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Hello and welcome to our 'tricky' second issue.

It certainly has been an epic ride to get us here. Working (as I'm 

sure you can imagine) on a budget that aspires to shoestrings, 

and trying to get traction in the lives and worlds of some 

extremely busy, extremely driven people, this has not been an 

easy ask.

But, as Marc Lubner said when telling us why Nelson Mandela 

asked him to get involved with what was to become The Smile 

Foundation:“If you want to get something done ask a busy 

man.”As you take a look through this issue you'll see that we 

have been very busy indeed and, hopefully,you'll also see that 

we've had some success in our steep learning curve and fast 

evolution process.

In this issue, as the portrait on our cover would suggest, we 

stumbled upon a challenging story when Marc Lubner 

challenged what he sees as the failure of the entire Social 

sector. Indeed, we were so challenged by this story that we put 

out a Q&A about it for our Talking Points section. More 

amazing than Lubner's willingness to seize the thorn of this 

tricky issue was our respondents unwillingness to go on 

record with any kind of substantive response to this essential 

issue.

The internal debate continues to rage at CSR about whether 

we should name and shame those major organisations that 

are so reluctant to even join in this debate. The urge to pick a 

fight is always there, but we also want to use this magazine to 

pick the right fights. Maybe you have some idea about why 

social spending and social issues suddenly seems like such a 

'third rail' issue; especially when the very fabric of our society 

is as stake. After all, we are not making accusations or digging 

up the dirt – what we are doing is seeking constructive debate 

and positive discussions?

But Lubner's cat among our collective kittens is not our only 

'headline act' in this issue. I also got to explore some of the 

ideas behind Maboneng - one of my own favourite places on 

earth - and have some amazing conversations with some 

fascinating people; not least of which the indomitable Mr Mia 

and his equally impressive son, and the passionate and 

passionately engaging Bernice Samuels from FNB.

We certainly enjoyed writing this stuff. Hopefully you'll enjoy 

reading it. Maybe it will even inspire some thoughts of your 

own? If we manage to do that, drop us a line and get involved in 

the debate, we'd love to hear from you and love to hear what 

you really think.

Until then, have a day.

Paul S Rowlston

Editor
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I'm a huge music fan, by which I mean I really like music rather 

than I like really big music. 

I'll be the first to admit my range is not particularly wide - if it's 

not got a guitar in it, it's probably not on my playlist. But I've 

had a playlist quite literally as long as I can remember.

Now, the one thing I tend to respond to most consistently is 

lyrics. Indeed, if you're dumb enough to follow me on 

facespace then you'll get a pretty good idea about what I'm 

listening to and, more importantly, how I'm feeling from the 

lyrics I post in my status updates.

But, more than just acting as my own personal mood ring, 

lyrics pepper my conversation and my writing. I have no idea if 

this is a common human experience or unique to just me, but 

if you say something with a certain word combination or 

cadence, or perhaps even just a particular word, my 

synapses will fire and 'the incredible lyric boy'™ will spit out a 

lyric - be it relevant or simply tangentially connected via a 

shared word or idea.

To quote a particular favourite lyric of mine (it's astonishing 

I've held out for so long), when conversation 'stirs up the bed 

of the river' what will tend to stir up is a song lyric.

I suspect that the grand gestures and hyper real emotionality 

of song lyrics has significantly affected by view of life and 

love,and my writing, and my story-telling. Indeed, it seems to 

inform my attitudes to life at every level - mostly, I hope, for the 

better.

A few months ago I was on the road during rush hour - always 

a high risk proposition. Stopped at a red light I found myself 

eye to hand - the all too familiar intersection of rich and poor 

found at a depressingly large number of urban traffic 

intersections. Trying to live up to my previous 'Note', I was still 

rummaging in my pocket for change when the light changed. 

It was then that the situation went from depressing to dire.

In what another lyric might describe as 'a New York minute' 

the guy in the car behind me was hard on his horn. Still 

aspiring to reasonable I indicted that I was in the process of 

'sharing the wealth', asking for just a little patience from the 

man in an expensive car on his way to a roof and a hot meal 

for the man standing there with neither.

His reply? A single raised digit, the Jo'burg salute, a clear 

indication of precisely what I should do with myself.

Now, I'm not actually a man much given to violence, but 

without conscious thought I was out of my car, dropping my 

earphones like a hockey player drops his gloves as prelude to 

battle and bearing down on the man behind the finger and the 

wheel.

His window went up almost as fast as I moved and his doors 

quickly locked. As I stood there looming over the impatient 

man and – as it turned out – his terrified wife, he gripped the 

wheel and looked straight ahead while I vented spleen about 

his raised finger, the smallness of his mind and soul and his 

general attitude apropos his middle digit.

But then, tiring quickly of my own tantrum I actually saw his 

wife and her terror at my terrible tirade. And I turned away, 

spent. As I walked back to my car the lyric that I quote on the 

bottom of every e-mail, the line of the song that I try to live by, 

the one tattoo I ever seriously considered as permanent 

statement of intent for my life, percolated up from that calmer, 

less shouty place in my soul:

… or you could love.

The universal answer to every evil, every ill thought, every 

ugly attitude and assumption.

… or you could love.

The alternative to war, to anger, to violence, to every manner 

of 'bad' in the world.

… or you could love.

A song written about the war in Bosnia, applicable in every 

place where humans gather.

… or you could love.

A credo, a battle-cry, an aspiration and an inspiration … my 

own personal code.

I failed myself that day and I was ashamed. I answered a 

mean spirit with anger and the threat of violence. I introduced 

real fear into another human's life. And, even if he had earned 

it with that finger, he was not worth it. Because that's not who I 

am.

I failed myself that day. And I shall never forget. I failed then, I 

will try not to fail again … Because failure is not the end of the 

story, it's the beginning.

… or you could love.

by Paul S Rowlston

... or you could love
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By his own admission 

Marc Lubner is a failure.

What's more, Corporate Social 

Responsibility and Government social 

spending in South Africa is also failing.

No matter what we might tell ourselves, 

we're all failing … 

There's a place in Hyde Park in London that is quite 

remarkable. Speakers' Corner is a spot on the edge of that 

famous park where people come to speak. Sometimes they 

speak to just a few passers-by, sometimes they expound to 

a collection of baffled tourists, sometimes they draw a 

fascinated crowd. 

The key to Speakers' Corner is that anyone can speak and 

they can speak about anything they want. They can talk 

about the world as they see it, they can rage against the 

machine, they can speak the truth – no-matter how 

shocking, surprising or unpalatable. 

And it's wonderful … Not just for the speaker - free to 

unburden themselves of all those thoughts - but also for the 

listener, those who have ears to hear, because if you listen 

very carefully the world is full of some incredible thinking 

and some astonishing truth.

A few weeks ago CSR had the very great pleasure of a 

private session at our very own 'Speakers' Corner' when 

Marc Lubner – Chariman of The Smile Foundation and CEO 

of Africa Tikkun – agreed to sit down with us and speak the 

truth as he sees it.

Lubner's grandfather started the family business at the end 
thof the 19  century. A man born into poverty, his grandfather 

was not even able to complete his education before he was 

forced out into the world to help support his family. He 

understood what it was to be poor, he knew the importance 

of focus and hard work and he placed great value on the 

great value of philanthropy.

Lubner's Grandfather set the pattern for the Lubner family,a 

pattern that was continued and expanded upon by Marc's 

father and uncle as they grew the family business into a 

corporate empire that spans a range of businesses, 

countries and continents.

Having been born into a wealthy but driven and determined 

family, Marc grew up with philanthropy hard-wired into his 

DNA. A successful and driven businessman in his own right, 

it is no great surprise that when Nelson Mandela sought to 

get something done he 'asked a busy man' and got the 

answer he wanted. 

by Paul S Rowlston

Speakers' Corner

“...when Nelson Mandela sought to get 
something done he ‘asked a busy man’ 

and got the answer he wanted.”
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Inspired by Mandela's specific request, Marc established 

The Smile Foundation, an organisation which now helps to 

return the smiles to the faces of between 250 & 300 kids 

every year and provides an impressive range of support 

services and training in related areas.

Africa Tikkun was started by Marc's dad and the then chief 

rabbi as a charity designed to address Ad-Hoc social needs 

– from feeding schemes, to shack development, to youth 

leadership. Where there was a need Tikkun tried to find a 

way to fill that need.

Today Africa Tikkun touches something in the order of 

17000 people every day in a variety of ways and adopts an 

holistic approach to their significant social investment in 

communities across South Africa. 

All this to say that when it comes to social spending and 

social responsibility Marc has 'form', he has credentials, he 

knows his business and he knows what he's talking about. 

So, when Marc speaks, it's worth listening.

The surprising thing is what Marc has to say … Which brings 

us back to this:

Marc, by his own admission, is currently failing and Marc 

does not like to fail. Indeed, having recognised the truth, 

Marc is determined to do something about it – and that's 

why he climbed up on his soap box for CSR.

According to Marc there are over 90 THOUSAND registered 

NGO's in South Africa.

Corporate social spending in South Africa exceeds 7 

BILLION rand every year.

Social spending by government exceeds 20 BILLION rand a 

year.

The Philanthropic sector employs more 

people in South Africa than the 

manufacturing sector.

Now, before we go on, stop and take a look at those 

numbers again. That's 90 thousand organisations, over 27 

billion rand, tens of thousands of people – all dedicated to 

addressing South Africa's social problems, all working to 

serve their various causes, to meet the different social 

needs they care most about, to make life better for the 

people who they have decided most need their help.

Ok, now take that mental picture and balance those 

numbers and those facts against your mental picture of our 

world here in South Africa today. 

Does it feel like it's getting better to 

you? 

Are the bellies of the unfed becoming full? Are those without 

homes being brought in out of the rain and the cold? Are the 

uneducated having their minds filled with new ideas and 

their hands provided with new skills? Are the unemployed 

being steadily steered towards gainful work? Are our 

CORPORATE SOCIAL REVIEW6



children playing in the streets, safe from harm, happy, 

cheerful and content? So, do you still think Marc's wrong 

when he says we're failing?

So, what's the problem? 

How can we be achieving so little when 

we all know that we are doing so very 

much?

 “The problem is not that there is not enough money” says 

Marc. “The problem is that we have all this activity, but it's 

not joined up. Different government departments don't talk 

to each other, they never sit at the same table and combine 

their activities and their resources to ensure the best 

possible delivery. There is no incentive or pressure for them 

to work together. There is no 

pressure at all placed on them to 

cooperate in an effective way.”

“This lack of coordination means 

that sometimes they can't even 

spend the money they have. 

And, quite often, these social 

development projects rely on 

other government departments 

who simply fail to deliver – and 

w h e n  t h e y  f a i l  t h e n  t h e 

programme fails.”

Marc talks about his frustration, the inability to even get 

different government departments into the same room to talk 

about projects that cut across their various departments.

“Just try and get Sport, Education and Social development 

to sit down at the same table, it just doesn't happen.”

And then he talks about whole projects that stall because 

the permits or planning permission or some other key 

national or regional government function simply does not 

get delivered. (Ed: Ask anyone who has been waiting for a 

house sale to clear through the municipality what that is like 

and then imagine that what is being stalled is not the transfer 

of a townhouse in Randburg but the delivery of a feeding 

scheme in a rural area where unemployment runs to 80%+)

But, says Marc, the government are by no means alone 

in their failure:

“The corporate sector doesn't incentivise the people who 

run their projects and funds to cooperate with anyone. They 

don't require any kind of holistic approach. And the mentality 

of the NGO sector is to survive, to protect their own turf, to 

take care of their own small slice of the pie and do 'good 

work'. But it's not good enough just to do good work. We 

also have to do 'responsible work'.”

“Corporate funds and lottery money should make 

cooperation and integration a fundamental requirement. 

At the highest levels of government there needs to be the 

mandate and the requirement that departments cooperate, 

work together to deliver on the government's own priorities. 

Any and all government department that has influence over 

the delivery of these social services should be held to 

account – forced to deliver and deliver fast.”

“Never has so much money been thrown at our 

problems. We've never had as many NGO's working in 

South Africa, never had so many people working to address 

our social issues. Yet our social statistics have never been so 

poor; from drop outs, to unemployment, to education, health 

and corruption – it's all worse than it has ever been. We're 

working harder than we ever have and we're still failing.”

According to Marc the scarcity of funds forced his organi-

sations to reach out to other NGOs. It forced him to take a 

careful look at the need and 

identify those people who 

could do things better than his 

own organisation, compliment 

his efforts and address the 

those real needs rather than 

his own agenda. 

Marc looked to make his 

own organisation a force-

multiplier for other NGO's, 

while simultaneously gaining 

the same multiplication effect 

in his own efforts, by finding areas where cooperation was of 

greater value than 'competition'. In effect, he was able to 

make the whole greater than the sum of its parts – with far 

greater delivery where it is most needed being the obvious 

end result.

Africa Tikkun's basic approach is to try 

and take the solution to the problem, 

rather than trying to take the problem 

out of the community 

Tikkun try to build the capabilities and capacity to address 

social problems within the community – meeting the need 

and uplifting the whole community as a result - providing 

facilities, resources and employment where it is most 

needed. 

And this is where this cooperative approach delivers the 

greatest value. Because Marc does not want to 'own' 

every solution he's quite happy to open his doors to 

anyone who can do it better than he can – and provide 

those people with the benefits of his own infrastructure in 

service of the greater good.

And this is the basis of Marc's 'call to action':

“In the corporate world we spend our whole lives looking to 

create value through mergers and acquisitions and this is 

the attitude that the philanthropic world must adopt. We 

CORPORATE SOCIAL REVIEW

“We must actively seek out 

opportuities for cooperation, we 

must stop seeing our world as 

competitibe and start seeking it 

out collaboration.”
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must actively seek out opportunities for cooperation, we 

must stop seeing our world as competitive and start seeking 

out collaboration.”

“Just look at Bill Gates and Warren Buffet. Two of the richest 

and most successful men in the world choose to combine 

their philanthropic efforts in service of a focused approach 

that delivers the maximum value for the money they are 

spending. Appropriately directed ego is the fuel that brings 

about results. Ego in service of ego is self-limiting and 

ultimately self-defeating.”

Marc has already initiated discussions with the heads of 

government, some of the big corporate donors and with the 

national lottery fund. He's aware of our current failure and is 

determined to do something about it.

“Let's stop looking at causes and 

individual needs and start looking at the 

geography of need. 

For instance, take a look at somewhere like Alex, or 

Gugulethu, or Umlazi  and do a holistic needs analysis. 

Let's ask ourselves what we would like it to look like in five 

years' time – when we've addressed the needs – and then 

work back from that vision of a better future.”

“If we can work together in a coordinated and a united way 

then we can actually achieve what we each individually 

want to achieve. But we've got to get out of our own way long 

enough to let the need determine the agenda and let the 

people who are best able to address each individual need 

do what they do best.”

Marc goes onto describe a possible solution based upon the 

creation of a single overarching authority, given the 

mandate and the authority to enforce cooperation and 

ensure delivery. At first glance it sounds like yet more 

administration and another layer of bureaucracy. Indeed, it 

could end up being a bloated 'department of homeland 

security' – often perceived as being more in service of its 

own survival than the stated mission. 

But one thing is clear - we cannot, or at least we should 

not, continue to do what we are doing right now. One of 

the definitions of madness is doing the same thing 

repeatedly and expecting different results. So perhaps what 

is needed is a focused, driven and determined partnership 

between government, funders and corporate South Africa; 

all in service of need.

Give the right people the responsibly and the authority to 

affect real change and they will change the world. Give them 

a big enough lever (and a place to stand) and they can 

MOVE the world. 

Give a busy man a job and then 
get out of his way so that 

he can do it.
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TALKING POINTSComments
on Questions...

Comments
on Questions...

9

By Paul Rowlson

Only two issues in and it seems we've already hit a 

nerve! 

For this month's Talking Points we picked up on an 

issue that Marc Lubner raised regarding the 

effectiveness of the entire Social sector. We 

assumed that this would be extremely interesting 

area of discussion and stimulate very constructive 

debate and so we put out a series of questions.

We were then entirely surprised by the lack of 

response. But even more than a lack of response, we 

received active push-back – people expressing 

unwillingness to even enter into the debate. It seems 

that, perhaps, this systemic failure is a 'dirty secret' 

that no-one wants to talk about.

We were pointing no fingers, making no accusations, 

apportioning no blame; indeed, as is our purpose and 

vision, we were actively attempting to make a 

positive difference. And yet, an astonishing number 

of people refused to comment at all and one of the 

two people actually willing to enter into this debate 

with us did so on the condition that we protect their 

identity and allow them to comment anonymously 

without any attribution.

Here at CSR we're still trying to process this and we 

hope that YOU might have something to say. 

So, here are 'the questions that caused all the 

trouble' and the answers we received. Maybe you 

have an opinion? Maybe you think there's something 

we've missed or an opinion that will contribute 

constructively to what we believe is an important 

debate. If you do we'd love to hear from you. And 

while you're at it maybe you can help explain why this 

is such a hot button issue? Have we found the 'third 

rail' of social responsibility already? If we have we'll 

be frankly astonished - after all, we weren't even 

looking!   

In this issue of CSR we feature a provocative and thought 

provoking interview with Marc Lubner, Chairman of the 

Smile Foundation and CEO of Africa Tikkun. 

Marc climbed onto his soap box and didn't climb down until 

he'd got us all thinking and, indeed, challenging our own 

preconceptions about just what is wrong with CSR 

programmes here in South Africa.

Here are the bare facts, the numbers at the heart of Marc's 

thinking:

· There are over 90 000 registered NGO's in South 

Africa

· Corporate Social Responsibility spending 

exceeds 7 Billion Rand per annum

· Government Social spending exceeds 20 Billion 

Rand per annum

· In total – not counting international donations and 

donor spend – over 27 BILLION Rand is spent in 

the social sector in SA every year

· The Social sector employs more people than the 

manufacturing sector in South Africa

In his interview Marc points out that – despite all these 

resources – most of the indicators relating to social issues 

are down. Education, housing, health, employment – in 

most of the areas that count we don't seem to be making any 

real headway in terms of addressing South Africa's very real 

issues.

In this issue Marc details his thinking and offers his 

suggested solution. But here's the questions we thought 

were worth asking:

With over 27 Billion Rand being spent in the Social 

sector can we really say that money is the problem? 

And, if not, why is so much money being spent without 

more obvious effect?

Thierry Alban Revert, 

Planet Agroecology Concepts - Director (TR):

It is obvious to us that there is an enormous amount taken by 

CSR middlemen and CSR fund managers. Our experience 

as an effective and pragmatic, transparent and accountable 

NGO is that they will not give us a cent, as we would publish 

the horrific percentages that these CSR fund managers are 

high-jacking from the original funds. The other factor is that 

Editor's Note:
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large portions of the CSR is also used in publishing luxury 

advertising material which “shows” how good the CSR fund 

is doing and how “socially impactful” programs or project 

that they fund are. Account the CSR corporate management 

salaries & expenses, the CSR project management third 

parties, the advertising companies and the advertising, 

media, & PR costs of covering the CSR project and the 

beneficiaries are left with between 20 to 30% of the original 

declared funds spent at CSR.  

Anon contributor (Anon):

I do not believe money is the problem. I feel implementation 

is the problem.  The social sector requires certain attributes 

– passion and commitment - to make a difference.  Do we 

have the right people sitting on the right seats in this Sector?

Do you think that the social sector lacks cohesion? 

With over 90 000 registered NGO's do you think the 

sector suffers from fragmentation and a lack of 

effective cohesion?

TR: For sure, because there is no coherence in the sector 

and the sector is highly emotional and opportunistic (Rhino 

poaching massive money, for no results!).

It is not really cohesion that is lacking as you cannot prevent 

any civil society member from being passionate about what 

they are doing (for instance: personal pleas to give 

sponsorship to young sport players to go overseas, to pay 

for medical expenses for children with serious conditions, 

etc). Also, we are in a curious mode of paying for the 

Panado, and not looking at getting the headache sorted out. 

CSR spending is dedicated at the cure rather than the 

prevention, as it is more sensational and gives more 

emotional exposure to a project. Simple things like 

education, training, skills transfer, and essential research in 

social cohesion mechanisms are often poorly covered. In 

Organic Production and Agroecology Practices we are not 

considered as a social issue, but as an economic issue, so 

no CSR will be looking to support small holder and 

subsistence farmers in producing healthy foods for the 

communities they serve.

Anon: Every year, the number of NGOs grows but the social 

issues increase.  Everyone is looking for funds from a 

shrinking pool.  NGOs should behave like businesses and 

work on empowering people through specific goals and 

outcome. I feel the dependence continues.  More effort 

should be put in changing mind-sets.

Do you think corporate money is being effectively 

spent?

TR: The basis of the CSR spending is flawed:

30% maximum will reach the beneficiaries. The other is 

feeding the “good friends” of the Corporate Fund managers 

as “program” implementers. These people are just sourcing 

professionals to do the job for them and pay them peanuts, 

taking the lion's share for themselves. The others are the 

advertising companies cosmetizing projects into good 

looking materials for the public eye.

Anon: I think it differs from corporate to corporate but I 

believe most corporates are now insisting on a return on 

investment. Corporate are moving away from just handing 

over a cheque to making a difference in people's lives  A 

number of CSR forums are active and through these, there 

is good exchange of what works and what does not. These 

conversations should be encouraged. (Ed: like this one!?)

What do you think about the increasing trend in big 

corporate donors to entrust the management of their 

CSR spend to third party agencies?

TR: Much more effective that bank robbery – with no risks at 

all of being caught – CSR is not a sustainable practice if 

nothing is done to ensure Norms and Standards in the 

sector. Many third parties agencies are in the hands of a 

specialised 'mafia', pretty similar to property developers or 

auctioneers. Silent moves and making excellent money.

Anon: There are advantages and disadvantages.  CSR is 

not core business and it may be wise to out-source this 

function. However, charges by these agencies could be so 

high that the end user benefits very little. I believe, NGOs 

could play a part.

Photograph: Valerio Veo



Do you think that Government social spending is 

effective? How do you think that government could 

more make more effective use of the massive 

resources allocated to social spending?

TR: is it effective? Not really, no. Because there is no 

cohesion and lots of tenderpreneurs. The solution? Create 

sectorial National Initiatives, with good Civil Society 

governance and project management experts, with typical 

project management KPA's and KPI's, SLA's and 

independent Measurable, Reportable, Verifiable (MRV's). 

Create a special unit similar to the Green Scorpions, but 

operating in the social delivery sector.

Anon: I am not so sure that it is effective – there seems to be 

a hit and run approach. Government has implemented 

some very good projects but often with no follow through.

Do you think that South Africa's social issues can ever 

be effectively addressed?

TR: Of course they can. The system is fairly simple: 

Create CSR norms and standards and quality assurance 

procedures for CSR and other social project similar to those 

you have for any good practices in various sectors. (Ed: like 

the ISO featured in our first issue perhaps?) Create a 

National Charter for Social responsibility and investment. 

Select and screen bona fides and tested eco-social 

enterprises to do the work. Have an education and training 

CSR academy for good practices in the sector so that 

Companies and other civil society stakeholders, like 

churches, can measure their effect iveness and 

performance, as well as their impact and performance. 

What would you like to see done differently with the 

massive resources currently allocated to these issues?

TR: This should be discussed between ethical and 

reputable groups setting up the sector norms and 

standards, rules and procedures for good practices, the 

accountability and transparency principles of these funds. 

And a national audit and report system of the various 

programs implemented. And look for the appropriate 

government champion to oversee and govern such a 

process.  

Anon: We have glaring social issues like education, health, 

housing etc.  I would like to suggest that social issues be 

tackled as per Charter sectors.  For example, an industry 

sector could, for the next five years, channel all their funds 

into this social issue in which they have some investment 

and knowledge – construction could, for instance, come 

together and find a solution to the housing problems, the 

Financial Sector could look at Education etc.

CORPORATE SOCIAL REVIEW 11
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Gauteng
Wings of Life: Diepsloot
The Afrika Tikkun Wings of Life Centre is located in 
Diepsloot – one of the largest informal settlements in the 
country with more than 800 000 residents. Not far from the 
plush northern Johannesburg suburbs of Dainfern and 
Chartwell, Diepsloot is a sea of informal settlement shacks.

Arekopaneng:
Orange Farm
The Afrika Tikkun Arekopaneng Centre is located about 
45km south of Johannesburg. Orange Farm is the largest 
informal settlement in South Africa, with an estimated 
population of more than one million people. It is also one of 
the youngest, with the original inhabitants, laid-off farm 
workers, taking up residency in 1988.

Phutaditjaba: Alexandra
The Afrika Tikkun Phutaditjaba Centre can be found in 
Alexandra – one of the oldest townships in Gauteng. 
According to the Gauteng Economic Development Agency, 
there are some 500 000 people in 5 210 formal houses, an 
estimated 34 000 shacks, three hostel complexes and 
around 2 500 flats.

Afrika Tikkun Uthando
Centre: Braamfontein
The centre in Hilbrow relocated to the Afrika Tikkun Uthando 
Centre in Braamfontein during the month of July 2012. The 
inner city is a vibrant, multicultural melting pot of decaying 
high-rise blocks of flats that are home to more than one 
million people, including, among others, South Africans, 
Zambians,  Niger ians,  Zimbabweans, Angolans, 
Mozambicans and Congolese.
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A sustainable future
for children in 
South African 
townships

Passion, good governance and 

outcomes - these are the three factors 

that lie at the heart of Africa Tikkun’s 

philosophy of developing impoverished 

communities, and the elements that 

make the organisation successful in 

providing thousands of children with a 

hand up the ladder of life, rather than a 

handout.

Afrika Tikkun pioneers a different approach. Its model of 
developing children from “cradle to career” is achieved 
through an array of partnerships, which include government 
departments, NGOs and local community leadership.

These partnerships, combined with corporate social 
investments, empower local communities to implement, 
operate and manage an integrated system that supports 
children born in poverty. 

Through years of daily support and skills development, the 
youth become capable of adding value to their lives and  to 
the nation

Afrika Tikkun



Cape Town
Zolile Malindi Community Centre: Mfuleni
Mfuleni is a severely under-resourced area bordering 
Khayelitsha on the Cape Flats, with more than 45 000 
residents living in poverty.

Nelson Mandela Peace Park: Delft
Nelson Mandela Peace Park is located in Delft, which lies to 
the north of Cape Town on the Cape Flats. In 2000, the 
official estimate was that it had a population of 
approximately 100 000. Unemployment exceeds 70% and 
socio-economic problems predominantly stem from drug 
trafficking.
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Editorial supplied by

 Bench Marks Centre for CSR; was 

formally launched in January 2012.  Prof. 

Freek Cronjé, former head of the Subject 

Group: Sociology is heading the centre as 

Director.   

The establishment of the new centre is an 

important development for South Africa, 

which is considered a world leader in mining

Air and water pollution as a result of mining, acid mine 

drainage, toxic waste and abandoned mines continue to 

pose serious risks to South Africa's communities and its 

environment, says the Bench Marks Foundation.

The single most destructive impact of mining is on the 

environment. Mine waste is still the largest source of 

pollution in South Africa and the country is one of the world's 
2largest emitters of CO  in terms of population size. 

Furthermore the impact old coal fields poses on our scarce 

water supplies as a result of contamination due to heavy 

metals seeping into water resources, has reached epic 

proportions.

Environment 

Review
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“This week we marked World Environment Day, yet we are 

still faced with the stark reality that acid mine drainage 

impacts everyone, from rural communities and farmers to 

urban residents," says John Capel, executive director of the 

Bench Marks Foundation. "Our rivers and streams 

throughout the country are under severe stress as a result of 

mining and industrial activities and have been this way for a 

very long time. The recent reports that water engineers are 

frantically working on the overflowing acid mine drainage in 

the Witwatersrand's western basin and other articles on this 

subject come as no surprise to us.

Too many loop-holes

“Unfortunately there are too many loop-holes in legislation 

governing the mining sector. Mining corporations are not 

held accountable for many of the costs that their operations 

impose on society. The line between what is their 

responsibility and what is not, is still very unclear. Generally 

many of these costs are borne by the state and by tax 

payers while local communities suffer air quality and water 

contamination.”

Capel says that recent reports of blackmail and of 

uncooperative mining houses is something the organisation 

has also experienced throughout the years that it has been 

doing research. In addition, the involvement of current and 

former government officials as shareholders, board 

members or managers in mining companies is an added 

problem and presents a whole set of complications and 

tensions of its own.

