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The era of smartphones has brought with 
it many new features that are of great 
assistance to our business and personal 
lives. One such feature, which I could 
barely live without, is my smartphone’s 
GPS. I use it when travelling in new, 
unfamiliar (or even sometimes familiar) 
areas – especially when trying to dodge 
traffic and find a less congested, more 
effective route.

“Re-calculating” - a voice prompt we are 
well acquainted with, calmly redirecting 
you as you miss a turn or find yourself in 
the wrong lane. As frustrating as this 
voice prompt can sometimes be, I find it 
quite reassuring knowing that all hope 
isn’t lost and I will be back on route to my  
destination.

Navigat ing the socia l investment 
landscape can be just as confusing and 
nerve-wracking as being stranded in an 
unfamiliar city without a map, a GPS or a 
sense of direction. Even seasoned 
businesses investing in this landscape 
often find themselves needing to update 
their maps to accommodate changes in 
the landscape, re-route and look for more 
efficient and effective ways in which to 
reach their final destination.

It is for this reason we have named this 
compilation of essays, ‘Re:Calculating’, to 
assist you in navigating the social 
investment landscape. 

No business is too far off course, no two 
businesses will have the same route, and 
each journey will have its unforeseen 
highlights and lowlights along the way. 

Ultimately, however, we are all aiming at 
the same final destination of a positively 
transformed country, with a prosperous 
future not only for the disadvantaged, but 
for all, including in our businesses, our 
families and ourselves. 

RE:CALCULATING: AN INTRODUCTION

Keri Paschal 
Executive Director of the Muthobi 
Foundation and a Trustee of the  
Nation Builder initiative.



Compliance, profit, tax benefits. 

These are all important. And fundamental. 
But box-ticking alone is not going to 
change the future of our country. Building 
our nation involves so much more than 
corporate social investment (CSI). 

Nation building requires a mindset shift 
that looks beyond simply fulfill ing 
obligations and rather “working 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 phi lanthropy, 
compliance or even a moral conviction; 
and are recognising it as an investment in 
the future of our economy and the 
sustainability - even the success - of our 
businesses.

The reality is that no business operates in 
isolation. There are interactions with 
employees, customers, suppliers and 
other stakeholders. Therefore the most 
basic way of contributing to social or 
economic development in a given 
community is simply doing business well, 
employing and empowering local people, 
developing one’s staff and paying taxes – 
and, of course, making a profit.

Which in turn strengthens the economy. 
Which is in your business’ interests. 
And ultimately your own.
    
At the end of the day, social investment – 
and more importantly, nation building - is 
about people’s l ives. I t is about 
empowerment, not about handouts. And 
its 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.

MORE THAN CSI: A NATION BUILDING 
APPROACH

Lauren Cloete-Henning is the Public Affairs Director at the Muthobi 
Foundation and a Trustee of the Nation Builder initiative.IN
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As part of our business-for-good journey, 
we will be looking at the many reasons 
why we need to embrace the idea of 
contributing to social impact in our 
communities, and ultimately, the future of 
the economy - the very foundation that 
business is built on – in order to build our 
nation.
 
But how do we go about effecting real 
and lasting change that not only benefits 
business and the economy, but that 
actually makes a difference in the lives of 
people?
 
Working with professionals from all 
sectors, we have realised that one of the 
biggest obstacles to building better 
businesses is a sometimes limited 
knowledge of, and experience in, the 
development sector, and in investing in 
l o c a l c o m m u n i t i e s . P l a n n i n g , 
imp lemen t ing , and mon i to r i ng a 
successful social investment strategy is 
not something most CEOs, administrative 
personnel and other professional staff are 
trained for, have an immediate interest in, 
or see the need for developing a roadmap 
to achieve the desired social impact.
 
Still, being able to sustainably grow your 
business by giving in a way that expands 
the playing field is of utmost importance 
to everyone who plans to make an honest 
living in our country.

We believe that it is crucial for business 
leaders to understand that a purpose-
fuelled, socially-oriented and strategic 
approach will result in more impactful 
social investment, better and more 
sustainable business, a more robust 
economy, as well as a more stable and 
prosperous society for all South Africans. 

To assist you on this journey and 
encourage your business to navigate 
towards good giving, we will be walking 
you through the three main phases of 
creating a successful social investment 
strategy, namely:
 

1. Planning
2. Implementation, and
3. Feedback

 
On the right is a Tubemap of these three 
main phases of, and interplay between, 
effective and impactful social investment 
strategy, which we will look at in greater 
depth over the next few essays.

Mynhardt van Pletsen is the Communications and Research Director 
of the Muthobi Foundation and of the Nation Builder initiative.
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SECTION ONE  
PLANNING





PL
A

N
N

IN
G

Planning forms a large part of our lives, 
from the smallest of holidays to the most 
s u b s t a n t i a l c o m p a n y s t r a t e g y 
implementation. Planning is the starting 
point of a process that defines how we 
reach the end by establishing objectives 
en route.
 
In the often emotionally charged space of 
social investing, working without an 
overall plan and direction can result in 
short-sighted, reactive decisions that 
carry very little business rationale, and 
are unlikely to result in mutually-beneficial 
or sustainable social impact.
 
While emotions can diminish the 
importance of planning, social investment 
should not be devoid of emotion – as it is 
the very fuel that drives purpose, and the 
desire to use business for the greater 
good. However, like any wise business 
undertaking, a focused approach to 
planning allows us to rein in the impulsive 
nature of our human emotion, and to set 
heal thy parameters and rea l is t ic 
objectives  to achieve better results for 
our efforts and investments.

