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WHY I  DO WHAT I  DO…

• I AM A MZUNGU!

• I ’m a Canadian…a wannabe Afr ican…in 
Afr ica by choice, not by default

• I ’m a machinist by initial trade…with 
near ly 10 years exper ience in retail

• I  have degrees in the Travel History of 
Malaria and How Chickens Fight
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Malaria How Chickens Fight

• I  have an MBA in Corporate Social 
Responsibility and am a CSR 

Consultant

• I ’ve worked in 21 Afr ican countr ies

• I ’ve summitted K ilimanjaro AND 
Maslow’s Hierarchy of Needs

• L iving in South Afr ica allows me to meet 
people like Alber tina (left)



CSR – A Personal History of Projects in Afr ica

• Human Rights monitoring in conflict zones, including the impact of oil 
exploration on displaced persons (Southern Sudan)

• Land mines clearance, including the role of the private sector in 
supporting clearance (Eritrea, Ethiopia, Angola and Mozambique)

• Community Development / Corporate Social Investment (or ‘Socio-
Economic Development)…project design, project implementation 
and/or monitoring & evaluation (Kenya, Uganda, Sudan, Zimbabwe, 
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and/or monitoring & evaluation (Kenya, Uganda, Sudan, Zimbabwe, 
Swaziland and South Africa)

• Environmental Impact Assessments (EIA), including IFC-funded 
projects (Lesotho, South Africa)

• Sustainability Reporting and/or Assurance

• Stakeholder Engagement, including impact monitoring of mobile 
telephony on the general public (Nigeria, Cameroon, Uganda, Kenya, 
Swaziland and South Africa)



WHAT IS A STAKEHOLDER?

A stakeholder is any one who…

1. Has, or can have, a ‘material’ impact on you / your 
organisation

AND / OR

2. You / your organisation can have a material impact on
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2. You / your organisation can have a material impact on

NB: Just because they’ re important, it doesn’t they’ re 
‘ important to you’



PRIORITIZING STAKEHOLDERS
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WHAT IS STAKEHOLDER ENGAGEMENT?

‘Planned’ = Formally scheduled patterns of discussion

‘Consistent’ = Structured and organized, with specific 
objectives and outcomes

Stakeholder engagement refers to the planned, consistent, 
balanced, inclusive and responsive communication with key 
stakeholders.
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objectives and outcomes

‘Balanced’ = The good news AND the bad

‘ Inclusive’ = Allowing anyone to participate, regardless of 
whether they are deemed ‘ friend’ or ‘ foe’

‘Responsive’ = Demonstration of having ‘ listened to’ rather than 
merely ‘heard’ what stakeholders have said, 
including comprehensive responses to 
recommendations and/or concerns



WHAT IS STAKEHOLDER ENGAGEMENT?
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Talking to Stakeholders Talking with Stakeholders



COMMON STAKEHOLDER ISSUES

Depending on the company holding the engagement, key 
stakeholder concerns include such topics as:

• Employment – including the ‘ fair’ distribution of jobs 

• Skills– including skills development and capacity building

• Gini Coefficient – The measure of income disparity
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“ We must be careful not to demonize capitalism” – Obama

“ We need a new type of capitalism.  We need to bring morals 
back to capitalism” – Sarkozy
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• Human Rights – including the protection of rights of indigenous 
peoples

• Cr ime – including fraud and corruption

• Water – including use of and/or impacts on quantity and/or quality

• Land use – including the ‘ fair’ distribution of land entitlements 



WHAT IS SUSTAINABILITY REPORTING?

The presentation to stakeholders; information pertaining to your financial 
and/or non-financial performance.

In the tradition of discussions of “ the triple bottom line” , this typically 
refers to ‘Social’ , ‘Environmental’ and ‘Economic’ sustainability.

In the tradition of King, King II and now King III, this refers to adherence 
to ‘Good Corporate Governance’ through the identification, mitigation and 
reporting of non-balance sheet risks that can have a material impact on the 
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reporting of non-balance sheet risks that can have a material impact on the 
financial strength of the organisation.

In the tradition of the Global Reporting Initiative’s GRI Guidelines, this 
refers to dialogue with stakeholders in a manner that presents them with 
information that is relevant, measurable, comparable, neutral, and 
‘assurable’ .

In the context of protecting one’s reputation, it refers to three things:



WHAT IS SUSTAINABILITY REPORTING?

What you 
say you do
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What you
are doing

What you
appear to do



AT WHOM ARE REPORTS DIRECTED?

