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ABSTRACT

CORPORATE SOCIAL INVESTMENT AND HIV/AIDS IN

SOUTH AFRICA

BY

Renitha Rampersad

This dissertation presents the results of an analysis of corporate social investment and

HIV/Aids programmes in South African corporations.

The study measures the growing debare over the responsibilities of business and the
examination of Corporate Social Investment (CSI) programmes and commumcaton
strategies used mn HIV/Aids awareness programmes by the top 100 listed companies on

the Johannesburg Stock Exchange (JSE).

The first part of the studv reviews theories and literature relevant to defining the
understanding and the impact of HIV/Aids on businesses, the idea of corporate social

investment/ responsibility and the busimess response ro AIDS.

Subsequent chapters describe the comstrucuon of a survey instrument emploved to
measure and evaluate the exrent of CSI and HIV/Aids in South Afrcan corporations and

the findings of the survey.

Penulnmate chapters blend the nsights gained from this hiterature review to mterpret the
results, obtamned through the quanutanve research methodology, to describe a set of
conclusions and recommendatons in the context of applving corporate social investment

and HIV/ Aids to the South African husiness environment.
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WRITING CONVENTIONS

The following conventions are used mn this study:

An abbreviated stvle of referencing is used in this study, for example Whiteside

and Sunter (2000:23), meaning Whiteside and Sunter 2000, page 23.

When reporting current events from the prnt media the name of the
publicaton is presented, followed by the dare of publication in brackets as in

(Daily News, 08/03/06).

lustrative tables and figures are all given as Figures 1 — 30 and Tables 1- 54 in

their chronological sequence of appearance.

A consclous effort has heen made to ot the use of footnotes as far as

possible 1n order to facilitate the uninterrupted reading of the dissertation.

For commonly used terms full terms are used 1n headings. Acronvms are used

in paragraphs.

Relevant material relanng to Corporate Social Investment and HIV/Aids was
tracked down from websites. Such website addresses are included in the
disserration, both for verification purposes, and for acknowledgement of the
source of information. An example of a tvpical webswe address is:

hop:/ /www chiffedekker.co.za /literature /corpgov/index. him. The World Wide

Web (WWW) is ransient and ever changing, therefore one should expect that
websites from which informanon is gathered will be offline or mav alter the

contents of the website a peniod of ome.

In instances where the electronic document has been downloaded from a
website, the author is given, followed by the website address as mn Global-
Philanthropy (2005 www.global philandhropy.org).

The bibliographv has been separated mro authored and non-authored

references.
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Chapter 1

INTRODUCTION, PROBLEM DESCRIPTION AND OBJECTIVES

THE RATIONALE FOR THE PRESENT STUDY

This study focuses on the conceprual assessment to which organisations have implemented
HIV/Aids programmes into their corporate social investment programmes. This study will
focus on evidence of concrete strategies and plans of action avaiable for the effectuve
management of HIV/Aids in the workplace and will highlight government legislation and
the mput of other role players.

According to Ellis and Terwin (2004) the HIV/Aids pandemic is now a global cnisis, and
constitutes one of the most formidable challenges to development and social progress.
Most corporations are ensuring that employees are educated and tramned in HIV/Aids
related issues and are in possession of facts relating to the HIV virus. Corporate South
Africa sees HIV/Aids as a cnitical part of the management agenda, therefore the challenge
is for companies to take the moral mitative, and the failure to do so may damage the

COMpany’s repuation.

According to Global-Philanthropy (2005: www.global-philanthropy.org) HIV/Aids has
given rise to immense social challenges in South Africa. Individuals and business
worldwide have come together to meet these challenges. A growing number of large
businesses have come up with a fascinaung example of taking a social and moral
responsibility bevond rheir legal requirements in allocating resources to address one of the
most serious pandemics, HIV/Aids. Twenty vears after the fiest clinical evidence of
Acquited Immuno Deticiency Syndrome (AIDS) was reported on the global front,
HIV/Aids has emerged among the great health, development and security issues in human
history. One third of the esamated 40 million people iving with HIV/Aids on the global

front are between 13-24 vears old.

According ro Avert (2005¢: hup: wwwavertorg‘argundworld.hun) when AIDS firse

emerged as a disease over rwenty vears ago, few people could have predicted how the



pandemic would evolve. Towards the latter part of 2001 it was noted that 21.8 million
people around the world had already died from this deadly virus, 4.3 million of them were
children. Nearly twice that manyv - 40 million are now lving with HIV, the virus that
causes AIDS. The most recent UNAIDS/WHOQO estimates show that, in 2003 alone, 5
million people were newly infected with HIV.

According to 2 UNAIDS (2006) study, South Africa is currently experiencing one of the
most severe HIV pandemics in the world. By the end of 2005, there were five and a half
million people living with HIV in South Afnca, and almost 1 000 AIDS deaths were

occurring every day, according to UNAIDS estumates.

According to Rockey (2002: 179), the repeated calls for business to lead the way mn
combating the pandemic results in part, from the void created by government vacillation
on the issue, and also because the private sector has the resources and expertise to make a
real impact. The prvate sector is motivated by a number of factors, not least the need to
assess the impact of HIV/Aids on workplace productivity and recogniton of their
responsibility toward workers. In particular, they have a moral obliganon where workplace
practices have amplified the spread of the disease, such as in the mining industry which 1s
characterized by mugrant labour and single sex hostels, and in the road transport industry,
where long-haul dovers face nights awav from home in HIV prevalent environments.
Aside from anv moral or business mmperative, HIV/Aids is appeaking for corporate

compassion.

It is therefore essenual for organizatons to have a clear strategic emphasis on the strucrure
of their HIV/Aids plans and programmes. This study examines and evaluates criteria in
order to determine if a particular strategv will be considered successful or not. (These
criteria are essential for the organization’s survival in the long rerm). The role of important
stakeholders also forms a crucial part of dhs studv. Management will be confronred with
vatious options in determining a proper strategv ot action plan that will effectively and
efficienty combar and manage the spread of the pandemic within the workplace (Rocker
2002: XIV).

-



A study by UNAIDS (2004: hup://www.unaids.org/bangkok2004/GAR2004html/
ExecSummaryen/ExecSummen06.htm#P29536229) shows that in most countries, HIV

prevention, AIDS treatment and care are complex problems that exceed the capability of

any one sector. The study confirms that for an effective response, it is important to:

® Combine strong national leadership and ownership;

® Ensure good govemance, resource mobilization, multsectoral plannming and
coordination;

= Renforce capacity to use resources well and implement programmes;

® (Closely monitor and evaluate the AIDS response;

® Significantly involve communites, civil society and the private sector.

The UNAIDS study (2004 h bangkok2004/GAR2004html/

ExecSummarven/FxecSummen06.hrm#P29536229)  also  reveals  that  political

-/ fwrwwunaids.or

commitment has recenty increased in the hardest-hit countnies. In sub-Saharan Africa, as
well as some countries in Asia and the Caribbean, more leaders have taken personal
responsibility for implementing the national AIDS response. For example, in Lesotho
March 2004, Prime Minister Pakalitha Mosisili and more than 80 senior civil servants were

publicly tested for HIV, in an attempt to break the stigma that discourages testing.