Some companies are confused

Nationally and indeed globally, there has been pressure on 

mining corporations to be more accountable and 

transparent about their actions in the communities they 

operate. Capel says that regrettably, some companies still 

'confuse' corporate social responsibility (CSR) with 

philanthropy and/or hand-outs to communities. CSR is 

really about responsible business practices, ethical profit -

making and fair distribution of wealth

“All activities of a company should have a positive impact on 

all stakeholders especially those most oppressed and 

Photographer: Theuns Botha 
Coldbrook Barkly East
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exploited. That is true CSR," says Capel. "Even though 

there is no single CSR standard, mining companies should 

adhere to ethical performance standards and not put profits 

before people, the planet and the general well-being of 

others. This will have a large number of benefits for their 

company as well as for the communities within which they 

operate.

"We can only hope that the capacity of the Department of 

Minerals and Energy to monitor, oversee and regulate the 

industry is increased really soon, as the current incapacity is 

leading to the systematic destruction of the environment in 

general and of both ground and surface water resources in 

large parts of our country," he concludes.

Photographer: Theuns Botha 
Coldbrook Barkly East

Photographer: 
Theuns Botha 

Coldbrook 
Barkly East
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AWARDS

Top 100 stars of SA – Star Newspaper 1987

Paul Harris award for service to humanity – 

Rotary International

International year of the volunteer – United 

Nations/Ministry of Social Services

Haqui Surtee Award – Philanthropist for services 

to the Lenasia community

Johannesburg Institute of Social Services – 

Recognition of lifetime services to the community
th2009 SA Tamal Federation – 40  Anniversary 

Contribution to the Tamal community, welfare, 

education and social services over the years

CSR PROJECTS

Built 1 000 affordable homes in Lenasia

SH Mia Library Centre

South African Federation – Multi – Soccer 

Time to Learn “Project” since 1970

Jiswa School for Mentally Handicapped

Nishtara Drug Rehabilitation Centre

Cyrildene Mosque and Madras

Tiba

Bazokhula Crèche with SANZAF in Lehae 

Township

Igugulethu School with SANZAF in Lehae 

Township

Tertiary Education Bursaries

PROFILE ON 
SAYED MIA
(GROUP CHAIRMAN SHM GROUP OF COMPANIES)

Member of Turkish Chamber of Commerce

Vice – Chairman – Johannesburg Institute of Social Services

Board Member and Supervisor – Lenasia School for the Mentally 

Handicapped

Board member – Johannesburg Council for Disabled

Trustee- Johannesburg Children's Theatre

Executive Member World Memon Organisation

Trustee Monash University Australia

Trustee University Western Cape SA

Chairman of SA Corporate Real Estate Fund Managers (Managed 

by Old Mutual) 23
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BUSINESS PROFILEWealth
Beyond Money

Wealth
Beyond Money
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Sayed Mia has a problem, he can't say no. 

He doesn't say no – not when yes is easier 

to say and delivers to him and his 

remarkable family the type of rewards that 

money simply cannot buy.

When CSR sat down for a long conversation with Mr Mia in 

his Killarney offices we actually met more than just Mr. Mia. 

Not only were we introduced to two of his impressive and 

empassioned sons, Zaakir and Reza, but we also felt like 

we'd met the most impressive member of the family and the 

seed from which this equally impressive family tree had 

been born.

Maymoona Mia must have been a truly magnificent woman; 

her words, her inspiration, her attitudes and her approach to 

life seem to inform everything that her son does, everything 

that his sons do and we are sure everything that the Mia 

family will continue to do as they build upon their businesses 

successes and re-invest those successes in a life where 

wealth is not defined by the content of your bank balance 

but by the content of your heart.

“What you earn is how you make your living.” Says Mr Mia. 

“But what you give is how you make a life for other people. 

We make a living by what we get, we make a life by what we 

give.”

As is very often the case with men like Mr Mia, he comes 

from humble beginnings. His mother was a teacher. The 

family was so poor that they could not afford to educate their 

children and relied on bursaries to secure an education. 

Which is how Mr. Mia learned two important lessons: the 

first, that hard work is the only path to lasting success; the 

second, that lives are changed by the gift of money and 

resources – a gift given by those blessed enough to have 

the ability to give.

“The help of other people, even if it was just their good 

thoughts and encouragement, helped to make me who I am 

today. But it was my mother who taught me the basic 

principles of life: If another person has a greater need, give 

to them. She taught me that what lies behind us and lies 

before us are tiny compared with what lies within us.

Be true to yourself and, even if you can't do good, at the very 

least do no harm.”

It was then that Mr. Mia dropped the first of his entirely 

counter-intuitive and yet completely delightful ideas on us. 

He talked about 'the boomerang effect'. He told us how his 

mother had raised him to believe that every effect has a 

cause and every cause has an effect. When you put out a 

little, you get a little. Put out more and the universe gives you 

more.

“Teach your sub-conscious mind to live in abundance and 

you will attract more than  you need. Look at other people's 

need more than your own and always remember what it felt 

like to be given something.”

Of course, this is all starting to sound quite 'spiritual' and 

more than a little Dr. Phil. But these words are not coming 

from some tie-dyed ex-hippie, or some entitled socialite. Mr. 

Mia sits at the centre of a successful and profitable business 

empire. A teacher by profession, a man born to ,  difficulties

he's built his wealth the hard way; and you can be sure that 

he's no pushover. 

So now you're probably thinking that it's easy for him to talk 

about giving because he's already got. By any standards 

Sayed Mia tells us why a generous man will never be poor...

by Paul S Rowlston

Photo: Pieter de Ras



he's a rich man with a rich family – so he can afford to give. 

But then we'll remind you about the seed that grew this fine 

upstanding tree. His mother was not rich, at least her 

pockets were not full. Knowing what teachers earn – 

especially Indian women whose son was born in 1946 – 

we'd be safe in assuming that there were probably times in 

Mr. Mia's life when not everything was available.

This is a philosophy born out of nothing, out of – struggle 

but the poverty of the pocket, not the mind, not the heart, 

not the soul. So, when a rich man who was not always rich 

tells you that generosity is key to success, then even those 

of us with holes in our shoes should probably sit up and pay 

attention.

“I live my life in a state of constant gratitude.” Says Mr Mia. 

“Gratitude that you can give not take. Gratitude makes you 

feel greater and attracts greatness. It's easier to see the 

good when you do good. And what you have to remember is 

that true wealth is about every aspect of your life: 

Relationship, physical health, family, everything. There is 

the 'musicality of harmony' – you give money, providence 

gives your health and it gives you Joy. But the key is to give. 

But winners give, not trade. Expect no returns. It must come 

from your heart.” 

Sitting in an office that could easily accommodate a pool 

table, (Ed: or even a small pool!) this obviously rich, 

obviously powerful, obviously successful man talked about 

how he was reduced to tears by the gift of a CD. Someone to 

whom he had given a bursary gave him a CD - Elton John 

Blessed - and he listened to it and wept tears of joy. His 

money didn't buy him that Joy, no amount of money could do 

that. But, his generosity of spirit and his commitment to the 

lessons learned at his mother's knee put him in a place 

where the universe could deliver that joy directly to do him.

“When you give away what you don't need that creates a 

vacuum that nature then fills. Live life with an attitude of 

abundance. Don't have a mind-set of scarcity. Generosity 

creates the capacity for generosity.”

“The more you see the need around you, the more you have 

to be grateful for and the more you see the opportunities to 

do good. God never denied me anything. Desires and 

expectations are met. Relationships, expectations of family. 

I honestly believe that the desire to help and the willingness 

to be give directly results in my own wealth on every level 

and in every way.”

“Be bold enough to not worry about yourself. Generous 

people DON'T go broke. Real strength comes from inner 

strength. We cling onto money and we resist generosity out 

of weakness and insecurity. But real strength shines 

through.”

He goes on to talk about how most people are task driven – 

not people driven. He says people think they have to put on 

the mask, they feel like they have to leave their humanity at 

the door.
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Mr Sayed Mia (in front)
Zaakir Hoosein Mia (left)

Dr Mohamed Reza Mia (behind)
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“We all hide behind 'identity', be it religion or a business suit. 

This masks our humanity, we become fearful to show our 

true humanity.What makes a man is how a man thinks. 

People act out of insecurity; generosity comes from a sense 

of security and generates a sense of security.”

Talking to Zaakir Mia after our meeting he summed his 

father and his family up for us.

“This is a family way of life. Profit is good. But don't take what 

you want at expense of others. Companies are citizens. 

Responsible to their environment. The way you operate in 

the world defines the nature of your world. And that is not 

just a moral position, it's a pragmatic one too. What we do 

now delivers a lifetime's benefit. When we make society 

better that is to the long term benefit to the business. Social 

responsibility is long term thinking. Short term profits are 

less value than long term sustainability.”

See, it's not just spiritual and moral position this one. 

Generosity and morality can be defended and defined on 

the balance sheet. As Zaakir says:

“When you serve society you serve your own best interests. 

With my dad it's not just about giving and it's not just about 

receiving. Instead of taking for himself he is looking to 

benefit everyone.”

Companies as corporate citizens, generosity as pragmatic 

business sense. Imagine what could and would be done if 

everyone looked at things the way the Mia's see the world.

“For me the most important principle that my mother taught 

me is this: 'The best among you are those that benefit 

mankind'. We are human beings first – need and 

generosity transcends borders, religion, language and 

culture … And what we expect of each other is what we get 

…”

Maymoona Mia set the goals and expectations for her 

family. Her attitude cascaded down to her kids, and through 

her kids to their kids and so on to the next generation. As Mr 

Mia says. “Your expectations of your children are what help 

to define them”. 

And, we expect, your expectations of yourself are what will 

ultimately define you. And, for evidence of that we need look 

no further than Mr. Mia and his family, a family that has been 

inspired to live a wealthy life … A life defined by 'Wealth 

beyond money' …
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Mr Sayed Mia with President Zuma

Mr Sayed Mia 
with Ex President 

Mr Nelson Mandela
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BUSINESS PROFILEAll in
the Family

All in
the Family

Sayed Hoosen Mia is not only well-known as Group 

Executive Chairman of the SHM Group, he is also a 

high-profile entrepreneurial philanthropist. While this 

designation in itself is impressive, the success and 

longevity of the SHM Group is directly attributable to 

his proficiency in business management, property 

development and for his foresight to recognize 

innovative opportunities that offer above-average 

return on investment. These are qualities he acquired 

graduating from the University of Durban Westville, 

University of the Witwatersrand (SA); Harvard 

University, South West University (USA), and through 

practical involvement in SHM portfolio enterprises. 

“Personal involvement is part of our family strategy 

and commitment. Besides donating, we are always 

practically and actively involved in every charity we 

support. We feel that if you donate money, you are 

giving something but when you give your time, you are 

really giving,” says Sayed Mia.

Entrepreneurialism – this is where the journey begins. 

The SHM Group was founded in 1896, which today 

operates across six industry sectors. Constantly, looking 

for areas where they can make a difference, the SHM 

Group operates a flexible equity model that includes 

partnerships, joint-ventures and direct equity investments. 

SHM Group of Companies has one of the largest privately 

owned property portfolios, which includes the Trade Route 

Mall (Lenasia, Johannesburg). Sayed Mia serves on 

numerous boards and is the recipient of many awards, 

including the Paul Harris Award for Service to Humanity 

(Rotary International) and Recognition of Lifetime 

Services to the Community (Johannesburg Institute of 

Social Services). 

Business Development promotes job creation– the 

comprehensive portfolio provides services that directly 

impact on stimulating South Africa's national economic 

growth; one particular property development project is the 
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New SHM Group 
Head Office

Currently under construction
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With over 160 stores situated 
over two shopping levels, Trade 
Route Mall offers shoppers a 
whole kaleidoscope of choice 
that encompasses everything 
from authentic Oriental to ultra-
trendy fashion-forward 
merchandise. Our national 
retailers include: 

Our wide-range of dining and 
take-away outlets also serves to 
satisfy any taste and every 
craving you might have! 

With years of retail experience 
we're proud to offer our 
customers the complete 
shopping experience.

The flagship project of SHM 
Group of Companies and a 
dream come true for Mr Sayed 
Mia, Group Chairman.
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• Pick n Pay 
• Woolworths
•  Edcon Group
• Truworths
• Foschini Group
• Lenasia 

Cinecentre
• Game Store
• Beares
• Geen & 

Richards

• The Hub
• Dial a Bed
• House & Home
• Clicks
• Ackermans
• Fruit & Veg 

Food Lover’s 
Market

• McDonald’s

and more...



Physical Address:
Cnr K43 & Nirvana Roads, 
Lenasia

CSI Projects:

The Trade Route Mall is the Flagship Project of the SHM 

Group of Companies - a joint venture between Mr Sayed 

Mia, Group Chairman of SHM Group of Companies and Mr 

Ismail Valli, Director of the IAV Group and prominent 

businessman. Sayed Mia, a pioneering Entrepreneur, said 

at the time of opening that it was thanks to the New 

Government that this dream had become a reality. 

The New Government assisted in speeding up the process 

for the development to take place, a process that had been 

restricted by the old government who prevented people 

from owning and developing land of this nature.

Lenasia Premier League Junior Cricket Tournament:

Trade Route Mall Management, Lenasia Premier League 

and their partners aimed to giveback to the youth of the 

Lenasia community by reviving school cricket and giving 

youngsters the best possible sporting chance to succeed in 

cricket and encourage a passion and love for the game. 

This was achieved with when the Trade Route Mall - 

Lenasia Premier League Junior Tournament was 

established.

The tournament, now in its second year, was launched, on 
ththe weekend of the 28 July 2012 at the Lenasia Tech 

grounds and officially signified the commencement of the 

school's cricket season. 

This year the Trade Route Mall Tournament has grown 

bigger and better, with the Tournament showcasing 16 

teams from across the Johannesburg Area. This year an 

all-girls team was also introduced and was successfully 

placed in the Top 8.

Trade Route Mall Management continues to focus on 

Community initiatives and building a Brand as the leading 



Community Regional Shopping Centre. “Less of us, more 

for You!”

For this specific initiative, Trade Route Mall was awarded a 

Silver Footprint Award in the Community Relations 

category. This internationally judged award recognizes 

exceptional Shopping Centre Marketing within the South 

African Property Industry.

Help us live differently, Help Shivaar walk

Shivaar (11 years old) is a set of twins, who was diagnosed 

with Cerebral Palsy at 3 months old.

In 2011, the Management of Trade Route Mall was 

approached by Shivaar's parents, Naresh and Judika to 

assist them with raising funds for a Stem Cell Procedure that 

Shivaar needed to undergo in the Dominican Republic.

CEO, Yaseen Valli, undertook the task of raising funds for 

Shivaar and Trade Route Mall donated over R180, 000.00 

to this project.  Shivaar was unable to walk, talk or even feed 

himself. Since the operation, Shivaar is now able to walk 

unassisted, even if it is a few steps. He is also able to feed 

himself and continues to have the support of the 

Management  and  Staff  of  Trade  Route Mall. 

People and children that are diagnosed with Cerebral Palsy 

are close to Trade Route Mall's Heart. 

Lory Park

Lory Park Zoo and Owl Sanctuary is a small Zoo with a Big 

Heart that has been based in the Midrand for the past 

11years. Lory Park is home to a number of endangered cats 

and birds. The Zoo's primary focus is to educate the public 

about the conservation of these endangered species. Lory 

Park houses really special animals that have unique 

qualities, including Wonky, a North American Puma who 
thwas born with Cerebral Palsy on the 12 November 2008.

In 2012, Trade Route Mall Management still continues to 

work with these Projects and to support Wonky.

Supporting Pipi Kruger

Trade Route Mall Management continues to help support 

Pipi Kruger's family dream of establishing, and maintaining 

a Rehabilitation and Wellness Centre. This Project lies 

close to the hearts of Trade Route Mall and they hope to 

achieve this project's goal by raising R9million!

This project will be launched early 2013! 
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Mr Haroon Nosarka is very

proud to be associated with

Mr Sayed Mia &

Haroon Rashid
Nosarka

Zubeda
Nosarka



82 Mint Road, 1st Floor, Aslam Centre, Fordsburg

Tel: 011 832 1774/5   011 834 3413

Fax: 011 834 3026   Cell: 082 823 2339

P.O. Box 1221, Crown Mines, 2025, Johannesburg

Email: aslam@acarrim.co.za

A. CARRIM & ASSOCIATES

      •   CHARTERED ACCOUNTANTS

•   REGISTERED AUDITORS

•   TAX CONSULTANTS

•   ACCOUNTING SERVICES

•   PROPERTY DEVELOPERS

MACSMACS  TRAVELTRAVELMACS TRAVEL
Travel  Consultants

Tel: 011 836 5761
011 832 3182

macs
BOOKKEEPING SERVICES





Vision
Our Vision is for JISS to be a financially sustainable Social Service Organization that is renowned for its dynamic professional team and 

Service excellence.

Mission
Our mission is to protect, uplift and promote the well=being of children, individuals and families through the provision of essential social 

services and community development and empowerment projects.

Profile
The Johannesburg institute of Social Services (JISS) is a child and family welfare institute that extends services to individuals, families and 

communities. JISS endeavours to deliver services that reflect the demographics of South Africa.

Child and Family Care Units operate from the two JISS Centres in Mayfair and Lenasia. JISS is the primary NGO in Mayfair and Lenasia 

dealing with child neglect, child abuse and family problems affecting children younger than 12 years of age. Individual social workers carry an 

enormous responsibility in assessing children at risk, family preservation and determining the best interest of children in terms of the 

Children’s Act before statutory intervention. Intrinsic to the social work profession is regular debriefing and supervision.

Social work services and community development/empowerment programmes including the complementary charity work of volunteers is 

delivered to the community from the two JISS Centres. Child abuse awareness and prevention programmes, an HIV/AIDS programme 

focussing on orphaned and vulnerable children as well as educare and outreach facilities in informal settlements are some of the community 

work programmes that JISS is involved in. Tow Senior Citizens’ Luncheon Clubs enjoy the use of the JISS Centres.

Included under the JISS banner is a school in Lenasia for children with special needs, the JISWA School with a staff complement of 71 and 

390 learners, as well as a Profound Unit for severely mentally challenged children.

JISS is an important centre for the training of student social workers and social auxiliary workers who do their practical work under the 

supervision of JISS’ social work mangers.

The skills shortage of social workers continues to plague the child protection sector. The skills shortage is being addressed by the JISS-

SANZAF BURSARY FUND. It is envisaged that the Bursary Fund will attract youth to embark on a career in social work. JISS and SANZAF as 

community-based organisations have begun providing youth with the opportunity to engage in community services and receive student 

supervision during their practical placements at JISS.



SHM Trade Route Mall in Johannesburg. This modern 

mega-mall comprises 73 000m² and is the first traditional 

Indian area in the country. The complex includes a 2 000-

seater conference centre, several national stores including 

Pick & Pay, Edgars, Clicks and Woolworths, motor 

dealerships, warehouses, filling station and international 

fast-food outlets. Other development properties not only 

augment the commercial landscape of Gauteng, but also 

created over 3 000 permanent jobs. A new complex is 

currently under construction to house the SHM Group, 

which currently has a staff complement of 500.

Creat ing se l f -employment through Franch ised 

Restaurants – the SHM Group, as franchisor of several 

quick-service restaurants not only fills the gap to meet the 

demands of a growing consumer market, they also 

contribute to the national economy by training and 

creating self-employed entrepreneurs. Food outlets 

include Chicken Licken and Cups 'n Cones. 

Financial Services – it is said that while life is not 'just 

about money' it is a necessary commodity that allows 

people to acquire life's necessities and perhaps a few 

luxuries as well. The SHM Group manages companies 

that specialize in both short- and long-term insurance, as 

well as stock-broking. 

ABSA Wealth is proud to be associates with 

Mr Sayed Mia and the SHM Group of 

Companies and thanks them for the support.

Consumer Products – a health beverage branded under 

the name 'Legend' is manufactured from secret herbs to 

improve vitality and overall health conditions as well as 

anti-aging products -- Sensual Solutions -- initiated in 

collaboration with Dr. Robert Rey. Plans are underway for 

the SHM Group to open a manufacturing plant in South 

Africa.

Belinda Long - Farida Mia - George Psaras 
Moira Gerszt - Hedley Lewis - Marc Lubner

DR AK Ebrahim - Sayed Mia - Reza Mia - Zaakir Mia
Michelle Gerszt - Ridwan Mia - Tasnim Mia
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 this is at the heart of attaining the corporate mission of 

'wealth beyond money' and 'serving our customers better'. 

Sponsored projects to facilitate the upliftment of 

disadvantaged communities include building a thousand 

affordable homes in Lenasia, partnering with SANZAF as 

major sponsor to build the Igugulethu School and the 

Bazokhula Crèche in Lehae Township, donating funds to 

establish tertiary education bursaries, funding the Nishtara 

Drug Rehabilitation Centre and the Smile Foundation. 

Sayed H. Mia serves as a Board Member of Child Welfare 

South Africa.

Hassina Vally (Director): 

“Mr. Sayed Mia joined JISS in 1982 and has served in the 

capacity of Vice Chairman for a number of years. The 

hallmark of his character is his humility and sensible 

approach to  mat te rs .  He is  renowned fo r  h is 

entrepreneurship and philanthropy. He has donated 

generously to JISS and to the JISWA School and makes 

every effort to promote JISS within his business networks as 

well as avail his resources for the benefit of the organization. 

He is a valued member of the Board and has made an 

invaluable contribution to many community organisations.”

BUSINESS PROFILE

Corporate
Social Responsibility

Johannesburg Institute of Social Services

Igugulethu School 

Bazokhula Creche







Dr Ridwan Mia, Plastic & Reconstructive Surgeon 

obtained his MBBCh from the University of the 

Witwatersrand in 1999. He is currently registered for 

MMED (PlasSurg) at WITS University where his research 

project is: “The Effects of Activated Collagen on Wound 

Healing.” Dr Mia was the winner of the best pre-

clinical/research paper which was awarded to him by the 

Congress of the Association of Plastic and Recon-

structive Surgeons of South Africa 2010.

Dr Mia is now well known for the skin transplant  he 

performed on three year old, Isabella “Pippie” Kruger. 

Being the lead surgeon on the case, Mia used sheets of 

Pippie's own skin which were taken from her groin and 

sent overseas. The graft was performed at Johannes-

burg's Garden City Clinic. It was the first time this type of 

advanced skin graft had been performed in Africa. 

Dr Mia has since been accepted as a member of the 

Association of Plastic & Reconstructive Surgery of South 

Africa at their 2012 Congress at Champagne Sports in 

the Drakensburg. 

Doctor
Ridwan Mia
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Interview
With Dr Reza

CORPORATE SOCIAL REVIEW

Reza Mia has big dreams. But he has his feet on the 

ground and his foot firmly on the accelerator.

Don't bet against him …

Reza Mia tells us 'the biggest thing I have ever 

done is something that is still happening'. And, 

in doing so, he shows us how it's possible to 

build a business and still be serve a far, far 

bigger purpose … All this while keeping your 

head in the clouds and his eyes on distant 

horizons. 

Reza Mia is an impressive man. He has a medical degree 

from Wits, he interned at Baragwaneth and Jo'burg Gen – 

two of the toughest hospitals in the world and his Dr Rey 

cosmetic products generate a very good income: a portion 

of which is allocated to funding The Smile Foundation 

because as he put it … 'In the long term, the funding of good 

causes should be about income, not donation'.

But the dream that is currently keeping Dr. Reza awake at 

nights is not a medical project. No, his dream is all about 

taking flight. More accurately, his dream is to build a world 

class aviation business right here in South Africa. 

This massively ambitious aviation project will, if he 

succeeds, create over 5000 jobs in a brand new area of the 

aviation business that redefines the global market and puts 

South Africa firmly on the aviation map.

Head in the clouds …
by Paul S Rowlston

Dont have
Dr Reza Logo

43



His aviation project will create a whole infrastructure. Within 

the basic conception the project includes plans for a school 

and university and a whole micro-financing project 

designed and championed by Advocate Abie Mohammed, 

whose micro financing project in KZN forms the basis for 

this scheme. 

If and when Reza's dream takes flight he will empower 

people, he will train suppliers and service providers and he 

will create opportunities that encompass the whole 

spectrum from food services to component suppliers and 

sub-contracting businesses across the entire value chain.

“It's entirely in our interests to train our employees, to 

empower our partners and to help our suppliers and service 

providers to build better businesses. It's also key to us that 

we are not just looking to create low income, low skill jobs. 

We're looking at serious up-skilling – we don't want to just 

create low level opportunities, we want to create higher 

level jobs and develop the skills that will attract new 

opportunities for us and for the work force we are helping to 

build.” 

So, without giving away the details (Ed: We were sworn to 

secrecy about the BIG idea that sits at the heart of this 

project, but believe me, it's astonishing!) this project is a 

massive endeavour and a huge vision, with Reza hoping to 

take his new products to market and make his first sale in 5 

years.

“It's very difficult to go backwards. But first you need to start 

forward motion and gather momentum. But, when we get 

this right, we'll be using existing South African skills that are 

currently being unused, we'll be saving jobs and we'll be 

creating more jobs. And we'll do all that while building a 

business that we want to build, making something that will 

make us proud and make us a very nice profit.”

But, while all this talk of global aviation projects and big 

business dreams is impressive, what is really impressive is 

the humanity and the heart that informs every word and 

every aspect of this discussion.

“Everyone deserves a decent life. Did you know that the 

Communist countries had the lowest inequality and longest 

life spans. Inequality leads to social ills. But my dream is not 

to reduce everyone to the lowest common denominator. I 

think that capitalism with a conscience and sensible sense 

of social justice can deliver benefits to the whole society. My 

ambition is for the highest common denominator not the 

lowest – I want to lift people up.”

“Chasing money is fun. But it's what you do with that money 

that really counts. Once you have the money you can 

decide where it goes and point it in the right direction. As 

doctor I can help one person. But if I can help to build a 

business and effect fundamental changes in a whole 

community then I can build hospitals and help thousands of 

people at a time.”

So, can you imagine a world where everyone has a job? 

Reza can, he can imagine it, and he's actively trying to do 

something to make that imagination a reality. And while he 

dreams these big dreams for his business and for his 

community and for his country he's also chasing his own 

dreams … Now that's what we call vision. 
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Zaakir Mia is the Fund Manager of Eminence Partners, 

the recently launched hedge fund partnership of the Mia 

family. Zaakir has over 10 years of experience as a 

financial markets trader and is a member of the SA 

Institute of Financial Markets. He started his career at the 

renowned JSE member brokerage firm Golding, Torr & 

De Decker. At the time, Zaakir was one of the youngest 

traders in the country to be licensed to trade on a 

discretionary basis for clients. After honing his trading 

skills, Zaakir moved on to managing the SHM Group's 

proprietary trading portfolio. Zaakir is highly experienced 

in implementing complex hedge fund investment 

strategies, most notably long/short equity trading using 

derivative  instruments  and  leverage. 

Zaakir also fulfils the role of CEO of the SHM Group of 

Companies.  He oversees the entire strategic vision of 

the group and currently serves as a director and majority 

shareholder of a number of companies operating in 

various customer facing sectors. It is here that he 

undertakes high-level management responsibilities and 

indirectly oversees the duties of over 100 employees. 

Apart from his extensive experience in financial markets 

and business management, Zaakir has completed 

numerous academic qualifications, including his 

undergraduate degree, Bachelor of Commerce, as well 

as various other courses, most notably the UNISA 

course in Advanced Corporate and Securities Law. He is 

currently registered for the MSc Masters in Finance 

course at London School of Business and Finance. 

Zaakir 
Mia

(Bcom (UNISA), MIFM (SAIFM), Advanced Corporate and Securities Law (UNISA))
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Empowering Communities and Families through 
Education and Sustainable Development

Championing the cause of the destitute and the needy

Faith in Action
SANZAF

EDUCATION

POVERTY ALLEVIATION THROUGH SKILLS DEVELOPMENT

 

SADAQAH – A voluntary tax which the Muslim community contribute to assist the needy

SANZAF is a faith-based initiative. Since 1974 the organisation has worked to alleviate the suffering 

of the needy, the destitute and the oppressed.

In the Muslim faith donating money and volunteering time and services to the needy are considered spiritual 

acts. These contributions of time and money are what allow SANZAF to continue to support a range of 

different charitable projects in communities across South Africa.
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For SANZAF
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Most people live in, and are even comfortable with, an 

existence of relative limitation because it is all they know. 

When they first start facing the reality of poverty and its 

adverse affects, the prospect of having to take action to 

better their circumstances may be so frightening that many 

prefer to revert back to their old lives. Yet, if they are 

encouraged morally and assisted financially to confront 

challenges so that they may benefit from the plausible 

rewards associated with education and sustainable 

development projects, they will eventually be able to 

conduct their lives in a devoted and prosperous way. In fact, 

the intention is that they will be inspired to help others to also 

emerge from a similar situation of lack and limitation. In 

truth, once they've experienced the blessing of passing on 

dignity and sincerity allied to poverty alleviation they won't 

ever want to go back to living a life of deprivation. The basis 

of this thinking is what brought about The Muslim Youth 

Movement (MYM) in 1967, motivated by Dr. S.A. Thokan. 

