwork.
Does the organisation have all the
requisite paperwork in order?
Checking their legal status (itmust
be more than a simple NPO
registration of the Department of
Social Development) will usually
include the project having the
much tougher SARS-granted
PublicBenefitOrganisation (PBO)
statusand/or being registeredasa
Non-Profit Company (NPC) in
terms of the Companies Act.

9. Impact and results: What
realistically measurable results
does the project have and how
have these changed over time?

10. TrackRecord: Is this a start-upor
something with a proven track
record of success? Is there
evidence of longevity,
perseverance and the intention to
remain committed to serving the
community in which they operate?

11. Project descriptions: What will
the money or resources actually
be used for?

12. Funding history: Have you
supported them before?
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Whether they are grand or modest, practical or ridiculous, you have to choose
which applications to take forward. This will involve both objective checks and
intuitive feel. So tick all the boxes but also be on the lookout for that ‘X factor’ —
that hard-to-definespark that shines through, leapsoff thepageandconvincesyou
to go the extra mile for this particular group of people.

What Kind Of Entities To Invest In?

While there is no specific right or wrong answer here, it is usually advisable to have
a combination of different types of NPO partners if you can afford to. The main
drawback is that companies tend to prefer funding only well-established
organisations with long and strong track records, associated research and
evidence of impact. Sometimes, however, we need to take some measured risks
and provide seed funding for an initiative that could grow and be replicated over
the years.

We would recommend partnering with a mix of organisations where you are able
to benefit in terms of B-BBEE and tax benefits, but also to fund organisations or
causes where you might not necessarily gain B-BBEE points (such as old age
homes or start-ups). Having said that, it is still important to have an idea of the
validity of each charity you consider funding. Always ask for their NPO/PBO
registration, audited financial statements and other requisite documentation in
advance of considering any commitment.

Nation Builder encourages investment into long-term partnerships with
development NPOs, communities and businesses. So, if you have existing
relationships that work well and aremutually beneficial, then we encourage you to
stickwith those, growwith them, and also look at how you can improve or leverage
these partnerships in ways that are good for both the beneficiaries and the
business.

Setting Funding Parameters

Be clear about where your funding is to be spent and also about the level of
reporting andmonitoring and evaluation (M&E) expected. Take into consideration
your NPO's levels of skill and resources and offer holistic support where possible.
Restrictive funding or funding dedicated only to NPO programmes (rather than
general operating costs) can sometimes limit the level of service that an NPO can
deliver to their beneficiaries. Funding that also demands heavy admin from the
NPO (such as extremely detailed reporting requirements) can be
counterproductive.NPOs, likeall businesses, also carry overheadandoperational
costs andwhile funding these isn’t always as attractive as supporting programmes
directly, they are no less essential.

Much of the value in the work done by NPOs comes through the personnel
employed there and so supporting the costs of these people often delivers the best
social investment results. In this vein, it can also be very useful for an NPO to have
its internal capacity strengthened through upskilling. This element of expenditure
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is often the last thing that an NPO can afford to
budget for even though it has obviously positive
results in strengthening the organisation, its work
and its overall sustainability. Capacity-building is
thus often a veryworthwhile part of a project’s work
to fund.

Some guidelines on funding parameters:

•Establish a guideline on the% of the NPOs total
income you are willing to contribute.
•Match the contribution to the size of the NPO
— too small an amount will make no difference
and too large an amount can overwhelm and
reduce efficiency of the NPO. This applies to both
once-off grants and long-term funding.
• Ring-fence funding for operational costs. All
organisations incur operating costswhich need to
be covered. Seriously consider allocating some
funds towardsoperational costs. It is also true that
skilled staff cost more, and to retain talent these
NPOs need to offer remuneration of a similar
calibre as the business sector.
• Annual contributions do not allow NPOs to do
much future planning as their income streams
year on year are very unpredictable. Multi-year
partnershipsassistNPOs in planning aheadand
allowing enough time to start seeing the tangible
impacts of the funding contributions.
• Multi-year contributions come with a little more
thought and planning as these contributions need
to factor in inflation, available funds in the years to
follow as well as capacity to take on new projects
and once-off allocations.

How much is too much?

This is a very objective question that will differ from
business to business. It is advisable to stay away
from creating any dependencies on your business.
A fluctuation in the available funding from your
business could sink an NPO who is doing
wonderful work as can a skewed leadership
structurewhereyourbusinesseffectivelyownsand
directs the NPO.
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Never guarantee funding

No matter how enthusiastic you are
about a funding request, always
remember that funding cannot be
guaranteed.Make this clear in all your
interactions with an applicant, no
matter where you are in the grant
cycle. Thedecision to fund aproject is
not yours to make - it rests ultimately
with your decision-making body.

EXIT STRATEGIES

Always have exit strategies in place
— pulling out of projects at short
notice with no plan in place can be
profoundly damaging to the project
and community as well as to your
company at a reputational level.

Reducing your involvement in a
development start-up project is a
delicate matter. Whatever you do, it
should never be sudden or without
warning. Ensure that you develop exit
strategies for your CSI funding in the
event that you have to withdraw from
projects unexpectedly. Bear in mind
that exiting prematurely or not
properly has a major effect and can
leave the very people you were
hoping to help worse off.

An exit strategy shouldmost probably
be included in the MOU, setting out
the terms or conditions relating to
retreating and the due processes
involved so that there are no
surprises.

This should never be a sudden or
unexpected exit but rather a very well
planned and fore-warned process.
Give ample time and assistance in

finding new income streams and
support. It is often good to set the
expectation up front on the duration of
the partnership and to follow this up
with regular discussions around
these expectations to make sure that
they are still aligned. This has to be
undertaken with care to protect both
the community and the company's
reputation.

When a project has failed, you should
stand by to ensure orderly closure
and full settlement of any outstanding
commitments. In particular, you
should see to it that any local people
whose jobs are affected are fairly
treated.
All your exit strategies — even those
implementedat short notice—should
make allowance for a phasing-out
period to allow the project to source
alternate funding or scale back its
work. It is never pleasant or easy to
withdrawor exit a partnership but with
forward planning, youwill have peace
of mind that you will be better
prepared to handle the situation
responsibly, ethically and with
fairness and grace.
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By Lauren Henning
Public Affairs Director: Muthobi Foundation

RESOURCING AND YOUR CSI
BUDGET

Companies that have a valuable social impact usually regard their CSI
programmes as an important part of their business. This means giving these
programmes the resources (people, time, money, attention, expertise etc.) that
they need in order to deliver the desired outcomes. This includes a set budget.
Themost common way for companies to decide howmuch they will spend on CSI
isbysettingasideasetpercentageof theirNetProfitAfterTax (NPAT), oftendriven
by the Department of Trade and Industry’s Broad-Based Black Economic
EmpowermentCodes (B-BBEE),which first came intoeffect in2007.TheseCodes
recommend that companies put aside 1% of NPAT for socio-economic
development.

Even so, Trialogue reports that in 2014 most companies that have embraced CSI
haveexceeded this target, spendinganaverage1,4%ofNPAT.Wherecompanies
are subject to the requirements of industry sector charters, or licence-to-operate
conditions, they tend to spend significantly more on their CSI than others.

These are not the main or only reasons cited by companies for undertaking CSI in
the first place. Rather, companies report their motivations for social giving in the
following order:

1. Moral imperative
2. Reputation
3. B-BBEE codes
4. Strategic reasons
5. Licence to operate
6. Stakeholder pressures
7. Industry sector charters

Trialogue also reports that of the estimated R8,2 billion(bn) CSI spend of 2014,
R6bn was in cash with the balance being calculated as the value of donated
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services, goods or employee volunteering. Some other ways that companies
calculate their CSI spend budgets are by set ratios of pre-tax profit, payroll or
dividends.

However it is calculated, the most important thing is for a company to have a fairly
predictable sense of howmuch it will be allocating to its CSI over themedium term.
This allows for proper planning, commitments to be kept and also lowers risk to
existing partners of unexpected changes to support being given, or the sudden
withdrawal of the same. Just as the rest of a company’s functions build reserves
for a rainy day, so should theCSI budget ideally allow for CSI reserves to gradually
strengthen so that longer-term funding commitments can be honoured.

While longer-term funding of projects is always preferable to one-off grants (even
though changes in project realities may mean changing commitments along the
way), its downside is that this reduces a company’s flexibility in project funding
year-on-year. Organisations that apply to companies for support are often
disbelieving when told that “there’s no money available” even though this is often
true, due to long-term funding commitments.

DISCRETIONARY ALLOCATIONS

There are times when one-off donations are appropriate and a level of flexibility
should be kept by companies. For these reasons, it is good practice to keep a part
of a CSI budget ring-fenced for one-off funding grants, including small grants.
Company representatives such as CEOs sometimes find themselves compelled
at public events to respond to immediate funding calls (in radio call-in shows or at
charity auctions, for example) and a small percentage of CSI spending may
sensibly need ring-fencing for this too.
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IMPLEMENTATION

By Keri-Leigh Paschal
Executive Director: Muthobi Foundation

Suppose you want to drive across the country. Your strategic planning involves
selecting the route, calculating fuel money and, of course, choosing a destination.
Strategic implementation, on the other hand, begins when you pull out of your
driveway and ends when you’ve reached your destination.

WHERE THE FUN BEGINS

To most of us, it is clear that planning is the starting point of any project, journey
or school year — helping us to know where we want to go as well as to develop a
logically mapped-out plan on how to get there. Implementation is really where the
fun begins. This is where you start to take action and your well thought-out plans
are tested, adjusted and altered according to the many variables that you face en
route to the desired destination.

The strategic plan is carried through into many areas, such as organisational
structure, operational systems, the staff members and the leadership style/culture
apparent in your business. Effective strategy implementation will consider all of
these elements, remain sensitive to changes and not consider issues in isolation.

KEEPING ON COURSE

During the implementation phase, even the best thought-out plans will be tested
by unpredictable environments you will face ‘in the real world’ - especially when it
comes to social development - a space where every community, project and
beneficiary will be different and operate along different timeframes, priorities,
demands and needs that can’t always be predicted. It is also vitally important to
keepmonitoring the course of the journey to make sure that the project is heading
in the right direction, evaluating the suitability or impact of your choices along the
way, and finding alternative routes or means where necessary.

STRATEGY
IMPLEMENTATION
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RELATIONSHIPS AND
EXPECTATIONS

Relationships and expectations are
another element that you need to
manage carefully throughout the
implementation stage of any given
project cycle, including your social
investments. Internal and external
stakeholders will all have different
expectationsand requirements, and if
these are not set out andagreedupon
upfront, andmanaged throughout the
implementation phase, you could find
yourself in some tricky predicaments.

PLANNING VERSUS DOING

For themeticulousplannersout there,
embarking on the implementation
phase can be very nerve-wracking—
often leading to over-planning in the
hope that all variables are accounted
for and, as a result, almost never
moving forward from planning to
action. On the other hand, the doers
want to see results and action almost
immediately andoften neglect to plan
the journey ahead with enough detail
and fail to take stock along the way.
This can result in diminished impact
and even in negative consequences.
So how do we walk the fine line
between over-planning and taking no
action (paralysis) versus under-
planning and running blindly into a
project (recklessness)? In the next
few sections we will discuss some of
the elements you should keep inmind
when embarking on implementation
of your social investment, as well as
elements to manage throughout this
phase.

ARE YOU WELL EQUIPPED?

Once the implementation phase
begins there are many new elements

to be considered and managed that
you should be aware of and not
underestimate theadditional capacity
and expertise they will require.