However, in many countries where HIV is spreading quickly, such as those in Asia and
Eastern Burope, a lack of leadership may resulr in a delaved response. Furthermore, in low
prevalence countries where the pandemic is concentrated in key populations at high nsk,
such as sex workers and injecting drug users, many senior politcal leaders remain detached

from the response to AIDS.

The study therefore concludes rthat only 20% of transnational companies have adopred
comprehensive workplace policies on AIDS. At country level, implemenration of
workplace policies is generallr poor. Although workplace AIDS programmes are
increasing in many affected counmries, emplovers and rade unions could sall plav a much
larger role. It is evident that business can contribute to the AIDS response at different

levels (2004  hop://www.unaids.org bangkok2004 - GAR200themi - Execdummaryen.

FrecSummenD6.hmEP29536229),
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CONTEXTUALISATION

The South African Situation

In South Africa accountability and duties of business are highlighted, especially since the
country 1s faced with severe social, political and economic rbulations, inclading the
legacies of apartheid. Business is facing growing pressure and demands from society to

become part of the solution to these problems and particularly the problem of HIV/ Aids.

Dickinson (2004: 1), reports that an account must be taken of inescapable tensions that
tangibly link internal and external environments in ways that pre-date and ewist
mndependently of anv strategy seeking to respond to HTV /Aids. Four such tenstons are
identfied: political, moral, industrial relations, and socio-economic. While progress has
been made by business in responding to HIV/Aids, these conflicts remain significant.
Dickinson (2004) further believes that a critical question is whether companies can resolve
wider socio-economic tensions - a necessity if they are to protect workers and their skills.
In contrast to unttarist calls for a 'wat' on AIDS, offenng an appropriate corporate
response presents a complex and formidable challenge, but also an opportunity for South

Afncan management to establish a new role within the post-apartheid order.

Mersham (1992a: 54-55) draws artention to the aspect of social responsibility as a nattonal
development philosophy with a moral {normatve/ethical) imperative in the South African

contrext:

Social investment calls for the acceprance of the idea thar an orgamzaton is socially
accountable — that 1t can see more than just making a profit, and wrn 1ts actions and
operations to the benefit of the community and to the wider societv 1n which ir
functions ... the concept of sodal responsibiliry includes an organisation’s relanonship to
the sociery in which it operates, and 1s mvolvement i the problems of natonal

significance that face that society.

Corporate Social Investment (CST} 1s a major issue 1 South Africa. Several companies are

mvolved in CSI acovimes, which support a cross-secuon of projects throughout South

Ja



Africa. HIV/Aids programmes are one of those investment projects that source funding
from the South African business sector. HIV/Aids in South Africa is a source of personal
suffering and affects every level and every sector of society. It 1s also a cause of serious
productivity problems in business. Bloom ez 2/ (2002: 6}, report on a stmdy by Tyler and

Shah (1997), on nearly a thousand firms in Sub-Saharan Africa.

The study found the replacement of professional staff to be one of the most significant
problems, with firms taking 24 weeks to replace a deceased professional, compared to 2 to
3 weeks for less skilled staff.

Rockev (2002: 193) maintains that from a communiiy perspective there 1s a strtong moral
obligaton for business to contnbute to combanng the virus. The challenge now is to link
corporate social investment to assist in the fight against HIV/Aids, in order to optimise
impact, both for the business and for the community ar large. There exists the need for
business to move from the ‘awareness’ stage into the ‘action’ stage. As HIV/Aids becomes
more visible, companies are expenencing ‘multiple loss” (more than one death), which can

lead to lowered staff morale.

Increased costs arse from increased staff turnover, traming costs, medical health,
insurance and funeral costs. Unless, companies act quickly with new strategies HIV / Aids
costs will escalate. In the area of manufacruring and distabution, companies are facing
ongoimg absenteeism, which inevitably leads to lower productivity, and a higher cost of
productuon.  Higher producton costs if absorbed lead to lowered profitability.
Absenteeism is one of the pomary forces of rising costs and declining producaviee

(Rockey, 2002: 193).

Business leaders are stll grappling with the impact of HIV/Aids specific to their firms.
Appropdate management of HIV/Aids requires leadership and an understanding of the
impact of the pandemic. Long-term sustainable responses will only be achieved if all
stakeholders are convinced of the business radonale for acton. Without sufficient
stakeholder acceptance of HIV/Aids as 2 strategic priodty, the development of an
HIV/Aids policy will be hampered and the implementation of programmes will be
jeopardised (Rockey, 2002: 193).
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Richard Feachem, Director of the United Nauons backed Global Fund to fight Aids,
Tuberculosis and Malaria, is cied as saying that South Africa has the highest number of
victims in the world, with estimated infections of 5.3 million among its population of 45
million. The UN organisations, UNAIDS, estumated that 26.6 million people in sub-
Saharan Africa are infected (Feachem: 2004).

PROBLEM DESCRIPTION

HIV/Aids has become 2 harsh reality for South African business. According to Brown
(2004: 3) the HIV/Aids pandemic is Africa’s most serious development crists, with
Southern Africa bearing the brunt with one in seven of the adult population living with
HIV/Aids. The scale, severity and impact of HIV/Aids on these societies is threatening

the capacity of governments and communites to function effectively.

The pandemic has already reached the level where it will seriously affect the producton
capacity of the country. The average life expectancy 1 South Africa 1s expected to fall
from 60 vears to around 40 vears between 1998 and 2008. Towards the end of 1998, 50
percent of all new infections in Southern Africa that occurred that year, were in South
Africa, and eventually caught up with neighbouring countnies such as Botswana, Namibia,

Swaziland and Zimbabwe (Moore, 1999: 3).

According to Kinghorn (2000: 23), it 15 absolurely imperative, that management play an
actve role in formulating suitable strategies for implementation in the short, medmum and
long term. The importance of this study lies in the invesugation of strategies and methods
to reduce the impact of HIV/Aids on the economy and more importanty, in the
workplaces of organizadons. More etfective management methods are needed to produce
a positive impact on emplovees and operation processes within the business environment.
Comprehensive responses to the implementanion of action programmes and cost-effective
strategies will benefir business directdy and will have wider benefits in commumnes and

society at [arge.

While a great deal of research has been carried out on the many and complex aspects of
the pandemic, few studies have addressed the queston of how South African business 1s

addressing the pandemic within the Corporate Social Responsibiliry and Tripte Botrom



Line frameworks. The findings from this study will be an important benchmark in

describing how the private sector 1s responding to the pandemic.

In addition, a comprehensive study of this nature has not, to date, been undertaken among
South African Corporations. New knowledge ought therefore, to emerge with regard to
the communication methods that are employed in such programmes and the effectiveness

of such methods.

CONTRIBUTION TO THE FIELD OF STUDY

The results of this smudy are applicable to listed and non-listed companies m the prvate
sector, namely, corporate organizations. However, these findings could have broader
implicatons for other stakeholders. Professional bodies, tertiary educational institurions,
companies m the public sector, corporate strategists, external interest groups and the
international communitv will be able to access crucial information on the communication

strategies that exist for dealing with HIV/Aids ata corporate level.

Specific contmbutions that relate this study to the fields of corporate communication and

public relations are:

* It provides a holisuc empirically based theory that describes the management of
HIV/Aids policies 1n the corporate sector.