CSI has come into the spotlight more and 
more recent ly, due to a growing 
recognition of its significance to our 
economy, and of its direct benefit to 
business. One challenge is that many in 
senior management still struggle to 
acknowledge or embrace the importance 
of dedicating time and close attention to 
this facet of business, which may 
sometimes seem to be more of a 
charitable donation than a long-term 
investment for a social returns. 

Serious social investment needs senior 
management buy-in, along with their 
involvement in setting a company’s CSI 
and strategy - therefore embracing the 
short- and long-term business benefits of 
this work. 

Planning is therefore key to one’s 
success in social investing, and a well-
defined starting point and road map will 
help you navigate to the final destination 
of effective social impact.

PLANNING: YOUR MAP TO SUCCESS

Keri Paschal, is the Executive Director of the Muthobi Foundation and a 
Trustee of the Nation Builder initiative.



Now that you’ve decided that your 
company’s approach to CSI is going to be 
strategic, meaningful and that you’re in it 
for the long-term in order to benefit both 
y o u r c o m p a n y a n d c o m m u n i t y 
development partners, it is advisable to 
have the following in place:
 

1 Board-level and executive approval 
of the need for, and prioritisation 
of, best-practice CSI

2 A person or team dedicated to 
becoming skilled at successful CSI 
interventions and held accountable 
for this

3 A strategy that includes budgeting 
over the medium-term, consistency 
of types of development work to be 
supported, and agreement on 
geographic reach

4 Basic processes for partner project 
evaluation, project assessment, 
reporting requirements, standard 
contractual forms to be used 
between funder and funded etc.

 
Now comes planning to implement the 
company CSI strategy.
 
The first thing to plan for is your 
company’s interests, over and above 
those of your CSI project partners 
(whether NGO, school, state institution, 
community organisation, or faith-based 
group).
 

Here are some things to consider:
 
Plan for the whole relationship from 
the get-go 
 

• This means planning for each 
stage of the journey of the 
intended relationship both to 
mitigate risks and to affect the 
greatest possib le impact in 
development work. 

• It is useful to know upfront what 
can be expected as measurable 
outcomes from the relationship 
and, wherever possible, to include 
these in a contract entered into 
with the beneficiary organisation. 
That agreement should include 
reporting requirements, deadlines, 
roles and responsibilities and 
length of commitment.

• Here, it is useful to note that many 
development organisations find 
themselves over-burdened by 
differing donors requiring quite 
different reporting from them. 
When this happens, implementing 
partners (let’s just call them 
“NGOs” for this discussion) can get 
bogged down by spending too 
much of their time putting together 
too many different kinds of reports 
for different people, rather than 
getting on with their actual work of 
community upliftment. This is a 
special problem when the things 
they’re asked to report on aren’t 
even that relevant to the work 
being done, or to their mandate.

• We should plan the monitoring and 
evaluation reporting in practical 
steps before the relationship 
between company and NGO is 
formalised. Common sense is the 
best guide in balancing a natural 
tendency by people being funded 
not to want to over-burden 
themselves reporting, with the 
mutually-beneficial needs of both 
partners to be able to track project 
progress and outcomes. 

Continued on next page.

PLANNING CSI WITH A BUSINESS 
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Plan for long-horizon success
 

• This planning and risk mitigation 
should include the donor actively 
publicising the project to other 
potential donors - whether State, 
business or individual – so that 
they may be attracted to adding 
their support to it. Bringing in other 
donors always lowers project 
dependency on any single donor 
and is always far less risky than 
falling for the temptation of being 
seen to “own” a particular good 
work. If you own it in the public’s 
mind, it’s difficult to leave it, even 
when it’s doing things you can’t 
control.

• The same applies to naming 
things. It is often wise to avoid the 
temptation of naming a project or 
facility after your company, even 
when this is offered by a grateful 
NGO that may feel it has little else 
to give you in return for your 
financial support. You name it; you 
own it – while the real reward you 
seek isn’t in that form of branding, 
but normally in the project’s actual 
and growing positive results in the 
lives of its beneficiaries. 

   • If you are able to, then add on to 
your financial support for a project 
by planning to include company 
exper t ise you may have in 
securing an NGO’s future in non-
financial ways. Without wanting to 
i m p o s e s o l u t i o n s o r t o 
inadvertently add administrative 
burdens onto partner NGOs, it may 
be a welcome thing of long-term 
benefit to offer in-house company 
e x p e r t i s e i n u p s k i l l i n g a n 
organisat ion ’s management , 
financia l contro ls , p lanning, 
marketing, or fundraising functions.

    After all, people working at often 
below-market pay in, say, childcare 
work, don’t often choose this 
b e c a u s e o f t h e s k i l l s j u s t 
mentioned – their focus is on 
children. You may be able to 
strengthen their operation in 
pract ical ways of long-term 
benefit. 

• Where you can’t offer such on-site 
assistance, then planning to fund 
an NGO’s organisational capacity-
building as a great alternative. 
Most NGOs never ask for this in 
their funding applications, some 
because they assume it won’t be 
funded, and some because this 
often critical need isn’t even 
realised. To include capacity-
building in relevant NGO funding 
re la t ionsh ips can make fo r 
excellent CSI and lower donor 
risk. 

A key point is to realise that the 
developmental and local expertise 
belongs ul t imately to the project 
implementer, not the money/ resource 
provider. Therefore, in reality, both 
company and NGO are in the business of 
empowerment in symbiotic ways. 
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By Paul Pereira, Founder of WHAM! Media, and part of the 
Nation Builder Advisory Team.



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 in avoiding the temptations of 
“emotional giving” and it can be a good 
idea to ringfence 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 pro ject or pro ject 
implementing organisation (usually an 
NGO, school, state institution, or similar) 
i t h e l p s t o r e m e m b e r w h y t h e 
“partnership” part of successful CSI 
matters. Simply, it’s because partners 
bring different but mutually-reinforcing 
strengths to project success. 
 