The resumption of the Divinely Ordained Pillar of Zakah in 

Rustenburg initiated the start of the internationally 

renowned charitable organization, the South African 

National Zakah Fund (SANZAF), in the early 1970's. The 

founding members comprised Dr. S.A. Thokan, Late Rashid 

Patel, Rashid Surty, Late Ally Ganie, Habib Khan, Late 

Ismail Omarjee, Baboo Kajee, Enver Carrim Noor, Abdool 

Carrim Ganie and Farida Carrim Ganie. SANZAF asserted 

that the public have a right to demand that Islamic 

Institutions operate as efficiently as possible; and that 

transparency and accountability must form an integral part 

of the administration of a public institution. SANZAF has 

come a long way since its early days in Rustenburg; today 

many established offices in major centers in South Africa, 

run Muslim Youth Movement programs to help uplift 

disadvantaged communities

 Facilitating a Dignified End to Poverty

stAt the start of the 21  Century, post-apartheid South Africa is 

still struggling to alleviate mass poverty, bring about the 

upliftment of neglected rural communities, implement 

housing projects for low-income citizens, help fragmented 

families re-build their lives and diminish high unemployment 

through large-scale job creation programs. SANZAF has 

since its inception in the 1970's, including the last 20 years of 

the apartheid regime, been active in providing financial aid to 

facilitate the upliftment of disadvantaged communities, 

selected from all races and denominations. Over the past 40 

years, Individuals have been granted the opportunity to 

further their tertiary education though study bursaries. Many 

of these elected scholars are today prominent leaders in the 

country's business and Government sectors. One such 

individual, Mabela Matloti Steven was afforded the 

opportunity to study at the University of Natal. At the time 

Mabela was a youngster completing his mainstream 

schooling, residing in a rural area of South Africa; today he 

boasts a Ph.D. in Economics from the University of 

Johannesburg thanks to SANZAF who invested in his future 

more than 20 years ago to graduate from the University of 

Natal. While the national economy has shown significant 

growth since the country's first successful democratic 

election in 1994, it is thanks to private organizations like 

SANZAF, instituted by diligent Muslims who in collaboration 

with the government address the grave socio-economic 

challenges within the country. The financial support 

allocated through SANZAF is based on the ideological belief 

of caring and sharing as enshrined in the Holy Qur'an and 

Sunnah of the Prophet Muhammad (peace and blessings be 

upon him) intervention. Some committed individuals include 

founder members and trustees of the South African National 

Zakaat Fund: Dr. S.A. Thokan, and Sheikh Faaik 

Gamieldieen, as well as a number of devoted individuals 

who were initially members of the Muslim Youth Movement, 

promulgating the pristine teachings of the Qur'an at a 

practical level. Other important members of SANZAF are 

Mohamed Iqbal Sabat, Husein Essop Asmal, Abdool Carrim 

Moosa Gani, Ebrahim Bardien, 

The success of the Muslim Youth Movement is attributed to 

their commitment to reaching out to all communities in 

South Africa, irrespective of colour, creed, social group, 

linguistic group or lineage to further the development and 

empowerment of underprivileged individuals and 

communities. The bulk of financial support by SANZAF for 

the upliftment of non-Muslim disadvantaged communities 

comes from the privileged Muslim community. Muslims are 

commanded to give a minimum of 2.5% of their total wealth 

and assets annually (not just a percentage of their annual 
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income), called Zakat (purification), which is used for 

outreach to the poor. Muslims believe that they are given 

their possessions and wealth by God as a trust; therefore it 

is their responsibility to give a part of their gifts from God to 

the less fortunate within their community. In addition, every 

time a Muslim goes to the Musjid, they should deposit some 

money in the Zakat donation box. The boxes are not passed 

around but are attached to the wall. Charity in Islam isn't 

something that should be bragged about; it's something 

Muslims do alone for the sake of Allah. The annual Zakat is 

usually given during Ramadan; however, it can be given 

annually at any time, basing a year on the Islamic calendar. 

Ramadan is the ninth month in the Islamic calendar and 

refers to the month in which Muhammad (peace and 

blessings be upon him) first received revelations from God; 

Muslims fast (abstain from food and drink) from sunrise to 

sunset in observance of this holy month.  

SANZAF Chairperson , Abdool Carrim Ganie, reiterates the 

organization's mission statement: “SANZAF is a faith-

based, socio-welfare and educational organization that 

strives to facilitate the empowerment of needy families 

through the efficient collection and effective distribution of 

Zakáh and other Sadaqát in a proactive and cost effective 

way through projects – with dignity, sincerity and a shared 

responsibility.” Even though SANZAF is challenged by a 

severe economic recession this year, it remains committed 

to empowering local communities through four key areas of 

focus, namely educational assistance, poverty relief, skills 

development and disaster relief.

Creating a Bright Future

Political and Social Scientists agree that impoverished 

communities, in particular mainstream youth, are struggling 

with a negative sense of security as they face an uncertain 

future with few prospects. Youth violence is an especially 

complex problem. In 2011 SANZAF distributed R64-million 

nationally for empowering communities and families 

through education and sustainable development projects, 

achieving great milestones. According to Yusuf Seedat, PA 

of SANZAF, the mainstream schools assisted by the 

organization have established vegetable gardens that are 

looked after by volunteers from the community; the harvests 

from the gardens assist in the daily feeding scheme of 

learners and volunteers get to enjoy a portion of the profits 

as well. “This year alone, SANZAF gave R8-million worth of 

bursaries nationally, as well as laptop computers to 

disadvantaged learners. The Igugulethu School, in 

partnership with the SHM Group, was established in a 

building donated by SANZAF when homeless people were 

relocated to this area, while the Bazakula Pre-School was 

built at a cost of R600 000,” says Seedat. 
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The Right to Choose 

SANZAF initiated a new approach to their annual Operation 

Winter Warm campaign. Warm winter knitwear and other 

winter clothing are distr ibuted among intended 

beneficiaries, but instead of just being handed items 

randomly, recipients get to choose what they want and need. 

About 500 families are given a choice between a variety of 

items. "We wanted to move away from a system where 

people in need have to take what is offered to them. The idea 

is that our beneficiaries will identify what they need - the 

size, the colour - from a variety of items; the ability to choose 

equals respect and dignity," says Yusuf 'Tara' Seedat, PA for 

SANZAF Gauteng. We often think of those in need as 

people who must be grateful for the donations and handouts 

they receive, but SANZAF dispels the notion that 'beggars 

can't be choosers!' idea from the minds of donors. The belief 

that the value of a deed is directly related to the quality of the 

intention alludes to the Islamic principle of wanting for your 

neighbour what you want for yourself. Every person is 

entitled to express their preferences, even the poor. 

Muslim Youth Movement

The hallmark of the Muslim Youth Movement has always 

been to challenge anti-Islamic forces prevalent in the country, 

in particular ideologies of some Muslim political activists. In 

their struggle for freedom from oppression under the previous 

apartheid government, their interpretation and philosophy of 

Islam differed drastically from the Qur'an and Sunnah of the 

Prophet Muhammad (peace and blessings be upon him), 

particularly in the field of Economics, Sociology, Gender 

Equality and a number of Islamic principles. Consequently, 

most Muslim political activists alienated themselves from 

Islamic institutions and did not give their support to the 

propagation of Islam and the application of the socio-

economic policies. The Muslim Youth Movement drafted a 

model of the socio-economic system in Islam in order to 

improve the conditions of the poor and needy, which has 

been successfully implemented over the past four decades. 

The Muslim Youth Movement is a springboard to the 

realization of SANZAF as well as other recognized Muslim 

non-Governmental Organizations in South Africa. 

“SANZAF has developed into a premier Social Welfare and 

Educational Organization with 32 full-time offices in the five 

Provinces of South Africa, holding the Muslim Youth 

Movement as an esteemed organization,” says Seedat. 

Objectives include encouraging poverty-stricken people in 

South Africa to explore opportunities that will enhance their 

ability to be active self-motivated individuals to build a 

sturdy society conducive to peace and prosperity. However, 

important lessons that should be conveyed to humanity is 

that power corrupts, that it is essential to sacrifice self-

interest for the interest of the community, and that illiteracy, 

poverty and disease must be defeated by any means. It is in 

this spirit that the South African National Zakat Fund is 

organized.

Mr Tara Seedat Sanzaf , Moleleki Mokheti Igugulethu School Principal and 
Mohamed Faried Nakwa Manager of the “Golden Smile”
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Liberating our Youth

2012 marks the 40th anniversary of the Muslim Youth 

Movement (MYM) and to mark this occasion the 

institution hosted a three day international academic 

conference (28-30 September) wi th the theme 

“Celebrating 40 Years of Activism”. The MYM brought 

together several academics, activists, community 

leaders and commentators who reflected on its four-

decade existence. According to MYM president Thandile 

Kona the association was instrumental in shaping the 

various strands of discourse that play an influential role in 

the Muslim community of South Africa. “The Muslim youth 

were at the forefront of Muslim involvement during the 

anti-apartheid struggle, and continue to be an integral 

part of the tapestry of the various forms of Islamic 

expression,” said Kona. Guests attending the conference 

were invited to share experiences and ideas on how to 

take the movement forward. Speakers included Dr 

Ebrahim Moosa from the USA, Prof Adam Habib, Prof 

Abdul-Kader Tayob, Sheik Tahir Sitoto and Dr Rashied 

Omar. Topics of discussion ranged from “Creative 

Imagination, Critical Thinking, Ijtihad & Struggle, Politics 

in the history and evolution of the MYM of South Africa 

and the future of Local & International Politics in shaping 

a way forward for the MYM”. The aim of the MYM is to 

inspire and encourage the next generation of Muslim 

activists in the form of debates and discussions on the 

future trajectory of the Islamic movement. The event was 

held at the University of KwaZulu Natal Westville 

Campus. 

Solving poverty day by day 

Most people living in poverty can tackle challenges to 

acquire job skills and broaden their knowledge through 

education. In fact, the successes they achieve will be an 

inspiration to their family, friends and neighbours to follow 

suit. Imagine the nutrition benefits a household will enjoy 

from growing their own vegetables, and donating surplus 

produce to families in the community who have no food. 

The Department of Agriculture defines having “low food 

security” as being denied “enough nutritious food for an 

active, healthy life” as a consequence of having not 

enough money to buy food. Low food security affects the 

lives of many South Africans. Citizens, in particular 

vulnerable households in the country, are therefore 

encouraged to grow their own food in light of rising food 

prices, which have skyrocketed in recent months. It is 

hoped that every household and school in South Africa 

follow the example set by SANZAF to have a food garden. 

People are also encouraged to rehabilitate all illegal 

dumping sites and turn them into community gardens. 

The intention is to heighten public awareness of the world 

food crisis and strengthen solidarity in the struggle 

against hunger, malnutrition and poverty. These self-

motivated projects can contribute to job creation, 

economic growth and poverty alleviation. 

 

Positive comments abound from volunteers who 

are involved in helping SANZAF achieve their 

goal to improve the lives disadvantaged 

communities in South Africa. The general 

consensus among these individuals is that the 

co l labora t ion  be tween  corpora te  and 

communities is beneficial to the cause. Recent 

projects include:

The Community Centre AL-FURQAAN 

ISLAMIC CENTRE in Migson Manor, 

Finetown 

THE building of Mosques and Islamic 

i n s t i t u t i o n s  t o  s e r v e  n o n - M u s l i m 

disadvantaged communities in Lehae and 

Vlakfontein

Donating a building to establish the 

Igugulethu School in this poverty stricken 

area

Donating uniforms for learners attending the 

Igugulethu School in Partnership with

Building the Bazakula Pre-School at a cost of 

R600 000 in partnership with

Distributing R64-million in 2011 empowering 

communi t i es  and  fami l i es  th rough 

educational and developmental projects.

Establishing vegetable gardens at various 

schools to supplement their learners' 

feeding scheme

Donating  R8-million for the establishment of 

bursaries nationally

Donating funds for the procurement of laptop 

computers for needy learners

Operation Winter Warmth (national)

Memorable 
Milestones
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Yusuf Seedat, affectionately known to friends and 

colleagues as 'Tara', has made a place in the hearts of 

thousands of people on the African continent. Born to a 

poor family in 1941 in Johannesburg, Seedat was 

nevertheless blessed with parents who inspired him to 

become the person he is today. However, by his own 

admission, poverty did not reflect negatively on his 

character, but rather strengthened his outlook on life. In 

1969, he started a clothing business, which although 

successful presented many hardships. In 1976, after the 

student uprising when the riots began, Seedat was forced 

to sell his business. He says “My life was a school of 

knocks, each experience teaching me something 

significant about myself. Islam became a central part of my 

life when in 1975 I met a very pious man from India, Mufti 

Mehmood Sahib Rehmatulla Alay and my entire life 

changed. Through the grace of Allah, my association with 

this pious person was a blessing that guided me through till 

today, and he would forever be a role model to me.” Seedat 

has been involved in charitable work for the past 25 years, 

during which time he was with the Africa Muslim Agency 

(AMA) from 1992-1996, and then with SANZAF from 1996 

to date. His most profound project with the AMA was the 

aid given to Somalia, during a time when hundreds of 

Somalians were dying from hunger, lack of clean water 

and medical aid. Seedat is well-known and respected in 

the community because he does not only work for 

SANZAF but has also become a strong representative of 

the organization and always gets involved in the 

groundwork of each project – from collecting funds to 

distribution. He is also known for his willingness to join 

community initiatives to strengthen the position of 

disadvantaged communities.

Yusuf 

Seedat
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Finance
And CSR

by David Bank

The new lords of finance come, not to bury 

capitalism, but to refine it

Financial innovation got a bad rep in the 

financial crisis. But inside the well-

barricaded Federal Reserve Bank in 

downtown San Francisco last month, the 

financial engineers were at it again.

Teams of financial statistical whiz kids pitched complex new 

bonds, loan-guarantees, and hybrid structures of debt and 

equity. Their target? It wasn't mortgages. It was women's 

economic empowerment. It was energy efficiency 

improvements and ranchland conservation. It was small 

businesses in Africa. 

The Occupy movement has tarred Wall Street with a broad 

brush, while economists like Yale's Robert Shiller have tried 

to rescue finance from the consequences of its excesses. At 

the Fed, the MBA students competing in the second 

International Impact Investing Challenge were part of a new 

crop of financial engineers taking a different tack: tweaking 

risk and reward to directly tap at least a small part of the $60 

trillion private capital markets for positive, measurable 

social impact.

The contest winners, who come from Stanford, have a plan 

to bring electricity to remote Indonesian islands -- and 5 to 7 

percent returns to investors -- by financing local micro-grids 

through special-purpose vehicles owned jointly with 

community co-ops. The runners-up, from the Kellogg 

School of Management at Northwestern, aimed to help 

slum dwellers in Mumbai get higher-paying jobs, financing 

job-training by offering private investors 7 percent of 

graduates' paychecks for two years.

"These are not idealistic kids," the mastermind of the 

contest, David Chen, CEO of Equilibrium Capital Group 

LLC in Portland, Ore., said of the student financiers. "They 

are making a judgment call on the future. This is the 

equivalent of investing in hedging strategies or emerging 

markets, or high-tech 25 years ago. In each of those cases, 

the market efficiency and information efficiency gains went 

to those that were first.”

HIGH FINANCE FINDS A HEART

"Impact investing" is catching on among investors who want 

to use finance to make more food, cleaner water, better 

health care, smarter children, and a richer bottom-of-the-

pyramid. Morgan Stanley has an "investing with impact" 

offer for its wealthiest customers, and AOL founder Steve 

Case told The Economist that impact investing was the 

hottest topic of conversation among a group of billionaires 

gathered in Santa Barbara.

In the broadest view, impact investors are simply betting on 

fundamental trends. In a volatile and resource-constrained 

world, investments to provide food, water, energy, health 

care, education and sanitation to a growing and 

increasingly affluent global population arguably have lower 

risks and higher long-term returns. But on the ground, even 

innovative efforts to meet basic needs often are hampered 

by inefficiencies and market failures that prevent those who 

create value from getting paid for it. 

Enter the financial innovators. 

If J.P. Morgan can use credit default swaps to bet that 

corporate credit ratings would rise in a volatile economy, 

why not let other investors use newfangled investment 

vehicles to bet that job training can keep ex-offenders from 

returning to prison or that transitional housing can reduce 

the ranks of the chronically homeless? The savings to 

governments in unbuilt prisons and unfilled beds in 

homeless shelters could be significant.

HOW FINANCE CAN REDUCE CRIME

A British import offers a way to collateralize such win-wins. 

"Social impact bonds," sometimes called pay-for-success 

contracts, let private investors buy low-interest bonds to 

finance preventive efforts and get repaid, with a small 

premium, from those government savings. The new bonds 

effectively leverage the value of prevention, an ounce of 

which, Benjamin Franklin taught us, is worth a pound of 

cure. 

If the social interventions meet its benchmark, a 

government agency pays off the bondholders out of the 

substantial savings from lower costs associated with jail-

time, nursing homes and emergency room costs. If the 

programs flop, too bad. Budget-crunched agencies pay 

only for what works.

So far, exactly one such bond has been issued, to be 

repaid by the U.K Ministry of Justice if re-entry services for 

released prisoners lowers their recidivism rate by at least 

7.5 percent. But Massachusetts is getting ready to back 

bonds to finance housing and other services for the 

How Financial Innovation 
Can Save the World
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chronically homeless, to improve their well-being, and 

reduce Medicaid costs. The Labor Department is 

committing $20 million for pay-for-success contracts for 

state- level workforce development; the Just ice 

Department is backing contracts for prisoner re-entry 

programs. 

"We hope to show that you can securitize a new form of 

cash flow out of government savings based on the spread 

between prevention and cure," says Tracy Palandjian, 

who heads Social Finance, the Boston-based nonprofit 

that is organizing a number of demonstration efforts. 

If it sounds sketchy, consider that financing methods we 

now take for granted were once edgy as well. The 30-year 

amortized mortgage was introduced by the Federal 

Housing Administration in the 1930s to unlock bank 

lending during the Depression. In the late 1970s, federal 

regulators let pension fund fiduciaries invest in venture 

capital, fueling the tech explosion.

CAN "MORAL" FINANCE REALLY MAKE MONEY?

Now there's a rush to "crack the code" for unlocking 

private capital to meet the needs of the world's poor. For 

example:

--  The government's Overseas Private Investment 

Corp., or OPIC, agreed to put down $285 million last 

year in a half-dozen "impact" funds that pledged to 

raise another $590 million in private capital. 

--  The Small Business Administration has committed $1 

billion over five years to finance job-creation in low-

income communities and clean energy projects, 

matched by private capital. 

–  In the UK, the Big Society Fund launched recently with 

600 million pounds (more than $950 million) to invest 

in social enterprises. Two-thirds of the money comes 

from dormant bank accounts reclaimed by the 

government and the rest from four big banks.

"There are all these funds trying to prove that certain types 

of investments are not as risky as traditional investors 

perceive them and that commercial money can get into the 

sector," says Christian Schattenmann, CFO of Bamboo 

Finance, which has raised $250 million and is now focused 

on solar power in the developing world. "In 10 to 15 years, 

mainstream and impact investing will merge and become 

one sector again and everybody will be looking at 

environmental and social impact.”

A GOOD BET IS HARD TO FIND

Suddenly, everybody seems to be looking for "impact" 

investments that promise measureable social and 

environmental benefits along with financial returns. But it 

turns out such ventures are not that easy to find. An 

increasing number of companies around the world are 

seeking "the fortune at the bottom of the pyramid," as the 

late C.K. Prahalad put it, but most are too young or too 

risky to be "investable" by investors' criteria.

For example, the new $25 million African Agricultural 

Capital Fund provides a hunting license for Pearl Capital 

Partners in Kampala, Uganda, to find 20 agribusiness 

deals that can together raise the income and productivity 

of at least 250,000 East African households. "Even putting 

aside the impact thesis, there are some really interesting 

opportunities in the market to address the needs of low-

income people," says Amy Bell, head of J.P. Morgan's 

social finance unit, which brokered $17 million in equity 

investments - not grants - from the Gates, Rockefeller and 

Gatsby foundations, and itself made an $8 million 

commercial loan. But J.P Morgan's assessment of the risk 

was aided by a guarantee by the U.S. Agency for 

International Development for half of its loan. 

In Nairobi, M-Kopa LLC is creating a way for low-income 

consumers to use their mobile phones to pay-as-they-go 

for solar power systems, farm equipment, sewing 

machines and other productivity-enhancing equipment, 

was swarmed by impact investors eager to help it move 

from testing to rollout. That was partly a function of its 

pedigree: the venture was incubated by Signal Point 

Partners, the mobile-services incubator started by Nick 

Hughes, who as Vodafone's head of global payments in 

2004 launched M-Pesa, a mobile payments system now 

used by more than 10 million Kenyans to pay bills and 

transfer money. The rush was also spurred by risk-

insurance from USAID, which mitigated some of the local 

currency risk for international investors. 
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Jacquelyn Novogratz, head of Acumen Fund, a pioneering 

impact fund that put $1.1 million into M-Kopa, is 

unapologetic about the need for risk-reducing subsidies. 

"The dirty secret is, I'm not seeing a lot of people making 

money in this field," she says. "There's so much desire, so 

much talent, so much money. What we don't have is deals 

on the ground.”

Acumen, along the consultancy Monitor Group, recently 

issued a report calling for even more subsidies. Unlike 

angel investing in advanced markets for technology or 

health care, investments in new ventures for the poorest of 

the poor can't promise outsize returns to outweigh the early 

risk. "With an iPod, there are some early adopters who will 

pay through the nose for it, says Monitor's Ashish 

Karamchandani. "There are no early adopters will to pay 

through the nose for a low-cost irrigation system.”

'I DON'T WANT TO BURY MODERN CAPITALISM’

To mitigate low and volatile returns, the report calls for 

"enterprise philanthropy," in which foundations play the role 

of  seed investors and market-makers,  s taking 

entrepreneurs to startup capital and stimulating customer 

demand for new approaches or whole new categories, 

plowing the ground for for-profit ventures. 

"There's a lot of interest from investors and there are 

certainly social needs that need capital, but the market is 

not clearing," says Antony Bugg-Levine, co-author of, 

"Impact Investing: Transforming How We Make Money 

While Making a Difference," who as a program officer at 

Rockefeller Foundation made early grants to build up the 

field. Bugg-Levine, who now heads the Nonprofit Finance 

Fund, argued in a recent article in Harvard Business Review 

that different types of investors can get paid in different 

types of currencies -- charitable investors into a social 

venture can reap their returns in lives saved or girls 

educated, for example, leaving higher financial returns for 

more profit-oriented investors. You can think of that as a 

subsidy, he says, or as a high-leverage strategy to bring in 

additional capital and reduce the charitable outlay required 

to get the equivalent result.

Just as in high-tech investing, many early-stage social 

investments will fail. But the few that succeed may present 

opportunities for truly sizeable investments in new products 

and services for a global market. 

There's a fine line between the "breathless maximizers" 

who champion private impact investment as the cure for all 

global ills and the "derisive minimizers" who dismiss the 

whole opportunity, Elizabeth Littlefield, OPIC's chief 

executive, said at the Global Philanthropy Forum in April. 

The appropriate comparison for impact investing, she said, 

is not to the entire global capital market, but to the pittance 

that now goes to foreign aid and economic development. A 

one percent shift in asset allocation toward sustainable 

development would generate $2 trillion, she said, 10-times 

the global budget for foreign aid

"It's not just new money. It's new money tied to newer, more 

efficient, more innovative generations of technology and 

infrastructure and services," Littlefield said. "I don't want to 

bury modern capitalism. I want to cultivate it.”

This article available online at:

http://www.theatlantic.com/business/archive/2012/05/how

-financial-innovation-can-save-the-world/257920/
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BUSINESS BUZZ
Thumbs up
for Pick n Pay
Thumbs up
for Pick n Pay

Food security is defined by the World 

Health Organisation as “when all people at 

all times have access to sufficient, safe, 

nutritious food to maintain a healthy and 

active lifestyle.” 

So how food secure are we in South Africa?

A study by analysts, as reported in the Joburg 2040, Growth 

and Development Strategy, looked at how many people in 

South Africa went without food on a regular basis, using the 

measurement of not having food to eat between 3 to 10 times 

in a four week period.  Their findings were that three cities in 

South Africa showed alarmingly high levels of food insecurity 

– namely, Cape Town, Msunduzi and Johannesburg.  The 

Urban Food Security Baseline Survey (UFSBS) conducted in 

late 2008 found that 70% of urban poor go hungry in these 

three cities. 

It seems that our best chance for food security will come not 

from depending on commercial farmers, whose numbers 

have decreased to around 40 000 but from emerging small-

scale farmers and producers, currently estimated to be 

around 250 000, supported by private investment and 

enterprise partnering. So how are we as business supporting 

small-scale farmers and producers?

Vodafone commissioned Accenture to research “the role of 

mobile in driving efficiency and sustainability in the food and 

value chain.”  This research identified a number of key 

communication needs experienced by emerging farmers 

such as the need to minimize farming risks through access to 

information about weather conditions and weather variations, 

on when to begin and end planting certain crops and to help 

manage stock theft through tracking of livestock. Mobile 

devices could also be used as a teaching method, connecting 

farmers to each other and helping them to teach each other 

how to farm inside their areas.  A further use for mobiles 

would be to create a virtual market place where people can 

exchange services and goods and identify where they can 

trade. It will be interesting to track how Vodafone responds to 

these needs.

Gaining access to market, especially given the high 

standards demanded by retailers, is one of the major 

stumbling blocks facing emerging farmers and producers.  

Through partnership in this area, Pick n Pay are bringing 

more and more small-scale farmers and producers into the 

supply chain and their Organic Farmer/Retailer Programme 

assists organic, smallholder farmers to meet the 

requirements of formal retailers by providing technical 

assistance around retailers' procurement processes, product 

specifications and demand.  This programme also seeks to 

encourage retailers and consumers to demand larger 

quantities and varieties of organic produce, this is necessary 

as many consumers believe that organic is an expensive 

alternative to conventional farm produce.  Pick n Pay is the 

first retailer to agree to dedicated shelf space to smallholder 

farmers' organic produce in 50 stores countrywide, at prices 

competitive with those of the conventionally farmed produce. 

Thumbs up to Vodafone and Pick n Pay for linking their core 

businesses to these CSR initiative. This is what makes social 

responsibility sustainable!

Share your food security initiatives with us and help inspire 

sustainable development in South Africa.  

A City Where Too Many Go Hungry
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Minister of Trade and Industry, Dr Rob Davies, MP, recently 

launched the first phase of the Organic Farmer/Retailer 

Programme (OFRP) at Pick ‘n Pay in Bryanston, North of 

Johannesburg.

The programme is a joint venture between the dti, Pick n 

Pay, Spar and Shoprite, and seeks to address supply side 

failures by assisting smallholder farmers to meet the 

requirements of formal retailers. Pick n Pay is the first 

retailer to agree to dedicate shelf space to organic produce 

in 50 stores countrywide.

The dti and the Department of Agriculture, Forestry and 

Fisheries (DAFF) will provide technical assistance to 

smallholder farmers to ensure improved understanding of 

retailers’ procurement processes, product specifications 

and demand to smooth the supply of organic produce.

The programme also seeks to encourage retailers and 

consumers to demand larger quantities and varieties of 

organic produce. This is necessary as many consumers 

believe such produce is an expensive alternative to 

conventional farm produce. The retailers in the OFRP have 

agreed to make the organic produce available at prices 

competitive with those of the conventionally farmed 

produce.

The launch was preceded by a workshop in Bryanston, 

Johannesburg, where the dti addressed representatives 

from the food-processing sector.

Minister Davies announced during the workshop that over 

the past three years the dti had funded the food-processing 

sector to the value of R736 million in incentives. He said the 

dti had supported the food-processing sector through in 

vestment initiatives and cooperative schemes.

The Enterprice Investment Programme (EIP) incentive 

disbursed R636 million, facilitating investments of R3,7 

billion in the food-processing sector and contributing to the 

retention of 14 000 jobs while creating 7 000 new jobs, said 

Minister Davies.

The Chief Executive Officer of Proudly South African (PSA), 

Advocate Leslie Sedibe, noted the importance of 

supporting the 75% procurement of local products. He said 

this would lead to the creation of five million jobs, as 

companies would be sustained and employment created.