The first aspect is skills - do you have
the correct skills, either in-house or
through an external consultant to
manage the different elements the
implementation phase will require?
We speak more on this later on in the
guide under ‘CSI Team’.

The second is administrative
systems and process flows - are
these standardised, documented and
adhered to by all within the business
(including senior management), as
well as capacity to deal with the
administrative workload?

The third is financial - have you got a
good grip on every cent that has been
distributed, internal costs, forecasting
to determine budget requirements to
fund for multiple year partnerships
andwellmaintainedbooks toallow for
transparency and audit purposes?

Lastly is communication - this has
many different audiences you will be
required to connect with, at different
frequencies to mitigate risks where
possible, increase buy-in and
increase capacity and impact. These
audiences and interactions are
discussed a little later in the chapter
on ‘Communication’.
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Key Factors of Strategy Implementation

The GIBS ‘Guide to Sustainability: Corporate Social Responsibility &
Community Projects’ report refers to an organisation called ‘Potential One’, an
Israeli social change initiative, that summaries a quality action plan for CSI
implementation:

• Envision - How will you know you’ve succeeded? Setting goals, targets
and milestones.
• Engage -Who influences the outcome? Identifying internal and external
stakeholders, understanding roles in the process of planning and
implementation
• Map -Where are you going? Taking into account all data, strengths,
weaknesses, opportunities, risks, benefits and sensitivities.The next step is to
define the intervention.
• Perform - How do you know you are on track to succeed? Determining
how to measure achievements and targets.
• Measure - How do you prove your success? Bringing all aspects together
looking at original goals and targets and assessing the impact as well as
highlighting aspects for improvement.



PROJECT IMPLEMENTATION
OPTIONS

When looking to implement your
social investment strategy there are
two main choices one is faced with:

1. Do we start a project from scratch/
with a startup?

2. Do we partner with established
NPOs?

Either, or a combination of both, can
be very effective ways in which to
implement your social investment,
however, both have their pros and
cons which should be considered
before embarking on them.

STARTING FROM SCRATCH

The reasons for starting your own
project are normally due to a lack of
established organisations in the
community or region within which you
operate and are looking to impact.
Starting your own project has many
risks associated to it, some being:
creating a dependency on your
funding, being seen to own the
project, difficulty in establishing
community buy-in/ownership and a
need for greater capacity within your
team to manage different aspect of
the project, ranging from governance
to project management.

One of 3 scenarios is usually found in
starting a project:

1. Copy And ‘Special Paste’

This iswhenanNPOrunningaproject
that is working in a specific
community is approached to replicate
their model and implement it within
the community identified by your
company. A very similar concept to

copying cells on a spreadsheet and
‘special pasting’ them toensureall the
formula are brought with it.

This can be an effective model if
partnering with a well-established
and organised NPO, as you know
what to expect, there are many
systems and processes already in
place and predefined for success, as
well as a track record that can reduce
any perceived risk.

On themore negative side of this type
of partnership, expectationsmay vary
due to this being a number in the
minds of the implementer but a
flagship to you. The community
dynamics and needs may not
respond well to structured systems
imposed on them by the 'special
paste’ method. In addition, without a
well thought-out partnership model,
there is a greater risk of dependency
of the project on your investment.

2. Simple Copy And Paste

Whenyouusesimple copyandpaste,
no formulas or formatting are brought
with the number. Only the desired
answer or outcome is transferred
from one spreadsheet to another.
This allows you to create formulas
and formatting specific to the new
spreadsheet that will ultimately
achieve the same outcome but
perhaps via a different route.

This is what the second scenario
looks like when implementing your
own project. The implementing NPO
whose model achieves the desired
outcome in other communities is
identified and funded to research and
adapt the model to meet the local
context. A local partner is also
identified who can champion the
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implementation together with the implementing NPO.

Having the framework on how to achieve the desired outcome is a positive of this
model, as it aligns expectations and reduces someof the administrative load in the
development of the project. It is also beneficial to have a local organisation assist
in implementing the model as they have insights into the community and the
potential to take ownership of the project eventually.

On the other hand, such projects run the risk of imposing a model in a situation
where certain community nuances may hinder its success, even with an
established partner on the ground. So an empathetic degree of flexibility is
recommended from both the implementing and the on-the-ground NPO to ensure
that the model is tweaked with its success in mind. Friction between these two
bodies is likely to be felt in the very community they are trying to assist and will
quickly jeopardise a project.

3. Starting From Scratch

This is when you start with a clean slate, pioneering in meeting a need within a
community which has no such intervention. This scenario requiresmuch capacity,
resources, collaboration and planning. It involvesmanaging consultationswith the
community and relevant stakeholders, facilitating collaborative forums, setting up
steering committees, project management and overseeing governance. This
requires significant input and management with increased risk on many fronts.
However, it also has the potential for unparalleled impact if successful.

When dealing with your own startup projects there are a few elements to consider:

Implementation

Who will be implementing the project? Is this something that will be managed in-
house? If so, do the role players have enough experience in social investment,
especially around the sensitivities in dealing with local communities,
understanding the difference between their needs and desires, as well as
cultivating local buy-in and ownership of the project?

Leveraging

What skills in-house, other than the immediate CSI team, can you leverage to
assist with the development and success of the project? You should also look to
other investors for collaboration; this will reduce the risk of dependency, as well as
introduce other skills and commodities that could be used to greater impact the
community. The community may also be able to render a service or produce a
product that could be reintroduced into the business supply chain.
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Duration

Astartup has significantly longer timeline
thanpartneringwithanestablishedNPO,
as this can take years to start showing
results, as well as reach a place where
your exit will not sink the entire project.

M&E

Make sure that you have your indicators
planned and in place from the very first
day of implementation, as well as
establishing a baseline, so as to be able
to monitor and effectively report on the
impact of the project.

Scalability and replication

This is something you should keep in
mind from the very beginning of
implementing a project. While
establishing the processes and systems
within the project scalability should be
factored in so that the system is built to be
robust and replicated if required.
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PARTNERING WITH ESTABLISHED NPOs FOR A NEW
INITIATIVE

This is the most common manner in which businesses
allocate and partner in distributing their social investment
spends. Partnering with established NPOs comes with its
own positives and negatives. On the positive side,
established and well-run NPOs manage their own progress,
governance and administration, leaving the funding partner
with a lot less demand on the CSI team capacity. NPOs are
also generally experts on the community dynamics and have
established buy-in from the community, they are also aware
of all the sensitivities and challenges that surround the
specific sector theywork in the local context. NPOs generally
havemany funders partneringwith them to achieve the goals
and outcomes that they have set themselves, reducing the
risk of dependency.

On the less positive side, NPOs have been established to
addressa specific needandbirthed fromaspecific visionand
passion.Thedesiredoutcomesandmanner inwhich theyare
to be attained may not be 100% aligned with your desire for
the community. This however should be considered in depth,
as they may know the community better than your business,
know what is needed versus what is wanted and may
therefore notwant to bend to your needbutwould rather have
you assist in what the community needs.
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HOW DO YOU CHOOSE AN NPO
PARTNER?

It is important to consult your strategy
when considering this question. Do
you plan to assist smaller, less
established NPOs who have higher
risk, as well as potential higher
returns? Or do you plan to go with the
more established NPOs? Or a good
mix of the two?

For further reference, see the Nation
Builder guide Organisational
Evaluation Criteria, available on
www.proudnationbuilder.co.za.
There are a few key elements that will
help you establish the risk of the
partnership.

• Do they have a holistic
approach?
• Do they have a track record of
transparency, accountability and
community credibility and respect?
• Do they have a measurable

positive impact on the community?
• Do they have entrepreneurial
leadership who are resourceful,
proactive, innovative and that mentor
emerging leaders?
• Do they empower the community to
take ownership and to participate?
• Do their operations and funding
models demonstrate sustainability?
• Does the model have potential for
scalability or replication?

WHERE AND HOW TO ENGAGE

When one thinks of partnerships
between an NPO and a business, it is
usually presumed to be financial. There
are, however, many other manners in
which NPOs can be assisted, and often
would prefer to be assisted.

Other ways in which one can partner are:

• Leveraging internal skills and services
to equip, develop or provide a service
to the NPO
• Contracting external service providers
as part of the partnership to up-skill
the NPO
• Deploying internal resources to the
NPO for increased capacity
• Advertising or giving exposure of the
NPO to your business network

PUTTING SYSTEMS IN PLACE

When moving into the implementation
phase of any social investment projects
you need to set up processes and
systems to ensure that all applicants and
interactionsarehandled inaprofessional
and streamlined manner. This ensures a
pleasant experience by the applicant,
which is good for reputation as well as
making the internal process of sifting
through the many applications easier,
more objective and less emotional.
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RECEIVING ENQUIRIES

Enquiries for funding can come in from far and wide and in a variety of different
forms; from a discussion with the CEO to a hard copy delivered to your office. In
order to keep track of all these different applicants, you need to establish a set
format in which all enquiries (including the CEO’s pet project) are received.

In most cases, asking each applicant to complete an online ‘letter of
introduction’ (LOI) is an effective initial step.

Every enquiry will highlight different information as well as have varying lengths in
which it is conveyed. To distil the information to a simple bite-sized version, it is
always advisable to have a set of guidelines on information, length and supporting
documents that are required. This then forms the template for the one method
established for enquiry submission. Supporting documentation such a financials,
NPOregistration certificateetc. areoftengoodgovernance items to checkup front.
All enquiries are to be placed on a database to keep track of their progress as well
as keep historic information on reasons for decisions. Each enquiry should be
processed and reviewed against a set of minimum criteria to distil the applications
to a few potential partners. It is good practice to notify all applicants, potential or
not, of the decisions made.

INVITING APPLICATIONS

It is always advisable to have a first layer distilling of enquiries, such as the Letter
of Introduction, so as to reduce the amount of applicants to a few with a strong
potential for partnership. You will find that more information is required to make a
more informeddecision onwho to present to be funded, and once an applicant has
been deemed to have potentially met and qualified for the initial criteria, it is then
appropriate to invite them to complete and submit a more comprehensive
application.

Once again, it is advisable to have amore detailed form developed to standardise
the questions and information requested from the potential NPO partners. The
assessment/application form should inform whether the applicant NPO fits the
company mandate and pre-determined check list. An application form, however,
can be deceiving. Some applicants will be excellent at their written skills and
emotive language, where others will submit a very average application— not due
to lack of effort.

It is therefore advisable to arrange a site visit to meet the leadership and see the
on-the-ground working of the organisation. This will give you a more informed
perspective on the application and ground for motivation for partnership.

SUCCESSFUL SITE VISITS

Site visits can leave you feeling energised and very emotionally charged when
driving away. However, when siting down to complete the motivation for funding,
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it is often hard to find anything other than emotion to fill the pages.

Site visits are great and the emotions that go with them are wonderful. This,
however, doesmean that we need to plan ahead for these visits to ensure that the
emotion doesn't sweep us away. It is important to establish expectations
beforehand. Decide who you plan to meet, what you would like to see, and leave
some time for the relational element. It is also advisable to ask about culturally
appropriate attire, as this can often lead to very awkward interactions.

Having read through the application form, there will be a few questions you may
want clarification on or additional detail. Keep a note of these andmake sure all of
your questions are answered. Start conversationwith your hosts to relax themood
and build trust rather than rush into the business of the day.

After thevisit, send thehostof thedaya thankyounoteand try tocomplete thepost-
visit report as soon as you can so as not to forget any detail.