The company brings resources, usually 
financial, while the implementing partner 
brings on-the-ground experience and 
k n o w - h o w a n d h a s t o b e t h e 
implementer. 
 
Each partner empowers the other and 
none is, in reality, more important than the 
other.
 
Choosing with eyes wide open
 
If your CSI strategy calls for company 
grantmaking of good causes, then it’s 
hardly ever necessary to advertise the 
fact or to seek funding applicants. They 
will tend to find you. 

But whether or not you actively seek 
applicants, it helps them and you to work 
off 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:
 

• There is no such thing as the 
“perfect project” and community 
development is often a messy 
process of unexpected complexity, 
unique local condit ions and 
patience. While it is right to back 
best practice and things of proven 
track record, all projects bring 
surprises along the way, and often 
disappointments. That should not 
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 
openly stated focus areas that 
you’re interested in, clearly laid-out 
basic rules, company CSI strategic 
approach, and likely timelines. 

 
• E n s u r e t h a t t h e e n t i r e 

communications process during 
t h e c h o o s i n g p r o c e s s i s 
documented. Put everything in 
writing. 

But choosing project partners well should 
a t l e a s t i n c l u d e t h e f o l l o w i n g 
considerations:
 

• Checking their legal status (it must 
be more than a simple NPO 
registration of the Department of 
Social Development) and will 
usually include the project having

CHOOSING THE RIGHT PARTNER
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the much tougher SARS-granted 
Public Benefit Organisation (PBO) 
status, and/or being registered as 
a Non-Profit Company (NPC) in 
terms of the Companies Act.

 
• Analysing the organisation’s audited 

financial statements for their latest 
legally-required reporting period. 

 
• See who the other donors to the 

project are, and have been. Talk 
with previous donors if you’re 
u n s u r e a b o u t a n o t h e r w i s e 
seemingly good project. They know 
it better than you could.

 
• How good are the pro jec t ’s 

governance structures and who sits 
on them? 

 
• What realistically measurable 

results does the project have, and 
how have these changed over 
time? 

 
• Is this a start-up (usually to avoid) 

or something with a proven track 
record of success?

Things to avoid
 

• Pet projects. These are projects and 
causes thrust on you by colleagues, 
especially senior ones, based on 
emotional whims and fancies, rather 
than s ince re deve lopmenta l 
considerations. 

• 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 sucking of 
moneys away from other more 
worthwhile things, and are rarely 
t h e s t u f f o f l o n g - h a u l 
developmental success. 

 
• Things that are flashy and 

promise the earth. Do not be 
dazzled by project size or claims 
of quick success. Go with things 
o f cons is ten t , i nc rementa l 
progress. 

 
• Work with what already exists 

and don’t presume to know better 
than the people who have been at 
the coalface of a local challenge 
for longer. Share ideas and 
suggestions, 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.

That spark in people 
 
All the “do’s and don’ts” in this choosing 
process are real and necessary things. 
But they are essentially about looking for 
exceptional individuals whose work in 
serving, empowering and uplifting 
communities is bringing about lasting 
change. 

These are the foundations of your role in 
building a nation that lives up to her 
potential. 
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By Paul Pereira, Founder of WHAM! Media, and part of the 
Nation Builder Advisory Team.



Work with what already exists 
and don’t presume to know 

better than the people who have 
been at the coalface of a local 

challenge for longer.



SECTION 	TWO  
FEEDBACK
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When starting the school year, teachers 
have a year plan and curriculum, which 
they implement to achieve the desired 
outcome of promoting pupils with a high 
enough level of understanding to the next 
grade. These teachers have pre-planned 
objectives, which are measured in a pre-
determined manner (tests/ assignments) 
throughout each term, to identify areas in 
which pupils need more attention and 
assistance. At the end of the year, 
evaluation of these tests and assignments 
help teachers to establish i f any 
promotion to the next grade is advisable 
or not.
 
While thinking about my school career, it 
dawned on me! We were monitored 
throughout the year with smal ler 
evaluations and feedback given to our 
parents each quarter, with the aim of 
flagging areas of concern so that action 
could be taken to assist us in achieving 
the required outcomes for promotion.
 
If our teachers approached monitoring 
and evaluation as so many of us do, only 
giving thought to it towards the end of a 
project cycle, or in this case school year, 
many of us would have failed or just 
managed a pass in the year-end 
a s s e s s m e n t , d u e t o a l a c k o f 
unde rs tand ing expec ta t i ons and 
knowledge of what is correct and 
incorrect.

This led me to realise that monitoring and 
evaluation is not something one should 
address only when reports are due, but 
should rather be a part of one's planning 
where measurable objectives, outputs 
and baselines are defined, as well as 
throughout implementation where regular 
measurements are performed,

to establish if objectives and activities are 
being achieved.
 
The old saying, “what gets measured gets 
managed” is so true for monitoring and 
evaluation. If you know what your ultimate 
aim is, as well as the measurable 
objectives one needs to achieve en route, 
you will find yourself managing the 
activities around these objectives with the 
aim of achieving them.
 
However, if there are no concrete 
measurables, where do you focus your 
energy in achieving the elusive ultimate 
outcome?
 
It is for this reason that we do not follow 
the traditional project cycle of planning- 
implementation-feedback, but rather look 
at the tube-map to responsible CSI, 
where monitoring and evaluation are 
fundamental to every stage of the 
process. This is not only beneficial to the 
funder but also the implementing partner 
(eg. an NGO), as it gives a clear outline of 
what the expected outcome is, and the 
objectives and activities to be monitored 
enroute in achieving this outcome. 
 