® It determunes exactly what procedures the corporate sector is undertaking at
present.

» It provides a benchmark against which South Afncan companies can compare their
existing policies and straregies.

» Tt provides empitically researched data that South African companies can use when
assessing and wrinng new straregies for their organizations.

» It provides academics with a well-researched guideline for teaching post graduate
students abour strategies and corporate commumnication, so that when these
students tzke on management positions m indusory thev will be able 1o make use of

these conmbutions to make informed decisions for their company.
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RESEARCH QUESTIONS

Against the background of this study the following general research questnon can be asked:
What is the role of business in supporting HIV/Aids programmes in South Africa,
through their CSI programmes?

The purpose of this study 1s to investgate and examine the corporate social mvestment
programmes of the top 100 listed companies on the Johannesburg Stock exchange (JSE)
and to determine the extent to which their programmes strategically include an HIV/Aids

component. The following quesuons were explored:

= To what extent do companies and organizanons commuit resources to this effortz
®  What are the criterta and policies, relaung to CSI and HIV/Aids programmes
that come mto play in an organizatons
* How do large prvate sector organisations view their polcies and CSI

responsibilities in the current polincal, social 2and economic circumstances?

This study 1s important in order to examine realistic strategies that exist and to ensure that
the gap in South African organisations in terms of the pandemic is addressed. Such
strategies would ensure competence within all organizations in the interest of productvity

and long rerm sustained growth.

Specific research questions are:

Does the company have a strategic corporate social mvestment programme in

place and if they do, what is the nature of the programmer

®  Whar percentage of the budger is allocated to HTV/Aids?

»  Does the company have an HIV/Aids policy in place and what is the nature of
such a policyr

= How are the policies and activities communicated to stakeholders?

®  Whart 1s the propornon of corporare business support for HIV/ Aids awareness-

®  Whar is the proportion of corporate business support towards HIV/Aids

rrearment for 1rs emploveesr

= \\"hﬁf are the other ﬁlﬂd]_[],g iﬂiﬁﬂd‘kes Of the Compm_‘-';



=  What general and specific theoretical conclusions can be drawn from the Mersham
e al (1995) model for corporate social mvestment and development

communicatton?

RESEARCH OBJECTIVES

The central objective of this study 1s:

To highlight the role of business in supporting HIV/Aids in the South African

society where evolving political, social and economic issues are of significance.

Specific objectives are:

® To establish the scope of the HIV /Aids pandemic and provide a chronological
outline of growing awareness of the problem in the business sector.

® To describe the development of Corporate Social Responsibility in South Africa
and its specific characreristics i the context of the country’s social, political and
economic development.

= To describe how HIV/Aids programmes inidated by the business sector are
situated in the context of their CSR programmes.

= To examine how CSR has become incorporated into the Tripple Bottom Line

(IBL) and therefore how HIV/Aids programmes are included in TBL reporting.

THEORETICAL ARGUMENTS

To conceptuahise this study, the theoretical approach emploved the communication model
for development proposed by Mersham (1992b). Communication equality berween
communicator and recipient in this graphic commumnicaton model for development and
public reladons is debated. The model allows for a heunstc approach to evaluating the

different components of the communication process in the CSI contexr (Mersham, 1992b).

Based on the above the study focused on an mnvestgation of corporate social investment
and the communication strategies/ policies used for HIV/ Aids awareness programmes in

South African organisanons.



The following were exammed:
= Analysis of the Communicator
®  Analysis of recipients
® Analysis of the Message(s) and the signs and symbols of the coding process
® Interaction between participants
® Media used in the process.
® Interpretation and expression of messages

The socio-culrural circumstances of communicators and recipients in the broader context

of South African sodety were also examined.

In most companies the public relations pracdtioner (PRP) or corporate social investmnent
co-ordinator are the communication champions. They facilitate the communicaton of
messages between the stakeholders and the orgamizanon. In this case the PR practutoner
or the CSI coordmator will monitor the communication process between the employees

within the organization and the external stakeholders regarding the HIV/Aids scenario.

Mersham’s (1992b) graphic communicaton model for development provides a basis for
evaluation of the corporate social Investment opportunifdes and HIV/Aids

strategies/ policies of the sample.

METHOD OF INVESTIGATION

As this is a quantitagve study, the data collected formed the empirical research. A
structured questionnaire was admunistered to the sample of 100 companies. The sample
was selected from a special supplement in the Sunday Times, Busimess Times survev on the
Top 100 Companies listed on the JSE. The companies were chosen based on their
financial performance and other factors which included, corporate governance,
empowerment commgment, strength of management, investabilitr (value buv and

tradabiliey). A deratled discussion on the research methods 15 tound in Chapter Six.
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LITERATURE STUDY

For the iminal survey a Nexus search was conducted to determine the nature and extent of
research regarding Corporate Social Investment and HIV/Aids in South Africa. The
search revealed that there is no ongoing or completed research in South Africa regarding
Corporate Social Investment and HIV/Auds among the top 100 listed companies on the
JSE. These facts were taken into cogmisance when the researcher imdally formulated the

research problem for this study.

The literature was also used to compile theoretical guidelines and to determine the context
in which South African corporations function in terms of HIV/Aids policies. The
literature was furthermore studied to obtain background wnformation on the companies

that are included 1n the study.

DEFINITION AND CLARIFICATION OF CONCEPTS

The terminology used throughout the study is explained below:

AIDS

According to Whiteside and Sunrer (2000}, AIDS is an acronym for “acquired immuno
deficiency syndrome”. It is the chnical defimtion given to the onset of certain life-
threatening infections in persons whose immune systems have ceased to funcoon properly
as a result of being infected with HIV. Whiteside and Sunter (2000), explain the acronvm

as follows:

= The ‘A’ stands for Acquired. This means that the virus is not spread through
casual or inadvertent contact ke flu or chickenpox. In order to be infected, a
person has to do somerhing which exposes them to the virus.

. ‘I" and ‘D stand for Immuno Deficiency. The virus artacks a person’s immune
svstemn and makes it less capable of fighting infections.

» ’S” is for Syndrome. AIDS i1s nor just one disease but it presenss itself in a number

of diseases that come abour as the immune system fails.



Aantiretroviral Theraphy (ARVs)

According to Redribbon (2006: htp://www.redribbon.co.za) Antrerroviral Treatment
includes ethical and clinical and specialized laboratory support to patients. With significant
mmprovements in the cost and availability of antiretroviral theraphy (ARVSs), more and
more companies are now directly treating their employees and dependents. ARV's require
ongoing monitoring and superviston by trained medical personnel with access to the
necessaty clinical tests. ARVs are a long term commitment: their considerable benefits

continue for only as long as they are taken.

Cortporate Social Investment (CSI)

Leoka (1985: 71) defines CSI in the South African context as the “conscience of the
capitalist system”. Mersham ef a/ (1995: 89) further suggests that this is not a view that is
necessarily shared by all members of big business in South Africa. Visagie (1993: 1) argues
that CSI “is netther an admission of guilt for their share of the agony of the depnved, nor

1s it implying responsibility for the socio-economic welfare of the country™.