Sedibe said PSA would work hard in implementing the IPAP 

accord: “We wil do this by vigorously educating our people 

about buying locally and we will also develop a database for 

the South African suppliers, which will make it easier for 

Government to produce South African products, including 

the canned fruits and vegetables from them.”

The purpose of the workshop was for the dti and industry to 

come together to find solutions to impediments to 

accelerated growth in the sector. Issues raised by industry 

representatives fo the dti to take into account included fair 

practices, environmental standards, job security, labelling 

schemes, and monitoring and evaluation.

Pick n Pay Pick n Pay 
DTIDTI

Nopi Program Nopi Program 
Organic Organic 

Farm Farm 
ProductsProducts

Pick n Pay 
DTI

Nopi Program 
Organic 

Farm 
Products
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Retailer signs partnership agreement with Limpopo 

cooperative 

In March this year the Ackerman Pick n Pay foundation, in 

collaboration with the DTI, arranged for 50 Pick n Pay stores 

nationwide to provide dedicated organic produce shelf 

space in order to assist in the development of the organic 

produce sector and continue Pick N Pay's support of 

emerging farmers.

Following up on this commitment Pick N pay has recently 

entered into partnership with Nkomamonta Organic 

Farmers' Cooperative in Tzaneen in Limpopo Province. 

This partnership will see the cooperative supplying 217 tons 

of organic vegetables to Pick n Pay stores countrywide.

Nkomamonta Organic Farmers Co-operative was formed in 

November 2005 and consists of 16 member farmers. The 

co-operative was established to market their products 

which are primarily organic vegetables.  

“Through the support of the Ackerman Pick n Pay 

Foundation, the project has developed a niche advantage 

in the market by positioning itself as a supplier of organic 

p r o d u c e , ”  s a i d  S u z a n n e  A c k e r m a n - B e r m a n , 

Transformation Director at Pick n Pay. “Consumers are 

becoming increasingly more health and environmentally 

conscious and through this project we aim to increase the 

availability of organic produce. The Nkomamonta farmers 

have risen to the challenge and we believe they are set to 

become a key role player in this market.”

The Ackerman Pick n Pay Foundation's mission has for 

many years been to support emerging farmers and small 

suppliers around the country, not only though providing 

much-needed market access, but also through mentorship 

and training programmes as well as assistance with the 

acquisition of equipment, livestock and agricultural input 

requirements.

According to the DTI they are very happy to be collaborating 

with Pick n Pay in this project in support of their Organic 

Farmer/Retailer programme. The DTI provides technical 

assistance to small farmers and helps to improve the 

communication and understanding between these small 

farmers and the retailers involved in the programme. 

Ultimately this helps to smooth the supply and build the 

demand for these organic products while also helping to 

develop these emerging businesses.

“This partnership feeds directly into Pick n Pay's produce 

strategy, with our buying teams working closely with the 

Foundation and other supporting bodies such as the DTI, 

IDC and NEF to develop and grow emerging farmers,” said 

Ackerman-Berman. “The partnership with Nkomamonta 

speaks to the fact that our vision - which is to develop these 

small and emerging farmers into sustainable businesses - 

is becoming a more central part of our supply chain and we 

will continue to increase our support of and partnerships 

with small farmers as part of an inclusive business value 

chain.

 INCREASES SUPPORT OF SMALL FARMERS
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The promotion of co-operatives, a flagship project of the 

Department of Trade and Industry (the dti) for the year 

2004/05, had the additional purpose of serving as an 

initiative to address the needs of the so-called 'second 

economy'. While South Africa has a highly-developed co-

operative sector, operating in the 'first economy', there are 

also co-operatives operating in the mainly informal, 

marginalised and unskilled economy, the latter of which is 

populated by the unemployed and those unemployable in 

the formal sector. Within this context, the Co-operatives Act 

of 2005 and the Co-operative Banks Act of 2007 provide the 

legislative framework for promoting and regulating co-

operatives in the country. 

In addressing the needs of this sector, government has 

established agencies with the sole aim of supporting small 

businesses and co-operative enterprises. The provision of 

co-operative support services, such as education and 

training, business advisory services and access to loans, 

funding and linkages, is the collective responsibility of the 

accredited institutions and organisations that provide these 

sought-after services to co-operatives. Technical support 

services are also extended via a cost-effective support 

service system that makes use of existing support service 

providers (e.g. the co-operative movement, non-

governmental organisations (NGOs), trade unions, 

employer organisations, private companies, government 

offices,  parastata l  agencies,  and development 

programmes and projects). 

As per previous mention, the government has launched 

various programmes to ensure that the 2004 - 2014 

objectives for the co-operative sector are timeously and 

effectively met. Among these are the dti's Co-operative 

Incentive Scheme (CIS), which is a direct cash grant, as 

well as the Export Marketing and Investment Assistance 

(EMIA) scheme and other targeted incentives, such as the 

Isivande Women's Fund. Funding is also channelled 

through various funding vehicles established by provincial 

agencies. 

The development of co-operatives is critical to the effective 

functioning of the South African economy. As such, the 

government will continue to provide much-needed support 

to co-operatives through public education and training, as 

well as the promotion of co-operative development 

initiatives in society at large. Further, the dti will remain 

steadfast in its commitment to aid and grow this sector of the 

economy. 

AGRICULTURE

Co-operativesCo-operatives
DTI
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Thierry Alban Revert boasts a diverse occupational 

portfolio, working abroad in his capacity as Quality Control 

Regional Manager for Air France Catering Division until 

1981 when he settled in South Africa. He pursued his love 

for culinary arts operating “La Baguette” French Bread 

Bakery until 1984, followed by a period of six years as 

consultant to executive catering service management and 

for the National Department of Agriculture (South Africa) 

from 1994, when new strategies were designed to include 

small scale farmers in the economy. His direct involvement 

in a new crops development program inspired him to launch 

his own business, Planet Agro-ecology Concepts, in 2001. 

“Activities in organic production and agro-ecology practices 

are not considered a social issue, but rather an economic 

issue; consequently, no CSR program is likely to support 

smallholders and subsistence farmers to produce nutritious 

foods for their communities,” says Thierry-Alban 

Over the following seven years numerous projects evolved 

from in-depth research and practical application, including 

extraction of bio-chemicals from bio-mass waste; holistic 

land-care management programs; and medicinal plants 

extraction technologies;. In 2004 Thierry Alban Revert 

joined   the International Consortium of Future Energies 

(ICOFE), operating from Johannesburg. Projects 

developed from partnerships between the Business and 

Technology Unit of ICOFE and various NGO's and 

Government Departments, which include 'Grow Your 

House' Project, , the National Integrated Renewable Energy 

Technology Initiative (NIRETI) , the Water Initiative for the 

Restoration of the Environment (WIRE) and other National 

initiatives for sustainable waste management, and 

programs on adaptation to climate change. Thierry Alban 

Revert is a multi-linguist, while fluent in French, English and 

Spanish, he is also able to converse in Italian, Portuguese 

and Arabic. He enjoys playing sports, horse riding and 

practices ethnic drumming and listens to jazz. He is also 

adept at JiGong and TaiJi.   

Today Thierry Alban Revert holds the position of Technology 

& Business Development Manager of the National Organic 

Produce Initiative (NOPI) program. The fundamental nature 

of NOPI is to explore a programmatic and cooperative 

approach to smallholders' sustainable agricultural 

practices, provide solutions to the mitigation and adaptation 

to climate change and food sovereignty; and sustaining an 

authoritative support network between NOPI, the National 

Department of Agricul ture, Rural Development, 

Municipalities and communities throughout South Africa. In 

brief, NOPI project advocates the use of Organic Produce 

and Agro-ecology Practices (OPAP); the program also 

assists communities in partnership with municipalities 

enabling them to grow food and other commodities and 

ensure that their autonomy and self-sufficiency within the 

context of the local markets is sustained. “NOPI was 

established on the basis of a unique and assertive growth 

model, which uses the 'inverted pyramid' – the Bottom of the 

Pyramid model and principle to illustrate the anticipated 
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What will the world of tomorrow be like? How can 

people adapt to climate change? 

In the course of my interview with Thierry Alban Revert--an 

environmental activist by choice and conviction--I am struck 

by his fervent energy to explain the diverse probabilities of 

these questions, based on projection of current trends. I am 

eager to learn about his life's mission to persuade 

government, large corporations, and even ordinary citizens 

to acknowledge responsibility for over-exploitation of natural 

resources for the sake of economic wealth, which if not 

halted will erode the chances of humanity's continued 

existence. “The greatest challenges we face as a country is 

poverty, pollution and moral depression “, says Thierry 

Alban. I have a barrage of questions to ask, about how social 

issues should be addressed in the country; and whether the 

billions being spent on social reform are effectual. 

Do you think that South Africa's social issues 

can ever be effectively addressed?

 

“I believe this is possible through the creation of a 

National Charter for social responsibility and 

investment, and for tested eco-social enterprises 

to do the work on the ground. The establishment 

of an education and training CSR Academy is 

necessary so that companies and other civil 

society stakeholders, like churches, can 

measure their effectiveness and impact on 

performance.”

Thierry and
the Organic Farmers

CORPORATE SOCIAL REVIEW

A conversation that evokes renewed thinking
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economic development that great success can be 

achieved from humble beginnings. This is achieved 

through the systematic institutionalization of resource-

based cooperatives to produce nutritious food, fiber, 

medicinal and other commodities, followed by the Agro-

processing beneficiation of raw materials into 

consumables for communities. It all starts with effective 

food production subsistence, the base for any sustainable 

healthy local economic development and growth,” says 

Thierry-Alban.

NOPI applies a value-chain clustering approach to 

empower smallholders to gain access to land, resources, 

relevant technologies, training, education and skill 

transfer opportunities, as well as the prospect of improved 

health and wealth creation. 

The National Organic Produce Initiative (NOPI) program-

-brainchild of whole team assembled since the WSSD 

2002 --has partnership with two dynamic cooperatives to 

foster a collective pursuit to improve the way of life of all 

South Africans in a fast-changing world facing the 

adverse effects of climate change and consequent food 

shortages, as well as economic decline, unemployment 

and entrenched poverty for many citizens. 

My Planet My Choice is a COP 17 legacy project 

designed to mobilize and skill communities, in 

co l laborat ion wi th munic ipa l i t ies , in Organic 

Production and Agro-ecology Practices. 

The Consortium of Climate Smart Solutions, which 

operates in the 'green and clean' municipal space is 

representative of the necessity for municipalities to 

access inner-city, urban and rural sustainable 

agricultural programs. It is also the opportunity for 

Municipalities to get acquainted with sectors such as 

Infrastructure, mobility, eco-construction, water and 

energy. NOPI employs the CCSS professional team on 

strategies, policies, Measurable Reportable, Verifiable 

(MRV's) systems, training, and project management to 

facilitate Municipal partnerships with communities. 

NOPI's agenda comprises the development of local 

markets, micro-enterprises in catering, restaurants, 

and food festivals, while My Planet My Choice 

manages a network of partnerships that share 

solutions with the NOPI program. 

The Skills Village advocates a special approach to 

enterprise creation and the mobilization of groups of 

people around community-based events. As such, NOPI 

partners with the Skills Village in staging product-

specific festivals including cotton, citrus, Nguni Cattle, 

sugar and poultry, created by Organic Production and 

Agro-ecology Practices (OPAP) to encourage persistent 

learning to accelerate change and transformation. A 

process that is called: Transmorphosis. The African 

Agro-ecology Agriculture Alliance (AAAA) in conjunction 

with NOPI, takes care of entire African regions in 

delivering a reciprocal networking platform, as well as 

representing Africa in world forums. 
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Here at CSR our radar is always up and 

spinning looking for stories that will inform 

and inspire. When we heard about Judy's 

Future Farmers project we immediately 

asked her to write us a small piece to tell us 

all about what she's doing and why.

Here's what she had to say:

Future Farmers came about when I realised that there were 

many young people who were passionate about agriculture 

but who could not get into agriculture because there were just 

no real opportunities for them.   Most of them have come from 

impoverished communities and are unable to attend 

universities or colleges.   They are intelligent young people 

with a huge amount of potential and yet we are wasting this 

talent - simply because there is no way for these people to get 

a chance to show us what they can do.

Something had to be done to create opportunities for these 

passionate young people.  

I spoke to a number of farmers who agreed to take them on as 

Apprentices, allowing them to earn as they learn.   Instead of 

attending a university that costs money that they simply don't 

have they  work in a functioning, commercial farming 

operation and are paid to do so.  As they are unskilled, they 

come in at the lowest level at a very low wage.  It is then up to 

them to learn as much as they can. Starting at the bottom, with 

the menial tasks, they gradually learn more and more. Within 

two years I expect them to be able to do most of the jobs on 

the farm.  This means driving tractors and operating 

machinery, working with animals and crops and doing record 

keeping and managing labour.  In addition to this, they should 

also learn to drive, get a driver's licence and obtain a passport.

We have also applied to Business World to introduce a one 

year course in business skills at the apprenticeship level.

We do set a very high standard for our apprentices. They 

must be reliable and have an excellent work ethic. 

Once they have proved themselves I try to place 

them overseas for a one year internship.   At the 

moment we have 2 interns in California and four in 

Australia, and all of them are doing very well indeed.   

Our sponsors, Saville Foundation and Underberg 

Farmers Association, pay for them to go overseas.  

However, because our apprentices are developing 

and starting to earn good salaries they agree to pay 

this money back and those funds are then used to 

send another intern.  

In this way our apprentices effectively 'pay their own way' - but 

I make sure that they are able to do this by placing them in 

well-paid positions.   These youths depend on each other.   It 

is only when the money is paid back, that the next one can go.

by Paul Rowlston

A farmer for over 30 years Judy Stuart is a specialist dairy fashion with a passion for writing, photo-
graphy and great need to empower young farmers from the most disadvantaged communities

Here is a photo of Mzwandile Duma.  
He is managing a large dairy herd and

has completed an internship in the USA.

A farmer for over 30 years Judy Stuart is a specialist dairy fashion with a passion for writing, photo-
graphy and great need to empower young farmers from the most disadvantaged communities
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(Ed: This idea alone is worth the 'cost of entry' on this 

article. This kind of self-sustaining programme – very 

much like the Nobel Prize winning Micro-lending model 

- is something we could all learn from and aspire to. 

Water running downhill can run through multiple 

generators, this kind of self-regenerating money is an 

incredible 'force multiplier' for every self-sustaining 

programme.)

By the time they return, most of our apprentices are ready to 

take on management positions with good salaries. 

Ultimately, the goal is for some of these young men to 

become owners, in their own right and develop their own 

successful, commercial farming operations.   

The bottom line here is success.   As our apprentices have 

no experience running a multi-million Rand business, I am 

trying to arrange for some of them to become partners in 

successful existing operations.   There are top farmers who 

are prepared to take Future Farmers on as 50% partners in 

their successful farming operations.   Traditionally, farmers 

take on their sons as partners.  The father and son will farm 

together in a partnership until the father is ready to retire, 

maybe 15 years.  During this time, the son learns the 

business skills. Each of these partners has something 

different to offer in the partnership, but each brings to the 

partnership something that the other needs.  When the 

original farmer is ready to retire, the young man (in this case, 

the Future Farmer) will take over 100% ownership of the 

farm and will be a competent businessman.   In due course, 

perhaps, their own children join the family business or 

perhaps they will find and develop apprentices of their own.

We have managed to place our Future Farmers in dairy 

operations and thank the dairy farmers for taking this project 

to heart and supporting it.  We also have a student in pigs, 

another in horticulture and two doing green keeping on golf 

courses.  We have not yet been able to place apprentices in 

beef, poultry or vegetable and crop operations and there is a 

huge need for positions in these specialist areas of our 

industry.

There is a need for meaningful transformation in the 

agricultural industry. However, it must be successful.  This 

means that our Future Farmers must be competent, 

extremely well trained practical farmers with commensurate 

business skills.  Our project seeks to meet all of these needs.   

Obviously, for a project with such big ambitions we 

desperately need more support from the farming community.  

Our apprentices are doing very well - both on local farms and 

on farms overseas and there is a growing demand for them 

for overseas internships. The fact is, because these are 

people with a passion for farming we have Future Farmers of 

exceptional calibre. The Californian employer of a young lad, 

who is doing an internship there, told me that she would trust 

him with her life and her money …. Over the years, they have 

had over 200 interns on that farm, and he is the best of them.   

There are young people of extraordinary quality out 

there.  All they need is a chance to show  what  they 

can do.

So, think you can help the Future farmer's initiative? Or 

perhaps you would like some more information about how 

Judy is running this inspiring project? Why not drop Judy a 

line. (redcow@telkomsa.net).

Here at CSR we look forward to hearing some more 

tales of the Future Farmers that Judy is helping to 

create and we'd also love to hear similar stories from 

your industry.

If our crop is ideas, then we think that what Judy is helping to 

grow in the rich red African soil is a prize winning cash crop 

that will deliver a rich harvest to us all in the months and years 

to come.

Here is Sifiso Ntchisa working at the dairy computer.   
He completed an internship in Germany a few years 

ago and is now managing a large dairy.

This is Lonwabo working in the dairy.   He is 
currently in Australia where he is doing an 

internship on a large dairy.
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B U H L E  S T U D E N T  N O W  A  C O M M E R C I A L  B R O I L E R  F A R M E R   

Mfana Mahlangu has been a graduate of the academy since 

June 2009 after successful completion of the poultry 

production course. He attended the course as a result of the 

encouragement he got from his father after he (his father) 

attended the same course in 2007. In addition to this, the 

Mahlangu family runs a broiler production enterprise with a 

total capacity of 10 000 broilers which is divided into 5 

houses with a capacity of 2000 each. The need for 

expanding and improving the business gave rise to the 

desire of improving his knowledge and skills.  

Mfana has recently acquired a loan of R295 000 from Land 

Bank which was allocated to their co-op. This secured him a 

continuous production of 9000 broilers, with each house 

carrying 1800 birds. The broilers are sold directly to hawkers 

and local community members who buy directly from his 

farm. According to Mfana, “The informal market offers better 

prices compared to the formalized market”. His preferred 

breed is Ross 308 since it has a good FCR (feed conversion 

ratio) plus a low mortality rate of 2, 3%.

Mahlangu stated that he is where he is today in terms of 

farming because of Buhle Farmers Academy contri-butions 

in his life.

In addition to the poultry enterprise, Mfana bought 17 mixed 

bred goats in January 2011. He now has 24 goats in total 

since he got 7 kids from his first kidding season. Furthermore, 

he recently bought two heifers and one bull as a way of 

starting his beef herd. 

The impact his business is making in improving other 

people's lives is seen and felt by the people he employs. 

With 5 full time employees, the Mahlangu farming operation 

illustrates its contribution towards the job creation crisis. 

Therefore this together with the farming practices 

performed on the farm qualifies the Mahlangu farming 

operation as a success that reflects the academy's impact.

“Mfana Mahlangu with his chickens during June 
2012. He currently bought nine thousand broilers 

for his business 

Mfana feeding his chickens

 

Mfana with Buhle Farmer Support officer 

Mcgreggor Ntuli outside his broiler unit 
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Effect ive engagement and communicat ion wi th 

stakeholders is the cornerstone of any CSR strategy. 

However, businesses have typically struggled to find the 

appropriate methods of engagement to ensure the right 

level of participation and feedback from stakeholders.

The current shortcoming of CSR or sustainability 

communications is that they are usually one-sided with little 

to no engagement. This could lead to information being 

communicated which may not be relevant to what your 

stakeholders want to know. It's hard to cater to everyone's 

interests and trying to fit everything into one Sustainability 

Report can create an information overload. The other 

downside is that your stakeholders don't want to hear just 

the good things that happened over the past year, they also 

want to know what challenges the company is facing. Better 

yet, they want to voice their concerns directly to the 

company and have them addressed.

Over the past few years, businesses have taken advantage 

of social media in their marketing and brand strategy, using 

it effectively to mobilize customers and to promote their 

image. Social media offers businesses a direct link to their 

customers and it gives customers an open platform to the 

company. As usage of social media continues to increase, 

many businesses are seeing the benefits this has for their 

brand if utilized effectively. Yet it is not just communications 

and marketing experts who are taking notice of social 

media; those who are involved with sustainability 

communications are seeing the advantages too. 

Seventh Generation, a United States company which sells 

cleaning and personal care products, has developed a 

successful social media strategy around their sustainability 

communications. Seventh Generations Twitter account '

promotes education on CSR and sustainability information 

while promoting the company's environmentally friendly 

products. 

Expedia, the world's largest online travel company took to 

social media to develop a community investment 

campaign. In January of this year, Expedias Facebook '

launched the project “Give them wings” which made a 

resolution to fly 100 street and working kids on a 3 day 

holiday to Mumbai. For every 'like' on their Facebook, 

Expedia would contribute INR 10 to their travel fund. And 

for every ten shares, Expedia would contribute another 

INR 10. The campaign not only melded sustainability 

communications with social media, but it also explored the 

possibi l i ty of using social media for community 

investment.

An article by The Guardian Sustainable Business Blog 

highlighted the effectiveness of corporate executives using 

Twitter as a form of sustainability communications. Aside 

from promoting their business's own good deeds, Twitter's 

open channel platform allows stakeholders and concerned 

citizens to engage directly with the executives. Where an 

email may go unnoticed or ignored, Twitter promotes 

accountability by making these types of conversations 

public. It promotes the core belief that CSR should be 

transparent and open. Twitter also provides executives with 

a business-to-business advantage too. With more CSR 

practitioners and executives taking to the digital space, it 

allows them to build networks of sustainability professionals 

and gain new ideas through thoughtful discussions. 

Starbucks has also embraced the spirit  of open 

communications and transparency through social media to 

promote the company's stance on social issues. Starbucks 

has previously used their Facebook page to promote their 

support for gay rights, and have also allowed Facebook users 

to post dissenting opinions on gun ownership. Although 

Starbucks openly stating their stance on social issues may be 

a step further than other companies wish to go, their actions 

highlight the need for businesses to commit to transparency 

and openness when engaging in social media. 

So how should businesses start incorporating social media 

into their sustainability communications? GLOBE-Net 

published a helpful article on what businesses can do to get 

t he  mos t  ou t  o f  t he i r  soc ia l  med ia  and  CSR 

communications. These considerations include: 

• Listen, listen, listen 

• Be authentic 

• Be humble, self-critical and willing to adapt 

• Be a real person 

• Engage over time and on multiple platforms 

• Be relevant 

• Be fearless 

The openness of social media and commitment to 

transparency of CSR make the two a natural fit. The only 

quest ion is how seriously businesses wi l l  take 

transparency when it means opening themselves up to 

accountability.

by Jeffrey Ying  

jeffrey.ying@csr-asia.com

Social Media: a Natural Fit for CSR Communications
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Corporate Social Investment – Invest to empower

Pretoria Portland Cement's (PPC's) corporate social 

investment philosophy, 'Invest to Empower' is headed by the 

charismatic and charming Francie Shonhiwa who is 

passionate about transforming traditional social investment 

projects into self-reliant, self-supporting initiatives.  For PPC 

being a good corporate citizen is not just about donating 

money, it is about partnering with beneficiaries to help them 

achieve financial independence.  

As Francie explains, “Helping people 

become productive members of society, 

takes time and commitment, and to ensure 

long-term sustainability, PPC partners with 

beneficiaries for three to five years.”

In 2011, PPC reconfirmed its commitment to social 

upliftment and developing communities in which we have a 

footprint by investing in arts, education, food security and 

infrastructure development.

 

PPC's social performance embraces the principles of 

corporate social responsibility and corporate social 

investment (CSI). National (BEE Act, codes of good practice 

and mining charter) and international (United Nations 

Millennium Development Goals) targets act as guidelines for 

social development in the PPC group. We strive to go 

beyond these targets by boosting grassroots innovation and 

social upliftment.

To ensure long-term sustainability, we believe in partnering 

with beneficiaries for three to five years. Being a good 

corporate citizen is not just about giving money; it is important 

that beneficiaries are assisted in achieving financial 

independence and becoming productive members of society 

and this takes time. Job creation and skills development are 

vital in the context of high national unemployment and a 

number of our initiatives seek to address this issue 

During the year, PPC spent over R9 million (FY10: R8,5 

million) on various socio-economic development projects in 

South Africa, Botswana and Zimbabwe.

South Africa

Through our CSI initiatives, we are making a significant 

contribution to the lives of thousands of needy South 

Africans, particularly children. Apart from projects featured 

below, PPC is involved in numerous other initiatives. 

PPC 
Cement

Francie Shonhiwa

Passionate about transforming traditional social 

investments projects into self-reliant, self supporting 

initiatives.
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Time for Change (TFC) beneficiaries are excellent 

testimony to PPC's slogan of Invest to Empower. Early this 

year, TFC was featured on CNBC Africa's Entrepreneurial 

Programme as an NGO working towards true sustainability. 

PPC's investment in bakery and sewing equipment has 

seen a number of young people from the streets and former 

commercial sex workers being trained in these skills, and 

then securing employment. TFC's Siziwe mini bakery and 

Time Sewing initiatives have brought dignity and self-worth 

to marginalised people.

Most of the women trained under Time Sewing are self-

employed and are now members of a new cooperative being 

managed with assistance from the Department of Social 

Services. Time Sewing completed a number of orders from 

other NGOs, including track suits for the Field Band 

Foundation, uniforms for the Gift of Givers, curtains and 

cricket shirts for the French Institute. In the last three years, 

the Department of Social Services registered Time Sewing 

as one of the suppliers of school uniforms for the Bana Pele 

programme. 

Importantly, individuals from TFC are living advertisements 

of the project's potential, and representatives of an 

alternative life choice to their peers. 

The Love of Christ Ministries (TLC)

In the last two years, PPC has invested around R500 000 in 

the implementation of poultry farming at TLC, a home for 

abandoned babies. During the year, the chickens produced 

enough eggs for use by the home, with excess supplies sold 

to the public, including PPC staff. Birds not laying are sold to 

a nearby butchery.

Field Band Foundation

PPC has long supported the field band concept as it allows 

steady development in a holistic approach that considers 

physical and emotional needs. Field bands are about 'music 

for life' where youth from marginalised areas are trained in 

musical instruments, movement and dance, and also 

receive HIV and Aids peer education, general education in 
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social development and specific life skills training, 

competitiveness, teamwork, discipline and timekeeping

PPC, in partnership with De Beers, supports three field bands: 

· Cullinan Field Band, with participants from Refilwe, 

Cullinan and Mamelodi East in Pretoria, performed at 

the Human Rights Day celebration at the Union 

Buildings in Pretoria, playing in front of the president of 

South Africa, his cabinet, local and international VIPs 

and the public. 

· Kimberley Field Band serves the youth of Greenpoint 

and Galeshewe. The band coordinator was selected to 

lead a team of ten choral adjudicators during a mass 

participation programme of South African Schools 

Choral Eisteddfod in the Northern Cape; with a mandate 

to select the best choirs in all voice parts, small 

ensembles and sextets. 

· Danielskuil Field Band (serving Danielskuil, Kluisville 

and Thlakalatlou) - this band has made a huge impact in 

Danielskuil, a small town in the Northern Cape where 

most band members come from poor families that are 

poverty stricken. Alcohol consumption in these 

communities is a particular problem, and the band is 

providing vital extramural activities. 

All three bands took part in the 2011 national championships 

- an event fully supported by the Department of Arts and 

Culture. Kimberley and Cullinan came second and third 

respectively in the Premier category.CSI beyond South 

African bordersThe true intent of corporate citizenship is to 

uplift communities through involvement in socio-economic 

and local economic development projects, starting with 

communities hosting our factories and our labour-sourcing 

areas. This intent guides PPC's investments in CSI 

initiatives in Botswana and Zimbabwe as well.  

Botswana

A dream come true for Kanye Village

PPC constructed a new building in Kanye village, some 

90km north of Gaborone, which the Pan-African Christian 

Women's Alliance (PACWA), a group of retired professional 

women, are using it as a bakery. Equipment was installed in 

May and the bakery is now fully operational. Six project 

coordinators were trained in breadmaking, and they will in 

turn train more marginalised people from the community, 

focusing on the youth to equip them with bread-making 

skills. The bakery will become an income-generating 

initiative for marginalised people and youth of the streets 

from Kanye village under the guidance of PACWA. The 

project is scheduled to be launched in February 2012. 
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Further training in confectionery is scheduled for early 

2012. 

Gabaresepe Day Care Centre

Worn-out fitted carpets in the classroom at this daycare 

centre in Old Naledi in Gaborone were replaced with rough 

ceramic floors which are easy to clean, not slippery and 

child friendly. The classrooms were repartitioned into three 

rooms to allow children to be grouped by age. Other 

improvements included refurbishing the children's furniture, 

extending the kitchen by incorporating unused veranda 

space and providing a dining room for the children and 

reception area.  