This being said, it is always important to 
consult your implementing partner when 
setting the objectives and activities that 
lead to the desired outcome, as they will 
have greater insight and understanding 
on what is measurable, and an accurate 
indicator of progress towards the ultimate 
outcome.
 
We so often speak of monitoring and 
evaluation as one entity, however 
monitoring and evaluation are very 
different tasks within the feedback 
process.

FEEDBACK: MONITORING & 
EVALUATION

Keri Paschal, is the Executive Director of the Muthobi Foundation and a 
Trustee of the Nation Builder initiative.



Corporate social investment (CSI) that is 
well managed will be taken as seriously 
by a company as any other form of 
investment. After all, the moneys being 
spent are those of shareholders or 
owners and it is then obviously in the 
company’s interests that these are 
properly accounted for. 
 
Managing internal decision-making and 
grantmaking systems is only one part of 
this proper management – another is to 
carefully monitor and evaluate how 
effective the CSI funds have been in 
achieving the social returns that the 
company is looking for. This is where 
project monitoring and evaluation (M&E) 
comes in. 
 
Monitoring project progress
 
Let’s  start  by looking at monitoring in 
particular. This refers to the measurables 
or indicators in a project. These should be 
agreed upfront between donor and project 
even before funding begins. 
 
These measurables will tend to be found 
in a project’s application for funding and 
will have informed the decision to support 
that project in the first place. Monitoring 
these is a process that should take place 
throughout the CSI funding relationship.

Monitoring is about us assessing 
progress in what was originally agreed to 
between the company and the project as 
the relationship unfolds. In the nature of 
things, we can adjust our expectations, 
and “accelerate” or “brake” the pace of 
what is being done in the project as we go 
along. 
 
But knowing what course to take will 
largely be informed by our knowledge of 
what progress we’re making along the 
way. Our p ro jec t mon i to r ing , as 
mentioned, is therefore a sort of “cruise 
control” and a help to us in getting to our 
i n t e n d e d p r o j e c t o u t c o m e s , o r 
destination. 

Over-egging the pudding
 
Sometimes, in an effort to manage risk in  
projects a company  supports leads to an 
over-emphasis on demanding clear and 
obviously positive project outcomes to 
such a degree that we lose sight of some 
of the real i t ies of on- the-ground 
community development. 
 
These realities may include the length of 
time needed for specific community 
upliftment projects to gain traction, other 
local circumstances that dictate the pace 
of progress, the practical consequences 
of having various partners involved in a 
project, and such like.   

We should be careful not to over-egg the 
pudding. First off it’s useful to remember 
that CSI just isn’t rocket or any other kind 
of science (not that rocketry’s a science, 
but you get the drift). Often, it’s a very 
human thing, and sometimes decisions 
are based on gut, a sense of risk-taking 
that allows for innovation and even 
failure.

Or we may over-burden ourselves with an 
insistence on demanding unrealistic 
returns on investment. The need for a 
good ROI is all to the good, until one’s 
understanding of a business return on the 
investment overshadows CSI’s real 
purpose – a long-term social return, often 
impossible to accurately measure and, at 
its best, a thing of inter-generational 
consequence and thus of national impact, 
albeit in ways the donor cannot be sure to 
predict. 

Some things to consider
 

• Is the information we require from 
t h e p r o j e c t u s e f u l t o o u r 
understanding of that project’s 
effectiveness?

MONITORING: THE CRUISE CONTROL 
OF CSI
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• Are we unnecessarily burdening the 
project by asking for irrelevant 
information, difficult to quantify 
results, or reporting periods that are 
too short?

• Do our reporting requirements of 
projects add significantly to their 
cost of operating and, if we need 
that anyhow, have we provided the 
necessary additional funding for 
this?

• Do we as a CSI function have a 
system in place to collate and make 
sense of the reporting information 
that we’re receiving from the 
projects we support?

• Is the information we collect from 
projects helpful to us in determining 
whether the project is on the right 
track?

• A r e b o t h s i d e s o f t h e C S I 
relationship – company and project 
being funded – at ease and happy 
with the nature of the reporting (this 
doesn’t mean that both parties are 
pleased with the results of that 
reporting, which is a another matter)

• Are we able to ascertain the worth 
and, if needed, double-check the 
accuracy of what we’re being told 
by the project?
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By Paul Pereira, Founder of WHAM! Media, and part of the 
Nation Builder Advisory Team.



Monitoring and evaluation (M&E) is a 
critical part of best practice CSI. It is the 
way in which we answer that fundamental 
question about our work and about the 
projects we support: “What difference 
does it make?”
 
As we have discussed, monitoring refers 
to the measurables or indicators in a 
project that help us to ascertain if we are 
moving towards our goal or desired 
destination in a satisfactory manner. 
These things should be agreed upfront 
between donor and project even before 
funding begins. 
 
These measurables will tend to be found 
in a project’s application for funding and 
will have informed the decision to support 
that project in the first place. Monitoring 
these is a process that should take place 
throughout the CSI funding relationship.
 
We now move on to the sometimes more 
difficult process of evaluation. 

Evaluation
 
The evaluation part of M&E is about 
measur ing outcomes and impact 
wherever we reasonably can, so as to 
evaluate if the route or strategy we have 
taken has been effective as well as to 
identify areas for improvement.
 
The necessary practice of “impact 
assessment” can be a difficult one, since 
it is usually exceptionally difficult for any 
donor to draw anything like a straight line 
between moneys made available and the 
results of a project over time. 

Partly this is because these results tend 
to take place over long periods, 
sometimes frustratingly moving at a thing 
known as “community pace” and possibly 
the result of work and support from times 
well before current investment in the 
project. 