DECISION MAKING

It is essential that the fundingallocationdecisionmaking is not left up to oneperson
but a group of decision makers who will come together to jointly make decisions
so as to ensure a greater level of accountability, objectivity, transparency as well
as different inputs and perspectives. You might need to put together a summary
or motivation for each applicant for this group, Board or committee to consider
together. Ensure that the entire communications process during the choosing
process is documented i.e. put everything in writing.

DETAILED MOTIVATION

This is the heart of the written assessment and must capture the essence of the
project: its hopes, dreams, strengths and weaknesses. This is what you will need
topresent to theBoardor committeeof decisionmakers thatwill approveordecline
funding applications.

In addition to a summary of the information outlined in the evaluation criteria
suggestions above, your detailed motivation should also cover:

• Reporting (any difficulties getting the project to comply with requirements?)
• Finances (is the operation sustainable, with proper controls, accountability
and a recent set of audited financial statements?)

• Budgets (is all income for the current year secure?)
• Financial red flags (watch out for low levels of reserves, large overdrafts and
big fluctuations in income and expenditure from one year to the next.)

• Potential risks associated with funding (both for the company and the project
organisation.)

• Pitfalls (incomplete applications, loss of objectivity, conflicts of interest, etc.)
• There may also be instances when you need to mention any special
conditions that may have to be met before the grant can be approved.
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APPROVING A PROJECT

It is important to keep the selection process as
unbiased as possible. In order to achieve this, more
than one person should oversee the potential partners
and togethermake a decision onwhich applications to
approve.

To facilitate the selection process it is advisable to
compile the post site visit report and the application
form into a one or two page summary template. This
allows for easy reading for the committee as well as
comparable elements between the different
organisations. The committee should meet a few pre-
determined times a year to discuss and approve
applications. This will allow for consistency, effective
planning and good applicant communication. Once
decisions have been made by the committee, all
applicants should be notified of the successful or
unsuccessful application.

OFFICIAL ACCEPTANCE

Applicantswhohavebeenacceptedshouldbenotified
in writing, mapping out the expectations, contribution
and lengthof partnership so that therearenosurprises
or confusion in the future. It is advisable to put together
even a very rudimentary Memorandum of
Understanding (MOU) to outline roles,
responsibilities, expectations, funding/ monetary
commitments, the anticipated duration of the
partnership, terms and conditions as well as reporting
requirements.

All legal documentation required e.g.: B-BBEE
certificates, Section 18a registration, NPO certificate
should be received and filed and updated annually.
Banking details are to be requested, however it is
advisable to request these on a formal letter head and
signed by the executives of the organisation. This
protects both theNPOand the business fromadegree
of fraudulent behaviour.

GOING FORWARD

Partnering with NPOs can be such an enriching and
fruitful experience. Enjoy the interaction, build the
relationship, ride out the good and bad times
together — not pulling the plug when times are
tough — and encourage transparency so that no
surprises come your way which could taint your
brand or reputation.
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CULTIVATING HEALTHY CSI
PARTNERSHIPS

Successful implementation is
largely dependent on healthy
partnerships, and social
investment partnerships are
a lot like marriage. Like any
healthy marriage and long-
term relationship, they
require time, commitment,
communication and solid
foundations — and
sometimes a bit of conflict
resolution. Here we outline
some basic principles of
managing relationships when
engaging in corporate-
community initiatives.

GET TO KNOW YOUR PARTNER
BEFORE COMMITTING

Elvis Presley once sang: “Wise men
say ‘only fools rush in’...”! He knew a
thing or two! Spend time getting to
know each other. Choose your
partners wisely. Do some
background checks. Find out about
their purpose, heart (motivation),
approach and track record. Do they
meet the criteria and match your
established mandate? Ask yourself
whether there is enough common
ground in terms of goals and vision.

FAVOUR A GOOD REPUTATION

It is advisable to develop partnerships
with existing organisations that
already have community credibility, a
good track record and a
demonstrable positive impact that
can be built on, in order to leverage
social impact. That’s not to say you
should never engage with
newcomers or start-ups — usually

these
are the
innovators and
pioneers — but again,
ensure that you undertake sufficient
time to consider their capacity,
credibility, objectives as well as their
planned approach.

BE CHOOSEY

Rather invest in fewer, better quality
relationships than spread yourself
thinly by being all things to all people,
running the risk of diluting the impact
and substance of your investment
and relationships.

GET ENGAGED

Like internet dating, there comes a
time when communication at a
distance is not enough. Solid

52



relationships are formed by spending time and getting to
know each other in person, understanding their day-to-
day lives, challenges, vulnerabilities as well as their
resources, successes and influences.

BE IN IT FOR THE LONG TERM

Realand lastingchangedoesnothappenovernight.
Therefore, in considering your involvement with, or
support for, social upliftment initiatives, avoid
reactive/short-term responses to requests for
fundingorpartnerships.Rather select initiatives that
are consistent and focused on long-term impact,
with which you will be able to grow and see the
benefits of your involvement.

BE UPFRONT ABOUT INTENTIONS AND
EXPECTATIONS

Discuss and set out expectations to avoid
misunderstanding or resentment further down the line which

might stem from differing intentions between the on-the-
ground implementer and yourselves. Miscommunicated

expectations are the root of most relationship breakdowns, so
communication is key in setting out terms and conditions, roles and

responsibilities of all involved. Then, just like a prenuptial agreement that
follows an engagement, it is advisable to formalise your commitment by setting

out contracts or MOUs outlining the duration and scope of the commitment, any
specific conditions as well as any expectations. This is not to assume that the
relationship will falter, but to protect everyone involved and set a solid foundation
for the way forward, ensuring that everyone is on the same page, working towards
the same end goal.

CONSULT YOUR FAMILY

There must be buy-in from all relevant stakeholders rather than enforcing
someone’s pet project that does not have any relevance to the company or does
not resonate with the heart of employees. Equally, you should never pressure or
expect a community to implement a project that they don’t want, need or that they
don’t believewill benefit them (even if you think it would). No-one likes being forced
into ill-suited relationships — and they are unlikely to last. Consulting employees
and other stakeholders in advance of (and during) a social investment partnership
initiative is more likely to secure their involvement and support and ultimately
encourage the longevity and effectiveness of the initiative.

TAKE STOCK, GIVE FEEDBACK AND ENCOURAGE OPENNESS

It is vital to evaluate your relationship from time-to-time to assess whether things
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are on track and to determine just how effective the relationship is in working
towards the agreed objectives. Why? So that you can determine whether the
effort and resources are worth it and whether they are being best applied. Within
this, communication and feedback is key. Good relationships often involve
dealing with conflict and difficult conversations about challenges, concerns and
things that are not necessarily going well. This might seem intimidating or, at the
very least, awkward but in fact it clears up assumptions and misunderstandings
and more often than not results in improved relationships, better understanding
of each other, more relevant support and a cohesion of shared direction and
purpose.

BREAKING UP IS HARD TO DO

We have to accept that not all relationships work out. Expectations may not be
met, stalemates might be reached, you grow apart, you outgrow and change, or
you realise that the relationship just does not bring out the best in each other. So
there comes a time when you will need to bow out as gracefully as you can and
move on. Unlike marriage, it is good to have an ‘exit strategy’ outlined and
planned at the outset of any partnership, so that in the event of a ‘break up’, you
can walk away responsibly whilst honouring legal and moral obligations.

At the end of the day, the needs in our country far outweigh the available
resources and so its best to apply your time, efforts and resources to initiatives
where there are healthy and symbiotic relationships, which are more likely to be
more effective in the longer term.

GIVE CREDIT AND CELEBRATE EACH OTHER’S STRENGTHS AND
SUCCESSES

Nomatter what the nature of your involvement in social upliftment, recognise and
acknowledge the work of your partners. Key to this is to acknowledge
beneficiaries as themost important agents of change in their lives— and not just
your contribution to the work on the ground. Nothing sets in motion positive
relationships and lasting social change like restored dignity, empowerment and
self-determination amongpeople and communities. After all, social investment is
about investing in the lives, hopes, health and futures of human beings — and
ultimately, the future of our country.
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By Lauren Henning
Public Affairs Director: Muthobi Foundation

DEFINING SUSTAINABILITY

To sustain something can mean one
of the following:

• To support, hold or bear up from
below; bear the weight of.

• To keep (a person, the mind, the
spirits, etc.) from giving way when
faced with trial or affliction.

• To keep up or keep going, as an
action or process.

• To provide for (an institution or the
like) by furnishing means or funds.

However, the most popular definition
of sustainability is from the
Brundtland Report of 1987, which
describes sustainability as
“development thatmeets theneedsof
the presentwithout compromising the
ability of future (or the next)
generations tomeet their ownneeds”.
In its broadest sense, sustainability is
about managing and positioning your
company for the long-term within the
concept of people, the planet and
making a profit.

BUSINESS AND SUSTAINABILITY

“It is clear that sustainability is
becoming integral to the way to do
business. Many companies are
demonstrating that by placing the
stewardship of the environment and
society at the centre of their strategies
andoperations, theyarebetterplaced
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 — even the source — of
revenue and business growth.”

~ Accenture Report: “Long-Term
Growth, Short-Term Differentiation
and Profits from Sustainable
Products and Services” (2012).

Sustainability Focus Areas

Within a corporate context,
sustainability is framed by an
adherence to the principles of good
governance and environmental

SUSTAINABILITY
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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.

Making Sustainability a Priority

Placing a priority on sustainability as part of, and aligned with, a company's core
strategy is the recognition that business can — and has a responsibility to —
contribute to a more prosperous and sustainable nation, through its interactions
and impact on people, the economy and the environment.

Aphilosophy of sustainability should underpin theway your companyworks today,
in order to create a lasting and beneficial impact for the future and which seeks to
consider both financial return and social good.

Sustainability Is Also About:

• Building organisational capacity and skills.
• Succession Planning - equipping staff and team members with appropriate
skills for project work and organisational management.

• Managing risk and developing exit plans.
• Creating and ensuring a lasting legacy.
• Building relationships and stakeholder value through effective
communication.

INTERNAL & OPERATIONAL SUSTAINABILITY

In terms of maintaining and sustaining both the function and the effectiveness of
your CSI programmes, partnerships and operations, it is important to establish
certain measures internally that will ensure that those responsible for overseeing
and implementing your CSI commitments are well equipped to do so.

Building Internal Organisational Capacity

Developing yourCSI team’s knowledge, skills and capabilities assists in improving
a company’s CSI sustainability in the longer term. Doing this shows that you are
serious about the importance and priority of CSI within the organisation.

CSI Team Development And Succession Planning

It is crucial that the expertise and knowledge of a CSI practitioner is not limited to
one person but that knowledge is shared within a team or the group of people who
are responsible for planning and implementing a company’s CSI plans. Thismight
be achieved through informal methods, such as creating opportunities for other
people in the organisation to work on the project first-hand or having regular
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updates on all projects and learnings.
A sustainable CSI team will know
enough about each project and the
delivery of your CSI operations to
ensure that it is able to continue —
without jeopardising relationships or
commitments with CSI partners —
should key personnel not be available
to continue the project for whatever
reason.

Forward Planning As A Team

Every now and then, CSI teams who
areseriousabouthavinga real impact
through their social investment need
to devote time and mental space
away fromproject delivery to consider
the future of their project. Focusing on
your long-term mission and mandate
will help you to get the maximum
value out of everything you do.