Cozporate Social Responsibility (CSR)

Hopkins (2004: 1) articulates thar CSR 1s concerned with treating the stakeholders of the
firm ethically or in a responsible manner. ‘Ethically or responsible’ means treatng
stakeholders in a manner deemed accepuable n civilized socienes. Social includes economic
responsibility. Stakeholders exist both within a firm and outside. The natural environment
is a stakeholder. The wider aim of social responsibility is 10 create higher and higher
standards of living, while preserving the profitability of the corporation, for peoples both
within and outside the corporaton. (SR therefore means the ethical behaviour of

business towards its constituencies or stakeholders.

Pandemic

According to the Oauline Dictionary and Encyclopaedia (2006:hup:/ /www.answers.

com/topic, pandemic) a Pandemic is the occurrence of cases of disease in excess of what

1s usually expected for a given period of ume. Pandemics are commonly thought ro myvolve

outbreaks of acute mmfecnous disease, such as measles, polio, or streprococcal sore throat.



More recently, other types of health-related events such as homicide, drowning, and even

hysteria have been considered to occur as “pandemics.”

In contrast to pandemics, endemic problems are disanguished by their consistently high
levels over a long pedod of time. Lung cancer in males has been endemic in the Urnited
States, whereas the surge of lung cancer cases in women in the Unirted Srates represents an
pandemic problem that has resulted from the increase in cigarette smoking among women
in general. A pandemic is closely related to an epidemic, but it is a problem that has spread

over a considerably larger geographic area; influenza epidemics are often global.

HIv

According to International-Health (2006: www.international-health.org/ AIDSE congmics)
HIV stands for Human Immuno Deficiency Virns (HIV), the virus which causes .Acguired
Immuno Deficiency Syndrome (AIDS). HIV attacks and slowly destroys the immune system by
entering and destroying the cells that control and support the immune response and
system. After a long period of infection, usually 3-7 vears, enough of the immune system
cells have been destroved to lead to wmune deficiency. The virus can therefore be present in
the body for several years before symptoms appear. When a person is immuno-deficient
the body has difficulty defending itself against many infections and certain cancers, known
as “opportunistic infections”. It 1s possible to monitor the development and degree of
immuno-deficiency, and while the impacts of the disease can be mitrgated with proper

treatment; there is no cure for AIDS once a person is infected with HIV.
HIV Testing

According to Avert (2005d: hp://www.avert.org/tesung.hun) HIV testing is a medical

test to determine a person’s HIV status. The standard HIV test looks for andbodies in a
person's blood. When HIV (which is a virus) enters a person's body, special proteins are
produced. These are called antibodies. Antibodies are the body's response to an infection.
So if 2 person has antbodies to HIV in their blood, ir means thev have been infected with
HIV. The onlv exception might be an HIV neganve baby born to an HIV positve
mother. Babies resain their mother's anubodies for up to 18 months, so may test posiave

on an HIV anubody test, even if thev are actually HIV neganve.



King Report on Cotporate governance

According to Cliffdekker (2005: hop://www.cliffedekker.co.za/literature /corpgov/

index.hem) the King Report 1s South Africa’s own ground-breaking voluntary code of
conduct relating to company govermance. In 1994 the King Report on Corporate

Govemance (King I} was published by the King Committee on Corporate Governance,
headed by former High Court judge, Mervyn King S.C. King I, incorporating a Code of
Corporate Practices and Conduct, was the first of its kind in the country and was aimed at
promotng the highest standards of corporate governance in South Africa. Over and
above the financial and regulatory aspects of corporate governance, King I advocated an
integrated approach to good governance in the interests of a wide range of stakeholders.
Although, groundbreaking at the time, the evolving global economic environment together
with recent legislanve developments, have necessitated that King I be updated. To this end,
the King Committee on Corporate Governance developed the King Report on Corporate
Governance for South Africa, 2002 (King IT). King IT acknowledges thar there is 2 move
away from the single bottom line (that is, profit for shareholders) to a triple bottom line,

which embraces the economic, environmental and sodal aspects of 2 company's activities.

Corporate Govemance

According to the University of Technology in Svdney (2006: hip://www.ccguts.eduau/

corporate_governance.hum), corporate governance is the system by which business
corporadons ate directed and controlled. The corporate governance structure specifies the
distribution of nghts and responsibilines among different participants in the corporation,
such as the board, managers, shareholders and other stakeholders, and spells out the rules
and procedures for making decisions on corporate affairs. By doing this, it also provides
the structure through which the company objectives are set, and the means of attaining
those objectives and monitoring performance. However corporate governance has wider
implications and is crncal o economic and soctal well being, firsdy 1n providing the
incentives and performance measures 1o achieve business success, and secondly m
providing the accountability and mansparency to ensure the equitable distnbunon of the
resulting wealth. The significance of corporate governance for the stbility and equity of
society is caprured in the broader definiton of the concepr offered by the World Bank:

"Corporate governance is concerned with holding rhe balance berween economic and



social goals and between individual and communal goals. The governance framework is
there to encourage the efficient use of resources and equally to require accountability for
the stewardship of those resources. The aim is to align as nearly as possible the mterests of

mdividuals, corporations and sociery."

Tripple Bottom Line (TBL) Reporting

According to Environment.SA (2006: htip://www.enviromment.sa.gov.au/sustainability

uipplebottomlbine html) the tripple bottom line is a measure of sustainability in terms of

economic social and eavironmental performance of an organization.

Businesses are using a range of approaches to achieve cost savings and improve
environmental performance. Among these is cleaner production, environmental
management systems (EMS) and, more recently, tripple bottom line (ITBL) reporting. TBL
reporung to stakeholders focuses on the economic, social and environmental aspects of

corporate activities.
Knowledge, Attitude and Perceptions (KAP)

According to Accountancy SA (2005: hup://www.accountancysa.org.za) implementation
of the so-called KAP survey, can enhance the design of training programmes. The (KAP)

survey assesses the following in respect of both employvees and management respectively.

- Knowledge: Insight mnto HIV/Aids, how it is transmitted and how it can be
prevented.
- Artttudes: Percepuons of personnel nsks towards the disease.

- Practices: Sexual behaviour in the communiry, as well as discriminatory behaviour.

Such a programme, therefore, plays an important role and is also seen as the most

important stage towards the development of an effectve Aids training strategy.

Prevention, Education and Awareness

According to Rednbbon (2006: hip:/ www.rednbbon.co.za) company educaton

programmes need to set out clearly how HIV can and cannor be conrracted so that staff

th



can arm themselves with information for protection purposes. Such programmes play a
vital secondary role in fostering more supportive working environments for employees
who may be infected with HIV. Companies should incorporate strategies into their
HIV/Aids programmes and policies that are sensitive to the specific needs of female and
male workers.

Non - Discriminatoty Policy

According to Redribbon (2006: http://www.rednbbon.co.za) A non-discriminatory policy

is 2 document that sets out an orgamisation’s posittion on a particular issue. The
estabhshment and implementation of a non-discriminatory policy is the cornerstone of any
effective HIV workplace program, underpinning campaigns to promote the take up of
voluntary counselling and testing as well as treatment. A Company should state clearly that
its employees will not be discriminated against on the basis of their actual or perceived
HIV status. Policies should also guarantee the confidenuality of infected or affected

emplovees.