Bulawayo Cement School

PPC supports education initiatives in Zimbabwe and aims 

to help increase the pass rate in the benefiting schools. 

These initiatives include purchasing stationary, textbooks 

and school furniture, using local suppliers to help create 

employment.

Refurbishment of Lady Rodewell Maternity Hospital – 

Bulawayo

According to the Ministry of Health and Child Welfare in 

Zimbabwe (2007), maternal mortality ratios are estimated 

at 725 deaths per 100 000 live births. Through the African 

Union's Campaign on Accelerated Reduction of Maternal 

Mortality in Africa (CARMMA), and in response to the 

Millennium Development Goals of reducing child mortality 

and improving maternal health, PPC embarked on a 

refurbishment programme at the seriously dilapidated Lady 

Rodewell maternity clinic.

PPC invested in Grassroot Soccer at Bulawayo Cement 

School. This programme uses the power of soccer to 

educate, inspire and mobilise communities to stop the 

spread of HIV. Given that soccer is almost a universal 

language in many African communities, Grassroot Soccer 

aims to reach large numbers of young people with HIV 

education. About 150 learners enrolled on the Grassroot 

Soccer programme in 2011. The plan is to expand the 

initiative to Colleen Bawn and Gwanda surrounding 

schools.

Phelandaba Stadium

PPC assisted in revamping the Phelandaba Stadium, the 

venue that hosted the 9th national youth games in 

Matebeleland, South Province of Zimbabwe. PPC provided 

gravel, quarry stone, whitewash, billboards and technical 

expertise. 

PPC Cement Express Outlet pilot project

The recently launched PPC Cement Express Outlet pilot 

project provided the community of Soweto with access to 

high-quality cement at their doorstep. The project, in 

partnership with Mobile Payment Corporation and First 

National Bank, is aimed at empowering entrepreneurs, 

using PPC's social investment model.

The project offers beneficiaries the opportunity to start their 

own cement outlets. These express outlets are mobile 

business solutions for small, micro- and medium-size 

enterprises (SMMEs), which are cost effective and secure.

Each beneficiary received a start-up package which 

included a PPC-branded container; a pallet of 40 bags of 

Surebuild cement; a training programme on PPC cement 

products, training on supply chain management processes, 

and methods to sustain their businesses; as well as a toll-

free number to ensure ordering and dispatch efficiencies.

PPC CSI manager FrancieShonhiwa says, “The company 

identified a gap within the retail sector where emerging 

SMMEs were struggling to expand their businesses. As 

opposed to providing handouts to supplement their 

incomes, PPC opted to empower people and tackle long-

term social needs by starting cement supply outlets, 

affording emerging entrepreneurs the opportunity to 

participate in the formal economy. Playing an active role in 

contributing towards job creation and infrastructure 

development is core to the way we conduct business.”

PPC believes that job creation and skills development are 

vital in the context of addressing high national 

unemployment. It is evident throughout their social 

investment initiatives that live up to their philosophy of 

Investing to Empower!
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Two decates creating 
careers for young artists
The annual PPC Cement Young Concrete Sculptor Awards 

Competition, also known as the YCSA, is a partnership 

between our company and the Association of Arts Pretoria. 

Over the past 19 years, YCSA has enabled several award 

winners to launch successful careers in the art world.

The competition was initiated as one of PPC's centenary 

celebrations in 1992. This year, to commemorate its 20th 

anniversary, an exclusive exhibition of the current works of 

previous winners was held in May - a truly remarkable 

collection of talented South African sculptors and their 

artworks. The event also gave aspiring artists entering the 

2011 competition the perfect opportunity to see what can 

be achieved with cement. One of the early winners noted 

that techniques today were almost unthinkable 20 years 

ago, "in 1993, we were just casting in the same old way... 

today people are actually using concrete." 

Angus Taylor, 1994 winner, has his own foundry in 

Pretoria - working mainly in bronze, stainless steel and 

concrete - where he also teaches and nurtures the talent 

of young developing artists. One of these artists is 

PhanuelMabaso from Limpopo (runner-up in 2005 and 

overall winner in 2007) whose style is easily recognised in 

the sculpture of his Grandfather which he submitted for 

this exhibition.

Sonja Geyer, overall winner in 1993, is another example of 

the exceptionally high calibre of work this competition has 

inspired and attracted. Another previous winner of the 

YCSA who has gained huge recognition for her 

exceptional talent is MariekePrinsloo. Her Little Swimmer 

Girl is part of an 18 sculpture narrative Walking the Road 

that is currently on display on the Sea Point Promenade in 

Cape Town. 

The YCSA is a truly unique competition and the country's 

only major competition exclusively devoted to the art of 

sculpture - and undoubtedly one of the most successful 

projects initiated to celebrate PPC's centenary year. 
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79UJ Community Engagement Office

The spirit of the Office of Community Engagement at 

the University of Johannesburg blazes on – better 

and brighter than ever before. Apart from various 

Institutional events and the implementation of a 10-year 

strategic vision in 2011, all nine faculties of the University of 

Johannesburg were involved in exciting and engaging 

projects. The aim: to bridge the gap with knowledge, skills, 

compassion and care between the students, the staff and 

the greater communities. JAMAINE KRIGE reports.

Community Engagement (CE), University of Johannesburg's 

third core academic function, with Care, Share and Involve as 

its motto, kicked off its 10 year strategic vision in March 2011. 

This heralded a new era for CE as this vision seeks to infuse 

Community Engagement into teaching, learning and 

research within the University and to establish and foster 

strategic partnerships with its communities. 

CE recently brought out its Annual Report for 2011, 

showcasing some of the events that reinforce the fact that UJ 

is a university actively engaged with and in its community.

CE Institutional Events 

Community Engagement Recognition Awards 2011

It was therefore only fitting that all nine faculties were 

recognised for their participation in various projects, among 

others the annual Mandela Day event. The faculty CE 

coordinators received awards on behalf of their faculties, 

and in the category for individual academics four women 

received awards for their outstanding commitment to 

Community Engagement and their contributions to society. 

Women's Day Celebrated

The CE Annual Women's Leadership Convention, to 

celebrate the unique and important contribution that 

women make to education and society at large, was 

definitely another highlight on the CE calendar.  Two 

hundred women attended the conference.  The highlight of 

the function was the keynote address given by the Queen 

Mother Semane Bonolo Molotlegi of the Royal Bafokeng 

Nation. The focus should be on bridging the gap between 

what is expected and what is real, and what can be done to 

address that gap. To do this, she said, women must learn to 

work together. Transformational leaders should have the 

will, resilience and morals to challenge what must be 

changed. 

The Queen Mother is renowned for speaking against 

oppression, poor education and regional neglect of rural 

development, and has played a pivotal role in helping the 

Royal Bafokeng Nation, of over 300 000 members, become 

the forward thinking, model traditional community it is today. 

Care. Share. Involve.
Care. Share. Involve.

Care. Share. Involve.
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Dr Kwazi Magwenzi, the head of CE, in her opening address, 

emphasised that South Africa needs new heroines to lead 

our society towards socio-economic and political change 

and that all women should become active participants in this 

regard.  The proceedings were concluded with UJ Council 

member Joyce Siwani reminding the attendees of the 

sacrifice made by the women who marched to the Union 

Buildings on 9 August 1955, paving the road forward for all 

women in South Africa. She said we should make sure that 

their sacrifice is not forgotten. 

SAHECEF Volunteerism Workshop

Community Engagement and the character of volunteerism 

came under the spotlight when UJ hosted the second 

workshop of the volunteerism working group of the South 

African Higher Education Community Engagement Forum 

(SAHECEF) in June 2011. A total of 25 representatives from 

10 South African universities attended.

The group meets to share experiences and knowledge in the 

field of volunteerism, both from an academic and practical 

perspective.  Some of the issues addressed focused on 

making citizenship a compulsory part of the undergraduate 

curriculum, how to attract volunteers from the student body 

and the challenges around creating and maintaining a 

successful volunteerism programme. Mandela Day 

init iatives were discussed and compared – from 

volunteering at hospitals to cleaning the streets of the 

communities. The message should be that volunteerism is 

an ongoing project and should not just be limited to one day a 

year. The workshop closed on a high note with UJ being 

praised for its excellent coordination of the event.

CE Road Show and Showcase

Approximately 2 000 students showed interest in CE when 

they set up tables across the four campuses. Visitors to the 

stalls were briefed on the workings of CE and the University in 

general, leaving informed with the knowledge that UJ is more 

than just a place to study and receive a qualification – it's also a 

place where compassion, caring and the spirit of uBuntu reign.
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 Faculty of Health Sciences

The Riverlea project, a community initiative that continues to 

grow, offers a range of integrated healthcare services to this 

disadvantaged community. Services offered by various 

departments include health promotion, healthcare, early 

childhood intervention programmes and activities to develop 

capacity in sports within schools and the community. 

A place where compassion, caring 

and the spirit of uBuntu reign

The Department of Nursing offers a primary healthcare 

service, which includes ante-natal and post-natal care, 

vaccinations, immunisations, family planning, Pap smears 

and mother and child-orientated healthcare. Podiatry and 

Optometry were also identified as very specific needs to be 

addressed in the community. Between these two 

departments, 714 patients were seen in 2011, with clinics 

open once a week. Consultations are free and where glasses 

and orthotics are supplied, it is done at cost price. The 

students from Sports and Movement Studies play a vital part 

in early childhood development in crèches, with focus on 

improving fundamental motor skills, thus enhancing overall 

well-being. In 2011, a total of 14 educators were trained in 

how to assess motor skills development and how to 

incorporate the enhancement of motor skills into specialised 

lesson plans. 

The Somatology Department warrants a special mention for 

their exceptional continued commitment to community 

engagement. The students and staff were actively involved at 

the Johannesburg Prison for Women where they presented 

various workshops to help develop the employability of 

offenders and promote rehabilitation by providing skills to 

assist with successful reintegration into the community.  The 

Somatology students provided a wellness component to the 

inmates by providing treatments such as reflexology, 

massage and proper skin care. At the Helen Joseph Breast 

Care Clinic, the students provided reflexology treatment for 

the oncology patients. Patients benefit immensely, both 

physically and emotionally, from the warm and caring human 

touch. At the Netcare Rehabilitation Centre in Auckland Park, 

18 Somatology students offered back, hand, feet, neck, head 

and leg massages. The students and staff made an active 

and valuable difference to their immediate community.

Faculty of Education

Another faculty that made the CE values its own was the 

Faculty of Education. This faculty is the guardian of the 

RAUCALL GDE High School, which boasts a 99% pass rate 

since the graduation of the first matric group in 1996. An 

average of 80% of students qualified with university 
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exemption. In 2011 they also received a record number of 

distinctions: 143 plus five distinctions for Maths Paper 3. 

Four learners obtained seven distinctions and another two 

obtained six.  Pupils are selected from the local townships 

on the basis of their aptitude in mathematics and science. 

The success of the school is attributed to the support from 

staff, students, learners and the Gauteng Department of 

Education. Extra-curricular activities such as choir, chess, 

debate and drama productions are also offered. 

The Funda UJabule School is another successful project 

from this faculty, and as a training/research school is unique 

in its aim and functioning. It does, however, not only focus 

on training, but also serves the surrounding community of 

Soweto in terms of childhood education. Last year, 163 

learners were enrolled in the school, serving as a training 

school for 187 first year and 55 second year BEd students 

from UJ. The Service-Learning components that the 

Faculty provides aim to foster a sense of social and civic 

responsibility in students, while at the same time preparing 

them to become caring, accountable and critically reflective 

practitioners.

 Faculty of Art and Design (FADA)

Community service and good citizenship are integral to the 

Faculty's teaching programmes, and nowhere could this be 

seen as clearly as when the students and staff became 

involved in HaMakuya, a Venda chieftaincy situated near the 

Zimbabwean border and the Kruger National Park – a 

national poverty node. Basic infrastructure is sorely lacking 

and service delivery is low, with communal taps that often 

only supply water once a week. This the students learned 

when they arrived to participate in home-stays and take part 

in the daily activities of the households. Students introduced 

three methods of social change via visual methodologies 

into the community, namely Paper Prayers, Photovoice and 

collaborative mural-making. 

Paper Prayers, a nation-wide HIV/AIDS campaign, uses 

simple print-making techniques to encourage individuals to 

express their emotions about loss and illness. These 

workshops have proved to be an effective method of 

communicating about HIV/AIDS and of bringing about 

sexual and behavioural change through artistic methods. 

Photovoice uses photographs made by community 

members to stimulate the expression of their personal 

narratives. Collaborative mural-making lends itself to 

democratised art practice because of the ease with which 

community participation can be facilitated. 

Learners, with help from the UJ students, created bright and 

beautiful murals that celebrated their dreams and 

aspirations towards a better future. 

The HaMakuya experience left the students filled with 

admiration and respect for the way in which the Venda people 

continue to live under such challenging conditions. They were 

moved by the overwhelming generosity of their hosts against 

a backdrop of material deprivation and extreme poverty, in a 

community where unemployment is estimated at 95%.

Other developments

No CE report is complete without the mention that Phumani 

Papers (UJ's flagship project) has found a new home. 

Originally run by FADA, the project, which represents one of 

the largest active community engagement programmes at 

UJ, has been taken over by the Faculty of Humanities. The 

Faculty lends financial, infrastructure and human resource 

support to the project. Phumani Papers is a Johannesburg-

based NGO that focuses on the empowerment of women 

through entrepreneurship in rural areas, manufacturing a 

variety of paper projects on the cutting edge of handmade 

paper technologies, and is the only producer of archival 

paper in South Africa. 

UJ Law Clinics

The UJ Law Clinics, run by the Faculty of Law, celebrated its 
th30  birthday in 2011. As the cherry on the proverbial birthday 

cake, it opened its flagship clinic in Soweto, in a building that 

was specifically upgraded for this purpose. The modern and 

upbeat Law Clinic serves the less-affluent community of the 

greater Soweto area where there is a massive need for legal 

advice and assistance. By working in the clinic, students get 

a better idea of how a practice is run and how the processes 

work and interlink. For the first time in their lives, they are 

confronted with real cases – with faces attached to them.  

They learn to take the theory from the classroom to the 

practice. The students working on cases are assessed by a 

professional lawyer on a weekly basis. When all the leg work 

has been done, he takes the case to court. Unfortunately the 

amount of prospective clients still overshadows the amount 

of cases that can be taken on due to a lack of manpower and 

qualified lawyers working on a pro bono basis. 

Soweto Science Centre

One of the highlights at the Soweto Science Centre, under the 

Faculty of Science, was the mobile science laboratory 

acquired through a sponsorship by the Department of Science 

and Technology. This development allows the Science Centre 

to provide the necessary hands-on learning experience in the 

fields of experimental sciences to learners in schools that do 

not have the necessary laboratory facilities, suddenly bringing 

to life subjects like physics, chemistry, biology, geography and 

IT. The aim is to bridge the gap between high school and 

university science, training the future scientists and engineers 

that South Africa desperately needs. 

The Office of Community Engagement had an exciting and 

productive 2011. It has shown that it does not only talk the 

talk; they also walk the walk of Care, Share and Involve.  
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Care. Share. Involve.

Mandela Day on 18 July 2011 was without a doubt one of the 

highlights with all nine faculties joining forces to pay tribute to 

the legacy of an exceptional leader. The University students 

and staff did community service at three Johannesburg 

hospitals, performing tasks that had been identified by the 

hospital CEO's as essential needs. The five needs identified 

were a cleaning campaign and gardening services; art 

activities for the children and the painting of walls and 

murals; cooking and washing dishes; reading for children 

and the distribution of books; and distributing food hampers 

and toiletries to patients.  With these activities in mind, the 

students and staff of each campus gathered on the morning 

of 18 July to march to their respective hospitals, UJ banners 

flying proudly. 

More than 600 students and staff members from the four 

campuses assisted at Helen Joseph, Chris Hani 

Baragwanath and Charlotte Maxeke Academic Hospital, 

formerly known as the Jo'burg Gen. 

Dr. Kwazi Magwenzi 



Dr. Kwazi Magwenzi 
Head of Strategic Partnerships: Alumni and Community Engagement 

(011) 559 4652
kmagwenzi@uj.ac.za
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The financial crisis and its effects on both 

society and the global economy brings 

unprecedented challenges to companies, 

governments and communities in Europe 

and beyond. As a result, traditional 

business perspectives on competitiveness, 

survival and profitability are being 

questioned. So, what does corporate social 

responsibility (CSR) mean in this context? 

CSR, a term coined in the 1970s, was once considered as a 

practice of reputation and risk management. However, 

today's companies now appreciate that CSR is no longer 

just a “nice-to-do” add-on to their core activities, but that 

responsible business practices can help build a more 

sustainable basis for competitiveness; by 

strengthening brands and reputation, attracting 

and retaining talent, achieving efficiency gains and 

cost savings, meeting societal expectations and 

[perhaps most importantly] by creating new 

business opportunities through social innovation.

It has long been recognized that social innovation plays a 

key role in economic growth. Over the years, developments 

in healthcare and the rise of new technologies, such as the 

car, electricity or  the mobile phone, depended on social 

innovation as much as they did on the innovations of 

business. Today, however, it is recognised that the onset of 

increased societal challenges is not only constrained to 

society itself and businesses now appreciate that they 

must take an active role in combating these problems. In 

this context, it is widely accepted that some of the barriers 

to sustainable growth, such as climate change, 

demographic change or ageing populations, can only be 

overcome with the help of social innovation. Consequently, 

a greater impetus for developing new products and 

services linked to social innovation has emerged.

Examples of such innovations can now be witnessed from 

companies across all business sectors. For example; 

technological companies IBM and Hitachi are now involved 

in the development of energy and transport grids to 

overcome the challenges posed by urbanisation;  consumer 

goods companies, such as 

Nestlé or Unilever, have adopted 

plans to source and produce 

s u s t a i n a b l y  t h r o u g h  t h e 

consolidation of sustainability 

goals with their overall business 

goals; and financial companies, 

s u c h  a s  C i t i  G r o u p ,  a r e 

increasingly aiming to promote 

social inclusion by providing 

microfinance in Base of the 

Pyramid markets.

by Stefan Crets

(Executive Director, CSR Europe)

Corporate Social Responsibility: A European Perspective

About CSR Europe

CSR Europe is the leading European 

business network for Corporate Social 

Responsibility with around 70 

multinational corporations and 34 

national partner organisations as 

members. 

Since its launch, CSR Europe has 

become an inspiring network of business 

people working at the very forefront of 

CSR across Europe and globally. 

Together, the network represents over 

4000 companies in Europe. CSR Europe 

addresses societal challenges through 

the Enterprise 2020 Initiative, which 

fosters collaborative action and shapes 

the business contribution to the European 

Union's Europe 2020 strategy for smart, 

sustainable and inclusive growth 

For more information visit 

www.csreurope.org



In addition, stakeholder groups such as non-governmental 

organisations (NGOs) and the media have also played a key 

role in drawing attention to CSR related issues. As a result, 

today's companies appreciate that they can no longer 

operate in isolation from stakeholders. 

Mainstreaming CSR and advancing social innovation 

requires audacity, and joint efforts of many more 

companies and stakeholders working in new 

partnerships. 

It is against this background that CSR Europe launched 

its flagship initiative, Enterprise 2020, in October 2010. 

Enterprise 2020 is an initiative for companies 

committed to (1) mainstreaming CSR and (2) 

developing innovative business practices and working 

together with their stakeholders to provide solutions 

and practical tools to help meet societal needs.

In practice, companies and their stakeholders can engage 

in Enterprise 2020 in a number of ways. At the heart of the 

initiative are collaborative projects led by companies and 

coordinated by CSR Europe and its partner organisations. 

In these col laborat ive projects, many business 

practitioners, policy makers, NGO representatives and 

other stakeholders work closely together to tackle pressing  

socio-economic and environmental challenges. The 

existing projects address issues ranging from demographic 

change to health and wellbeing, ESG disclosure and 

transparency to financial inclusion, and responsible supply 

chain management, among others. 

Through the various initiatives and collaborations, the 

companies and organisations involved in the Enterprise 

2020 initiative will produce tangible results and models 

which can be shared externally across industries and thus 

further the promotion of CSR in Europe. 

At policy level, the increasing interest in the business 

opportunities associated with innovative CSR approaches, 

together with the growing stakeholder expectations for 

corporate accountability and responsible business 

practices both within and outside Europe, has continued to 

push the European CSR agenda forward. 

In October 2011, the European Commission (EC) 

published a Communication on its renewed strategy 

on CSR for the period 2011-2014. Through its 

Communication, the EC has demonstrated its 

commitment to supporting CSR and has recognised 

the potential for CSR to contribute to sustainable 

development and competitiveness in Europe.

The year 2020 will undoubtedly bring with it a new set of 

challenges, however, those companies that find the right 

balance between minimizing risks through accountability 

and maximizing opportunities through social innovation will 

not only be amongst the most successful companies, but 

will also find themselves leading the transformation towards 

a smart, sustainable and inclusive society. 

Defining CSR in a modern context

• Highly developed CSR management and transparency - 

A company's ability to manage and mitigate exposure to 

environmental, social and governance issues is a key 

driver in determining its viability.

• Social innovation as business strategy – seize the 

oppor tun i t ies  in  tack l ing soc ie ta l  issues to 

simultaneously create business and social value

• Collaboration - No single company, policymaker or 

organisation can successfully work in isolation to 

address today's complex social and environ-mental 

challenges
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They're one of the world's biggest companies. Their founder 

is one of the world's richest men. Along with his wife he runs 

a trust that invests his own billions (and billions donated by 

Warren Buffet and others) in social projects across the 

globe. 

So, you might imagine that the company he formed has 

some very c lear ideas about Corporate Social 

Responsibility … And you'd be right … 

“Here at Microsoft we have a very simple approach to our 

corporate responsibility programmes. We don't talk about it 

until we've made it work; we make sure that what we do is 

effective; and then we tell people what we're doing and why. 

Our attitude is simple: We want to let people know what we 

do, not what we say we are going to do.”

So says Vis as we sit and talk in the coffee shop on the 

Microsoft campus early one morning. The campus is 

everything you'd expect from a major IT company and global 

innovator and Vis is pretty much everything you'd expect 

from the man tasked with overseeing Microsoft's social 

activities here in South Africa.

“South Africa – just like the rest of this continent – is a young 

country. 50% of our population are between the ages of 12 

and 30. Education remains one of our greatest challenges – 

with many of our young people leaving school without the 

skills they need to get employment and an unemployment 

rate that remains a significant issue; an issue that has an 

impact on every area of our society. But these young people 

are also part of an increasingly technologically 

sophisticated generation. They are savvy and hungry for 

tech.”

Indeed, here in South Africa we have more than 100% 

phone ownership - with those increasingly smart phones 

offering new opportunities for connectivity and functionality 

on a local and global scale.

“These young people; these young, hungry, ambitious, tech 

savvy people are the future market for every single 

business. They are our future consumers, they are the 

future decision makers, and they are the people we have to 

invest in.”

It's perhaps this clarity of vision – this clear sense of where 

the market is now and where it is moving that drives 

Microsoft's Imagine Cup.

The Imagine Cup is a global competition, run by Microsoft 

that challenges students to think of ideas, solutions and 

applications that use technology to solve challenges, and 

provide new services. Described by Vis as the 'World Cup 

for innovation', this project tries to build  and encourage 

entrepreneurial thinking.

Apart from running the project, Microsoft provides the tools 

needed to help build solutions and provide training, support 

and lectures to potential entrants. But, surprisingly, 

Microsoft expects no ownership of the ideas generated by 

this project. They support it, run it, encourage it and promote 

it – but they in no way expect the winners to share their ideas 

with Microsoft or take them to market through the company.

“We would like to see the best ideas taken to market and we 

are looking to offer this opportunity – perhaps through 

innovation centres and hubs, but we don't attempt to claim 

any propriety ownership of the ideas that are developed on 

this programme.”

And this is not just a theoretical think-shop. Three years ago 

a team from UCT developed a system for tracking public 

transport using a phone application. They won the 

competition locally and globally and they were offered 

venture capital from the US and Canada but ended up 
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Vis Naidoo, Subsidiary Citizenship Lead 

at Microsoft SA talks to us about The 

Imagine Cup and this global behemoth's 

attitude to social responsibility both 

here in SA and around the world.Just Imagine …
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staying in Cape Town (Ed: Who wouldn't?) and formed the 

company “Where is my transport”.

“We're looking to encourage creativity and left brain thinking 

– unlimited by the blinkers of work and life. We're hoping to 

find the next Bill Gates – the guys in their basements and 

garages that are coming up with world changing ideas. And 

what makes this programme amazing is that EVERY entrant 

may result in some new idea being born, not JUSTthe 

winner,” Says Vis.

Given the lack of engagement that many companies have 

with their own social responsibility spending, Microsoft does 

not simply throw money at a problem and feel that they have 

done their part.

“We are actively involved in the running of every programme 

we participate in. We don't just give a cheque and walk 

away. We prefer to partner with government, NGOs and 

social organisations, playing an active role.”

As we are discovering, in a world of 'cheque book charity', 

this is far from the norm so we were quick to ask why?

“We're involved in running these programmes because, as a 

company, we believe we can add more value than just 

paying the cost. We can bring Microsoft experiences and 

competencies to the programmes. It's easy to write a 

cheque and take a picture. We want to get our best and 

brightest involved making sure these programmes work.”

Indeed, as we expected, we found the culture of 

philanthropy very much alive in the house that Bill built.

“We run and employee volunteer programme,which allows 

all our employees an extra three days of leave that they can 

use for volunteer work. We also have a company-wide 

activity day. Most recently we worked with Habitat for 

Humanity as a team building exercise where we didn't just 

build a team; we built someone a place to live.”

Now, that might not be as much fun as paint-balling or go-

karting, but you can be sure that they'll remember that 

feeling for much longer. 

But, if what Vis has to say is to be believed, this is not a 

company where humanity is forgotten nor is it a company 

that overestimates its own abilities to make a difference. 

Here in the home of one of the most successful technology 

companies in history, Vis is refreshingly honest and realistic 

about the part that technology has to play in the world. He 

admits that IT is not the panacea – it's not the silver bullet 

that will 'fix' everything.However, he firmly believes that it 

CAN be an important part of the solution.

 “Here in SA there is more need than any single organisation 

could possibly meet. So what we have tried to do is identify 

the right kind of IT skills that will empower and enable youth 

to learn and work and build their own business. We have 

then focused our efforts in those key areas. Our aim is to 

build IT skills, use IT for learning, and use them for 

enterprise development. We train teachers to use IT as a 

teaching tool – not just for teaching IT but across the whole 

educational spectrum.”

Young people today are more tech savvy and more 

comfortable with IT than at any other time in history. The 

Microsoft vision is to use those tools to help these young 

people learn, help them develop skills and ultimately help 

them prosper.

For Vis, the key is innovation:“Microsoft is built on 

innovation. Innovation is the life blood of any country and we 

encourage it in every country we are in. With our Imagine 

Cupprogramme - as with all our Corporate Social activities - 

it's the right thing to do and it also makes good business 

sense. 

“No matter what the ideas are, no matter how they are 

adopted and rolled out, we benefit because the more 

technology is used, the more our market grows, the more 

the economy is built, the more likely we are to have a market 

to serve and a society to be a part of. 

“If we build a better country we are building a better market 

for ourselves and everyone. Ultimately long term 

sustainability is about building markets in the long term.CSR 

is not about short term quarterly profits, it's about taking the 

long term view on the long term profitability and 

sustainability of your business.”

NOTE: Since doing this interview Vis has moved to Canada 

to take on a challenging role at Commonwealth of Learning, 

an ICT and Distance Education for Development NGO 

based in Canada. Microsoft's Social programmes are now 

championed by Ashleigh Fenwick.
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by Mike Saunders
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Here's the dilemma, people don't use google search to find 

non-profit organisations to support. In fact the internet 

hasn't really had much to offer the non-profit industry since 

online donations, until now.  

Social Media presents non-profit projects 

and organisations an opportunity to reach 

beyond an online presence and achieve 

community with people. Community is one 

of the cornerstones of good non-profit 

marketing. Community helps people take 

ownership of the project, contribute 

towards it and brings a unified vision to the 

people who belong to it.

In short, online marketing for non-profit organisations 

needs to revolve around community. 

The power of community

Opportunity for organisations to promote their cause to a 

wide variety of people on a technological platform that 

speeds up the process of “word of mouth.” This technology 

(Facebook, Twitter etc) has made it easier to spread your 

message wider and garner support from groups of people 

that are not in your physical network.