PROJECT SUSTAINABLITY

Organisations often think of
sustainability in terms of funding to
continue supporting their CSI
programmes and commitments. But
sustainability is about more than just
securing further funding.
Sustainabilitymeans the continuation
of the benefits and/or the activities of
a project once your involvement or
contribution has ended.

Factors That Contribute To Project
Sustainability

1. Creating space to think and plan
ahead.

2. Involving beneficiaries and other
stakeholders in forward planning.

3. Identifying and managing
opportunities and risks.

4. Building strong external

relationships and partnerships.
5. Monitoring, evaluating and

communicating your project’s
impact.

6. Working to develop a mix of
funding sources.

RISK MANAGEMENT

“If seeking to anticipate dangers saps
a system’s energies without enabling
it to guess right, for instance, then the
system might end up without the
benefits of either anticipation or
resilience.”

~ From “Searching for Safety” by A.
Wildavsky (1988).

Social investment and grantmaking is
by its very nature a risky business.
Risk is ever present and has the
potential for benefit as well as harm.
Risks take different forms and their
nature depends on where you stand
and what your goals are.

Risk Happens

From a CSI perspective, risk is
anything unexpected that may
compromise the success of a project.
You can never eliminate risk; you can
only be aware of it andmanage it. The
most reliable way to do this is through
a good set of funding guidelines,
robust decision making and a
willingness to accept diverse points of
view on a project. Experience,
common sense and intuition are also
critical.
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Typical risks you will encounter

•Project risk: This revolves around the viability of the project
itself.Can it succeed? Is it auseful andpractical idea?Does
the community actually want it?

•Management risk: This revolves around the capability of the
people behind the project to run it. Do they have the
necessary skills, expertise and experience?

• Environment or market risk: This is about how changes in
the environment might affect your project. Typical
examples are new legislation, the collapse of a major
funder and economic recession.

• Governance risk: This is about how well the various
stakeholders run the project. It revolves around quality and
transparency in terms of people, finances, policies and
procedures.

• Reputation risk: This is around things that can affect the
public standing of the company and cause its reputation to
suffer in the eyes of investors, customers, suppliers and
even the community.

•Donor risk: This occurs when a project is overly dependent
on one particular donor. It creates the possibility, however
remote, that the donor may pull its funding, causing the
entire project to collapse. A project is more sustainable if it
has a broad spread of funders.



EXIT PLANNING

Things can go wrong and sometimes
it is necessary to step away from, or
out of a partnership. But it is also a
reality that our involvement in
programmes and initiatives will never
be indefinite.Priorities, relevanceand
focus areas change over time while
profit and turnover affects investment
capacity. It is therefore important to
think about creating or encouraging
the best conditions for exit and also to
put measures in place to avoid
dependency on your funding while
maintaining the integrity of your
engagement with beneficiaries and
partner organisations. Think about
and set out exit strategies at the
outset of your partnership that would
allow for responsible and fair
withdrawal from a funding
relationship.

When Things Do Go Wrong

CSI and social development is
essentially about human beings and
thereforewehave to accept that there
is no such thing as the perfect CSI
project or partnership. Risk,
setbacks, miscommunication and
failure comewith the territory. Identify
and implement prudent risk-
mitigation strategies upfront and
realise there is a measure of risk you
will always have to accept.

Exit Strategies And Sustainability

Exit strategies and sustainability refer
to the ability of projects to cope when
grant funding ends. Although you are
not ultimately responsible for the
future success of a CSI partner, it is
wise to understand how your
partnership can provide support to
those partner organisations to

develop sustainability, skills and
strategy, such as:

• Giving organisational partners
space away from project delivery
to plan for the future.

• Facilitating sustainability at an
organisational level, rather than
just a project level.

• Allowing sufficient time for exit
strategy support.

• Helping grant-holders prepare for
sustainability from the outset of
their projects.

• Encouraging organisational
partners to address sustainability
in their project plans and budgets.

Sustainability Determines Your
Legacy

Whatever the size, scale or scope of
your CSI projects, aim to leave a
legacy that benefits the community
long after your funding has
concluded. This philosophy should
underpin the way your company
works today in order to create a
lasting and beneficial impact
tomorrow. For further information and
research on sustainability and CSI
partnerships, the Big Lottery Fund
has compiled useful resources with
in-depth research and learnings as
part of their “Project sustainability”
report.

www.biglotteryfund.org.uk/
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COMMUNICATION

by Shanda Paine
Group CSI Manager: Tsogo Sun

This is often a hotly contested topic
within the corporate environment and
there are many varying schools of
thought. While on the one hand you
are proud of the initiatives and the
ways in which your company is
involved in — and impacting —
communities and the beneficiaries of
the programmes, on the other hand it
could be seen as unnecessary or
blatant self-promotion.

The purpose, intent and context
should always be the starting point of,
and the reason for communicating as
well as determining who you are
communicating to and what you
intend communicating. This pertains
to both internal and external
communications of your Corporate
Social Investment (CSI) and
community engagement initiatives.
The communication standpoint
needs to be agreed upfront: you are
not marketing CSI, but you do want to
communicate CSI to various
audiences internally and externally.

Once that has been agreed, it then
becomes a question of what is
communicated and how it is
communicated to these various
audiences.

Regular, consistent and strategic
communication will benefit all
partners. It will extend the company’s
public profile as well raise awareness
of the work of your CSI partners and
beneficiaries.

HOW TO COMMUNICATE
EXTERNALLY VS INTERNALLY -
DIFFERENT APPROACHES

Aswithanybusinessordivisionwithin
a business, you have different
audiences that require different
information, often in different formats,
based on what is required and what
may be relevant and important to
each audience.
The key question here is to WHOM
are you communicating? We need to
bemindful of the fact that although the
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content is the same, how you communicate, and the medium and context through
which you communicate also needs to be considered.

Your Audience

It is important to understand to whom you are talking. The language, tone, format
and type of information required differs from one stakeholder group to another.
This does not mean that you are changing the information but rather just the way
it is presented and what information is given the most prominence.

Communicating Externally

When communicating externally, always make the beneficiary or the cause the
focal point of the communication, particularlywhen talking to external parties. That
is your purpose.

From there your information should start to flow to the relevant audience. If you are
using the CSI initiative merely as a brand-building opportunity or as a public
relations exercise it could well come across as contrived and insincere. In this day
and age the general public ismuchmore socially aware and sometimes cynical (or
even distrustful) about corporate involvement in community development.
Therefore it is important always to be authentic in your motive of contribution and
being involved in community development, and this will shine through in your
communications.

Communicating Internally

However, the opposite is true for reporting internally. Management and staff are
eager to knowwhat the company is doing in the community andhere you canshout
a bit louder as this could impact Board support of your CSI strategy and also
positively impact the staff morale as they know that they work for a company they
can be proud of that is so actively engaged in communities and development
initiatives.

CHANNELS TO COMMUNICATE SOCIAL COMMITMENT ACTIVITIES
EXTERNALLY

What is the message that you want to send out and what is the channel that you
want to use to share that message? This comes back to the purpose and intent.

First, one needs to consider who is classified as an external audience:

• Beneficiaries
• Project partners
• Service providers
• Community members
• Consumers
• Other corporates/collaborative partners
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• Government
• General public
• Media

When communicating externally, bear in mind that
this is who you will be reaching and then consider
themessageyouwould like tocommunicate.There
are multiple ways in which to reach these external
audiences and some may be accessed through
multiple channels and others through very limited
channeloptions.Audienceswill access information
in different ways and one needs to be savvy as to
whichmediums are likely to reachwhich audience.
These include, but are not limited to:

• Media - print, broadcast and online.
• Advertising
• Advertorial
• Social media
• Local community networks
• Member-based communications

WHAT TO INCLUDE IN YOUR INTERNAL
COMMUNICATIONS REPORTING

What and how you report internally is very
dependent on the nature of the organisation and
the structures created with regards to where CSI
fits into that structure.

For most companies, CSI will either be part of the
marketing or the human resources departments
and in some cases will report directly to the CEO.

It must be noted that there is a difference between
communication and reporting.

Organisations are increasingly required to provide
reports for compliance requirements.Giving is also
no longer just an obligation but now part of the
business strategy — CSI needs to report
accordingly and talk to that strategy.

Internally, the employees and Board members of
an organisationmay have different communication
channels and what they might find relevant. Some
could include:
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•What is the strategy?
• How can company employees
volunteer?

•What is the impact on the
communities that are receiving
the contributions and how
are our funds making a
difference?

•What is the impact of the
organisation working in those
communities and how is it
making a difference?

•What is the longer-term vision
of the organisation in terms of
these contributions/
programmes/initiatives?

There are various levels of
reporting required and feeding
back to the different stakeholders.
In the past, just reporting on the
value of the spend and what you
did was sufficient — with a few
photographs, of course.
Management now wants to know
what the impact is of the
contribution the company is
making — not just what is being
spent.

Pleasedonot getmewrong, these
are all valuable pieces of
information and should not be
discounted, but they should
always be in context and based on
providing information about what
the purpose and the need is. Do
not think your audience is
completely ignorant on the subject
matter. They need to know what
the challenges are, what you are
doing to address it, how you are
addressing it,what youhavespent
to address it, what the vision in
being part of the solution is and
ultimately,what successhas there
been in addressing this particular
challenge?

DELIVERING RELEVANT REPORTS

Knowing what to include in your reports
meansagainasking thequestion “what is
the purpose of the information being
included and its relevance to the
audience?”

When talking to the business, the reports
need to show how the CSI strategy talks
to the business strategy. One of the
primary and possibly first lines of the
reporting for many businesses is making
sure that the compliance requirements
relevant to the industry and the
organisation have been addressed and
met. This could include the Companies
Act, B- BBEE regulations, industry body
regulations, King reports and/or internal
corporate governance.If these are being
met, then you can delve intomore details
about the actual implementation,
delivery and impact. Thereafter, look to
show value in terms of what has been
delivered against the initial deliverables,
whether there has been monitoring and
evaluationandwhat theoutcome, impact
and if possible, what the return on
investment has been.

With regards to reports with partners and
stakeholders, the same information is
prepared, but the primary area of
reporting to cover is aboutwhat has been
delivered against the agreed upon
upfront deliverables, what has been
achieved, the outcomes and impact.

Ultimately for all parties, the reports need
to conclude with what has been
delivered, achieved, the outcome and
level of impact and benefit as intended.

FEEDBACK AND UPDATES TO THE
BOARD OR SENIOR MANAGEMENT

As with any other division or department
in the organisation, it is important to



understand what information the Board requires or
would be interested in, how often and in what format
they would like to receive it. The best way to do this—
in its most simple form — is to ask them. Each
organisation has its own structures, so there is no right
or wrong way, but is based on internal methodologies
and structures.

First find out about the financial reportingmechanisms
that are implemented within the organisation and how
CSI can potentially align itself to those reporting
structures. Speak their language (i.e.: statistics, data
and social impact rather than emotional anecdotes)
and you will have a stronger chance of being heard.
For example, what monthly, quarterly, biannual and
annual reports are generated in the company and by
whom? Discuss your suggestions of what to include
with your direct report and prepare draft information.
Start by helping themalongbygiving abroadoverview
of the role of CSI and the items that are of high-level
importance and relevance.

RELATIONSHIP BUILDING WITH
STAKEHOLDERS

Through the correct communications channels, build
relationships with each of the relevant stakeholders
internally and externally.