Monitoring and Evaluation

According to Business Fights Aids (2006: hip:/ /www.businessfighisaids.org /wpptool.asp)

monitoring and evaluation are tradinonally essential parts of public health interventions to
demonstrate the effectiveness of any given programme. Companies have developed
indicators to suit their own individual business environment, such as rates of sexually
transmitted infectons, numbers of swmaff accessing services such as VCT (Voluntary
counselling and Testing), condom distbution and regular KAP (Knowledge, Attitude and

Percepdons) srudies.

Stioma

Online Dictionary and Encvclopaedia (2006: hup: / /www.answers.com /topic,/aids) reveals
that AIDS stgma exists around the world in a variety of forms, including the ostracism,
rejection, discrimination against and avoidance of HIV infected people; compulsory HIV
testing without pror consent or protecrion of confidentality; violence agamst HIV
mfected indmiduals or people who are perceived to be infecred with HIV; and rhe
quarantine of HIV infected mndividuals.



Strategy

Steyn and Puth (2003: 2) confer that the word strategy is often (mis) used by corporate
communication practitioners to describe something ‘important’ (as in strategic messages,

strategic direction) or to describe ‘activinies’ (as in communication strategy).

An effective strategy should provide the following:

® Leadership of thought and acuvity processes for all communication programmes
®  The context, and a guiding prnciple, for all communicaton activities
®* The link between the ‘why’ and the ‘how’; the logic that binds objectives and

tactics together

Socially Responsible Investment (SRI) Index

According to the JSE (2005: www.jse.co.za/sti/docs/BackgroundandCrirerta.
final.2003.pdf) the SRI Index is a Socially Responsible Investment Index on the JSE

Securiies Exchange, comprising a list of companies that conform to a range of social,
environmental and economic sustatnability issues. ‘The list was launched in the first

quarter of 2004.

Voluntaty Counselling and Testing (VCT)

According to Redribbon (2006: hrtp:/ /swww.redribbon.co.za) Voluntary Counselling and

Testung (VCT) is quite separate from anonymous prevalence testng campaigns, and forms
the primary enuy point for successful prevention and testing programmes. Because of the
sensitivities, need for confidentiality and potential concemns of staff, VCT can also be the
hardest component of a workplace strategy ro implement. Yet poor take up of VCT by
staff, bv defimtion, significandy reduces the number of staff taking advanrage of other
company HIV services, particularly wearment. It is therefore crucial for companies to

develop active campaigns to encourage their employees to seek VCT.



Wellness Programme

According to Absenger (2006: http: //www.amacf.org/2006/11/approaches o 2 1.himl)
The purpose of any wellness program, in any company, is to control and/or prevent at-nisk
workers from developing chronic diseases stemming from poor nutrition, fack of exercises,
high blood pressure, obesity, and stress. Eventually the program should cover disease
management of rare chronic condinons.

To develop a cost effective wellness program, the needs of the program should be based
on employee demographics and medical cost drivers. Most companies should focus on

wellness for all workers rather than disease management for a relative few:

Workplace programme

Workplace programmes focus on the prevention of new HIV infections through formal
education of all emplovees about HIV/Aids and through peer education to effect safer
sexual practices. In addition, SUpervisory trainifig programmes ensure a workplace that is
free of discimination or stugmatization, while contributing towards effective and fair

petformance management.

ABBREVIATIONS

Abbreviatons listed below have been widely used in this study.

AIDS Acquired Immune Deficiency Syndrome
ART Anti-Retroviral Therapy

CBOs Community Based Organisatons
CEO Chief Execunve Officer

CSst Corporate Social Investment

CSR Corporate Social Responsibility
DOE Departmment of Education

DOL Department of Labour

EAP Emplovee Assistance Programme
HIV Human Immunodeficiency Virus
HRC Human Rights Commission

ILO Internanonal Labour Organisanon



KAP
KZN
MRC
MTCT
NAC
NACOSA
NAPWA
NDA
NGOs
NPO
PBOs
PPPs
PWA
RSA

SA
SAGA
SAS
SMEs
SPSS
SRi
STDs
TB

TBL

UN
UN-Auds
VCT
WHO

Knowledge, Attitudes and Practices

Kwa-Zulu Natal

Medical Research Councit

Mother to child transmission

Nanonal Aids Council

Natonal ATDS Co-ordinating Committee of SA
National Association of People Living with HIV/Aids
Natonal Development Agency
Non-Governmental Organisations

Non profit organisations

Public benefir organizations

Public-private partnerships

People with HIV infections or AIDS

Republic of South Africa

South Africa

South African Grantmakers Association
Statstcal Analysis System

Small Medium Enterprises

Stausucal Programme for Social Sciences
Socially Responsible Index

Sexually Transmitred Diseases

Tuberculosis

Tripple-bottom line

United Nadons

Joint United Nations Programme on HIV/Aids
Voluntary HIV Counselling and Testung

World Health Organisarion.



OVERVIEW OF THE STUDY

Chapter Two: Corporate Govemance

This chapter defines and discusses tapple bottom line reporting among South African
Corporations and the effect HIV/Aids has on the economic bottom line of a company.

The reader 1s also introduced to new concepts that have evolved from the JSE.

Chapter Three: The Development of Cotporate Social Investment

In Chapter Three an in-depth analysts of the theoretcal grounding for corporate social
investment globally and nationally 1s provided. This chapter deals with pertinent concepts

of development 2nd how they form the basis for corporate social investment.

Chapter Four: The Impact of HIV/Aids in South Africa

Chapter Four describes the research framework. The HIV/Aids pandemic in South Africa
and abroad is examined. The impact of the spread of the pandemic and its socio-economic
impact on South Africa are discussed. This chapter further focuses on an investigation of
the communication strategies/policies employed for HIV/Aids awareness programmes in

South African organizations.

Chapter Five: Communication Model for CSI and HIV/Aids in South Africa

Chapter Five presents discussion on 2 model for measuring corporate response to the
pandemic. The prmary aim of this chapter is to highlight and analvse the descrpave,
normative and analvtical interpretations of the communication strategies/policies used for
HIV/Aids awareness programmes 1o South African otrganizations, by making use of

Mersham’s Communication Model for development.

Chapter Six: Research Methodology related to the study under investigation
Chaprer Six discusses the research design and methodology used and explains how the
respondent sample was drawn. It mcludes 2 detatled discussion of the collecton of the

primary data for the empirical study. The chaprer discusses the rehabilirs and validite of

this studv and the importance thereof.

20



Chapter Seven: Aunalysis of results

Chapter Seven presents an analysis of the results. This chapter discusses approprate

statistical testing that was used 1n this study.

Chapter Eight: Findings

Chapter Eight presents the findings related to the various paradigms in use in South
Afrcan organisatons. These findings will integrate the results of the data collecnon
methods.  The chapter also discusses the findings in relation to Mersham’s

Communication model for Development.

Chapter Nine: Conclusion and Recommendations

The conclusions with salient findings will be provided with recommendations for further

use among South African orgamsations.

CONCLUSION

It is anntcipated that the results from this study will prove useful to South Afrcan
corporations. This chapter has outlined the research objectives of the study which
underpins the commitment of top companies towards HIV/Aids programmes. Chapter
Two highlights Tripple Bottom Line reportng among South African corporations and the

effect that HIV'/ Aids has on the economic bottom line of a companr.