Mostly, projects claim various supporters 
and types of support – and just which of 
these can claim credit (or should that be 
part-credit?) for success is often 
impossible to work out with any real 
confidence. 
 
There are many related problems with an 
o v e r - i n s i s t e n c e o n “ i m p a c t 
measurement”, not least being that of 
deciding whose success one is talking 
about – the organisation making success 
happen on-the-ground, or the donor, 
however closely involved in the project? 

Pointers
 

• We need to measure impact 
against something, and usually this 
means that we’ve pre-set specific 
measurab le ind ica to rs in a 
baseline study before the start of 
the project.

• The first thing to measure is 
output, a thing of short-term 
practical results (in a maths project 
in a school, this would count the 
number of times the project was 
active).

• Then we look at outcomes, where 
medium-term results are assessed 
(the maths project has become 
better managed over time).

• Lastly, we look at impact (young 
people have achieved greater 
independence through increased 
knowledge in maths).

As we can see, measuring “impact” is the 
most difficult of all as this usually refers to 
a concept and should therefore have pre-
set indicators to help us to assess 
effectiveness. 
 
For example, if the proposed impact of a 
project is to “improve the health of the 
nation”, then we need to have agreed 
upfront how this is to be practically 
measured. 

EVALUATION: LOOKING BACK AT YOUR 
JOURNEY
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Would it be through the number of health 
care facilities that exist, or through their 
state of equipment, or by the number of 
people using such facilities, or even 
through the number of people who do not 
need to use such facilities? Whatever the 
indicators are, these need to be agreed 
before the project is carried out and then 
a baseline for this criteria needs to be 
established.

Four questions of evaluation
 
The following four questions help us to 
evaluate project effectiveness:
 

1. How relevant? (This refers to the 
project meeting the needs of all its 
identified stakeholders.)

2. How effective? (Here we look at 
the project’s effectiveness in 
solving the practical challenge it is 
tackling.)

3. How efficient? (This primarily 
refers to project systems – how 
relevant and useful are the 
project’s ways of working to solving 
the societal challenge it is set up to 
deal with?)

4. How sustainable? (Here we look at 
sustainability in its broader sense: 
this may refer to a project’s 
operations being run efficiently; to 
its financial management; and to 
the project being focussed on 
actions relevant to its mandate.)
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By Paul Pereira, Founder of WHAM! Media, and part of the 
Nation Builder Advisory Team.



Monitoring and evaluation (M&E) is 
a critical part of best practice CSI. 

It is the way in which we answer 
that fundamental question about 
our work and about the projects 
we support: “What difference 

does it make?”



SECTION 	THREE  
IMPLEMENTATION
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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 one starts to 
take action and one’s well thought-out 
plans are tested, adjusted and altered 
according to the many variables that one 
faces en route to the desired destination.
 
During implementation, even the best 
thought-out plan will be tested by  
unpredictable environments one 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 
keep monitoring the course of the journey 
to make sure that the project is heading in 
the right direction, evaluating the 
suitability or impact of one’s choices 
along the way, and finding alternative 
routes or means where necessary.
 
Relationships and expectations are 
another element that one needs to 
manage carefu l ly throughout the 
implementation stage of any given project 
cycle, including one’s social investments. 
Internal and external stakeholders will all 
have d i f fe ren t expec ta t ions and 
requirements, and if these are not set out 
and agreed upon upfront, and managed 
throughout the implementation phase, 
one could find oneself in some tricky 
predicaments.

For the meticulous planners out there, 
embarking on the implementation phase 
can be very nerve wrecking - 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 and often neglect to 
plan the journey ahead with enough 
detail, as well as failing 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 
r u n n i n g b l i n d l y i n t o a p r o j e c t 
(recklessness)? In the next few thought 
sections we will discuss some of the 
elements one should keep in mind when 
embarking on implementation of one’s 
social investment, as well as elements 
one should manage throughout this 
phase.

IMPLEMENTATION: WHERE THE FUN 
BEGINS

Keri Paschal, is the Executive Director of the Muthobi Foundation and a 
Trustee of the Nation Builder initiative.



Corporate social investment and social 
development partnerships are a lot like 
m a r r i a g e a n d , l i k e a n y h e a l t h y 
r e l a t i o n s h i p , t h e y r e q u i r e t i m e , 
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.
 

1. Get to know your partner before 
committing:  “Wise men say ‘only 
fools rush in’...” (Elvis Presley) 
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.

2. Favour a good reputation:  It is 
advisable to develop partnerships 
with existing organisations that 
already have community credibility, 
a good t rack record and a 
demonstrable positive impact that 
can be built on, in order to 
leverage social impact. That’s not 
to say one should never engage 
with newcomers or start ups – 
usually these are the innovators 
and pioneers – but again, ensure 
that you undertake sufficient time 
to cons ide r t he i r capac i t y, 
credibility, objectives as well as 
their planned approach. 

3. Be choosey: Rather invest in 
fewer, quality relationships than 
trying to spread oneself thinly by 
being all things to all people, 
running the risk of diluting the 
impact and substance of your 
investment and relationships. 

4. Get engaged: Like Internet dating, 
t h e r e c o m e s a t i m e w h e n 
communication at a distance is not 
enough. Solid relationships are 
formed by spending facetime and 
getting to know each other in 
person, understanding their day-to-
d a y l i v e s , c h a l l e n g e s , 
vulnerabilities as well as their 
r e s o u r c e s , s u c c e s s e s a n d 
influence. 

5. Be in it for the long-term: Real 
and lasting change does not 
happen overnight. Therefore, in 
considering your involvement with, 
or support for, social upliftment 
initiatives, avoid reactive/short-
term responses to requests for 
funding or partnerships. Rather 
select initiatives that are consistent 
and focused on long term impact, 
with which you will be able to grow 
with and see the benefits of your 
involvement.