It takes time and energy to build a community but the 

rewards outweigh the investment. This is not a new idea, 

everyone in non-profit organisations are nodding their 

heads in agreement with this idea. The trouble is that we 

struggle with how to build a community online. Its not simply 

about getting new fans and followers but the community 

needs to exhibit the attributes of a community. There are 

many attributes but I have found three that can be realised 

in the social media world.

• Community shares ownership

A wonderful Africa proverb captures the essence of 

community in "it takes a whole village to raise a child." The 

message is simple, everyone has a part to play in the 

responsibility of raising a child. The proverb generates 

feelings of ownership, responsibility and trust. The proverb 

urges people to take up their place in society and make a 

difference in a childs life. 

When people belong to a community, a clear message 

towards a common vision can urge people to get involved 

and take on responsibility to see the vision achieved. When 

people take ownership the project gets personal and when 

things get personal they get meaningful.

• Community spreads the word

In social media people are always looking to make 

something viral. Although there is no exact formula to 

creating viral content when people have something they 

care about they often will turn to sharing it with people. In the 

online world we need to remember that our content, visions, 

plans and stories are all sharable. Make it easy to share the 

content and people will share it with their networks. 

Essentially doing your word of mouth marketing for you.

• Community is bound by common ideas 

Ideas are powerful but are difficult to communicate. Often the 

best way to communicate the power behind an idea is to 

share a story that shows the idea in action. Stories help 

people relate to the idea, they find a piece of themselves 

wrapped up in the story and it becomes personal very quickly.

The great thing about ideas is that they are not 

geographically bound. In the past they were because the 

message would need to spread through physical forms of 

communication. Today we see the real power of social 

media comes in when your support base is no longer 

geographically constrained and you are able to promote 

your message across borders. Further to this, as your 

support base grows it does so with an atmosphere of 

excitement because it is spread organically and naturally. In 

other words, people love the work you do and they love to 

tell everyone else.

So how do you market your non-profit organisation online?

It goes without saying that your marketing should be aimed 

at spreading the word about your project and building a more 

engaging community. Engaging community is a difficult goal 

to measure. I would suggest that you focus on guiding 

people through a four stage process that would build people 

in your community towards a point of being ambassadors for 

your project. Lets explore these four stage briefly:

Get people to recognize you

Greenpeace has become leaders in creating awareness 

around projects they are working on. Their creative and 



clear communication styles send a direct message that 

people can identify with. These awareness campaigns are 

aimed at getting people to recognise the work that 

greenpeace are doing. 

Other way of creating awareness campaigns could be to get 

existing community members to share your message to 

their communities, running awareness driven events and 

placing advertising campaignns. This stage of the process 

can cost money to achieve but it does not need to, take 

some time to build a creatively strong idea and bear the 

costs in mind, often cost restrictions force us to thinks more 

creatively than we ever have before.

People responding to your message

As people listen to a message they will either ignore it, 

continue listening or begin engaging. Once people make a 

decision to follow you online they are beginning to test the 

waters. If the previous stage could be likened to a first date, 

this stage would be the next few dates. 

This is the time where people have decided to listen to you 

more, to begin understanding you more. They don't 

necessarily trust you yet but they are intrigued by you story, 

vision and personality. During this time we should be 

focusing on communicating the right message, taking time 

out to listen to what they have to say and responding to the 

questions in as much detail as possible.

People experience you

The person has jumped past the first few dates and now they 

are keen to commit to your organisation. They understand and 

believe in what you are trying to do and want to get involved.

Once people get involved they begin to experience the inner-

workings of you organisation. This is an exciting time but it is 

also an important time to make sure that they enjoy the 

experience. During this time I would suggest creating 

opportunities for these people to share their experiences 

online. These experiences become personal accounts of what 

its like to be involved in the project. People reading these 

experiences are often encouraged to get involved because 

they see how easy or great the experience was.

People become ambassadors

Once people have been involved in your organisation for a 

while they find they have become committed to the cause 

and the vision of the organisation has become their vision. 

These people are the most valuable people in your 

marketing drive. 

Equip them! The One Campaign lets these people blog for 

them. A great way to get their experiences and message out 

to the world. There are many ways to get these people 

involved, the key will be to let them share that involvement 

online to their online communities. This will inevitably lead to 

smaller communities being built by these ambassadors that 

are working towards your cause.

GivenGain is the social network you cannot 

live without

GivenGain is a social network that connect non-profit 

organisations (causes) with ambassadors (activists). The 

best advice I can give to any non-profit organisation is to get 

onto GivenGain and begin using it to equip people getting 

involved in your organisation.
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An expert in social media, digital customer 
experiences and helping business engage 

customers and employees through the use of 
digital technology.

Mike Saunders the CEO of DigitLab, a digital 
marketing agency working with local and 

international organisations to build a 
meaningful relationship with their customers.

His interest lies in how people use 
technology, believing that technology is only 

useful if people use it. Understanding how 
people use technology helps business use 

technology to build value into peoples lives.

Creating better experiences, more useful 
products, deeper relationships and more 

engaging ideas.

Contact Mike Saunders:
mike@tomorrowtoday.co.za 

Cell: 072 479 2326 
 www.tomorrowtoday.co.za
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Most likely Corporate Social Responsibility (CSR) ratings 

are impacting your brand and market opportunities, as new 

global web-based tools are being developed to expose this 

information. If they don't today, soon they will. Just take a 

look at the new rating systems just a click and search away.

B Corporation

• More than 500companies have self-administered the B 

Corporation certification process (including CSRHub!). 

Corporations commit to being socially responsible on a 

variety of dimensions. Recently, B Corporation has 

integrated its system with that of the Global Impact 

Investing Rating System (GIIRS).  This system is 

intended to help both investors and companies better 

understand the impact of their operations and 

investments.

Underwriters Laboratories Environment

• (ULE): With its many years of experience certifying 

product safety and quality, Underwriters Laboratories 

(UL) is a natural candidate to provide sustainability 

ratings.  UL Environment has launched several product 

certification efforts, and is developing a company 

certification process that will measure and verify many 

aspects of environmental and social performance. ULE 

recently purchased Good Guide, one of the largest 

sources of information on the health, environmental, 

and social impacts of 175,000 consumer products. 

The Sustainability Consortium

• (TSC): TSC was launched by Wal-Mart, and is now 

jointly administered by Arizona State University 

and the University of Arkansas. Its 75 members are 

working to expose the social performance of the 

companies in various supply chains, and more 

accurately quantify and communicate the sustainability 

of products. For example, the Consortium works with 

the Carbon Disclosure Project (CDP) and uses the 

CDP's methodology for measuring carbon. Those who 

participate in the Consortium disclose the carbon 

content of their products privately to CDP.

Nowadays an increasing number of consumers care about 

the sustainability of the materials you use, how you treat 

your employees, your presence in the community and if you 

follow the rules, more than ever before. Consumers with 

purchasing power. Investors choosing socially responsible 
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companies to support. Suppliers selecting companies to 

give the contract to (on down the supply chain). As they 

compare candidates, the company with the better ratings is 

positioned to win today and attract new opportunities and 

investment in the future. 

Corporate social responsibility is now a competitive 

necessity. Today's savvy consumers use ratings to 

influence buying decisions, from purchasing 

computers to selecting suppliers. 

Lower ratings negatively impact your brand and reduce 

customer loyalty. Companies with higher ratings can 

incorporate their scores into their marketing efforts, further 

increasing their advantage.

So, who in our economically competitive marketplace has 

the advantage, the company who works now to implement 

sustainability initiatives or the company ignoring them? A 

few clicks and a search, and your ratings are visible to a 

global audience. Sustainability performance is becoming 

more transparent. 

But how do you track your CSR brand performance, and 

compare it to your competitors?

CSRHub helps companies measure their CSR brand 

performance. Using our aggregated data from over 170 

ratings sources, you can access sustainability scores on 

nearly 5,000 companies around the world. CSRHub's 

proprietary algorithms and database were developed over 

several years. Our data on each company overcomes 

biases inherent in each of the data sources it uses, 

normalizing results for the most credible information 

available anywhere.

CSRHub offers the most accessible, comprehensive, 

transparent, and efficient way to evaluate your brand's CSR 

performance. More customers are making purchase 

decisions based on sustainable choices. CSRHub provides 

the data and the metrics you need to take advantage of this 

shift in buying behavior. 

There may not be an initial economic benefit for 

participating in rating systems, but companies and

 organizations who spend time and money reporting 

on their CSR progress and completing the rating 

process wi l l  l ike ly  uncover  new business 

opportunities and insights into their brands and 

markets. 

At some point, a tilt will occur and it will become costly not to 

participate. 
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The Driving Question
Driving is a paradox. It is a skill that is relatively easy to 

master yet it demands the synthesis of many complex 

abilities. It is a relatively "new" skill, not one that evolution 

has crafted for us, yet it is so familiar to us that we rarely 

think about it at all. It is also one of the most over learned of 

all of our skills when one considers the regularity with which 

we perform it. Finally, driving failure can be deadly. There is 

no need to regale you with the figures for death and injury, 

but the fact that in South Africa and the world over it remains 

the major cause of accidental death attests to it importance 

in terms of societal cost. Of course, the problem in South 

Africa is compounded by a myriad of technical, behavioural 

and economic factors, but in terms of the basic psycho 

physiological factors that influence performance, the South 

African population is no different to any other. Given these 

observations, it is pertinent to ask why that in 2012, we still 

don't know how drivers interact with their environment? We 

understand why factors such as sleep deprivation, 

monotony and distraction lead to accidents, but we still 

don't fully understand the mechanisms underlying how this 

happens. Below we explore some reasons why this is the 

case.

The Driver Model

Let's backtrack a sentence or two. To argue that we don't 

understand driving is actually a little disingenuous, because 

we don't have a satisfactory model of human performance 

in general. The simple reason for this is that we are not yet 

sophisticated enough to understand ourselves. Because 

human behaviour is context dependent, any models of 

behaviour have to involve context. Unfortunately, the 

dominant models we use to try understand information-

processing fail to do this. Thus, when we study driving 

behaviour in any specific context we have to refer vaguely 

to constructs such as distraction, fatigue, attention, and the 

like, which are generally relevant but specifically impotent. 

Satisficing Versus Optimising

Drivers drive well enough. That is, they drive sufficiently 

well to achieve the goal of the task – this is referred to as 

satisficing. An example might be lanekeeping. Drivers 

probably don't care specifically where in the lane they are - it 

is not an explicit goal of performance - they just want to stay 

within it. However, when researchers come to measure 

performance, we act under the compulsion of optimisation. 

That is, we study how much the individual deviates from our 

investigator–specified optimal goal. What other specific 

measures are available? Unfortunately, the conclusions we 

reach may totally be divorced from actual on-road 

behaviour because the goals and measures derive from 

satisficing and optimising, respectively. Of course, there will 

be situations where excursions are not always “bad” 

behaviours but are crucially dependant upon the context 

(e.g., overtaking vs. driver sleep onset.) Thus, in order to 

take a holistic approach to understanding driver 

performance, we have to consider the driver and the vehicle 

in the specific context of concern.

The Predictability of Crashes

There is, of course, the problem of using crashes as a 

criterion, as they are highly unusual, nonlinear events that 

result from a sequence of linked precursors. In particular, 

crashes are not mere outliers drawn from distributions of 

normal driving. Further, some (if not many) crashes that can 

be traced back to human-error are unavoidable because of 

the restricted space and time available for driver response. 

This has two implications: we cannot observe the 

phenomenon in real-time, which therefore means that we 

cannot accurately replicate the situation for further 

examination. So when we look for patterns in performance 

and behaviour to predict crashes, we cannot put them 

against a backdrop of normal driving, which sheds some 

light on the complexity involved in the analysis of the 

behaviour crashes. 

In summary, the reasons why we cannot accurately account 

for crash-related driver performances revolve around three 

points: 1) Our inability to model and understand our own 

behaviour, 2) Our techniques for assessing driver 

performance are incongruent with the driving context, and 

3) Crashes are almost impossible to predict with any real 

accuracy.

The central theme to these reasons is simple. The only way 

we will get a real grasp of driver behaviour and how it 

influences performance is when we gain a deeper and more 

detailed understanding of the driver context and when we 

understand more about contextual interactions.

Tyron Louw – MSc student – Ergonomics Rhodes 
University- curator of TEDxRhodesU  first exclusively 

student-run TEDx conference in South Africa
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INNER CITYMaboneng
Project

Nothing but love in the heart of the city...
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Jonathan Liebmann purchased his first 

property at the age of 24 and is now in the 

process of re-developing a sizable slice of 

downtown Johannesburg - flipping 

conventional wisdom about the future of 

our urban spaces on its head and creating 

something unexpectedly human in the 

process.

When I was Amy McMillan's age, her mother and I used to 

travel into the centre of Johannesburg by train to visit the 

record shops and get out of the 'burbs. It was on one such 

trip that I found Whitesnake's live album “Live in the heart of 

the city” in a bargain bin. Little did I know back then when I 

handed over that five rand note (Ed. You're really showing 

your age now!), but that fine album would also one day 

provide an obscure reference for an inspiring story.

Flash forward (mumble, mumble, mumble) years to when 

Amy McMillan visited Maboneng for the first time. This was 

not an escape from the 'subdivisions', this was a challenge, 

an adventure and more than just a little scary.

So, there we sat outside PataPata – the restaurant with the 

wonderful and warm brazier on the side-walk; waiting to go 

and see a show at POPArt - the delightful black box theatre, 

run by three divine ladies; and this seventeen year old girl 

was actually overwhelmed by the very idea of being here 'in 

the heart of the city'.

She had never, not once in her whole life, visited the centre 

of Johannesburg. All she knew of the city was a vague 

picture of crime, urban decay and social wasteland. And yet 

Maboneng shines a light on what is 

really possible in the centre of 

Jo'burg.

by Paul S Rowlston
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here we were, feeding her a calming cheeseburger, car 

parked right there on the street, pointing out the various 

delights of the Maboneng precinct.

She was astonished that this could be possible and perhaps 

even fun. I was astonished to realise that a whole generation 

had grown up in a world where the centre of the our principle 

cities are verboten, no go, Modor; but without the cool 

disembodied eye and the volcano view. (Ed. And they've 

even taken our mine dumps away, damn their eyes!)

But let's be honest, most major urban metropolis the 

world over are in a state of constant evolution – and 

urban blight and decay are always part of that 

continuum. Some cities ebb and flow with the years, some 

just spiral slowly down the drain. And for at least the last ten 

years, maybe more, that was the fate that most people 

assumed for Jo'burg.

But then odd things started to happen.

The stock exchange fled to the North, pulling with it a vapour 

trail of corporate businesses. But three of the major banks 

doubled down, swallowing up and redeveloping increasingly 

large blocks of the city for their almost exclusive use.

And, while some of the older buildings seemed to slowly 

crumble and decay, others found a new lease on life; grand 

dames repurposed as exclusive downtown living, old offices 

(one of them an office I worked quite happily in for over a 

year, way back when) became new housing as the magnet 

of the city sucked in more and more iron filling lives from our 

quickly emptying out rural areas. (Ed. More on that another 

time I hope.)

Wounded and battle scarred, Jo'burg did not yet seem 

willing or ready to throw in the towel and die.

And then, a year or so ago, I was invited to see a play in 

Maboneng, a one man show in a black box theatre right 

there 'in the heart of the city' – an area that had felt relatively 

insalubrious even in those heady days of daytrips to buy 

Toyah albums and search the bargain bins for more 

Whitesnake.

I'd heard about Arts on Main – home to William Kentridge, 

one of South Africa's premier artists and a global superstar 

artist. I'd also heard that there was something going on 

downtown, some gathering place and creative hub. But I 

really had no idea what. And I myself I had long ago written off 

the centre of the city as a place to live and love and find joy.

The first hint that this was something unexpected was 

when I was told that the parking for the venue was 'on 

the street'. Really? And it's … safe? 

Sure, completely. I should have known then that I was going 

somewhere that would not live down to my expectations in 

any way and would, in fact, become one of my favourite 

places in the world.
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A Curious Cave

A Curious Cave is Maboneng's first dedicated community centre for 

the people of the Maboneng Precinct. Equipped with a range of 

learning materials, toys and computers with educational programs, 

the centre aims to facilitate traditional learning as well as skills 

sharing. The centre will also host skills and language share classes 

for all ages. The space also doubles up as a children's gallery. To 

donate your time or resources to this program, please email 

brandmanager@mabonengprecinct.com



By the end of the night I was in the street outside The Chalk 

board – a coffee shop attached to The Bioscope - the 

precinct's wonderfully independent cinema – talking 

furiously and passionately to a collection of perfect 

strangers who were quite happy to talk to me because I was 

there and they were there and that's kind of what you do 

when you are part of … a community …

But this is more than just an ode to the eclectic and delightful 

social life of Maboneng. This is a serious look at what is 

possible when you decide that the world is not quite shaped 

the way you want it to be shaped. It's a look at what is possible 

if you are willing to start hammering at the steel hardened soul 

of a city in order to make it conform to a shape that you can 

see in your head and desire with your whole heart.

When Jonathan Liebmann returned after spending some time 

living overseas he could not find anywhere in Johannesburg 

that offered the lifestyle he wanted to live. Liebmann had lived 

in some of the world's great cities – and during that time he 

had come to love living 'in the heart of the city'.

But we all know that you don't live in the heart of a South 

African city unless you have to, certainly not if you can afford 

the high walls, the secluded gardens and the gleaming 

pools of our plusher suburbs. We all know that. Jonathan 

knew that. But instead of accepting it he decided that if what 

he wanted did not exist then he was simply going to create it.

That's right, this man sometimes described as a hard-

ass and a maverick wanted to live 'in the heart of the 

city' and so decided to bend the city to his will in order 

to make that happen. Indeed, there's steel at the heart 

of this story.

 It a story about a vision and a community and a growing 

force for social good … but our story starts with a hard-ass 

who won't take no for an answer.

Working with architect Enrico Daffonchio,Liebmannset 

about finding buildings that had the qualities necessary for 

industrial conversion. The first buildings they found were 

the 5 that now make up Arts on Main. From there the natural 

progression was to expand and build a larger residential 

component. As they see it the popularity of these residential 

spaces validates that Johannesburgers have been hungry 

for this lifestyle for some time.

Not only is Hayleigh Evans the co-owner of the 

aforementioned POPArt Theatre, she is also the Brand 

Manager for Maboneng. She has this to say about their 

vision for this growing community: 

“Our vision for an integrated Urban 

neighbourhood has existed since the 

conceptual phase of Main Street Life.

 However, the scale of the vision has changed. Whereas 

before we were developing on a building by building basis in 

the surrounding 'walkable area' the dream has just gotten 

bigger and bigger. In the past year, our property portfolio has 

grown to 20 buildings which will all be developed in the next 

few years. We're also working on plans to connect all the 

redevelopment zones in the city more comprehensively.”

But, as their portfolio and their vision has grown in scope 

and scale, it has also evolved to be about something more 

than just bricks and mortar and steel. Says Evans:

“It was during the development of Arts on Main that Jonathan 

started to consider a vision for an enlightened community. 

When we say enlightened community we 

mean a neighbourhood of enlightened 

people: those who are interested in 

affecting positive change and those who 

are conscious about the way they live.”
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One Crèche at a Time
One Crèche at a Time is focused on upgrading the physical 

environment of learners. Once the physical environment has 

been improved, the focus is shifted to curricula. The initiative 

also assist by teaching at some of the crèches and arranging 

workshops with local artists. Creches currently assisted 

include the Little Roses Crèche in Albrecht Street and the 

MaiMai Crèche at the traditional healers' market. To get 

involved, please email:

onecrecheatatime@gmail.com.



And it is this culture of community and enlightenment 

that has earned Maboneng its place in these pages. 

This is not just some random commercial develop-

ment – although obvious business acumen sits at the 

very heart of the thing – it is more than that. It is a place 

where people walk between the buildings, where they 

sit and talk and eat and drink and laugh - inside and 

outside the buildings, it is a place where – right in the 

heart of the city – people live … and have a life.

“With developments of this nature - 

where we are trying to create a multi-

layered, integrated, mixed income 

neighbourhood - it is important to 

consider integration,  particularly the 

integration between the new and the 

existing community. 

And while most of the buildings we have 

redeveloped have been empty or partially occupied 

spaces, we always needed to consider our effect in 

the area. With our community initiatives we focus a 

lot on education and opportunity. By providing 

opportunities (mostly for the children) through our 

various community and social initiatives, we can 

ensure that the net effect we have in the area is 

always positive.”

Made in Maboneng, our local buying initiative, is 

possibly the best way to explain this. With Made in 

Maboneng, wherever possible, we ensure that 

products and services are sourced within a 5 km 

radius. This way, we not only reduce our carbon 

footprint drastically but we also boost the local 

economy, provide work and create opportunities for 

the people who we live and work with.”

When you build a community from scratch in a place 

where previously there was little or nothing it does 

have both economic and social impacts:

“The most obvious is economic 

impact is tourism. Maboneng creates 

a viable tourism opportunity in 

Johannesburg.

It contributes toward making Johannesburg a tourist 

destination, which brings money into the country and 

into the city and into the hands of the people who live 

here, who work here and who have created 

businesses and lives here.”

“For us, Maboneng is all about 

entrepreneurship. All our retailers are 

independent owner operated new 

businesses and the companies that 

have started to move into the area 

are all entrepreneurial enterprises. 
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Supporting these entrepreneurs, through 

Made in Maboneng also contributes to the 

greater economy.”

“In terms of our social impact on the city Maboneng has 

become a truly integrated urban neighbourhood. Our mixed 

use and multiple residential offerings mean that we have a 

mixed income community.

 We're also very proud of fact that we are 

an authentic non gated, yet completely 

safe, neighbourhood right here in the heart 

of Jo'burg.”

Of course, there is no blue print for a development like this. 

And community is not built 'off plan'. Community is 

something that happens when you create a place for it to 

happen, you make it possible, you provide the spark and 

then let the flame take root … But you have to get the 

balance just right.

“Perhaps the most unexpected thing that happened here in 

Maboneng was the way people responded and the way 

the community was formed. It might have been just 

another place to live, but it's not. It's a place where 

everyone greets each other, everyone talks in the elevator 

and it feels way more like a home than a house. People 

have taken huge pride in living and working here. One day, 

I had a radio interview about Maboneng and when I got 

back one of our security guards said to me 'I heard you 

talking about our place on the radio'. I thought that was 

pretty cool.”

“We take a pretty organic approach to development. So 

essentially, even though we have a couple of buildings that 

we've just bought, we are not quite sure what these are 

going to be used for. We basically try to stay in touch with the 

wants and needs of our 'customers'. A lot of the stuff that has 

happened, whether it be the actual buildings, or the projects 

that are happening inside them, is generally a result of 

encouraging this spirit of collaboration.”

When you visit Maboneng – and I really do hope it is when, 

not if – one of the first things you will notice is the children.

The streets of full of kids, kids playing 

basketball, kids hanging out and, most 

strikingly, kids on skateboards. And that is 

no accident. But it was also not by design.

The skateboard initiative – with skateboards provided for 

the kids to play on and even ramps and a half pipe – was the 

inspiration of one the Maboneng's residents. Zean Ferreira 

moved into Maboneng as a tenant in one of the buildings. 

When he moved in the streets were filled with kids, but they 

didn't have such impressive wheels back then.

So much of what has happened in Maboneng has been a 

result of the people we have met and the relationships we 

have formed along the way. There was no way of knowing 

when Zean moved into Main Street Life that he would be so 

moved by children playing with tyres and bricks on the 

construction sites that he would decide to build these kids 

skateboards and teach them how to skate.”

Zean is a typical example of this living community of people 

and businesses who are working together to build a 

community. He has shaped his world to make it a little bit 

more like the world he wants to live in and, in doing so, has 

changed the world for dozens of kids and made Maboneng 

a more delightful place – a place where you are greeted by 

the sight of smiling kids on wheels of joy.

One thing that is very obvious when you speak to Hayleigh 

(and she is not the exception but the rule here) is that she 

really does have a passion for this place where she lives 

and works and is making a life for herself.

“I think Johannesburg also has an energy 

all of it's own. It's a city with pulse, it has an 

energy that's hard to explain. It's not 

surprising that things happen here a little 

quicker here than in other South African 

cities. 

But that's not to say the 'concept' couldn't happen in another 

city. It's rejuvenation, its happened in most cities in the 

world. It would be possible to create other mixed use, 

lifestyle concept and neighbourhood - but I do believe each 
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This film awareness and appreciation initiative is run by 

The Bioscope Independent Cinema and The Goethe 

Institute. On Wednesdays, children from Berea Street's 

Matlesedi School are shown a series of films – to 

introduce them to the art of filmmaking and encourage 

discussion on a range of topics. The series has been 

designed for diversity in genre, spanning fiction, 

documentaries and short / animated films

The Film+ School



place would need to have their own personality to be 

successful. I guess it's really all about integrity.”

But Maboneng is NOT a CSR project. It's a 

business. And yet so many elements of this 

community seems to have all the hallmarks 

of CSR – indeed it seems to be business 

with a mission and with a 'higher purpose'. 

Says Evans:

“There has always been a conscious effort to create an 

enlightened community. It's an ethos that has been created. 

I think like-minded people with similar ideals have been 

naturally attracted to the space in this way. But we could not 

have predicted or dictated the projects that have contributed 

to this on such a massive scale. When Shruthi, who is now 

our sales agent, moved here, the first thing she did was look 

for creches because she had come from a background of 

teaching kids in Korea. She didn't find what she was looking 

for and that set her on a mission of her own.”

Shruthi now runs One Creche at a Time – an organisation 

focused on upgrading physical environments and then, 

once the physical environment has been improved, shifting 

focus to the improvement of the curricula. One Creche at a 

Time currently has projects that include the Little Roses 

Crèche in Albrecht Street and the MaiMai Crèche at the 

traditional healers' market.

So, maybe Jonathon is not the only one who is determined 

to shape the world to his own needs. And if enough people 

are willing to work the steel then the possibilities for what 

shapes they might create become virtually limitless.

The question is, how can corporate South 

Africa and civil society get involved with 

what they are doing down there 'In the 

heart of the city'?

“Well, in terms of the community initiatives, we have a 

community partner in Charities Aid Foundation, South Africa 

who are based at Arts on Main. With the community centres 

and the creches in the area, they have partnered us up with 

companies like Shell and Tata who have been very generous.”

“There have been many corporates who have made very 

bold decision to bring business back to the city. That is huge. 

If corporates move their companies into the 

city this will contribute to making the city a 

viable business destination again. 

And in terms of hard-core CSR I suppose it's a matter of 

seeing how they could get involved - whether it be by 

supporting existing community initiatives or pitching an idea 

for something that will make use of what is great about our 

community and our space. There are is always a need, 

always an opportunity and always ways to get involved.”
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Market on Main happens every Sunday at Arts on Main from 

10am- 3pm, with a Night Market (7pm- 11pm) on the first 

Thursday of every month. More information and stall holder 

applications at www.marketonmain.co.za



And what about you? What could you do to bring more light 

to this place of light?

“It's not easy to convince people, 

particularly Johannesburgers, that 

Maboneng is a safe destination. A lot of 

our work goes into addressing the stigmas 

associated with the inner city. 

We're slowly getting there. So, at the very least, give it a 

try. Pay us a visit. Maybe you'll like what you see. For me 

the being afraid of the city, writing it off and avoiding it – 

buying into the stigma - means you end up missing out on 

the experience. And that goes for the whole city. It takes 

one walking tour through the city to realise just how much 

is out there and how much you might be missing out on. 

There are so many beautiful spaces that deserve our 

attention.”

So, interested, inspired? Let me leave you 

with the divine Ms Evans and a story about 

her Maverick boss. A story that I think really 

does sum up the spirit of Maboneng.

“We were looking at old photos the other day and we found a 

photo that was taken of the first people who walked from 

Arts on Main to Main Street Life. (Ed. Perhaps a 200m walk). 

Back then, it was such a huge thing in late 2009 for people to 

be walking from one building to the other. Jonathan insisted 

that a photo be taken of it! But now it seems like a completely 

natural thing, the street is full of people who live and work 

and play here in our community. But back then … Seriously 

that moment, that picture, it reminded us what it was like in 

the beginning - it was like drawing blood from a stone to get 

people to just walk down the road and see what was on offer. 

Now all we hope is that more and more people make that 

same walk and let us show them what we've built here … 

What we are still building.”
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Maboneng is a safe destination!
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Interview with Bernice SamualsInterview with Bernice Samuals

The Halo effect …

Bernice Samuels talks to us about

Building Cathedrals, putting men on the moon

and buying wheel chairs ...

by

Paul S Rowlston

Bernice Samuels is the Chief Marketing 

Officer for FNB, she loves her job and the 

people she does that job with. But she 

doesn't think she's selling a service … She 

says she's selling values and a value 

system … And, she says, that's a much 

more exciting and interesting proposition 

for everyone involved … including her 

customers.