Chapter?2

CORPORATE GOVERNANCE

INTRODUCTION

This chapter presents an overview of how corporate social responsibility and corporate
social investment have become incorporated into tmpple bottom line reporung and
therefore how HIV/Aids programmes are included in trpple bottom hine reporting. This
chapter will focus on the importance of corporate governance, Tripple Bottom Line
Reporting (TBL} and the socally responsible investing Index (SRI) and their impact on

South African business.

Du Tott and Goetsch in Rockey, (20041 223} believe that CSI 15 about corporate
commitment to internal and external communities. With the nsing stadstcs surrounding
people with HIV/Aids, companies are now responding to the crisis and are expenencing

rapidly growing interaction that extends from workers to the wider community

The researcher agrees with Du Toit and Goewsch (2004 223) that companies are now
undertaking Corporate Social Investment for more than just generous reasons.
Corporatons are now conscious of being recognised for domg good work by the

community, government and their peers.

CSI is no longer treated as a philantropic add-on, but is recogmised as being integral to
business strategy, and a potential driver of corporate sustainabilicy. This approach has the
potential to enhance not only social and environmental development, bur also the business
bottom-line. CSI programmes that build sustainabiliry are founded on muld-stakeholder
consultation, and are planned to serve the public good, as well as the business growth
requirements of the corporation. Grounding CSI programmes in principles of good
governance is the recipe to ensure relevant straregy, ethical pracdce, and effecuve
programme management and implementanon (Du Toit & Goetsch in Rockey, 2004: 224).

Skinner e7 a4/, {2001), sketch two scenarnios for the future of CSL

77



In the first scenario, companies may cut back on corporare social mvestment spending —
estimated at R2.35 billion a vear — because of the many other “non-financial” obligatons

theyv face.

The preferred alternative is thar social invesrment becomes an important pillar of
cotporate atizenship and the sustainability agenda. “For a start, contibutions made on a
voluntary basis provide sound evidence of corporate commirment to the country’s
development, supporting government’s efforts in spite of rransformaton”. To achieve the
second scenario the handbook argues that CSI must “be provided as part of the
transformation agenda, as an element of corporate citizenship, and as integral to the

company’s sustainability reporting”.

Skinner ef a/. (2001} further claim that manv companies’ corporate social investment

programmes now focus on sustatnable development by:

® \ligning their programmes with national priorines;

* Making capacity building centre to their approach thus enabling more meanmgful
social transformation;

" Forging meaningful partnerships with non-governmental organizations,
government and media; and

® Improving alignment of ininanves with their business srrategy.

According to Metcalfe (2004) the HIV/Aids pandemic is real. The problem is huge and
the consequences are dire. Yet, it 1s but another challenge faced by companies in Sourh
Africa and in the global economy. Strategic planning for this rthrear is an urgent priority for
top management. With sold planning, strong leadership, immediate acton and
collaboration among companies, NGOs and government, the impact of HIV/Aids can be

minimised and managed.

Mercalfe (2004) concludes that companies are being pressurised by a wide range of
stakeholders, including current and potenual wvestors, their emplovees and the labour
unions, as well as government and the community, to report on the effecrs of HIV/Aids in
the workplace, the costs involved and the strategies implemented to manage the issue. The

Global Reportng Initiaove (2006) i1s currendy developing a resource document on
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reporting on HIV/Aids, and these reports will be included with the companies’ customary
annual reports. The resource document will enable stakeholders to compare the
performance of various companies using an mternationally accepted and credible
benchmark, and will include performance mndicators such as strategic planning and nsk
management, evaluation, workplace conditions and the depth, quality and sustainability of
HIV/Aids programmes.

This rend is echoed by the 2002 King Report on Corporate Governance for South Africa,
which underscored the importance of annual corporate reporting on HIV/Aids and
reported that companies should detail the policies implemented to manage the effect of
HIV/Aids on their businesses, and regularly monitor performance and report on such

1ssues o stakeholders.

Mervyn King, chairman of the King committee, ced in Business Day, said that investors
requite forward-looking financial information from which they can draw conclusions and

that the non-financial aspects of a business are cancal (Metcalfe, 2004).

Kitby (2003: 14), beheves that some of these corporate giants that focus on the above,
emplov more people and generate more profit than the gross domestic products of some
smaller countries. Kirby (2003: 14) further elaborates that it is therefore not surprising that
the artitudes of corporations have a significant influence on the manner in which society

deals with the issues that are troubling it.

This is certainly true of the attitudes held by a society, such as South Africa, on how to deal
with HIV/Aids. The recogniton that attitudes held by corporadons have on South
African corporate society and 1ts ability to deal with 1ssues such as HIV/Aids is recognized

in the King Report on Corporate Governance, dated March 2002 (Kirby, 2003: 14).

CSI has been purt centre stage by the King 11 report with its emphasis on the economic,
social , and environmental added value of orgamizations — the tripple bottom line. King
17’s imporrance, however, lies in more than raising the profile of CSI: it is one of the first
attempts by an African navon to define responsibility for itself (Blowfield & Saffer, 2002:

32).



The King Report on Corporate Governance (2002), reports that a corporation cannot exist
without a healthy wotkforce, and therefore relies on two factors. Firstly, the profit that the
company generates, and secondly its ability to generate that profit. All of these factors rely
on a productive and healthy workforce. The King Report (2002) (Integrated Sustainability
Reporting) encourages corporations to take cogmzance of all threats to the health of
stakeholders. Corporate Governance practices should reflect a commitmeat to preventing

occupational diseases.

Corporate governance has an impact on how companies operate, and specifically on what
is reported. Although not legally compulsory, most large companies have to commit to the
strict regulations of the King Commission on corporate governance {King Report, 2002) as
compliance to King Report is a prerequisite for companies listed on the JSE Securities

exchange.

Corporate goverance is an emergmng authonty and has become an issue of global

importance.

Definition of Corporate Govemance

According to Naidoo (2002: 1), corporate governance is essentially the practice by which

companies are managed and controlled. It encompasses:

» The creatuon and ongoing monitoring of a system of checks and balances to ensure
a balanced exercise of power within a company;

®  The implementation of a system to ensure compliance by the company with its
legal and regulatory obligatons;

» The implemenmton of a process whereby risks to the sustainabilitv of the
company’s business are identified and managed within agreed parameters; and

» The development of pracuces which make and keep the company accounmble o

the broader societv in which 1t operates.

Cotporate governance, then, is essendally about the responsible leadership of companies.
This is leadership that 1s transparent, answerable, and accounrable towards the company’s

wdenrified stakeholders.



The corporate govemarnce structure m any organization spells out the rules and procedures
for making decisions on corporate affairs. It also provides the structure through which the

company objectives are set, as well as the means of atraining and monitoring the

performance of those objectives (2006: http://www.ccg.uts.edu.au/
corporate_governance htm).

AN INTERNATIONAL PERSPECTIVE

Recent Developments

In the 19th Century, state corporation law enhanced the nghts of corporate boards to
govern without unanimous consent of shareholders in exchange for statutory benefits like
appraisal rights, i order to make corporate governance more efficient (2006:

hup://www.ccg.uts.edu.au/corporategovernance.hem).