 6. Be upfront about intentions and 
expectations: Discuss and set out 
e x p e c t a t i o n s t o a v o i d 
misunderstanding or resentment 
further down the line which might 
stem from differing intentions 
be tween the on- the-g round 
implementer and yourselves. 
Miscommunicated expectations 
are the root of most relationship 
breakdowns, so communication is 
key in setting out terms and 
c o n d i t i o n s , r o l e s a n d 
responsibilities of all involved. 
Then, just like a pre-nup that 
follows an engagement, it is 
advisable to formalise one’s 
commi tment by se t t i ng ou t 
contracts or MOUs outlining the 
du ra t i on and scope o f t he 
c o m m i t m e n t , a n y s p e c i f i c 
c o n d i t i o n s a s w e l l a s a n y 
expectations. 

CULTIVATING EFFECTIVE RELATIONSHIPS: 
A KEY TO IMPACTFUL CSI
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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.  

 7. Consult your family: There must 
be buy- in f rom al l re levant 
stakeholders rather than enforce 
someone’s pet project that does 
not have any relevance to the 
company or does not resonate with 
the heart of  employees. Equally, 
one should never pressure or 
expect a community to implement 
a project that they don’t want, need 
or that they don’t believe will 
benefit them (even if you think it 
would!).  

  No-one likes being forced into ill 
suited relationships - and they are 
un l ike ly to las t . Consu l t ing 
employees and other stakeholders 
in advance of (and during) a social 
investment partnership initiative is 
more l ike ly to secure the i r 
involvement and support and 
ul t imately to encourage the 
longevity and effectiveness of the 
initiative. 

 8. Take stock, give feedback and 
encourage openness: It is vital to 
evaluate your relationship from 
time-to-time to assess whether 
th ings are on t rack 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 
f e e d b a c k i s k e y . G o o d 
relationships often involve dealing 
w i t h c o n f l i c t a n d d i f f i c u l t 
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.  

 9. Breaking up is hard to do: We 
have to accept that not al l 
r e l a t i o n s h i p s w o r k o u t . 
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. And 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’, one 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 
a re hea l t hy and symb io t i c 
relationships, which are more likely 
to be more effective in the longer-
term.   

Continued on next page.
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 10. Give credit and celebrate each 
o t h e r ’ s s t r e n g t h s & 
successes: No matter what the 
nature of your involvement in 
social upliftment, recognise and 
acknowledge the work of your 
par tners . Key to th is is to 
acknowlege 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. 
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Lauren Cloete-Henning is the Public Affairs Director at the Muthobi 
Foundation and a Trustee of the Nation Builder initiative.



Now that we’ve entered into relationships 
with projects that we are going to support, 
ongoing relationship-management needs 
t o t ake p lace . Cu l t i va t i ng good 
r e l a t i o n s h i p s i n v o l v e s g o o d 
communication: with each other, as well 
as with other stakeholders.
 
For companies, good communication and 
ongoing relationship management is 
essential to meet expectations, safeguard 
project success, as well as to protect your 
company’s interests and reputation.
 
Keeping tabs
 
After approving and formalising your 
involvement in a project, you’ll want to 
keep tabs on its progress as part of the 
relationship management process such 
as:
 
• On-site project visits.
• Regular face-to-face discussions with 

project implementers to understand 
how the project is evolving, and to 
ascertain the sometimes unexpected 
needs that might ar ise dur ing 
implementation.

• Regular reviews of progress during the 
process and to see that the mutual 
obligations contained in the contract 
that you have signed with a project are 
being adhered to.

• A general overview of how the project 
panned out toward the end of an initial 
funding period, to assist in decisions 
about whether or not to renew your 
support for it.

Project visits
 
S o m e o f t h i s o n g o i n g p r o j e c t 
management on your part needs 
consistent awareness of contractual and 
reporting obligations that come with the 
project’s rollout. Sometimes it must 
involve face-to-face project visits.

Here are some basic tips to consider 
when visiting projects or carrying out on-
site inspections so that all partners can 
get the most out of them:
 
• In advance, discuss the purpose of the 

visit, and what you want to achieve 
with it.

• Arrange who will meet and host you 
(and time factors) so that no-one’s 
time is wasted.

• Prepare and/or agree an agenda for 
the visit, so that things you need to be 
exposed to are there to be seen.

• Set aside time for you to learn first-
hand about on-the-ground realities 
rather than having your visit fully 
consumed in formalised meetings.

• Enquire about any applicable protocols 
(including dress codes) that need to be 
observed and appropriately respected 
- a matter of particular importance to 
poorer communities.

Clever communication 
 
Consider communicating about your 
involvement with CSI partners. It doesn’t 
have to be about trying to get credit for 
what you are doing, but it can raise 
awareness of project work, or community 
needs and could also draw support from 
other potential donors. The use of 
common sense, sensitivity and sincerity 
can make your communications about 
your partner projects highly beneficial to 
them. Here are a few tips on how to 
communicate for impact:

• Try to use your communications about 
a project as an add-on to your other 
support for it. After all you have the 
potential to market and create 
awareness for your projects to your 
business networks, colleagues, your 
clients and within your industry.

MANAGING PROJECTS AND 
COMMUNICATION
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• Mention of your support for a project 
carries the most weight when it 
“passes the glory” onto the project 
you’re backing. Tell their story, and 
why they deserve your – and others’ 
support. This can help to bring them 
support f rom others, and thus 
decrease dependency on you.

• Be sure to let your company marketing 
and communications colleagues know 
about your work,  the projects you are 
involved in, and guide them in using 
this information to promote your social 
investment goals in tandem with their 
own strategic objectives for the 
company. 