It is important to develop and build on the external
stakeholder relationships with community partners,
community members, consumers and the public to
ensure a cohesive and holistic manner of achieving
sustainable and successful community development.

This is done in many ways, depending on the level of
engagement and implementation with each
stakeholder. Include creating awareness that your
company cares, not just in words, but also in action by
showing that you are playing your part in being part of
the solution and of driving positive change through
active engagement and not just financial handouts.
Businesses and organisations have valuable
financial, in-kind and human resource contributions to
make and by engaging with the relevant stakeholders
and keeping the door of communication open (and
being transparent) you ensure all parties are able to
collaborate and achieve their objectives.
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PR: DEALING WITH COMMUNITIES AND THE MEDIA

The overriding purpose for communications should be clear. What are you trying
toachieve through thecommunications— is it to get publicity for your brand, create
awareness or a call to action? Your purpose in communication will help determine
what you say and what medium you use to say it.

Media Value

When dealing with media (and this is oversimplifying it), if a story is a good story,
and not a public relations punt, then it has media value. Without going into detail
about how to work with media, they are a great medium to communicate to your
target audience in creating awareness. However, be strategic in using the media
and be sure to understand a few elements to ensure greater success:

•Which media? Is it print, broadcast, online or social media?
•Who is the target audience of that media?
•Will themessagebecommunicated ina language (vernacular) understoodby the
majority of those youare trying to reach?This canbesaid for any communication
format being used to engage with communities.

This is the summationof all that is beingaddressed in the sphereof communication
of CSI. First and foremost, it needs to be agreed and understood what the intent
and purpose of the communications of CSI is and it should not be seen as a
marketing exercise.

The Difference Between Marketing And Communication

If the intention is purely to create brand awareness, then that is marketing!
However, if you are trying to send a message, create project awareness and
community benefit or get people to respond and support, then you are
communicating.

Companies that are sincerely committed to making a social impact through their
social investment and make CSI a part of their business strategy will be judged
according to their impact andactions over time, not simply through the perceptions
that they hope to create through their marketing strategies. Sincere social
investment will speak for itself. This is one of the best ways for companies to build
their brands as responsible organisations and communicate the achievements of
their social investments.

Remember that an effective CSI programmewill provide a company with strategic
benefits even if theseprogrammesare not publicised. Thepublicity is anadditional
benefit.
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NATION BUILDER’S TIPS ON COMMUNICATION

Communicating CSI

It's important to tell your CSI story to your employees, the community and the
outside world. It validates your work and binds you to your stakeholders.

Why Communicate?

CSI is not just about doing good; it's also about being seen to be doing good. And
that means using the media in all its diverse forms to put your good work across.
CSI communication is an exercise in relationship-building and binds you to your
various audiences, both inside and outside the company. It also helps beneficiary
projects to attract other support and gives themexposure theymight not otherwise
get.

When Should You Communicate?

Whenever there's something worthwhile to talk about, whether it's the high-profile
opening of a new project, an interim progress report or a speech by a company or
community representative. It's only by constantly pushing your message onto
pages, screens and airwaves that you will build a media profile for your CSI
programme. It's acompetitiveenvironmentout there: somestorieswill beusedand
somewill not. But those that get throughwill help to establish you in the public eye.

What Should You Say?

Be sincere. Tell it like it is. Report the facts about what you are doing, simply and
responsibly. Equally important, do it strategically — in other words, choose a
particular set of messages that differentiate you from others and hammer those
home repeatedly.

What Should You Avoid Saying?

We live inaneraof crassmediaexploitationof suffering; donot cater to thismarket.
Your communication must be deeper and more nuanced. Avoid ‘poverty
pornography’ and be aware of sensitivities that may arise from trying too hard to
get publicity forwork that alleviates hardship and suffering. It's important to respect
the dignity of the people who work in projects.

Top Tip: Ultimately, all communication is an exercise in relationship building.
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COLLABORATING
WITH OTHER

FUNDERS
By Keri-Leigh Paschal

Executive Director: Muthobi Foundation

It is common knowledge that collaboration can achieve far greater impact in a
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. It
also fosters an environment that can either equip or train smaller players in the
industry and introduce innovation and new solutions. However, in the real world,
collaboration can be a little more complex than it may sound in theory.

WORKING WITH OTHER DONORS

A donor relationship is much like any other relationship: you need the right partner
for the right reasons otherwise all kinds of tensions and conflicting interests or
approaches could arise.

Collaboration is nothing new, it is a principle thatmany people have benefited from
and leveraged over time. The institution of business was birthed out of
collaboration where communities realised that if different people focused on
specific tasks there would be greater productivity and the opportunity for larger
production of each product.

Collaboration remains an important element in achieving ultimate success.

THE ESSENCE OF COLLABORATION

Questions to ask:

• Purpose - what is the overarching motivation behind the partnership?
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• Specific aims - what are the
specific goals you would like
to achieve?

Once you have answered
these two questions for
yourself, it is important to
discuss these in detail with
potential collaborators to
ensure you share the same
vision and desire the same
outcome achieved through the
specific goals while also
discussing potential roles and
expectations.

ESTABLISH A CORE COMMUNITY

Once you have had these discussions and
identified the members with whom you wish to collaborate — those who
share the samevision andpassion for the ultimate endgoal— it is time to establish
a core community. It is advisable to only include people in the community that are
willing toshareandcontribute, asself-seeking individualsbreakupandoppose the
essence of collaboration.

GIVE MORE THAN YOU TAKE

The attitude, activities and conversations within the group should be entered into
in this spirit. This encourages others to do the same and increases trust between
collaborators, which allows formore resources and knowledgeaswell as a greater
sense of purpose for the project. The strength of collaboration lies in the pooling
of knowledge, skill and relationships/networks; members that hold their cards
close to their chests risk breaking down the strength of the collaboration and leave
room for complication, misunderstanding and conflict.

HANDSHAKES BUILD COMMUNITY

Collaboration isheavily relianton relationshipsand trust. Inorder toestablish these
trusting relations, you need to invest face-to-face time into the collaborative group.

START SMALL

When entering into, or forming a new collaboration, it is advisable to start with
something small. Divide the project into phases andmake sure that the first phase
is not overly complex with lengthy time frames. You will find that differences in
vision, opinion and approach will often come to the surface quickly and a smaller
project is a great place to address these differences.

Collaboration
can achieve far
greater impact in
a shorter period

of time.
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MAP OUT EXPECTATIONS

Once the relationship has been fostered and vision and goals are agreed upon, it
is advisable to map out roles and responsibilities. Include timeframes, meeting
frequencies and the more difficult discussions around finance, administration,
M&E and brand. You will find this process to be much easier if all committee
members approach this with the ‘give more than you take’ attitude. Some
collaboration may even need formal partnerships and an MOU.

NO SPACE FOR HEROES

Collaborations often experience pressure when brand and impact
reporting are discussed. In collaborative efforts no one should be in it
for the fame or to take all the credit. Rather, collaboration is about the
whole collaborative group growing and succeeding together, and
thus reporting can be done with a holistic and collective view.
Attribute credit to the collaborative for the increased impact
achieved (which outweighs the individual impact of each
contributor). Branding is to be discussed upfront, once again
leaving the self-seeking agendas at the door.

KEEP YOUR EYE ON THE BALL

It is easy toget excitedabout thedifferent skills, services
and products each collaborative member can bring to
the table. While these elements can start to drive the
collaborative initiative, imposing solutions on the
beneficiaries that are not initially planned should
be avoided. Keep bringing the collaborative
group focus back to the vision,motive and goals
set out in the beginning stages of the
collaborative effort. If these need to be
altered, it should be discussed and agreed
upon with all collaborative members,
including community leaders or
implementing NPOs.

SURVEYING THE JOURNEY

It is important to know where you
have come from and where you
are going. You can learn from
the past and plan better for the
journey ahead. It is this
process that often creates
some friction or confusion
in collaborative initiatives.
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It is important to start off establishing a
baseline before starting any collaborative
implementation; elements to be monitored
en route should also be agreed upon and
tracked. Once again, responsibility for this
administration should be clearly set out
before implementation and monitored
along the way.

Monitoring and evaluation is covered in
greater detail in the next section if you
would like to know more about managing
this effectively.

HOW TO EXIT WITH INTEGRITY

When mapping out your expectations, it is
important to document and agree upon the
procedure to follow if one of the
collaborators wishes to exit the initiative.
This shouldnot beasuddendecision; there
should be clear responsibilities that can be
either passed on to a new collaborative
member (selected by the rest of the team)
or slowly handed over within the group. It is
never easy to exit something you have
been an integral part of and you should
therefore carefully consider the risks and
commitment required by the collaborative
before entering into it.

SOME QUESTIONS TO CONSIDER
BEFORE COLLABORATING

•Have you considered any potential
reputational risk thatmight come into play
due to the collaborative effort?
•For how long do you plan to collaborate ?
Doall the collaborating parties seem tobe
establishedenough tomake it through the
length of the partnership?
• How committed to the collaboration are
your other stakeholders (senior
management, the community etc.) aswell
as the potential collaborators’ influential
stakeholders?
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MONITORING &
EVALUATION

by Akhil Singh & Sarah Ball
Senior Advisors, Climate Change And Sustainability
Services, KPMG

In light of the increasing strategic intent being applied to decisions around
Corporate Social Investments (CSI), and the obvious belief in the ability of CSI to
haveapositive impact both on the company in question and relevant beneficiaries,
the ability tomeasure, understand and effectively communicate this message has
become increasingly important.

The advantages of conducting effective and efficient M&E are as follows:

•Provides an information base off which strategic decisions can bemade that will
improve the intervention, achieving greater impact for the desired beneficiaries.
• Assists in improving accountability and enhancing the business case for CSI
investments.
• Provides an avenue for continuous engagement with beneficiaries and other
stakeholders, during and after the completion of a project, which helps in building
and maintaining strong relationships.
• Assists in identifying other needs of beneficiaries, which can contribute to the
success of a particular intervention. For example, an enterprise development
initiative can begin with funding and by conducting continuous monitoring other
needs can be identified such as training and access to markets.
•Provides a strong fact base to ensure that assets provided to beneficiaries under
an intervention are being used andmaintained appropriately, which can increase
the life of the asset.
•Assists in maintaining momentum during the period of intervention through
continuous engagement.
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Therefore, it is critical to understand the value that M&E
brings into CSI projects in order to adopt it as a critical part
throughout the project time period — from design, planning,
implementation, regular evaluations to reporting.

THE DIFFERENCE BETWEEN MONITORING AND
EVALUATION

• Monitoring is the ongoing collection and analysis of data
that informs project managers whether the project’s activity
milestones, target performance indicators and ultimately
objectives are being met.
•Evaluation is a comprehensive periodic review of the long-
term project outcomes and impacts, and looks at what did
and did not work (and why) to draw lessons and therefore
inform future projects.

M&E helps determine what success looks like and how it can
be measured at an organisational as well as project level. It
is important to make this distinction because in common
practice goals, objectives and performance metrics are
limited to the project level. As social investments are usually
across a range of projects in different thematic focus areas it
is important to tie project level metrics back to the
organisation’s larger strategic goals and objectives to
measure and report on performance.

THE GROWING IMPORTANCE OF M&E

Those working in the social investment space will have seen
growing emphasis on M&E in the recent past. This can be
ascribed to a number of factors as outlined below.