At the start of our conversation with Bernice we swopped 

two stories. Neither one of them may be true, or they may 

both be true. It's impossible to be sure. But, if we had our 

druthers here at CSR we'd like to think that BOTH stories 

are true and are only two stories on continuum of similarly 

inspiring tales of 'engagement'.

The first (for the record, our preferred supplier) deals with 

Sir Christopher Wren and the building of Saint Paul's 

Cathedral in London after the great fire of 1666. As the 

story has it, Wren was touring the site of his most 

spectacular achievement as it swarmed with workers of 

every description doing jobs of great complexity and skill 

with little more than muscle power and simple tools. 

During his tour Sir Christopher met workers of every 

description. Carpenters and Stone Masons and all the 

other artisans of the day. As he paused and spoke to them 

each would explain what he job was and what role he was 

playing, each focused on the skills and crafts they 

employed in service of the great man and his greatest 

construction.

Photo: Pieter de Ras
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Towards the end of the day, so the story goes, Wren 

chanced upon a man with a broom. Smiling, as the rich and 

the powerful tend to do when meeting those so obviously 

less rich and powerful than themselves, Wren asked the 

man, “Good fellow, what are you doing here today?”

The man with the broom looked up at the man with the 

vision and gave this simple, and simply delightful answer: 

“I'm building a Cathedral”.

Bernice's chosen poison was a similar story about JFK.

As the story goes America's most revered modern 

president was touring NASA's Cape Canaveral complex, 

where his vision of 'landing a man on the moon and 

returning him safely to the Earth' was being steadily 

realised. 

The details are familiar, now, right?

He meets with scientists, engineers and Astronauts – they 

show him the million different complexities that are entailed 

in meeting his 'within the decade' deadline. But it is when he 

meets and speaks to a humble janitor that he receives the 

now familiar and inspiring reply that we love so much:

“So, what are you doing here, fella?” (we imagine a 

Massachusetts Democrat and graduate of Harvard might 

say.)

“I'm putting a man on the moon, sir.” Comes the reply from 

the man who, this being the South, is probably poor and 

black and (this being the early 60's) all but disenfranchised, 

but shares a dream with the most powerful man in the 

world.

Can you see why we love this story? Can you see why we – 

the dreamers, the idealists and the optimists at CSR might 

hope that this is a story on endless repeat throughout 

history? Bernice can. 

Bernice shares our passion for engagement and our belief 

that – even in the most competitive, corporate and 

capitalist world - there is space for people who realise that 

what they are doing, and their ability to contribute to that 

doing, is far greater than any specific act.

No matter how humble our place in the world, no matter how 

small a cog we are in the machine we can all help to build 

Cathedrals, put men on the moon and change the world.

Bernice calls it The Halo Effect …

First, a story:

When our publisher received what she considered to be 

exceptional service from FNB at a particularly trying time, 

she did what few of us ever remember to do. She reached 

out to FNB to say thank you. She told them how impressed 

she was, why she was impressed and why she believed the 

people involved deserved acknowledgement.

FNB's reply was almost as impressive as the initial service 

she received. She was surprised and impressed too find 

herself talking directly to the Chief Marketing Officer of the 

whole bank, re-telling the story and to an interested and 

P
h
o
to

: 
C

h
ri
s 

K
ri
ch

h
o
ff



CORPORATE SOCIAL REVIEW 109

engaged audience at the very top of the corporate ladder.

But once you meet Bernice you soon realise that she 

should not have been so surprised, because Bernice 

herself is quite surprising and very impressive. Having 

worked at IBM, M-Net and SAB she now finds herself at 

FNB – a company that she describes as being one that 

encourages an 'owner manager culture' and actually 

values opinion. They've certainly got a CMO who takes 

ownership of her world and is not short of opinions about 

what makes that world so exciting.

So now another story.

FNB have an 'Innovations' programme where they reward 

internal innovation, encouraging people to come up with 

suggestions for new products, improved services and 

better processes. In the last three years they've rewarded 

multiple winners and given away millions of Rand in prizes. 

Indeed, staff innovations include FNB's e-wallet and their 

current Fuel Reward Programme which, all on its own, has 

delivered an estimated value of well over 100 million rand 

to FNB's customers.

But that's not our story, that's just the numbers. Our story is 

a surprising winner of this innovators programme and a 

perfect example of how small acts can make a big 

difference.

At one of FNB's branches in Soweto they have an elderly 

and often infirm customer base. One of the staff at the 

branch realised that many of these customers have real 

mobility issues and struggle to move around the branch. 

Seeing this human problem he applied a human solution. A 

simple solution. He went out and bought a wheel chair. 

With his own money. Because he could.

He saw a problem, he saw a solution and he did something 

about it. He helped to land that man on the moon.

Now, what was that? Was it a product he improved? Did he 

add to the bottom line in anyway? Did he deliver share-

holder value in a way that can be reflected on the balance 

sheet?

In a world increasingly driven by short term thinking and 

quarterly profit reports we all too often forget to fill in the 

numbers on the more important balance sheets; the ones 

that matter to our employees and our customers. 

This simple act of humanity has delivered an invaluable 

return by treating the customers in that branch like human 

beings worthy of consideration – and the long term effect of 

gaining THAT reputation are a balance sheet issue that is 

impossible to put a value on.

The good news end to this story is that the employee 

received a reward from innovations – R20 000! And his 

'innovation' is now being encouraged across the FNB 

network – humanity delivered on a national scale.

So, now to what Bernice actually believes and why she is 

such a powerful advocate for her brand.

“The brand is all about being 'real'. It's about Living the 

brand promise.” She says. “Everyone has potential and 

everyone must be allowed and encouraged to live up to 

that potential. Ideas have an impact.”

“When you empower people like this, when you encourage 

and reward this type of thinking then these people create a 

Halo Effect – they shine the light on what is possible. 

Recognition inspires, the winners of our innovators 

programme become 'rock stars' in the business and they 

encourage other people to engage and innovate and take 

ownership.”

In a world increasingly driven by cost, a world where 

products and services are sold to us on the basis of 'value 

for money', Bernice believes that what she is selling is 

value AND values. She believes that her brand must 

deliver and over-deliver. 

In a world that is quickly moving away from the industrial 

revolution of mass production the challenge for any brand 

is to create meaningful differentiation … to find the true 

value of human potential …

In short, Bernice believes in belief:

“We have to create an environment where everyone – our 

employees, our customers and our stakeholders - all 

believe in something bigger and better … What we are 

really selling is not a bank account, it's not financial 

products, it's not a collection of banking facilities and tools 

… Our product is service … And our real job is to use our 

position, our resources and our power to help build a better 

world.”

So, from building a cathedral, to walking on the moon, to 

building a better world, how's that for a good day at the 

office?
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Education, a springboard to a better future

Johannesburg, 11 October 2012 - For some, basic 

education forms a part of their daily lives and for others; it's a 

choice because of uncontrollable circumstances that they 

face. The Bill of Rights, contained in the Cons�tu�on, 1996 

stipulates that “everyone has the right to a basic education, 

including adult basic education and further education, which 

the State,  through reasonable measures,  must 

progressively make available and accessible”.  

The 1976 Soweto uprising paved the way for youth in South 

Africa, where students from numerous Sowetan schools 

protested in the streets of Soweto, in response to the 

introduction of Afrikaans as the medium of instruction in local 

schools. This uprising was a turning point in the liberation 

struggle for the youth in South Africa.

FNB has made education an important part of its mandate 

and views its role within the country as going way beyond 

being a major player in the business environment. “In line 

with FNB's vision of being “a great business helping to create 

a better world”, a core focus for the FNB Fund has been to 

adopt initiatives that will make South Africa a better place for 

all. Basic education is an important vehicle in South Africa. It 

drives growth, job creation, improves the quality of life and is 

a means of expression,” explains Pearl Naidoo-Mphuthi of 

the FNB Fund

The FNB Fund is a significant part of the FirstRand 

Foundation. Since inception the FNB Fund has invested 

more than R210 million in community development with 55% 

of the contribution going to education through the Tertiary 

Bursary, Secondary Maths and Science and Early Childhood 

Development Programmes. A further 21% went to the social 

development sector through the Community Care 

Programme and 24% was invested in health through the 

Hospice Programme.

“The greatest challenge in education is to provide learners, 

of all ages, with an equal and unbiased opportunity to study 

or be educated. Education is a right and not a necessity. 

However, the harsh reality is that many learners especially 

those from rural communities face many challenges of their 

own. Teenage pregnancy, crime, drug and alcohol abuse, 

unemployment and HIV/AIDS are also just some issues that 

affect learners in these areas,” says Mphuthi.

Young women and men are recognised as vital resources for 

our future. FNB has been progressive in identifying 

beneficiaries that are in need of assistance with youth 

development and education being a core focus. As such they 

have ensured that these programmes will provide a 

springboard to provide effective learning, training, skills 

upliftment and development. 

The FNB Fund supports quality education through its Early 

Childhood Development (ECD), Tert iary Bursary 

Programme and Primary Education programmes, where 

deserving candidates are given the opportunity to study, be 

trained and pursue their dreams.

“With sound education, comes change and positive attitude. 

We needs to dig deep within our basket of interventions to 

identify innovation solutions that will help improve current the 

education situation , concludes Mphuthi.. 

Ends

For more information contact: 

Lekha Gosai – Communications Consultant 

Tell: (011) 371 8387, Email: lgosai@fnb.co.za
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These are images of some of our FNB tertiary bursars from 
a 2012 Winter Workshop, volunteering at an ECD centre. 



In the 21st century, cities will increasingly be 

the frame through which we understand and 

shape our shared economic, political and 

cultural circumstances. They will also be 

ground zero for the collision of economic, 

environmental and social imperatives that 

define sustainability. Together, these facts 

suggest that in proactively addressing the 

challenge of urban sustainability, business 

and others may have an opportunity to 

harness the power and positive 

characteristics of cities to drive sustainability 

more widely.

It is in this context that Citystates proposes a pair of related 

hypotheses : 

(1) sustainability needs cities as much as cities need 

sustainability, and 

(2) business and others should view cities as an 

increasingly crucial and constructive frame through 

which to understand and pursue sustainability. 

Specifically, we see cities as both linchpins and levers 

for sustainable development, and a source of potential 

lessons for how to drive the sustainability agenda 

forward.

 Linchpins As cities come to house more and more people, 

metabolize a greater share of resources, and further shape 

the broader physical, economic and social landscape we 

inhabit, their sustainability becomes key to planetary 

sustainability. 

Levers As hotbeds of innovation, cities could effect the 

speed and efficiency with which we develop new 

sustainability solutions. Furthermore, because of their 

growing power and influence, cities may provide a crucial 

means for replicating and driving successful solutions to 

scale. 

Lessons Many cities are setting the example for how to 

confront challenging issues head-on. As such, they provide 

numerous lessons for how to address sustainability 

challenges more widely.
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The Visceral City:

The Adaptive City: The Personal City:

The Experimental City:

Urgency and corresponding action begins with awareness, 
and for many critical sustainability issues (e.g. climate change, 
energy/water use, poverty), impacts can be difficult to identify.

Sustainability-related impacts are reshaping our environment 
and society at a rapid and escalating pace. Adaption (of 
institutions, spaces, and ways of operating) is necessary for 
survival.

The sustainable development imperative can often feel 
removed from the day-to-day lives, interests and ambitions of 
most citizens, making collective action (and some cases, 
sacrifice) less urgent.

The scale and scope of sustainability challenges require 
innovation - in the form of new thinking, different business 
models and nontraditional alliances.

Urban living is shaped by numerous real and potential 
feedback loops, most acutely in the global South but beyond it 
as well, spurring greater awareness and urgency.

Cities are among the most adaptable structures in society, 
especially when compared to corporations, although their 
inherent adaptability is far from inevitable.

The influence of shared identity and values is a particularly 
powerful driver of individual and collective action.

Cities are ideal laboratories for sustainable development 
because ecosystems, low barriers to entry for nontraditional 
actors, and the ability to transplant key characteristics of a 
sustainability experiment in one city to parallel experiments in 
other cities.

- Review sustainability prioritization and process for 
reevaluation/geographic segmentation in light of 
Southern cities as new locus points for delivering 
sustainable outcomes.

- Support/incubate awareness-raising systems to operate 
at scale, helping drive behavior change.

- Align sustainability objectives/agendas with cities to 
ensure mutual adaptability.

- Mitigate risk and bolster resiliency through localization, 
decentralization.

- Encourage and incubate serendipitous interactions 
between employees.

- Avoid leveraging superficial identities of cities in order to 
appeal to urban consumers, favoring “values-driven” 
engagement instead.

- Engage citizen-consumers’ core values, and be 
comfortable pushing them to take action on these values 
(e.g. focusing on product use phase)

- Employ the city as a sustainable development lab, 
locating new initiatives at the city level in order to take 
advantage of ecosciencies, responsive feedback 
systems, and place-based inspiration.

Challenge:

Challenge: Challenge:

Challenge:

Opportunity:

Opportunity: Opportunity:

Opportunity:

The Decisive City:

National and global governance is not progressing 
sustainability issues (e.g. climate change) fast or far enough

The urgency of sustainability challenges within cities coupled 
with mayors’ domain over a host of sustainability levers (e.g. 
transport, waste, water), and requisite levels of accountability, 
engender decisive action.

- Partner with decisive cities that have the willingness and 
ability to commit to action and follow through on it.

- Break corporate governance layers, f i t  major 
sustainability levers under CEO.

-  Tie areas of major sustainability-related risk to CEO pay.

Challenge:

Opportunity:

Business Action/Application Business Action/Application

Business Action/Application Business Action/Application

The Collaborative/Competitive City:

Competition for sustainability leadership is primary driver for 
action, but systemic change, the kind increasingly needed on a 
variety of issues, requires business to revisit the boundaries of 
what is proprietary in order to move beyond incremental 
progress.

The healthy tension between peer-to-peer collaboration and 
economic and brand competition among cities has potential to 
drive precompetitive sustainable innovation and rapid diffusion 
of solutions.

- Define the precompetitive arena through discrete, pilot 
initiatives that test the boundaries of the previously 
competitive.

- Differentiate on brand, allowing aspects of sustainability 
performance to be precompetitive, bolstering, but not 
defining market positioning.

Challenge:

Opportunity:

Business Action/Application

Business Action/Application
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At its core, Citystates posits seven characteristics, or states 

— summarized in the adjoining table — that we see as key 

to advancing sustainability both within and beyond the city, 

and asks what business particularly can learn and/or 

contribute to improve their potential.

For us, this work confirms that cities must become an even 

greater focal point of sustainable development, and that 

through nurturing their particular strengths and attributes, 

we may improve the potential of cities' own sustainability 

and that of the planet, all while contributing to a more vibrant 

economic future.

The Connected City:

Trust, and the collaboration it engenders is essential 
scaffolding for solutions that address sustainability.

The combination of technological integration and the intrinsic 
social ties of cities are leading to latent opportunities with the 
potential to deepen a sense of community.

- Explore business models that reinforce social 
connectivity and community, attributes that are key to 
sparking and spreading innovation and sustainability.

- Ensure techno-centric efforts within cit ies are 
participatory and not dislocated from the majority of 
citizens.

Challenge:

Opportunity:

Business Action/Application
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Mohammed Al-Shawaf 

Manager, SustainAbility 

al-shawaf@sustainability.com

Chris Guenther

Senior Associate, Sustainability

guenther@sustainability.com

— Strategies for business engagement What are the most 

effective strategies for business to engage with local 

governments and their citizens to advance sustainability 

in cities? Who should initiate, and what are the relative 

advantages of open, multi-stakeholder forums versus 

more targeted, bilateral partnerships? 

— The value of city-to-city alliances What have the 

increasing number of city-to-city sustainability alliances 

accomplished in their relatively short histories? How 

have they leveraged their growing linkages to make 

progress on sustainable development that would not 

have been possible without the network(s)? 

— Rural + urban What aspects of rural life serve sustainable 

development better, and can these lessons be drawn into 

cities also? 

— "Nameless, faceless" cities and their implications A lot of 

(primarily Southern) cities are growing in terms of 

demographic and economic power, but, as one 

interviewee noted, remain largely "nameless and 

faceless" to the majority of observers outside of their 

regions and countries. If a city's brand is an important 

element to the way it prioritizes and makes decisions 

around sustainability, how will the "covert" nature of these 

cities influence their sustainable development? And what 

is the role of businesses in influencing that sustainability 

prioritization in covert cities as opposed to well-

recognized large cities? 

— The role of purpose-built sustainable cities What will be 

the impact of urban sustainability laboratories (such as 

Masdar) to prototype sustainability interventions within 

existing cities? Do these purpose-built cities hold lessons 

for urban sustainability and, in turn, for sustainability 

overall?

We welcome any feedback — insights, comments or 

questions. We are also seeking sponsors and research 

partners to help shape and support further work on these 

topics. To share feedback, or to inquire into partnership or 

sponsorship, please contact Mohammed Al-Shawaf (al-

shawaf@susta inabi l i ty.com) or  Chr is  Guenther 

(guenther@sustainability.com).

To access the full report please go to our website www.corporatesocialreview.org.za
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The People
Shall Move
An interview with Councillor Rehana 

Moosajee, MMC for Transport, who sees 

transportation as a central hub where 

diverse people connect, relate and make 

history, demonstrating that core business 

objectives can link directly to social 

responsibility.
 

I have a confession to make, whilst everyone around me 

enjoys heated discussions about the state of our roads, you 

know those endless discussions about potholes, road 

congestion, taxis, etcetera, etcetera, ad naseum, I head for 

the nearest exit, nothing bores me more than talk about 

roads and transportation! Well that was my frame of 

reference before I met Councillor Rehana Moosajee, MMC 

for Transport.  

Rehana's passion and enthusiasm for transportation is 

infectious! This amazing woman sees transportation as a 

central hub where diverse people connect, relate to each 

other and make history. She describes transportation as the 

story of a people and in the foreword to the book The People 

Shall Move, a people's history of public transport she tells 

the story of “Rosa Parks (who) refused to give up her seat on 

a bus – her action gave birth to the Civil Rights movement in 

America.  Mahatma Gandhi was thrown off a first class 

coach on a train in Kwa Zulu Natal – the experience shaped 

his perception and subsequent growth in opposing injustice 

in South Africa, India and the world.  These transport related 

experiences are well-known, but the stories of the pain, 

suffering and humiliation of millions of South African men, 

women and children remain untold.” 

As Rehana explains, “Apartheid was not just a set of laws on 

books.  It was designed to deliberately force separation of 

people in every facet of life including the way in which they 

moved from one place to another. 

Transportation holds the key to integrating a divided 

city, a key to social cohesion.”  

She sees transportation as a means to knit together 

communities that have historically been kept apart – 

physically, emotionally and psychologically, a way of getting 

people to connect with and relate to each other.  She 

predicts that part of the solution to community integration 

lies in an integrated transport system made up of Metrorial, 

Gautrain, Mini-bus taxis and in the city's Bus Rapid Transit 

System, Rea Vay, which means “we are going.” 

Her strategy aims to offer fast, safe and efficient public 

transport. Transportation that will support a world-class city, 

CORPORATE SOCIAL REVIEW

INNER CITY
By Tasha Tollman

115



CORPORATE SOCIAL REVIEW

connect businesses, people and places in a sustainable 

and cost-effective manner and, through this, improve the 

standard of living and quality of life of all the city's 

inhabitants and the overall competitiveness and growth of 

the city's economy. “This strategy is not just about transport, 

it aims to overcome and undo apartheid spatial planning, 

which deliberately caused urban sprawl and to link the 

disparate areas of Johannesburg,” says Rehana.  

Phase 1A of the project has already been completed and 

connects the densely populated township of Soweto with 

downtown Johannesburg.  This 25 km route has 33 station 

stops, and includes a number of feeder routes, joining from 

the east and west and currently runs from Thokoza Park in 

Soweto, to Ellis Park and includes routes through the CBD.  

Rehana's face lights up as she tells stories of 

people who never before having set foot in Soweto, 

now traveling safely and reliably into the area.

Phase 1B of the project is now under way and will help to 

connect people from disadvantages areas to healthcare 

hubs and educational institutions such as the University of 

Johannesburg and Wits. 

The long term plan is for the Rea Vaya to cover 

more than 300 kilometers of special public lanes 

and intersections, running north, south, east and 

west of the City, 

forty transport interchange nodes will be created, 

fundamentally altering the profile of public transport in the 

City as all modes are integrated into one seamless system 

and become a transport option for 80% of the city's 

residents.

There is huge international interest in the Rea Vaya buses 

which are considered to be the cleanest on the continent to 

run, running on low-sulphur diesel and employing advanced 

pollution reduction equipment. Officials say it is the single 

biggest initiative to tackle greenhouse gases in the city.  

They also claim that 

if only 15% of Johannesburg car users switched to 

Rea Vaya buses, instead of using their private 

vehicles, the city would cut its CO² emissions by 1.6 

million tonnes by 2020.

After more than 100 years of struggling to travel from one 

place to another, commuters in the City of Johannesburg 

will finally be able to shake off the remnants of the social and 

economic exclusion they experienced through their 

geographical isolation as a result of apartheid.  

Rehana's challenge to all South Africans is simply 

to ditch our cars, use public transport or in line with 

her Joburg 2040 vision of non-motorised transport - 

cycle or walk using the soon to be built dedicated 

cycling and walking networks and in the process 

experience meeting and connecting with a diverse 

group of interesting people, people who just may 

change your life! 
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ABSA

INNER CITY

The Green Building Council of South Africa has given Absa Towers West five-star certification for its 

environmentally friendly design.

ABSA Towers West on the eastern edge of the Johannesburg inner city is the first South African building to 

receive five-star Green Star certification from the Green Building Council of South Africa (GBCSA).

The glass panels allow natural light into the buildingThe 
award recognises Absa Towers West as an As Built building 
representative of “South African excellence”. The climate 
sensitive building integrates workplace ergonomics with 
environmental sustainability and contributes to the reduction 
of carbon emissions through energy conservation and 
recycling. It sets the benchmark for environmentally friendly 
buildings in the inner city.

It is made of glass panels and uses natural light. It has a gas 
turbine in its energy centre that converts fuel to electricity, 
reducing the bank's carbon footprint by an estimated 19 000 
tons a year.

Absa's head of corporate real estate services for Africa, Jon 
Couret, said the bank's investment in an eco-friendly building 
was a commitment to reduce the overall impact of the built 
environment on human health and the natural environment, 
and to support urban renewal efforts spearheaded by the City.

He said the building followed international standards of best 
practice. “This award means that our efforts and commitment 
to sustainability have been recognised.”

Absa Towers West has custom-built office space and 
boardrooms, with state-of-the-art technology for video 
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conferencing, a restaurant and pause areas on all floors, with 
refreshment counters. It has the largest grey water system in 
South Africa with a capacity to recycle 43 000 litres of water a 
day. A dual plumbing design uses recycled water from the 
fitness centre to flush toilets and rain water is recovered for 
site irrigation.

ABSA
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A gas turbine converts fuel to electricityThe GBCSA 

recognised Absa Towers West for being energy and 

resource efficient and environmentally responsible. The 

building incorporates design and construction elements that 

eliminate the negative impact of development on the 

environment and occupants.

“The As Built rating is especially significant in that the 

physical building has achieved the excellence in green 

building design aspirations that it set out to attain,” said 

Brian Wilkinson, the chief executive of the GBCSA.

He explained that buildings were one of the main 

contributors to climate change. “[Absa Towers West] is a 

very large building even in global terms and Absa can be 

justly proud of this very tangible demonstration of their 

commitment.”

Absa could expect a positive return for investing in the 

building and saving operating costs associated with energy 

and water, he added.

Last year, the building won a Halala Joburg Award in the 

category Sustaining Joburg for managing public space well 

and for meeting five-star ratings by the GBCSA.

The bank also won a Green Excellence Award from Frost 

and Sullivan, a global business market research company 

that  recognises commitment  to  env i ronmenta l 

sustainability.
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“The cbd is dead!” said an acquaintance. And I paraphrased 

Roger Whitaker in response: “Let me take you by the hand 

and lead you through the streets of Jo'burg and I'll show you 

something to make you change your mind.”

Geoffrey and brother Jonathan Klass own paradise. Eight 

floors, four of which are accessible to the public, of 

collector's dreams and aspirations. Collectors Treasury is 

the name of the business nestled in the heart of 

Johannesburg's CBD. “Security?” snorts Geoff, “You are 

safer here than in the north.” He isn't wrong. He's been 

mugged in Rosebank and twice in Parktown. We had 

parked at Jewel City next door. Art on Main is around the 

corner, where you'll find William Kentridge's studio, in the 

Maboneng Art Precinct. And security is tight. Very tight.

Geoff leads us past display cases obscured by boxes of 

treasures. Books, gee-gaws, silver, glass objects to kill for. 

Even some to die for, doll! We head downstairs, a good 

place to start- the beginning. Thousands upon thousands of 

books, catogorised, have colonised the floorspace as the 

shelves are overcrowded. Ditto old vinyl records. The Klass 

brothers have had their business in the CBD for over 30 

years and don't want to be anywhere else. “For me,” says 

Geoff, “the Johannesburg CBD is, was, and always will be 

the lifeblood of our country.” And this shop is his lifeblood, 

his hobby, passion and raison d'etre. When pressed further 

about why their continued presence in the centre of 

Johannesburg, Geoff talks about a sense of history.

 “What the young people of today don't realize is that in the 

1950's and 60's, Johannesburg was a very cosmopolitan 

place. It was a destination. When an opera company went 

on tour, they went to London, Vienna, New York and 

Johannesburg. Chanel, amongst many other big brands 

advertisements mentioned shops in Paris, London, New 

York and Johannesburg. Our city was a global cultural and 

fashionable place to be. And with the current rejuvenation of 

the city, it is becoming so once more. Besides,” he says,” in 

which other city in the world do you get such a cross-section 

of people? On any given day, we have locals from all walks 

of life popping in. And then the same with the foreigners, 

from the famous to the student back-packer.” Indeed, 

Collectors treasury has had its fair share of famous faces, 

including such stars as Catherine Deneuve and an instantly 

recognizable rock star or three.

The creation of the Maboneng art precinct around the 

corner, which houses the world famous Art on Main, and the 

equally famous Jewel City, Jo'burg is re-emerging as a 

cultural and business hub. Jewel City ranks alongside 

Antwerp as a diamond centre, with millions of rands worth of 

gems being worked, set and traded on a daily basis. With the 

M1 and M2 highways surrounding Jo'burg, access is quicker 

Collectable 
Treasures
Geoff Klass Story
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and easier than any other city in the world. “I can leave home 

(which is surrounded by Herbert Baker Randlord mansions 

crowding the Parktown ridge) and be at the shop in twenty 

minutes. The sense of freedom a good highway and road 

infrastructure allows is vital to me” says Geoff. “Besides,” he 

adds, “we are so central here. If the business was located 

anywhere else, I wouldn't be able to get all my work done in a 

day- I would be stuck in traffic forever.” And he's not wrong. 

This is a man constantly on the move. He is usually at 

Collectors Treasury before most people are awake, 

processing internet orders. He leaves the shop around 7am 

to start his rounds, which take him to all four compass points 

around Johannesburg. He has been known to cover several 

hundred kilometers around the city before returning to share 

lunch with brother Jonathan at around 1 pm.

His brain is an encyclopedia. One of his myriad interests is 

South African history, especially that of old Jo'burg. He talks 

about people and places, shops, restaurants and auction 

houses long gone, preserved only in the minds of those who 

were there. He started collecting young, and at 13 was 

allowed to “fly solo” at  Curries Auctions and triumphed 

against several dealers on a Ridgeway Japan-pattern jug 

which he still has today. If you want an abject lesson in our 

history, printed, photographic, ceramic, silvered or 

otherwise, put yourself in Geoff's hands for an afternoon. 

You will be surprised at what you didn't know, you and your 

master's degree in history.

Despite his qualifications and the fact he deals with people 

all day, seven days a week, he is rather quiet. Shy, actually. 

Not so Jonathan, the younger of the two siblings. Jonathan 

is gregarious, and if you've time to kill, waste it with him. Just 

ask him about the differences between Woodie Guthrie and 

Pete Seeger. Really, ask him. And if he likes you, and you 

don't try and be clever, he may even demonstrate on one or 

two of the hundreds of stringed instruments in his private 

collection. Hell, he even has two base banjos which are 

somewhat like a double bass, but a banjo version thereof.