• Let your colleagues know about CSI 
projects you support, and why, using 
t h e c o m p a n y ’ s i n t e r n a l 
communications platforms. It could 
also be a way of involving staff in the 
project which can give them a sense of 
pride in the company when they know 
that they are part of a company with 
an impact and a purpose (one that 
they could possibly become part of) 
over and above commercial success.

Some projects are more suitable to co-
branding than others and where they are, 
this can bring strong brand strengths to all 
parties.

Be careful, however, not to overwhelm a 
project with excessive branding or else 
you run a risk of being seen to “own” that 
project. When this happens, you may find 
it difficult to extract yourself from the 
project over time, which raises a number 
of risks. For the company one risk is 
potential reputational risk to their brand 
should there be any compromised 
integrity. And for the project itself the risk 
is that other donors might assume that it’s 
yours for the long-term and so they avoid 
supporting it themselves.
 

At its heart, CSI communication is an 
exercise in ongoing relationship building, 
and connects you to your various 
audiences, both inside and outside the 
company. It also helps beneficiary 
projects to attract additional awareness 
and support, and gives them exposure 
they might not otherwise get. 
 
An emphasis on communication along 
your CSI journey also enables others to 
learn from your experiences and own 
lessons learned so as to replicate best 
practice as well as avoid common 
mistakes.

By Paul Pereira, Founder of WHAM! Media, and part of the 
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Businesses have the remarkable potential 
to influence the future of our country by 
using their resources (monetary and non-
financial), networks, core expertise, 
products and skills for the benefit of the 
wider community, the economy and 
society as a whole.
 
When business goes beyond what is 
required by legislation alone, positive 
impacts can be felt across the local and 
wider communities in which they operate. 
They can contribute to positioning the 
country as a better place in which to do 
business and a better place to live.
 
N o t - f o r - p r o fi t o r g a n i s a t i o n s a n d 
communities benefit hugely from strategic 
CSI that is focused on economic 
empowerment, creating opportunities for 
social development through investment in 
infrastructure, education and skills 
t ra in ing, enterpr ise development, 
preferential procurement, providing for 
widows and orphans as well as helping 
people to develop their potential to 
u l t ima te l y bu i l d se l f - sus ta inab le 
communities. 

Social issues such as unemployment, 
crime, lack of skills and education, a 
widespread poverty affect each one of us, 
which effectively impacts the future of our 
nation and influences the potential 
success and sustainability of your 
business.

CSI contributions are also fundamental in 
assisting communities and not-for-profit 
organisations to expand their size and 
scope, or to replicate their work in other 
regions as well as to support an 
organisation’s capacity and effectiveness.

The reality is that no business operates in 
isolation; there are interactions with 
employees, customers, suppliers and 
stakeholders. Therefore the most basic 
way of contributing to social or economic 
development in a given community is 
simply doing business well, employing 
and empowering local people, developing 
one’s staff and paying taxes – and of 
course making a profit. For instance, 
investment in employment, skills training 
and job creation opportunities helps 
people to be productive participants in the 
economy. Which in turn strengthens the 
economy and which is in your business’ 
interests and thus ultimately your own.
 
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 l ives. I t is about 
empowerment, not about handouts. And 
its 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.

HOW TAKING ACTION BENEFITS OTHERS: 
SOCIETAL AND COMMUNITY BENEFITS

Lauren Cloete-Henning is the Public Affairs Director at the Muthobi 
Foundation and a Trustee of the Nation Builder initiative.



Planning for, creating and implementing a 
sustainable and responsible social 
investment strategy, when done correctly, 
will have multiple spin-off benefits, most 
of which we don't even foresee. While we 
mostly focus on the obvious benefits 
towards the beneficiaries of our social 
giving, it is important to know that there 
are various other areas that are positively 
affected by our actions, and that we can 
even maximise the effect if we are more 
intentional in doing so.
 
Last week we discussed  how a 
responsible giving plan may benefit the 
greater community and even society at 
large. 
 
This week our conversation centres on 
the indirect benefits when it comes to 
those working closely with us - how do 
our social investments benefit the 
company as far as it relates to the staff, 
partners and candidate employees of our 
business and industry?
 
It used to be that any interviewee was 
on l y i n t e res ted i n h i s po ten t i a l 
remuneration at a future company, and 
any interviewer was only interested in the 
ski l l set and competency of said 
interviewee. The employment transaction 
was a simple and straightforward one that 
was easy to understand and was implied 
in most employment conversations and 
transactions.
 
An emerging workforce though, has 
radically different perspectives on how to 
measure a potential employer.

The most important change might be an 
increased awareness of the efforts that 
any company or individual is making, to 
ensure societal, environmental and 
economic justice and sustainability. 

In short, future employees are asking less 
‘what is this company going to do for me’,

and more ‘how is this company going to 
help me make the world better ’ . 
Additionally, a growing trend towards 
integration of their work, health, and 
social lives, puts increasing pressure on 
employers to create professional 
environments that also contribute to the 
“wholeness” of the employee, and to the 
sustainability of the resources utilised by 
the corporate to make its money.
 
As the CEOs of the Boomer Generation 
are slowly but surely retiring from active 
corporate duty, we see new kinds of 
leaders taking the reins. These Mosaic 
and Millennial leaders are socially 
conscious activists who want to make a 
real and lasting difference in the world, 
and they want to do it at work.
 
For example, local insurance broker 
Hollard invites employees to actively take 
part in their robust CSI strategies:
 
"Harnessing the energy and caring spirit 
of our staff is an integral success factor of 
ou r co rpora te soc ia l i nves tmen t 
programme.