Increased Regulatory Pressure

In a number of industries, CSI regulations exist in one form or
another. InSouthAfrica, this isoften in the formof the relevant
sector charters or the B-BBEE codes. Historically, the
monitoring requirements have largely been limited to inputs
(howmuchmoney is being given or what activities are taking
place). Increasingly, pressure is mounting to report on what
is being achieved through these activities and financial
contributions. The only way to keep track of these, and to
report them accurately, is through constant monitoring and
periodic evaluations.
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Donor Fatigue

Donors the world over, whether
contributing to development in their
private capacity or on behalf of a
corporate, through a government or
donor agency, are growing impatient
with the feeling of constant giving
without any tangible or clearly visible
return.

Having contributed as a result of a
desire to ‘make a difference’, the
inability to see or understand what
this difference is or whether, in fact,
anydifferencehasbeenmadeatall, is
frustrating and demotivating.

M&E is a useful tool in combatting this
and ensures that funders have a
better idea of the impact being
achieved and are better able to adapt
their strategic goals and objectives of
funding to achieve the desired impact
if this is not taking place.

Increased Stakeholder Pressure

In addition to donor pressure to see
tangible results, pressure is
increasing from other stakeholders
such as governments, communities
in the areas of operations and even
customers who would like to do
business with a socially responsible
corporate. M&E can help showcase
the performance of social investment
programmes implemented by
corporates.

Increased Internal Pressures To
Prove A Business Case

In the past, budgets were allocated to
CSI and essentially written off as
expenditurewith intangible returns. In
the tough economic conditions that
corporates now operate in, it is of

importance to fully understand the
value generated from CSI. This is
important not just from the
perspective of maintaining a social
licence to operate but to also provide
a strong business case for CSI.

There is a clear need to be open and
accountable to all stakeholders
including shareholders and providers
of financial capital. This is critical
because social investments are
drawn from this financial capital and in
these times of economic distress,
there is a need to demonstrate and
report on thevaluecreated from these
investments.

Improved Collaboration And
Desire To Share Lessons Learned

CSI is a sector in which practitioners
cannot afford to be territorial, nor can
they afford to make the same
mistakes that others have already
made. In recognising this, there is a
clear desire amongst practitioners for
more collaboration and sharing of
experiences, with clear explanations
of what has worked, what hasn’t, and
why.

CHALLENGES IN M&E

Despite the obvious importance and
advantages of M&E and the steady
growth in the acceptance of its role in
formalising and legitimising the work
being done in the CSI sector, M&E is
by nomeans easy to do. It is complex,
nuanced and still largely informal,
meaning that much of the
methodology is left to the discretion of
the organisation carrying out the CSI
projects. Some of the challenges that
corporates face in adopting M&E are
outlined below.
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Capacity And Strategic Intent

The first, and perhaps most serious constraint in the
carrying out of effective M&E is that of capacity. This is
both in terms of knowledge/skills capacity and human/
financial capacity. This also refers to time invested in
gathering the right information, case studies and stories
that can tell an exciting story as well as provide valuable
lessons for future interventions. There is a specific
skillset required to carry out M&E based on
internationally accepted standards and practices. While
there are relatively few practitioners trained to do M&E,
the professional community is certainly growing and
knowledge is more effectively being shared and
disseminated.

Human capacity, linked integrally to financial capacity,
tends to be a more common constraint. The time, skills
and effort required to carry out M&E does require that
specific members of staff are assigned to this role,
leading to financial commitments needing to be made.
The only way to justify and prove the need for this
financial contribution is by creating an understanding of
the value of being able to prove and improve the impact.

Top management needs to buy in to the need and
importance of M&E to push down a corporate culture
across the organisation to continuously prove and
improve their social performance.

Data Collection

Collecting relevant data at key intervals is integral to
effective M&E. It is important to standardise the way in
which data is gathered in order to ensure consistency.
Using a range of tools and engaging with a range of
stakeholders is one way of ensuring that information is
accurate and appropriately thorough.

Some of the tools to consider while gathering data are
outlined in the following table.
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There is also the option of using participatory monitoring techniques, which
involves project-affected stakeholders in the monitoring of their own project.
Involving stakeholders in monitoring instead of only consulting them, strengthens
the relationship between the project and the stakeholders, encourages the
stakeholders to take more responsibility, promotes transparency and supports
empowerment.

Consistency Of Data

A number of CSI funders implement projects through a range of project partners
and beneficiary organisations. This presents a challenge in terms of gathering
consistent data, as organisationsmight be accustomed to gathering a certain kind
of data, or gathering data in a certain way, which means it is difficult to integrate
into an overall M&E framework for a specific project or organisation.

For this reason it is important to clarify upfront expectations in terms of data
capturing and, where possible, develop standard tools for collecting data in order
for it to be easily integrated and synthesised.

M&E ACROSS THE SOCIAL INVESTMENT LIFE CYCLE

The social investment life cycle is divided into four distinct but connected,
continuous and mutually reinforcing sections being: strategy and governance,
implementation and processes,M&E, and reporting and assurance. These can be
viewed at an organisational level but at the project level an additional section (after
strategy and governance) of design and planning is required.
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Strategy And Governance

When deciding on a strategy, it is
important to reach a consensus as to
what success looks like. This is based
on an understanding of the baseline
or what the status quo is before
deciding on the type of interventions
that are required. The overall CSI
strategy should be aligned to not only
the needs of the target beneficiaries
but also to the business objectives
and compliance requirements.

The combination of a clear strategy
and a thorough baseline will inform
the goal, corresponding objectives,
targets and indicators against which
success can be measured. Useful
tools that canbeusedat this stageare
the Theory of Change and Impact
Maps (see Tools and Methodology
section for an explanation).

An overall, monitorable Logical
Framework based on the Theory of
Change is important at an
organisational as well as project level
to establish what will be measured,
how it will be measured, who is
responsible formeasurement,when it
will be measured and what resources
are required for measurement.

It is also important to clearly outline
the governance and accountability
arrangements for the implementation
of the CSI strategy, which will include
relevant policies and procedures,
governance structure and reporting
framework.

At a project level, based on the
organisation’s CSI strategy, a design
and planning phase is required. This
phase can use a similar approach as
the organisation level to determine a
baseline for the project, identify a goal

and objectives and set targets and
indicators using the Theory of Change,
impact mapping and Log Frame tools.

Implementation And Processes

Implementation mechanisms and
processes should be optimised to
maximise development outcomes.
There needs to be adequate capacity
andexpertise toeffectivelyandefficiently
implement projects. It is important to
develop standard monitoring tools to
ensure consistency in data collection.
This can be achieved by adopting and
disseminating standard M&E guidelines
to enable continuous monitoring and
comprehensive evaluations at regular
intervals.Activitymapsareuseful tools to
assist in implementation as they help to
break down the implementation
framework into specific tasks and
performance metrics.

Monitoring And Evaluation

There is a need for continuous
monitoring of outputs and
comprehensive and regular evaluations
of socio-economic impacts to prove and
improve social performance results. This
provides useful intelligence to improve
the implementation of ongoing projects
and improve the design of future projects
bydocumenting the lessons learnt, areas
of improvement and key success factors.
This also helps to prove the impacts
achieved from specific project
interventions.

Reporting And Assurance

Reporting needs to be transparent and
accountable to highlight what is working
and what is not to key stakeholders.
There is also a need to provide
assurance on the credibility of
performance results reported to enhance
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relationships with stakeholders and to present a balanced picture of CSI
initiatives.

Effective reporting can only be achieved once there is clear data in terms
of outputs, outcomes and impacts of initiatives. This information can then
be assured in order to reduce the possibility of encountering issues and
inconsistencies by adopting an established and internationally
recognised approach.

TOOLS AND METHODOLOGIES

Theory Of Change

The Theory of Change involves tracing how cost or time inputs deliver
specific outputs, which result in outcomes and impacts for stakeholders.
This is an important step in clearly outlining what the initiative will seek to
achieve using a development programme lens.

The key questions based on which the Theory of Change is developed
include:

• What financial and non-financial inputs (resources) are required to
deliver the initiative?
•Whatactivitiesneed tobeundertaken toensure that the initiative targets
the intended beneficiaries?
•What are the quantifiablemeasures (outputs) that demonstrate that the
activities have taken place?
• What changes (outcomes) in the short, medium and long-term are
taking place to achieve the overarching goal and corresponding
objectives of the initiative?

Impact Maps

An impact map is a structured representation of The Theory of Change
and provides a plan for M&E throughout a project lifecycle. It should be
initially populated during the design and planning phase of a project. An
impact map specifically defines:

• What should be monitored and evaluated (i.e. the inputs, activities,
material outputs and material intermediate outcomes and material
impacts)?
• How will it be monitored and evaluated (i.e. sources of evidence)?
•Who is responsible for monitoring and evaluation?
•Whenwill it bemonitored and evaluated (i.e. M&E intervals that align to
milestones set during the design and planning phase)?
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•What is needed to ensure themonitoring and evaluation can happen (i.e.
financial and human resources)?

Activity Maps

Based on the impact map of a project, a detailed activity map needs to be
developedwhich will outline the roles and responsibilities of implementing
staff and identify performance metrics, as well as relevant risks and
mitigation actions. The activity map also maps out the specific costs
involved for implementation.

M&E Methodology - Social Return On Investment (SROI)

The SROI methodology tells the story of how change is being created by
measuring social, environmental and economic impacts, and evaluating
these in monetary terms. It follows a structured approach that draws on
traditional and internationally accepted impact assessment
methodologies of Theory of Change and social cost benefit analysis
principles.

The SROI methodology enables the impacts to be expressed as a ratio of
benefits to costs for each project in Rand-terms i.e. for every R1 invested
in a project, the social, economic and environmental return (in Rands) is
‘Rx’. For successful projects ‘Rx’ is greater than R1.

Helpful Resources

KPMG’s thought leadership publications are available on http://
www.kpmg.com/za/ssi
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CSI POSITIONING AND
GOVERNANCE

By Paul Pereira
Director: WHAM! Media

CSI POSITIONING

LOCATING CSI WITHIN THE COMPANY

Some companies, especially larger ones, create nominally independent trusts or
foundations to manage their CSI. Some outsource the management of these
trusts, while other trustsmanage themselves.Most companies, though, carry their
CSI work internally, sometimes as a stand-alone department and often as a
function within marketing, human resources or corporate citizenship.

It iswhenCSI is such a line function that its positioningwithin the company’s power
dynamics becomes important to its chances of achieving good community
development results.That’s partly because CSI, by definition, is not an income-
generating activity and thus can tempt colleagues to direct its budget to
fashionable causes or short-term community needs, often decided by staff whim.
Yet development work is at the heart of good CSI, and this is most often a thing of
the long-term and of nuance.

It matters then, that a company’s CSI function or department is understood within
the company as operating under set rules and consistently clear processes and
with easily understood internal reporting lines that carry the approval of the
company’s executives. Company size and CSI budget will obviously determine
whether or not the company’s personnel responsible for CSI carry managerial
seniority.Where they do, they will bemore easily able to explain and defend CSI’s
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proper developmental role in society.
Where they don’t, they would do well
to find executives who will take an
active interest in doing this on their
behalf.

Just asCSI is no longer reported on to
stakeholders separately from other
company activities, so it is also true
thatCSI can hardly be kept away from
other company work, and nor should
it be. Good CSI developmental
strategies take cognisance of overall
brand strategy and feel, and dovetails
with the company’s broader public
persona wherever appropriate.

Still, it is a deft-of-foot CSI manager
who is happily able to combine his
function’s broader developmental
work in society with the often more
immediate wants of colleagues who
are necessarily focused on the short-
term bottom line. It is a task made
immeasurably simpler by executive
endorsement, strong internal
communication of the ‘why’ of this
work, and the protection of
transparent and accountable CSI
mandates and processes.