What does being a South African mean to Geoff? “I am an 

equal opportunity victim.”
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Firstly let me own my own stuff here. I've been a fan of this 

band for most of my life. I first heard them on cassette tape 

(Ed: Ask your dad what that is.) in 1979. They've been 

recording as a single creative entity since 1974, two of the 

band have been playing together since 1968. And you've 

probably never even heard of them, right?

A Canadian hard rock/progressive rock band, Rush have 

received every possible accolade in their own country, 

they've released 14 platinum and 24 gold albums in the 

USA and sold over 40 million albums world-wide. They 

just released their latest album and are currently touring 

the world – filling arenas with between 10 and 40 

thousand people every second night. And you've 

probably never heard of them, right?

Rush are often described as the world's biggest Cult band 

and their fans are described as the Trekkies of the music 

world. And yes, we care. We care a lot.

One of the reasons we care is that Neal Peart, the band's 

drummer – almost universally acknowledged as the 

greatest hard rock drummer of all time, especially by other 

hard rock drummers  - writes challenging, thoughtful, 

provocative lyrics. He's a man who believes in freewill and 

personal responsibility – his has always been a voice of 

careful reason and deep thought. And that is why this 

album has earned its place in our review section today, 

not because I happen to adore this band, but because 

their latest album contains some thinking that perfectly 

aligns with the spirit and intent of this publication.

thSo, for the record, Clockwork Angels is the band's 19  

studio album and is – perhaps – their finest work to date. 

And that is something you very seldom say about an 'old' 

band, the type of band whose 'heyday' almost always 

coincides with the time when YOU first heard them or the 

moment when they popped up on the cultural radar long 

enough to have a 'hit' record. (Ed: 1981 – Moving 

Pictures.)It's an amazing album and well worth a listen, 

either on download or, if you are lucky enough, find it in a 

shop here in SA. (Ed: Good luck with that, did we mention 

that no-one has ever heard of them!)

So now to specifically why they are being reviewed here 

today. As we've said Peart always writes inspiring, 

challenging and thought provoking lyrics. With this album, 

and possibly with a mellowing in his own soul after great 

personal tragedy (Ed: He lost his daughter to a car 

accident and his wife to cancer in the space of a single 

year in 1997), Peart has written some words that we'd like 

to see on everyone's personal mission statement.

First let's take a look at the last track on the album, the 

haunting, lyrical and beautiful The Garden for which 

Peart wrote this Chorus:

The measure of a life is a measure of love and respect, so 

hard to earn, so easily burned. In the fullness of time, a 

garden to nurture and protect. (It's a measure of a life) The 

treasure of a life is a measure of love and respect, the way 

you live, the gifts that you give. And the fullness of time is 

the only return that you expect.

And then, in-case you were not already planning to take a 

long, hot, thoughtful bath with yourself in order to consider 

your life choices, he follows that up with:

The future disappears into memory, with only a moment 

between Forever dwells in that moment, hope is what 

remains to be seen.

Inspired yet? We hope so. So let's leave you with some 

thoughts about all those people and things that drive you 

crazy. Here, in full, is the lyric for “Wish them well” Neal 

Peart's reframing of his own attitude to life and, we 

believe, 'a garden' worthy of 'nurture and respect':

All that you can do is wish them well. Spirits turned bitter 

by the poison of envy, always angry and dissatisfied 

Even the lost ones, the frightened and mean ones. Even 

the ones with a devil inside.

Thank your stars you're not that way, turn your back and 

walk away. Don't even pause and ask them why, turn 

around and say goodbye  People who judge without a 

measure of mercy, all the victims who will never learn  

Even the lost ones, you can only give up on. Even the 

ones who make you burn 

The ones who've done you wrong, the ones who 

pretended to be so strong. The grudges you've held for so 

long … it's not worth singing that same sad song 

Even though you're going through hell, just keep on going 

… 

Let the demons dwell … Just wish them well

And, finally, we leave you with this line. We hope it haunts 

you as much as it does us:

What do you lack?

MUSIC REVIEWRush
Clockwork Angels

Rush 
Clockwork Angels
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Why did you decided to specifically start with this 

initiative Township Patterns

It was certainly not something I had planned to do: on a 

holiday in SA, I was approached by a group of women from 

Khayelitsha asking  for a job.  I listened to their wishes, 

relocated to Cape Town and since then Township has grown 

organically. You can say that they changed my life. As I 

changed theirs too.

How did you decide who to partner with in this project?

Again no planning at the beginning: word of mouth, family 

members, relatives... everybody joined in. Nowadays, we 

tend to engage with groups which are already formed but 

which are struggling because they lack on-going support 

and a real connection with business opportunities

What do you hope to achieve?

Very early on, I had the vision that one day township®, the 

brand, would be known as a leading South African brand for 

fashion accessories. And because of that success, it would 

be known as a change agent for the textile industry creating 

sustainable jobs for HDIs in township communities.

I also envisioned that township® would be a communication 

platform. It's an iconic name and therefore through social 

Township 
Patterns

Nicole- Marie Interview and Township Pattern Overview

Nicole-Marie Iresch with husband Christophe Labesse
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media whoever wants to express a voice regarding health, 

transport, security, education and the environment will be 

able to do so, gathering the right information, make up their 

minds and expressing their desires. 

How did you go about identifying the market for the 

project?

Well, again, no thorough business planning but we 

developed a strong capacity to respond to market 

opportunities.

At first we could only produce simple bags, a hessian 

shopper. I thought, well, where can I sell this bag... I 

approached Mrs Ackerman at Pick 'n Pay and she opened 

the door of the stores for us. This year we will produce more 

than 150,000 bags to be sold in more than 300 stores 

nationwide.

2006: a turning point for the second business line. We were 

selected to supply the 12,500 delegates' bags for the World 

Diabetes Congress which was held in Cape Town. We 

managed to train the women at our cooperatives to produce 

the bags in a record time and today we export 50% of our 

production and all together the cooperatives are capable of 

producing more than 10,000 units a month.

But in the back of my mind, I always knew that the story 

would not be complete if I could not translate into fabrics the 

inner beauty, the colours, the life that I had discovered in the 

townships in my early years in Khayelitsha. This was done 

in 2010 when we launched our first collection and today we 

are exhibiting at Maison&Objet, the International Design 

Trade Show in Paris. 

Yes, we have come a long way. 

Do you have a business support model through which 

you run the project?

The business model combines the energy of multiple 

entities:

The NPO mission is to support the job creation activities by 

putting in place all the necessary training, financing, on-

going support processes for the co-operatives to become 

efficient and well organised.

This NPO also offers manufacturing services for other 

brands that have the same ethos than us and want to 

access the fair trade network of co-operatives. This is a 

critical point for our future growth.

The co-operatives are autonomous, independent entities 

and duly registered with the DTI. They are high quality 

manufacturing units and operate within the township 

network while at the same time engaging with their own 

customers when they can. They are not exclusively tied to 

Township.

The marketing company, Township Patterns, is in charge of 

the design, marketing and sales of the township® products. 

It is the missing link in many aborted projects in the country. 

Thanks to the brand growth, the co-operatives get regular 

orders and the whole network has become sustainable.

What would you say are the social, and consumer 

benefits that this project will deliver?

Let's talk about the women from the co-operatives first. The 

main benefit for them is to be in control of their own destiny, 

to create their own jobs and to work in a professional 

environment close to where they live. It is a huge benefit: 

Masizakhe
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not only do they save time and money but they are available 

for their kids and relatives as on average each woman 

support between 5 to 6 family members!  

We can say that our business model is one that preserves the 

social structure and by injecting money directly into the 

communities, we participate into the economic development 

of these townships. Since the start, we are close to R6Mi that 

have been paid out to the co-operatives. I am not talking 

about subsidies but about the revenue generated by the work 

performed by the seven co-ops which are now operating.

From a consumer standpoint, it is clear: more and more 

people become conscious that a product has a story and 

when you buy this product you want to participate in a story 

which promotes social change, economic empowerment, 

development and one story that has a strong social impact. 

This is what we offer: products with a high labour content, 

environmentally-friendly, produced with fair trade principles, 

proudly made in South Africa.

How will you measure the success of this project?

Again, let's start with the cooperatives. We are 

implementing a strong Monitoring and Evaluation process 

which we have just formalised.

On an on-going basis, we monitor the score card of each of 

the seven co-operatives against 5 criteria:

• Product quality – our strength and critical 

• Productivity & Internal Organisation

• Leadership/ group dynamics

• Financial sustainability including their ability to engage 

with other customers

• The role models they have become within their 

communities.

We have defined 4 stages from Incubation, Learning to 

Leading and finally Sustainable and every quarter we 

evaluate where each cooperative is against pre-defined 

criteria. This is an ambitious and a very serious process.

We are also looking at evaluating more formally the global 

social impact which the project has. In 2013, we plan to use 

an online tool to do so (www.socialevaluator.eu).

Last but not least, our critical indicator is the number of jobs 

which we are able to support. We have just signed a 

contract with the Cape Craft Design Institute (CCDI) which, 

in collaboration with the Development Bank of South 

Africa, is investing in SMMEs in order to accelerate the 

number of jobs being created in this industry. We are 

committed to create an additional 45 jobs in the next three 

years and seriously hope that we can use the 2014 World 

Design Capital status of Cape Town as a strong marketing 

platform.

Is this project now fully developed or do you have plans 

to expand it into other areas or to upscale it if it proves a 

success?

I don't think it is ever finished... the brand is ambitious. It 

may sound a bit arrogant to say that but I believe we are 

building one step at a time the model of the XXI century 

enterprise, putting back the person and the social issues at 

the core of its mission. We hope we can continue to 

demonstrate that a decentralised, high quality –focused 

organisation coupled with a strong brand and lots of 

creativity can help the textile industry to re-define itself in 

South Africa but also in Africa and beyond. We have been 

approached by a woman who would like to start a similar 

operation in Brazil. Same social issues, same economic 

context. Interesting!

What measures have you put in place to ensure the 

sustainability of this project?

The sewing co-operat ives are autonomous and 

independent; therefore the ladies experience the feeling of 

being free and responsible for their decisions. This is the 

best the NPO can do. At the same time our professional 

NPO team has a daily contact with the townships and Cape 

Saambou

Singalakha
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flats. That means the seamstresses have also access to on-

going support and training. 

On the marketing side, under the umbrella of our township® 

brand, we have developed our unique fabrics which can be 

used only by the co-operatives. It's a legacy. With the 

support of the CCDI, we are about to make significant 

investments into our fashion business: this is where the 

sustainability is going to come from. 

What international penetration does the project have 

and how well is it accepted?

As mentioned earlier, our B2B department is already 

generating 50% of its revenue from international customers 

- mainly global medical associations, professional 

conference organizers or large corporations. Christophe 

Labesse, our CEO, was in Washington DC  last week at 

AIDS2012, the world largest conference attracting more 

than 25,000 delegates, in order to start to market  

township® in the US as we have just opened our boutique 

on Etsy (www.etsy.com/shop/townshipSA) and have started 

the negotiation of the future contract for AIDS2014 in 

Melbourne, Australia!

Sophumelela

Simunye
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Also, on the fashion side, we need to reach the Western 

European, Japanese – an American markets and this is why 

we will be in Paris next month, engaging with our future 

resellers at Maison& Objet,  largest International Design 

show. We are in discussion with 6 Japanese distributors 

who just love our very colourful range. We are very 

optimistic.

What are the challenges the Township Patterns face 

and how can Corporate Social Review partner with you 

in meeting these challenges?

We partner with Pick n' Pay since 1999.  They were at the 

forefront to understand our fair trade approach and they fully 

supported our business model from day one, making a real 

difference for many in the Western Cape. Most corporations 

and institutions realize the importance to buy a local 

product, natural and environmentally friendly. We need to 

attract this traffic toward us.

Corporate Social Review' magazine is the platform where 

l ike-minded people shar ing the same financial , 

economical and social ethos will meet to incorporate the 

changes that are needed and support each other. CSR will 

witness and convey those messages, becoming the 

missing "be-linked" and turn our Proudly South African 

membership into reality. 

Yes we can !
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When Pick n Pay was looking for an ecological and stylish 

bag to highlight their “say no to plastic bags” campaign, they 

chose to partner with Township Patterns. With our unique 

product story and 10 years' experience in supplying Pick n 

Pay with cotton shopping bags, we still offer the perfect 

solution today. Amongst other initiatives a national 

competition was launched to find three winning designs for 

one of the “designer” bags that appeared in stores in March 

2009.

The designer shopping bag production provided a huge 

opportunity for us to grow our network through the creation 

four new co-operatives, and in the space of a year, we were 

able to dramatically increase our production capacity to 

30,000 units per month.

During 2012 Pick 'n Pay continued the 'For Love of Water' 

messaging on the Township Bags during the months of 

March and April. (http://forloveofwater.co.za/)

Then the Sassi Bags followed in May to support the WWF 

Sassi Campaign in terms of which Sustainable Seafood 

Sourcing is promoted http://www.wwfsassi.co.za/?m=3&s=1

Township Patterns is proud to be part of the on-goingPick 'n 

Pay Goodness Campaigncurrently running with the aim to 

identify the 'goodness' found within its business and all the 

organisations it supports. http://www.youtube.com/watch?v=HLL8Z-

y3jiU&feature=autoplay&list=PL2FF69E673AC01B0E&playnext=11

Through thorough production management thesewing co-

operatives continue to deliver quality products to Pick 'n Pay 

and other clients, ensuring sustainable growth that 

guarantees a steady income for each one of more than 70 

members.

Retail:

The supply of shopping bags to PnP is an important 

example of how both PnP and Township are supporting 

sustainable projects and on-going job creation for female 

sewing cooperatives in the Cape Town Area.

Conferences & Gifts:

The Business Solutions range of conference bags, aimed at 

Corporate South Africa, is what we would like to ultimately 

promote to your readers as suitable year-end gifts.  

Fashion Accessories:

The cherry on the top is the Fashion Accessory Range 
ndwhich will be showcased for the 2  time at the Maison & 

Objet Tradeshow in Paris in September.

 

 
Partners 
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Partners 
with Township
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Playing with your children. Riding a bike. Coming home after a long day. Moments like these 
are what make life worth living. But for some, this very moment might well be their last.

What if you could play a part in ensuring that there are many more such moments?

That's what The Topsy Foundation, together with Ogilvy & Mather Johannesburg, have 
partnered to do this World AIDS Day on 1 December with their "Buy Them A Moment That 
Matters" campaign.

Captured in evocative photographs of real people living with HIV and AIDS in the 
impoverished communities Topsy serves across South Africa, these "moments" will be 
available to the public to purchase on either BidorBuy.co.za, or by sending an
SMS with "TOPSY" to 39810 (in South Africa only). All proceeds from every purchase will go 
towards Topsy's live-saving treatment and care programmes, enabling the individuals it 
supports to continue to relive their most valued moments and fulfill their hopes and dreams.

"The recent UNAIDS Global Report highlights that there is a decrease HIV infection rates of up 
to 49% amongst adult South Africans," says Silvia de Jager, Topsy's Executive Director. "That, 
coupled with a five-fold increase in government spending to heal the country of the disease, 
makes it clear that it is now essential to support organisations like Topsy to continue this 
positive trend.”

Launching on World AIDS Day on 1 December, 
the campaign will extend into 2013, giving the 
public further opportunities to support this 
cause.



The Topsy Foundation NPC is blessed by a very good 

relationship with Ogilvy Johannesburg. One of the founding 

members of Topsy used to work for Ogilvy, and this lead to a 

fortunate partnership between the 2 organisations that has 

grown and developed over the years.

Ogilvy generously sponsors much of the Topsy head office 

operational costs, and lends its creative talent to the 

marketing and advertising of Topsy. They have created 

some outstanding pieces of work over the years, including 

the print advert featured in this article. Probably the most 

notable and impactful creation was the 'Selinah' TV 

commercial, which features the true story of Selinah, a 

Topsy beneficiary who experiences the ravaging effects of 

AIDS being reversed over a period of 90 days through the 

administration of anti-retrovirals (ARVs). Each day of her 

recovery was documented by the team, who witnessed 

Selinah's incredible metamorphosis over the three month 

period first hand. It was announced as the 12  most th

awarded commercial worldwide in 2011.  

See it here: www.youtube.com/thetopsyfoundation

The remarkable piece is one of many fundraising initiatives 

developed by Ogilvy and is testimony to the relationship 

between the agency and the Topsy Foundation that 

stretches back 11 years. 

Topsy Foundation
Ogilvy Relationship

Topsy Foundation
Ogilvy Relationship

NGO
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Since its inception, the Topsy Foundation NPC, a non profit 

organisation born out of the community and built for the 

community, has done amazing work to help individuals 

infected and affected by HIV and AIDS. A number of years 

ago they approached ad agency Olgilvy for help in 

communicating their powerful message of courage and 

hope for those infected and affected by the disease and for 

help in boosting donations.  The result was the highly 

acclaimed TV commercial, directed by Kim Geldenhuys and 

produced by Egg films, featuring the true story of Selinah, an 

AIDS sufferer who experiences the ravaging effects of her 

disease being reversed over a period of 90 days through the 

administration of anti-retrovirals (ARVs).  This dramatic 

change is called the Lazarus Effect.  Watch Selinah's 

transformation in their award winning, powerful commercial 

on YouTube (www.youtube.com/thetopsyfoundation) as 

well as the documentary about the making of the ad. 

 

Selinah today is the picture of health, thanks to the free ARV 

medication that the Topsy Foundation provides and their 

comprehensive HIV and AIDS Care Clinic.  

Selinah's power and deep emotional appeal delivers 

tangible proof of recovery and since the launch of the 

campaign, Topsy (www.topsy.org.za) has seen an influx of 

support and continued to effectively treat patients. This 

remarkable piece serves as an illustration of the value of a 

communication strategy that has a powerful message and 

the power of advertising to do good. 

by Tasha Tollman

The Value of a
 MessagePOWERFUL

Selinah - Before Selinah - After
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Readathon
2012
“It is my wish that every child has access to books and to the 

wonderful experience that can be opened up to them 

through reading. Everything possible must be done to 

encourage reading in our schools and homes ….” This was 

Nelson Mandela's wish even before the information 

explosion made reading the number one priority in global 

education.

According to the World Bank Group, the knowledge 

economy is transforming the demands of the labour market 

throughout the world. In industrial countries, where 

knowledge-based industries are expanding rapidly, so is 

the demand for highly-skilled workers: the need for lower-

skilled workers is decreasing proportionately. 

The launch of READ's 2012 Readathon, from August to 

October 2012, is thus heartening news to those concerned 

about South Africa's literacy.  Started by READ in 1989, the 

annual Readathon is a literacy awareness campaign which 

focuses on exciting activities and encourages the 

appreciation of the joy of reading.  The theme for the 2012 

campaign is, appropriately, “The more you read, the more 

you know”. 

Adhering to tradition, the 2012 campaign will be built around 

a number of literacy activities, central to which is a 

handbook that encourages teachers by providing literacy 

activities, and gives them a terrific selection of stories, 

quotations, slogans, competitions and posters. It includes a 

variety of writing frames, examples and illustrations – 

invaluable for the workshops that will be held over the three 

months. Four Thousand handbooks will be distributed to 

schools nationally and can be downloaded from the READ 

website in three booklet formats. 

During the 2011 Readathon campaign, book clubs were 

formed as a pilot in Gauteng. They proved to be successful 

and a valuable activity to the campaign. They have now 

been expanded and Children throughout the country are 

being encouraged to introduce book clubs within their 

communities and schools.  

Stemming from the creation of the book clubs in Gauteng, 

the Reading Starz Forum has been introduced as a part of 

the 2012 campaign. Monthly meetings take place, where 

youngsters are taught how to start and maintain book clubs. 

Guest speakers are organised to share their experiences, 

and members can interact with them. The members are 

encouraged to share views on books, submit book reviews 

that will be published on the website, and be involved in 

reading-orientated competitions.

After becoming a member of the Reading Stars Forum, you 

are able to submit a book review, to stand a chance of 

participating in a workshop. These workshops will be held in 

October by one of the Reading Starz Forum ambassadors. 

The workshops offered are a 'Drama and Script Writing 

Workshop' with Hlubi Mboya and Grethe Fox, as well as a 

'Poetry and Writing Workshop' with Ntsiki Mazwai.

During the campaign, school visits will be arranged and 

Grade 3 and 4 school-goers will experience the excitement 

of meeting some of their favourite celebrities – Readathon 

Ambassadors such as Hlubi Mboya, Grethe Fox, Ntsiki 

Matswai, Khabonina Qubeka and Baby Jake – who will chat 

and read to them, and hand out books. 

There'll be a visit to parliament and, also in September 

during International Literacy Week (Sep 3 to 9) a 'Flash 

Reading Mob'.

All-in-all the 2012 Readathon will introduce to a whole new 

school-going sector the glorious benefits to be gained 

through the simple and most precious art of reading. In your 

own way, you too can help your country, by encouraging the 

children in your family to create their own Readathon!

AIMS TO LIFT  SA'S STANDARDS
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South African Breweries has launched its SAB Responsible 

Trader Mass Education Programme, which aims to foster 

more responsible attitudes toward alcohol use.

Launched in partnership with brand experience agency 

Mann Made Media, this creative combination of multimedia 

and industrial theatre aims to entertain, educate and create 

awareness about the harm caused by alcohol abuse, with 

the primary goal being to educating South African tavern 

owners about the impact of alcohol abuse and the role of the 

trader in changing community behaviours. 

This innovative programme proved to be hugely popular, 

engaging audiences and reaching around 16,500 SAB 

customer partners during the campaign. "This programme 

has been an important aspect in the journey towards the 

sustainable development of our customer base. The 

industrial theatre format was the best way to communicate 

such emotive subject matter. We were ecstatic that our 

customers realised the power they have through this 

programme. They can be a positive force in our communities. 

We have been excited at how it has impacted their day to day 

actions," added Hepsy Mkhungo - head of enterprise 

development and community partnerships at SAB.

Thumbs up to SAB for showing us that savvy companies 

choose social responsibility initiatives that link to their 

business objectives and as pointed out by ISO26000 CSR 

Guide, benefiting the business through:

• Sustainable development.

• Encouraging more informed decision making based on 

improved understanding of the expectations of society 

and the risks of not being socially responsible.

• Retaining customer loyalty.

• Improving the organisation's risk management practices.

• Enhancing the reputation of the organisation.

• Fostering greater public trust.

• Enhancing employee loyalty, involvement, participation 

and morale.

• Preventing and/or reducing potential conflicts with 

consumers about products or services.

Proving to us all that doing good, is good for business!

What important benefits are your social responsibility 

initiatives reaping for your business? Drop us a line and 

make a difference to CSR by sharing your hard earned 

knowledge.

SAB Responsible Trader 
Programme Good for Business

Thumbs up
for SAB
Trader 
Program

Thumbs up
for SAB
Trader 
Program

BUSINESS BUZZ
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By Tasha Tollman
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It was South African jazz that has brought me here. 

Saxapone jazz to be specific, not because I love it but 

because of my husband whose love for the shiny beast 

introduces himself by saying “I'm from Chorley, thats the 

NW of England, Nr Manchester but I don't support 

Manchester, man, I support Preston North End” who blew a 

tune at a garden party where Patsi heard him play and wept 

with joy and love in memory of her father, an exiled 

saxophonist who'd apparently played with Keith Jarrett. If it 

wasn't for Kevin whose passion in life is to fire dance with 

young ladies and host special African naming ceremonies 

where Kate from Britain and Athena from Cyprus were given 

new names by the local poet who so inspired me with his 

voice changed low calling “Nokanyo!” and lit the night with 

magic like the fire we sat round out at Kev's old farm.

Here listening to Patsi getting upset with Jo-Jo, the bar 

tender and owner for not using his Bachelor of Science he 

received in America for any purpose except to make money 

especially, she says, when he had this great opportunity in a 

time when so many were denied and then submits her body 

to the grooves of a jazz tune and tells me how she never got 

to know her daddy because he left to become the 

Ambassador of Turkey two days after he returned from 15 

years in exile.

A night out in town to The home away from home

Here, feeling a tap on my shoulder, is Solly looking blearily 

into my eyes saying “I love you!” “I really. Love you!” “I want 

to marry a white woman because they are faithful to their 

their men” 

I laugh and look at Patsi whose still lost in jazz gyrations 

“...no you must listen to me, I want to marry you. I really, 

really love you.” when my R2 coin saves me from answering 

as I'm called to play my game at the pool table even though I 

know as I bend down low to smack the opening shot that I 

have no chance in winning, it's really nice to take on the lads, 

because I like this game like I like this pub that was named 

by Lungile a local artist who said “Jo-Jo think about it” “if a 

person travelling home on a bus or taxi is asked where you 

are going for the evening and you said “Ekhaya” they 

wouldn't think you was a drunk or something, cos they would 

think you was going to be at home”. 

E
K

H
A

Y
A
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“Work is love made visible...for if you bake bread with 

indifference, you bake a bitter bread that feeds but half 

man's hunger.”  The prophet, Kahlil Gibran.

Before I lade my son down in the clear plastic tub that was his 

hospital bed, the nurse had come to see if there was anything 

I needed and I smiled “I'm fine thank you”. Before I screamed 

him out of my belly I danced a painting called “the promise” 

into life.  Packets and packets of seeds I scattered into the 

wet paint.  They became stars, planets, all existence in all 

time, all opportunity, all life waiting to germinate, and man in 

his cities calling the spirit of creation into being. 

Before he was bathed and cleaned and dressed I was asked 

if he could be placed on my chest.  And in those few minutes 

that he breathed in this world I was transported back 9 years 

and 6000 miles to the birth of my daughter who was similarly 

placed on my chest by the doctor who'd got there seconds 

before she arrived, and left seconds later. Neglected from the 

time I entered the delivery ward to the time that I left, lying in 

the mess of childbirth, my mother finally took matters into her 

own hands and helped me up and walked me out.  

An unfortunate occurrence one would hope.  I'd chosen to 

give birth in a state hospital because I wanted to believe in the 

new South Africa to celebrate this change I placed my trust in 

the states ability to provide safe and appropriate care, 

ignored all the concerned voices around me suggesting I go 

to a private hospital and opted to believe that the power of 

compassion was greater than one's spending power and 

opted to experience birth the way the greater majority would.  

Now, as my son and I are monitored and cared for in the 

hours after delivery it seems impossible that something like 

had even happened and I wander if these woman would 

make of my story.  I wonder if they think of their work as an 

expression of compassion, I wonder about the midwives 

during apartheid and if they had one kind of service for the 

whites and one for the blacks and if they reflect on their 

actions today? I suspect that there are many untold stories 

where schizophrenic compassion created suffering.  I 

wonder about the ethics of a system where the quality of 

essential services are reliant on one's financial strength.  I 

wonder about the people who brought about the most 

profound change  in governance can allow a basic service to 

be good only if you have the right fee.  These things should be 

equal for all people because before you read this, you were 

the greatest expression of love, also placed on your mothers 

chest,
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Change

Our mission is to make a difference. We want to inform, 

inspire, investigate and engage with South Africa's stories 

as we all struggle to make this a better country for everyone. 

We also want to hear what you have to say, we want to hear 

your ideas, your stories, your opinions.

Do you have something to say? Do you have any thoughts 

or ideas about Social issues that affect you? If you do then 

we want to hear it.

Get involved, get your voice heard and help us to create a 

powerful voice for positive change in South Africa.

(submit to ddrose@icsd.org.za published at discretion of 

the editor)

I used to think that life was beauty

Blue skies Green grass

Life

The beauty of waking up

Knowing and Loving

Now my vision is blocked

Why does love have to have hate?

Why does light have to have dark

The simple things we love

Can be taken away and never given back

Death Hate

Those words always seem to overpower 

love

Can we really say?

Love defeats all and

Respect and forgiveness can

Change the past

The things we do define us

They make us who we are

So if we forget the past

The actions that we do

Then who are we

Are we the unknown?

Are we the forgotten?

We need to remember

To know the bad things

So we will never resort to them

Even if bad 

We should accept

Love and Hate 

Will never be as powerful as

CHANGE

DD ROSE

This is YOUR page!
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WHY SHOULD YOU ATTEND

As trainers and consultants we are often asked three 

basic questions: what are the responsibilities of a 

company; what should a company do to create value in 

its CSR program and How a CSR program should be 

implemented. These are question that haunt the minds 

of all CSR practitioners, and NGOs

WE ARE ABLE TO ASSIST YOU IN FINDING THE 

SOLUTIONS TO THESE QUESTIONS BY ATTENDING 

OUR TRAINING WORKSHOPS

CALL TRACY LEGODI OUR TRAINING CO-ORDINATOR 

FOR MORE INFORMATION.

CONTACT DETAILS

tracy@icsd.org.za

Tel No 011 023 7795
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