Besides channelling Hollard's substantial 
funding commitment to the Foundation, 
our CSI programme actively supports the 
Foundation's initiatives through our 
Employee Volunteering Programme 
(EVP).

This gives Hollardites a range of 
opportunities to volunteer in a variety of 
ways, including working in teams and 
adopting Foundation-supported projects.  
Other pillars of our EVP include a payroll-
giving programme, grants to community 
upliftment programmes supported by 
individual staff members in their personal 
capacity, in-house collection campaigns 
and support of national CSI days."

Continued on next page.

HOW TAKING ACTION BENEFITS OTHERS: 
STAFF AND PARTNERS
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If we want to capitalise on these cultural 
trends and tendencies in the modern 
workspace, we need to constantly focus 
on three main things:
 

1. Designing and implementing a 
socially responsible giving strategy 
that is sound, creating a lasting real 
world difference in the lives of our 
beneficiaries.

2. Regular ly communicat ing the 
company’s intentions and actions 
when it comes to social investment, 
in a subtle but confident manner.

3. Intentionally creating opportunities 
for staff and families to take part in 
helping those with less.

 
As we transform our businesses into 
credible forces for good in our industries 
and beyond, staff will start to see their 
workplace not just as the proverbial ‘salt 
mine’ where they begrudgingly spend 
their best hours, but instead wil l 
experience their work as an extension of 
their own personal efforts to better their 
own lives, the lives of others, and 
ultimately all future generations.

Creating this kind of opportunity for 
partners and staff will inevitably lead to 
decreasing staff turnover, and increasing 
loyalty, creativity and general employee 
buy-in.
 
Make sure your staff are plugged into 
what you're doing in the CSI space, invite 
them to take part, and create a hands-on 
experience where they can work together 
as a team at something much more 
meaningful that simply pushing paper and 
clearing inboxes.

There are few things you can do that will 
yield more sustainable benefits in the life 
of your human workforce, than giving 
them the opportunity to actively make the 
world a better place.
 
Your staff will thank you. 

Mynhardt van Pletsen is the Communications and Research 
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As we have mentioned before, there are 
many sp in -o f f benefi ts to soc ia l 
investment that businesses so often do 
not see due to their less than strategic 
CSI approach, leading some to view this 
spend as a waste of shareholder earnings 
- resulting in 'grudge giving' or not giving 
at all.
 
In the previous sections we have 
unpacked some of these spin-off effects 
of strategic social investment, and how 
they can be intentionally pursued for 
greater impact. 

This starts  with societal and community 
benefits that lower risk and increase 
i n n o v a t i o n t h r o u g h  a b e t t e r 
understanding of, and a buy-in from, the 
local community, as well as  staff benefits 
that increase staff  retention rates, boosts 
morale, and allows for the recruitment of 
top talent.
 
Staff and communities are usually 
welcome participants and recipients of 
social transformation initiatives as they 
are experiencing and seeing the direct 
benefits of these investments. 

Shareholders, on the other hand, are 
often harder to convince of the need for, 
and benefit of, social investment to be a 
part of the business imperative. 

If one is looking purely from a short-term 
return perspective, it may seem as though 
one is decreasing shareholder wealth 
without any tangible immediate return. 

However, if social investment is seen as a 
way in which the business manages its 
relationships with a variety of influential 
stakeholders who can have a influence on 
its license to operate, the business case 
becomes immediately clear. 

Social investing is about building 
relationships with customers, attracting 
and retaining talented staff, managing 
risk, and assuring a good reputation. 
Mallen Baker uses Coca Cola as an 
example of a company with a market 
capitalisation that far exceeds its 
"property” value.  

Baker suggests that Coke’s ‘intangibles’ 
make up 96% of this value - of which a 
major part rests on the brand equity of the 
company. Social investment can play a 
significant part in positively impacting a 
company’s reputation and contributing to 
its brand equity.
 
Bruce Nolop recently posted an article in 
the Wall Street Journal titled ‘Four ways 
corporate social responsibility helps 
shareholders’ which discusses how 
profitability may decrease with social 
investments in the short-term, but almost 
simultaneously increase in the multiple 
over the long-term due to increased 
company reputation, perceived reduction 
in risk and a broader marketability to 
potential investors, who are so often 
attracted to investments that demonstrate 
a higher level of social concern and thus 
credibility. 

No lop a lso ment ions tha t soc ia l 
investment time frames are long-term 
investments, which align with the five-
to-10 year timeframes that are typically 
assumed in maximising shareholder 
return, rather than the approach of other 
short-term investors who may only 
experience a decrease in profitability.

Continued on the next page.

WORTH IT OR WASTED: A 
SHAREHOLDER’S PERSPECTIVE
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The firms that Baker and Nolop highlight 
know that business is an intrinsic part of 
society, and they acknowledge that, like 
family, government, and churches, 
business has been one of society’s pillars 
since the dawn of the industrial era. 

Great companies must work to make 
money, but in their choices of how to do 
so, they ensure that they are building 
enduring institutions. 

They invest in the future while being 
aware of the need to build people and 
society.

Keri Paschal, is the Executive Director of the Muthobi Foundation and a 
Trustee of the Nation Builder initiative.TA
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All these thought pieces have been put together as pointers for your nation building 
and good business journey. Of course there is no “one size fits all” in the business 

of building our nation, and nothing beats face-to-face time.

Should you have more questions, need any further guidance (no matter how big or 
small), or even if you just need a sounding board for your ideas, you are welcome 
to connect with the Nation Builder team – we are here to help point you in the right 

direction as you gear up to do great things through your business.

Our contact details are:

Phone number

Pretoria (012) 483 8614
Stellenbosch (021) 816 1111

Email

keri-leigh@muthobi.co.za
lauren@muthobi.co.za 