Reed (2002: 223-247}, supports the above statement. Over the last two decades, issues of
corporate governance have gained increased prominence in countries around the globe. In
the developed world, part of this increased attention to governance issues has been
provoked by questionable business pracuces and scandals (e.g., in the UK. the BBCI
bankruptcy and Robert Maxwell’s raiding of pension funds, and in the U.S. the Savings and
Loans scandal). In some instances these events sparked a direct and speafic response
(Bovd, 1996). In developing countries too, there has been no shortage of scandals and
questionable practices to incite interest in governance issues. The impetus for governance
reforms, however, has deeper roots (both in developed and developing countries) that
relate to the larger historical experience of the countries in question and strucrural changes
in the global political economy. These deeper roots also affect the nature of governance

retorms

According to Naidoo {2002), Tripple Bottom Line Reporang (IBL), also referred to as
Susrainability Reporting, has been given impetus as a result of the South Afrcan King
Report (2002) on Corporate Govemance. Simply pur, TBL means that corporate
"Gizens" now have a responsibility to report to all their stakeholders (Le. mote than just
their shareholders) on more than jast their financal resultis. There i1s now a need also w

report on rtheir ongoing sustainability as orgamsavons in terms of Environmental



Responsibilidies as well as their interpretation of and response to their Social

Responsibilities.

Naidoo (2002) further clarifies that integrated sustainability is a phrase which we are going
to be hearing increasingly as corporate citizenship becomes an established fact in the South
African business environment. The parallel development 1s the need to report accurately

on non-financial activities, and sustainability issues.

Naidoo (2002) concludes with the view that if reporting on TBL 1ssues 1s becoming a
standard requirement, then it implies that corporate citizens need to have a vision, or
strategy for dealing with these issues. This means that board commitment 1s necessary, to
deal with matters extending from socio-economic type investment to pollugon and
emissions, from HIV/Aids to employee safety. A clear sense of purpose and values is

necessaty to inregrate sustainability management inro the core strategy of the organization.

According to Frankental (2001: 18-23), the term “botiom line” in relation to the
performance of companies, is referred to as financial profit. The significance of the wipple
bottom line is that if companies are audited according to their environmental and social
impact, and penalised if they do not perform, along the principle of the polluter pays, then
financial markets will begin to judge companies according to their wider impact on society.
Share prices will then reflect the ethical dimensions of 2 company’s operations. Without a
tripple bottom line, corporate social responsibility cannot be reinforced by marker

mechanisms, which means that it simply cannot happen.

Frankeral (2001: 18-23), furthermore believes that there is 2 lack of a clear definition of
CSR. CSR is a vague and intangible term, which can mean anything to anvbody, and
therefore 1s effectvely withour meanng. He further explains that the lack of a precise
definition reflects the fact that CSR, or corporate citizenship as it is increasingly referred to
these days, is an evolving concept, which emerged onginally in the Vicrorian era in the
form of parternalistic gestures to consolidate company relationships with particular
communities. He believes that most CSR was not philanthropic bur was modvated by a
desire for an evenmal return. Contemporary conceprs of CSR have moved a long way
from genuine philanthropy. There have been recent attempts to develop benchmarks wirh

regard o certain aspects of CSR.



PriceWaterhouseCoopers (2000: http:// er.pwcglobal.com /za/en g/

ins-sol/pub/tax/corpuirthunl) have developed a “reputational assurance framework”

which according to its literature “enables companies to identify measure and manage their
cotporate responsibility and accounwbility processes”. The framework includes
performance indicators relating to a company's impact on different stakeholders across
different fields of acuvity including human nights. It is available as a self assessment
software package. Shell's Social Accountmability Team are currenty benchmarking the
Universal Declaration of Human Rights, considening which rights different aspects of their
operatons might impinge upon and attaching approprate performance metrics (Shell,
2000).

A rurning point in the recent evolution of CSR has been Shell's partial change in this area,
following its sobering clash with civil society in 1994-1995. First foiled by Greenpeace in
its plans to dispose of the Brent Spar oil platform at sea, then criticized internationally for
its oil operadons in Nigeria and apparenty cosy relations with the military junta, Shell has
been forced to rethink its strategy and has diverted enormous resources into responding to
non-governmental organisational (NGO) concerns. Shell was one of the first major UK
corporations to produce a social report illustrating its impact on society across a range of
dimensions. A number of listed companies, i.e. Coca Cola, Edgars Consolidated stores,
Impala Platinum Holdings, Goldfields, BHP Billiton PLC, Santam and Harmony Gold
Mining Company are now committed to producing annual social reports. This is a

reflection of the persistent movement towards greater transparency and disclosure.

A SOUTH AFRICAN PERSPECTIVE

CSI 1s a subsystem of mpple bottom line reporting and has impacted on the fact that
HIV/Aids affects the economic bottom line of a company. Therefore, all corporations
should ensure that their employees should be their primary concern. It is becoming
apparent that support for the virus needs to be far reaching and all CST projects should
include an HIV/ Aads element.

According to Du Toir and Goersch (2004), €SI contnbutes to sustainability if 1ts policy
and planning are founded on the strategic alignment of business and social goals. Theyv
add that CSI is not regarded as a philanthropic add-on m this instance, bur is regarded as



integral to business strategy, and a potential driver of corporate sustainability. Such an
approach has the potental to enhance not only social and environmental development, but

also the business bottom hine.

Kirby (2003: 13) notes that the King Report (Integrated sustainability reporting)
encourages corpotations to “take cognizance of all threats to the health of stakeholders
that are material. Corporate governance practices should reflect a commitment to

>

preventing occupational diseases.” In addirion to this encouragement, the King Report
recommends that corporatons should familiarize themselves with the impact that
HIV/Aids is having on the South African economy in particular as well as the South

African society in general.

The King Report (2002), as a yardstick for corporate governance in South Africa, further
recommends that boards of directors:
= (reate awareness both among themselves and their emplovees concermng the
effect that HIV/Aids is having on South Africa in every respect,
*  Adopt an appropriate strategy, plan and policy to address and manage the potenual
impact of HIV/Aids on business activites,
* Vigilantly monitor economic indictors and other measure in order to assess the
impact of HIV/Aids and
® Report regulatly to the stakcholders in the varous spheres in which that
corporation or company operates including but not limited to, bargaining councils,

unions, employee organizations, social structures and government.

Kirby (2003: 13) further believes that emplovers and corporatons are in the best posidon
to deal with and assist in dealing with the effects of HIV/Aids on the individual emplovee.
Corporations therefore have a wider obligaton to the communiry in which they operate
not only to provide employment in terms of exisung legislation bur also o contribute o
the social fabric of which that company or corporation is 2 parr and without which it

would otherwise not exist.

The principles of faimess, accountabiliry, responsibilicy and transparency are common 1
all three Pillars of the mmipple borom-line. These principles are also rhe fundamental

concepts that underpin corporare governance. It can therefore be said that corporare



governance is the foundation in which each pillar of the trpple bottom hne 1s embedded.
Consequently it is dealt with separately on the Index (Ludman, 2003).

The Three Pillars

According to Ludman, (2003) the Index is structured along the three Pillars of the tripple
bottom line, namely environment, society and economy. A company must address each of
these Pillars if it is truly to be said to have integrated sustainability into its business

practices.