GOVERNANCE

For some companies, CSI is carried
out through nominally independent
company-associated trusts or
foundations. These have their own
Boards of Trustees and they are
typically governed by public benefit
law relating to the SA Revenue
Service and/or the Companies Act of
2008 as it affects non-profit
companies.

Other companies manage their CSI
as a line-functionwithin the company,
and governance and reporting
requirements are set by the company

itself. The latter also applies where
companies devolve CSI functions to
individuals who may have other jobs
within their portfolio of work.

Governance and reporting of CSI are
thus dependent on how CSI functions
within the overall structure of a company.
Whether this takes the formof a trust with
a board, a foundation or an in-house
department will determine the level,
frequency and format of reporting.

In most scenarios, annual CSI reporting
is included in an integrated or
sustainability report, in conjunction with
the financial and other department
reports. The advantage of this is the
recognised and inclusive nature of
having CSI form part of the overall
presentation of the company to the
public. Within these publications, it is
often required for a full financial report on
the CSI activities and department to be
included, as well as guiding principles,
objectives, beneficiaries and supporting
case studies.

Depending, once again, on the structure
and nature of the company and the
reporting that is required, internal
reporting may benefit from a more
frequent interactionwith either a social or
ethics committee, or management/the
board itself. This offers a degree of
transparencyandcontinuedalignment to
the values and course of the company. It
also allows CSI to potentially take a
considered role in any decision-making
that has an effect on CSI practice and its
community impact.

From a practical perspective, keeping
abreast of CSI reports and governance
on an ongoing basis allows for ready
access to this information as and when
needed, rather than for a scramble for
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information at the last minute, which may put CSI practitioners, as well as
beneficiaries, under pressure.

Regular, detailed and easily-understood reporting should be part of any funding
agreement between a company and the receiver of CSI support and is an
opportunity to present the good work that a company does to both internal
decision-makers and to outside stakeholders to greatest effect.

VOLUNTEERING AND
EMPLOYEE INVOLVEMENT

by Mercia Maserumule
Group CSI and ED Manager, Transformation
and Corporate Affairs: EDCON

INTRODUCTION

Employee volunteerism as a component of a company’s corporate social
investment (CSI) can be a powerful means of supplementing and complementing
CSI efforts. A strategic Employee Volunteer Programme (EVP) can be a way of
supporting company CSI initiatives and activities that seek to improve the quality
of life and wellbeing of individuals, families and communities within which the
business operates and where its employees and customers live.

EVPs support core business interests such as employee attraction (staff
recruitment) and talent retention, employee engagement, employee performance
and development, all of which contribute to a company’s social standing in society
and to the business’ triple bottom-line. An employee volunteer programme takes
cognisance of the fact that employees are the heart of a company’s operations and
performance, by providing opportunities for them to share their knowledge, skills,
expertise and resources. It therefore lends itself to building an extended sense of
personal purpose and fulfilment. Employees feel that they can offer more value to
theemployer, overandabove theexpected jobperformance, thus instillingasense
of pride in the employer for demonstrating socially-conscious values that alignwith
their own.

“An Employee Volunteer Program (EVP) is a planned, managed effort that seeks
to motivate and enable employees to effectively serve community needs through
the leadership of the employer, community engagement program (CEP), or other
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programme that addresses the company’s involvement in societal causes.”
~ Business4Better Thought Leadership Report: Volume 1, May 2013.

DEVELOPING AN EVP FRAMEWORK AND GUIDELINES

An employee volunteer programme is a platform and vehicle to actively engage
and involve employees in social issues. When effectively and successfully
implemented, such a programme can enable employees to apply their skills,
knowledge, expertise and resources for social goodby supporting, influencingand
effecting transformational social change for the benefit of others (NGOs,
communities, interest groups).

In leveraging non-cash assets (product, volunteers or other company assets),
companiesareable tosharehuman resourcescapital tobuild relationships thatput
them, their brands and sub-brand in a favourable position with beneficiary
organisations, governments and communities.

The 2012 Talent Report: What Workers Want, showed that more than 50% of
students entering the jobmarket today expect tomake a social and environmental
impact through their work. Meanwhile, consumers are also asking more from
companies: peoplewant to buyproducts fromcompanies that are consciousof the
communities around them and that are helping to find solutions to tough societal
problems.
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THE STRATEGIC PLAN

It is important for the success of an employee volunteer programme to be based
onclearly definedgoalsandobjectives that arealigned to thecompany’s corporate
social investment and business strategy, vision, mission and values in order to
secure the necessary support from executive management. Such a strategic
approach will help create a structured and effective programme that not only
enhances and advances the company’s CSI and employee engagement efforts,
but also its positioning within the good corporate citizen domain.

Involving employees in programme development, implementation and
management secures their buy-in. Getting them actively involved in decision-
making around identification, selection,monitoring and evaluation of suitable EVP
projects/programmes that the company supports also gives them a sense of
ownership — a sense of, “It is ours and we are accountable for the success or
failure of the initiative/project”.

Strategic EVP processes thus ensure that the impact and benefits of employee
volunteer actions and efforts can be effectively measured, that such actions have
a positive social impact and benefit for communities and organisations supported
while also generating added strategic business value. It is therefore imperative to
create a balance between social benefits, value for the business and employee
engagement.

GUIDELINES

Employee volunteer programme guidelines help provide a clear definition and
breakdown of the processes, principles and terms governing employee volunteer
actions, such as:

Volunteering Opportunities

The type of activities that qualifies as volunteer action:

Source: Edcon Employee Volunteer Programme, Guidelines 2013



Focus Areas

Defining the focus areas for employee projects/initiatives (e.g. CSI focus areas,
development areas excluded from CSI or areas of employees’ choice).

Paid Work Time

Allocating a certain number of paid work hours for employee volunteer work (e.g.
eight hours per year)

Management Tools

The following management tools can be used to facilitate communication, as well
as tracking, monitoring and measuring the impact and benefits of an employee
volunteer programme.

• Registration Form - an electronic or printed form that employees complete that
include details of the employee, an indication on the type of volunteer work they
wish to do (e.g. payroll giving, time, skills, goods, etc.)

• Tracking System - a log sheet to monitor and track project progress, outcomes
against set goals andobjectives (hours spent onvolunteerwork, employeeswho
sign-up, funds raised by employees, number of projects, etc.)

• Reporting - monthly, quarterly or annual reports
• Calendar of Events - highlight volunteer opportunities and events for the year
(e.g. Mandela Day, Women’s Day/Month, Cancer Awareness Month, World
AIDS Day, International Disability Day, etc.).

Source: Edcon Employee Volunteer Programme, Guidelines 2013
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Leadership Support

Securing senior leadership approval,
support and participation is invaluable
to furthering the EVP goals and
objectives. Such executive support can
facilitate greater employee
engagement and buy-in, as well as
entrench a culture of giving amongst
employees and within the company.
It becomes less challenging to secure
executive and/or board approval for an
EVP based on a strategic-approach
that is aligned to strategic business
imperatives and that shows capacity to
create shared value (e.g.
transformation, good corporate
citizenship, employee retention,
financial performance). An example is
where an Exco member of a company
champions the company’s EVP launch
by acting as one of the faces used in the
communication campaign’s posters,
corporatemail and company newsletter
to rally employee participation and buy-
in.

Employee Communication And
Engagement

An employee volunteer programme
needs to be supported by a
communication plan that is focused,
continuous and consistent in order to
create awareness on volunteerism,
affect culture change, secure employee
buy-in and entrench understanding of
the EVP.

An effective communication plan is one
that creates opportunities and provides
platforms for meaningful employee
interaction, engagement and sustained
interest. It is innovative and takes full
advantage of available internal
communication channels and
resources in order to:

• maximise its effectiveness and
success in relaying the EVP
message.
• sustain momentum in employee
participation.
• highlight employee volunteer
efforts and projects.
• reinforce programme messaging
and successes.

Communication elements can
include:

• Create a ‘Look & Feel’ that
distinguishes the employee
volunteer programme from other
company programmes such as the
Employee Wellness Programme,
Employee Awards Programme,
etc.

• Arrange Teaser Campaigns
• Corporate mails
• Intranet
• Message Reinforcement via hand-
outs at the turnstiles, entrances
and canteens, desk drops and
posters.

• Distribute information packs and
pamphlets to employees.

• Publish an EVP newsletter on a
monthly, bi-monthly, quarterly,
half-yearly or annual basis.

• Feature articles telling inspiring
stories of employee volunteer
initiatives and projects.

Innovative communication, coupled
with the management and evaluation
tools, create favourable conditions for
a successful employee volunteer
programme that achieves the desired
social and business benefits.

In addition to using multiple
communication platforms, channels
and mechanisms to communicate
and highlight employee volunteer
actions, the following are some of the
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draw cards that can be used to create large-scale employee participation, buy-in
and support:

• Allocate work paid hours to encourage employees to participate in volunteer
actions.
•Providematching donations to support employee volunteer efforts (e.g. provides
rand-for-randmatching donation to a set maximum towards employee volunteer
efforts).
• Introduce special benefits for employee volunteers (e.g. volunteers receive a
special branded sign-up pack) to build volunteer team spirit and identity.

Recognise and acknowledge employee volunteer support, participation and
achievements (e.g. presenting employee volunteers with certificates at special
events).

Company benefits of employee participation in volunteer programmes include
positive or improved employee morale, change in employee attitudes and
perceptions, which positively impacts their productivity, job satisfaction, loyalty
and attracts new talent into the business.

Measuring Impact

Making use of evaluation tools helps tomeasure the effectiveness, social benefits
and business impact of an employee volunteer programme. It also quantifies the
value that volunteer efforts and projects bring to the beneficiary organisations,
communities, as well as to the business.

Elements that can be measured include:

• Number of employees who signed up as volunteers
• Number of projects supported
• The types of volunteer actions
• The reach of volunteer activities and projects (number of beneficiaries,
geographic spread)
• Amount of time spent (number of hours employee volunteered)
• Rand value of volunteer actions (applying a set formula to determine the rand
value of hours spent volunteering)

According toGoodCompanies, Better Employees (Tuffrey, 2003), the outcome of
an effective employee volunteer programme may include:

• An improved rating of company by employees as the place to work
• Increased job satisfaction levels.
• Increased positive word of mouth among employees about their employer
• Higher retention rates of employees who participated in volunteer activities
than for those employees who did not.
• A trend shown by employees who participated in volunteer programmes to be
more prone to pursue promotion and development activities.
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• Contribution to the company bottom line.

Employee volunteerism can develop and enhance social consciousness and a
sense of social responsibility among employees, which in turn drives their
willingness to get involved in social issues and community activities, while also
helping create a positive brand image for the company and enhancing its social
positioning and perception by customers, clients, business partners and by the
communities in which it trades and operates.

“While company EVP strategies may vary, one thing is certain: engaging
employees through volunteering infuses jobs with purpose-filled work that
increases workers’ chances of remaining happy, productive and loyal.”