Ultimately all role players in development are accountable to… 
• providers of funds
• business partners and/or suppliers
• government
• employees
• beneficiaries/communities
• all other key stakeholders

However, reporting (when it takes place) usually occurs solely between 
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However, reporting (when it takes place) usually occurs solely between 
companies and their shareholders…not necessarily the rest of the key 
stakeholders.

Sustainability reporting should attempt to ask and answer ALL of the 
critical / material questions one might know and/or predict stakeholders 
would want to ask.

Most importantly, sustainability reporting should be an attempt to ensure 
that the organisation has an internal handle on its own understanding of 
its impacts, responsibilities, risks and opportunities.  A report is merely a 
demonstration of this…the output of an ongoing process.



THE NEED TO ENGAGE STAKEHOLDERS

Stakeholder engagement is a fundamental input to ensuring 
accountability and credible reporting. 

In order to ensure maximal appropriateness of content, 
stakeholder interests and/or information requirements must be 
identified and prioritized.

Reporting must be a mix of qualitative information and 
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Reporting must be a mix of qualitative information and 
quantitative data…giving stakeholders an opportunity to confirm 
quality of service delivery assertions via data trends and/or 
anomalies. 



WHO IN THE WORLD IS REPORTING?

SA is the 5th largest reporter…of 56 countries (58 of 1112 reporting entities)

Japan - 120

Spain  - 114

USA - 109

UK - 92

Australia - 58

South Afr ica - 58

Brazil  - 48

Nether lands - 46

Germany - 44
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Germany - 44

France - 44

Canada - 41

Italy - 37

Finland - 31

Republic of Korea - 30

Switzer land - 23

Chi le - 22

Sweden - 22

Austr ia - 20

New Zealand  - 15

Por tugal - 14



WHO IN SOUTH AFRICA IS REPORTING?

1
2
3
4
5
6
7
8
9
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11

ABSA
AECI
African Bank
Allied Technologies
Altron
Anglo Coal
Anglo Platinum
AngloGold Ashanti
Barloworld
Bidvest
Brait
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22
23
24
25
26
27
28
29
30
31

Engen
Eskom
Exxarro
FirstRand
Foschini
Gold Fields
Harmony Gold
Hillside Aluminium
Impahla Clothing
Imperial Holdings
Impala Platinum

41
42
43
44
45
46
47
48
49
50
51

Northam Platinum
Oceana Group
Old Mutual
Pick ‘n Pay
PPC Cement
Sappi
Sasol
Scaw Metals
Spier Leisure
Standard Bank
Suzi Products
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11
12
13
14
15
16
17
18
19
20

Brait
British American Tobacco
Bytes Technology
Chamber of Mines SA
Concor 
Cotlands
DeBeers SA
Deloitte Southern Africa
Delta Environmental
DRD Gold

31
32
33
34
35
36
37
38
39
40

Impala Platinum
Kumba Resources
Merafe Resources
Mondi
MTN 
Multichoice
Murray & Roberts
Namakwa Sands
Naspers
Nedbank

51
52
53
54
55
56
57
58

Suzi Products
Telkom 
Transnet
Toyota SA
Umgeni Water
Woolworths
Vimal Clothing
Xstrata Alloys

2 NGOs / 3 SMMEs / 2 Public Entities



WHO IN AFRICA IS REPORTING?

Although the GRI’s list of reports currently doesn’t include other 
African countries, the following are ‘known reporters’ in Arica:

• Br itish Amer ican Tobacco – various African countries (Malawi, 
Zimbabwe, Kenya, Ghana, etc.)

• East Afr ica Brewer ies– Kenya

• Diageo – Nigeria
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• Diageo – Nigeria

• Heineken – DRC

• Konkola Copper Mines– Zambia 



WHAT MAKES FOR A CREDIBLE REPORT?

• Material issues should be clearly stated upfront

• The impact of direct and indirect impacts should be clearly stated

• The report should clearly demonstrate what sustainability means to the 

reporter

• The organisation should “demonstrate that it cares”  

• There should be a good use of time series data (i.e., numerical trend 

analyses)

• Numerical data should be linked to business imperatives
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• There should be a good indication of how the organisation is structured

• Photographs should be both ‘credible’ and relevant to the discussion at-hand

• Targets (and progress, if any) should be clearly defined

• Stakeholder engagement processes should be clearly defined

• Previous reporting feedback and/or analysis should be responded to 

• All controversies, regardless of merit, should be addressed

• All reporting should be ‘balanced’ 

• Dilemmas should be clearly stated

• Human rights issues should be clearly defined, including how they are 

addressed

• A mechanistic tick box approach to reporting should be avoided

• The report should be ‘simply written’ and ‘ reader friendly’ 



END OF PRESENTATION

Any Questions?
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Any Questions?