~ Ryan Scott, “How Corporate Volunteer Programs Increase Employee
Engagement”

Sources:

1. Business4better Thought Leadership Report. The COMMUNITY
PARTNERSHIP MOVEMENT, 1-2 May 2013. http://www.pointsoflight.org/
sites/default/files/corporate- institute/ubm_b4b_whitepaper8.pdf

2. How corporate volunteer programs increase employee engagement. http://
www.causecast.com/blog/how-corporate-volunteer-programs-increase-
employee-engagement/

3. Edcon “growing hope” employee volunteer programs, 2013 http://
www.ecdcon.co.za

4. Employee volunteer programs lend purpose and meaning. http://
www.causecast.com/blog/in-a-tough-economy-pro-bono-volunteering-takes-
on-new-importance/

5. For new talent, allowing a neutral space for employee training and growth at
a relatively low cost to the company. http://www.pointsoflight.org/sites/
default/files/ corporate-institute/ubm_b4b_whitepaper8.pdf
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CSI MANAGEMENT
AND TEAM

By Paul Pereira
Director: WHAM! Media

THE RIGHT PEOPLE

People form the backbone of any
successful project implementation,
and the same applies to corporate
CSI in its various forms.

Each CSI company function or
department varies, as does its role
and importance to the rest of the
company. However, no matter the
size of the budget or team, CSI
requires a degree of professionalism,
especially when dealing with
beneficiaries. Getting the right
people, with the right skills — and in
this case, clear-headed passion— to
do the right thing is imperative.

KNOWLEDGE AND CHARACTER

Doing good needs more than just the
right attitude. Grantmaking and best
practiceCSI requires systemsupport,
financial acumen, research,
administration and record-keeping. It

also needs managerial, negotiation,
project management and organisational
skills. These things are usually more
important than qualifications.

Knowledge of key social investment
sectors, local languages and people
skills are an asset to the CSI team,
as are people who are
comfortable with the nuances
and complexities of CSI, and
the corporate world.

LEADERSHIP

In terms of structure,
within any team, there
needs to be a leader or
manager, supported by
a strong administrator
and financial person.

In support of delivering
and reporting good CSI,
this core team can be
supported by a community
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liaison and good communicator to facilitate M&E and reporting.

If necessary, a companysponsor atmanagerial level (if not the team
leader/CSI manager) will ensure CSI stays firmly on the company
agenda and CSI in line with the company's strategy and business
activities.

INTERNAL SKILLS DEVELOPMENT

In a sense, CSI practitioners often take a generalist role albeit in a
specific field, andneed support,mentoring and career development
like any other employee. Project management, leadership, an
innovative mindset (that is often required to solve and drive CSI
solutions), ability to listen, understand, communicate and articulate
areall skills learnt in theCSI arena that canoftenbeanasset around
the boardroom table.

EXTERNAL CONSULTANTS

If these skills don’t exist within the company, or the capacity or
resource budget of such is restrained, external consultants are a
good option. They will have the expertise, connections and
perspectives to offer an objective service in which they have a
vested interest.

ing the right
ple, with the
kills - and in
e, clear-headed
on - to do the
ght thing is
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INNOVATION
AND SOCIAL
ENTREPRENEURSHIP

By Lauren Henning
Public Affairs Director: Muthobi Foundation

INNOVATION

INNOVATION AS PART OF CSI THINKING

According to Harvard Business School Professor Rosabeth Moss Kanter:

“Companies that are breaking the mould are moving beyond corporate social
responsibility to social innovation. These companies are the vanguard of the new
paradigm. They view community needs as opportunities to develop ideas and
demonstrate business technologies, to find and serve new markets, and to solve
longstanding business problems.”

Theoverriding viewof academics and social entrepreneurs is that innovation is the
next wave of CSI’s evolution. Liam Black and Adrian Simpson, the creators of the
Wavelength initiative, assist companies to increase their social impact. They
believe:

“CSR is dead. Giving money to charity, staff volunteering, painting the community
centre — all good things but peripheral to the business. They don’t lead to the
creation of new products and services, differentiate your brand, engage your
people or achieve lasting social or environmental impact.”

Black and Simpson believe the answers to the world’s biggest social challenges
will not be found by governments, charities or NGOs alone.

“Increasingly big companies are creating newbusinessmodels, newproducts and
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services that deliver lasting,
financially viable solutions to the big
problems we face. We call this
corporate social innovation andwe
believe it’s the future of business.”

Excerpt from The GIBS Guide to
Sustainability: Corporate Social
Responsibility & Community
Projects, by the Gordon Institute of
Business Science.

SOCIAL INNOVATION POINTERS

• CSI is not a science. It’s a
relationship-based activity to the
benefit of both beneficiary and
company in a world that is
constantly changing. But this is
what makes it exciting. There is
constant scope for development,
research and finding innovative
solutions to problems facing the
profession and society in general.

• Whilebest practiceguidelinesexist,
CSI (particularly in South Africa) is
still a relatively new part of a
company’s portfolio of skills. CSI in
its various forms is largely a
journey of discovery: what may
work in one situation, might not in
another; what may have worked
once upon a time, is now dated and
not having the required effect.

• In addition,CSI cannot act or exist in
isolation. It thrives on shared
learning, on knowing what is
working, forwhomandhow.Neither
is it a competition, although
effective CSI can give a company a
competitive edge in terms of public
image.

•To stay and progress in CSI takes a
commitment to staying in the CSI
conversation on a societal level,
and leveraging that to drive change
within a company. There are in fact

fewdepartments that canhavesuchan
impact on a company.

• Innovative thinking is thinking that is
pioneering, exploratory and original,
drives change, and should be seen as
an asset to any team that is constantly
faced with bridging the divide between
business and society, rich and poor.

SOCIAL ENTREPRENEURSHIP
DEFINITION OF SOCIAL
ENTREPRENEURSHIP

Social entrepreneurship is the phrase
that describes individuals that are
developing innovative solutions to
society's most pressing social problems.
They are ambitious and persistent,
tackling major social issues and offering
new ideas for scale change. These
individuals are willing to take on the risk
and effort to create positive changes in
society through their initiatives.

According to www.Investopedia.com,
examples of social entrepreneurship
include microfinance institutions,
educational programs, the provision of
banking services in underserved areas
and helping children orphaned by
epidemic disease. The main goal of a
social entrepreneur is not to earn a profit
but to implement widespread
improvements in society. However, a
social entrepreneur must still be
financially savvy to succeed in his or her
cause.
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FUTURE TRENDS: WHY IS SOCIAL
ENTREPRENEURSHIP SO
APPEALING?

by Kerryn Krige
Senior Programme Manager: GIBS

‘Social entrepreneurship’ is a phrase that is attracting attention in South Africa as
a potential ‘solution’ to South Africa’s socio-economic woes, which are well
documented: economic inequality has us registered as one of the highest in the
world, unemployment at 25%, which rises to 50% when you look at how many
young people (under the age of 35) are out of work, and an increasingly
disconnected and disgruntled citizenry that finds its voice through a marked rise
in protest action, which has us dubbed as the ‘protest capital of the world’.

Evolving out of these crises, however, is the concept of social entrepreneurship,
which in the South Africa context is increasingly morphing into a blend of social
values and business acumen. By definition, social entrepreneurs are people who
start up businesses with a social mission and ideally achieve large-scale impact.
Social entrepreneurs exhibit the innovation and problem solving characteristics of
entrepreneurship, but their work is inherently driven by an altruism and benefit to
society that we identify with the charity sector. Popular examples of social
entrepreneurs include Muhammed Yunus, the founder of the Grameen Bank who
is regarded as the father of socially-relevant micro-finance, and chef Jamie Oliver
with his apprenticeship programme Fifteen which works with homeless people to
develop their professional cooking skills while generating income through an
increasingly famous restaurant.

In South Africa we are seeing an evolution amongst existing, established
organisations to a more social entrepreneurial approach, which is coinciding with
the set-up of new organisations that adopt social enterprise principles from the
beginning.

Locally we also have wonderful examples:

• In the welfare sector both the Avril Elizabeth Home in Germiston, Johannesburg
and Oasis Organisation in Cape Town generate an income through their
services, but in different ways. Both organisations work with people with severe
mental disabilities, providing care and support, and in the case of Oasis,
sheltered employment. TheAvril ElizabethHomebuilt a hospital on unused land
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that it owned in 2003, as part of its long-term sustainability
plan. In2018,when thebuilding loanofR30m ispaidoff, the
organisation will receive the rental (approximately R500
000 per month) as unrestricted funding.

• Oasis set up a recycling centre to provide sheltered
employment for folk in its care, which evolved into a string
of coffee shops. Both of its ‘businesses’ provide stable,
predictable unrestricted income to the organisation whilst
enabling it to achieve its mission.

• In the arts sector Greg Maqoma has built Vuyani Dance
Theatre into an internationally recognised troupe,
generating income from international tours that support
their mission to identify and train dance talent in the
townships of South Africa. The company is the first dual-
registered arts company in South Africa, with both a for
profit and not-for-profit company, which is transforming the
way people view the patronage and grant-based funding
models of for arts organisations.

• Iyeza Express, which charges R10 to deliver chronic
medication to people in Khayalitsha, essentially copying
the classic bicycle courier model.

• Claire Reed’s Reel Gardens provides fast-growing
vegetables to food-insecure South Africa through seed
strips she developed as a teenager.

• Prof. Kovin Naidoo delivers cataract surgery into many of
the continent's poorest regions, funded by a contact lens
patent his company developed.

Why IsSocial EntrepreneurshipChangingPhilanthropic
Discussions?

The first is the connectivity between income and impact that
changes the nature of the conversation between
philanthropist and recipient. Instead of classic patronage,
conversationsaremoreventurecapitalist innature, exploring
how the funder can support and grow the organisation, while
providing a degree of quantitative measurement that allows
discussion on return on investment. Without impact there is
no return, and so the two, income and impact, become
inextricably linked.

Secondly, social entrepreneurship opens a wonderful world
of social innovation, of risk and failure—words that generally
cause fear in most funders.

What social entrepreneurship does is offer new avenues for
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funding, encouraging new thinking and
methods. This is one of the classic roles of
philanthropy — to push the frontiers of a
society’s development, and in this instance
both social and economic development can
be progressed in one. What is important is
that the risk is managed through business
principles — where in a grant-based model
there is little risk to the recipient and 100%
risk to the donor, the relationship is
equalised in the social entrepreneurship
context again because of this link between
income and impact.

Lastly, social entrepreneurship opens
opportunity for different types of support —
patient capital, rental agreements such as
that held by Avril Elizabeth that promise
long-term sustainability, business input to
manage coffee shops that benefit people
whosit outsideof society’snorms.Theseare
not the classic outputs that we generally
associatewithcharity, but their impacton the
organisations can be profound and it allows
creativity for the philanthropist in identifying
how they can most meaningfully provide
support.

Social entrepreneurship has been
described as the ‘virtuous circle’, a model
that has potential to address our social
demons whilst addressing the inherent
problem of how do you fund the work of civil
society organisations. There is a reason it is
igniting social change debates in South
Africa, as it offers opportunity to tackle both
social and economic inequality while
addressing some of the structural issues
around the funding and support we give to
the organisations that progress our society.
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THE GOOD PARTNER
GUIDE SERIES



The Good Partner Guide series is a comprehensive collection of
resources, covering all areas of individual, corporate and industry
related giving.

Compiled by the Nation Builder team, in collaboration with 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.

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 fromNation
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 company who desires
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 and
manymore. Whether for the business or individual, this guide will
help youmakessenseof both theopportunities andpitfalls unique
to the area you're investing in.
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THE GOOD PARTNER
BENCHMARKING

TOOL
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 the most important
aspects of social investment, helping you to better understand the effectiveness
of your good partner strategies, as well as assist you in building our 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



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 themost timeous ways is through good partner
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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