Pillar 1 -Environmental sustainability

Africa has a rich and critical resource base, which needs to be wisely used if 1t is to provide
any sustainable support to the development of South Africa and its people. This need has
been recognised by the South Afnican government and ratificaton of the many
international conventions that relate to sustainabihity and also its pledge along with other
African leaders to the New Parmership for Afnca's Development INEPAD) (Ludman,
2003).

All companies have an impact on environmental resources, only the extent vares. They
therefore need to develop strategies to measure and monitor their impacts and implement

svstems that ensure that these resources are used 1n a sustainable manner.

Pillar 2- Economic sustainability

Economic sustainability is often regarded as a synonym for financial performance. While
financial performance is cerrainly an aspect of economic sustainability, it is not necessarily

a reflection of long-term growth but often reflects short-term company performance.

Companies need to be able to adapt to macro-economic dnving forces rhrough balancing
the use of resources against shorr-rerm profits and should further be focused on working
towards long term growth and sustainability through measuning their economic impacts in

their sphere of influence (Ludman, 2003).



Pillar 3- Social sustainability

A company is 2 key component of modem sodiety, often representing a more immediate
presence to many citizens than the government or civil society. Today, companies can no
longer engage with only their shareholders, but are required to develop and maintain
positive relationships with a far wider strucrure of stakeholders, including staff and the
community gegerally. As a direct consequence, a company 1s increasingly called to account
for a culture that reflects non-discrinunaton, mclusivity and fairness 1 all aspects of the

company's bustness (Ludman, 2003).

Ludman (2003) reports further, that companies use the three pillars to measure and
evaluate their programmes. Today, corporate governance 1s the watchword, which applies
to all CSI departments. It is therefore negligent of any company to spend money on
development projects without first having evaluated and measured the impact of the

mtended project.

Successful governance, as advocated by the King Report on Corporate Governance for
South Africa (2002) and as also for purposes of the Index, requires companies to adopt a
more inclusive approach to business, with greater emphasis on the non-financial aspects of
performance.

To achieve an integrated/inclusive approach, companies should displav good corporate
governance standards in all their actvides both in principle and i pracuce. The key
challenge is to achieve a balance berween performance and compliance while taking
account of stakeholder expectations, and this is done by using the following guidelines

(2002: hup:/ /www.cliffedekker.co.za/lirerarure/ corpgov/index.hrmy.

GUIDELINES TO CONDUCT

According to the JSE (2002: hup:/ (www.cliffedelker.co.za/literature /corpgov/ index.him)

the challenge facing companies is to integrate the prnciples emerging from each of the
three pillars and from corporate governance into their exisung frameworks of governance
and business practice. Companies wishing ro be included in the Index should develop a
vision for the company and ensure that they undersrand each of the aspects of the three

Pillars. The criteria will measure companies along the following business pracnces.



= Policy and strategy

A companies must establish policies that identify the environmental, economic and
social challenges that the company faces, and that commit to the use of reasonable
targets for improved performance and for successfully integrating long-term

considerations in relation to each pillar into their business strategies.

= Management systems and performance
Companies must establish management systems at central and operational levels

to ensure that policies are implemented, and that the achievement of targets set in

such policies are monitored and measured.

= Reporting

Companies should identify and engage key stakeholders and disclose as much data
as possible in relation to the targets set in policies. The company’s performance in

relation to such targets should be regularly, accurately and timeously reported.

The JSE will be using increasing amounts of performance information to validate the

assessment undertaken in accordance with the three pillars.

INCLUSION AND CONTROVERSY

According to the JSE the criteria required for inclusion in the Index as well as the score
required in order to qualify for inclusion in the Index will be changed over ume to

encourage and respond to continuous improvement in corporate performance.

No system of criteria can cater for every evenmuality. The Advisorv Committee will
consider major events or controversies at its meenngs and may review the criteria used or
the constrution of the Index ar any ume if individual events or controversies suggest a

necessity for review (2002: hrep:/ /wew.chiffedekker.co.za/literature /corpgov /indes hrm).
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THE SRI INDEX
What is the Social Responsibility Investment Index

Schueth (2003: 189-194), traces the ongins of SRI to early bibhcal times. However, the
contemporary notion of using the power of financial markets to signal displeasure with
certain corporate practices or to encourage others dates to the 1920s, when various
religious groups stipulated that their investments not be used to support “sin” shares , e.g.
liquor, tobacco and gambling. SRI gained more widespread appeal in the 1960s, when the
Vietnam War, civil rights and women’s movements, environmental concems, and other
controversial political and social issues became factors m investmenr decisions. SRI is an
investment approach that uses both financial and non-financial criteria 1o determine which
assets to purchase, but whose disnunguishing charactenstic 1s that it includes non-financial
ctiteria. In SRI, investors typically look at a company’s internal operating behaviour (such
as employment policies and benefits) and exrernal practices and policies (such as effects on
the environment and indigenous people), as well as its product line (such as tobacco or

defence equipment) to determine whether they should become investors in the firm.

According to Finlay, (2004: 1) “Socially responsible business™ has become 2 buzz-phrase in
corporate circles. He explains that the country’s first SRI index was launched on the
Johannesburg Stock Exchange in July 2004, purting South Africa in line with global wends
in corporate governance. Companies are now able to apply to be listed on the index, and
have to meet the conditions of 94 critena ganging, among other things, a business’s
commitment to black economic empowerment, tackling HIV/Aids in the workplace,

labour policies and environmental practices.

The barometer of sustainable business pracuce is the King Report’s code of good
corporate govemance — or the “mripple bottom line” prnciples of environmental, social

and financial sustainability.

According to Bonorchis (2005), the mipple botrom line 1s 2 measure of sustainability in
terms of economic social and environmental performance of an organizaton. Many

programmes are built on these three pillars of the tpple bortom line.

For some ume now, Sourh African compantes have had to consider how to meert the

requirements of investors and civil sociery for companies to demonstrate more socally



responsible behaviour and hence for companies to embrace the tripple bottom line of

environmental, economic and social sustainability.

Ludman (2003) clarifies that the SRI Index has been structured to reflect the complex
nature of social responsibility in South Africa and hence it has detailed crteria for each
part of the tripple bottom line. In addrtion, the SRI Index identfies criterta for corporate
governance, which is the foundation on which each of the trpple bottom lines rests as
good corpotrate governance plays a major role n ensuring that susrainability issues are

idenufied, managed and resolved.

Accotrding to Ludman (2003) the SRI Index is constituted from companies that form part
of the FTSE/JSE All Share Index and which meet the critenia. The Criteria are determined
by the SRI Index Advisory Committee and will be reviewed from time to time to reflect
the continuous development of both the concepts and practices of SRI and sustamability.
Company’s need to demonstrate core business strategies that are linked to internal
management systems and key performance indicators aimed at promoting the social
upliftment, development and poverty reduction of their staff and the communites in
which they operate. Emphasis also needs to be placed on diversity (including gender and
disability diversity), employment equity, black economic empowerment, fair labour
practices, emplovee health and safety, development of human capital and managing the

impact of HIV/Aids on the company's activities.

Nicky Newton-King Depury CEO of the JSE, explains this approach by adding that “This
is a Proudly South African Index. If's something that will show whar South African
companies are doing in this area. 1t’s an opportunity to praise them for whar they do as
opposed to crificizing them for what they are not doing,” She further explains that the
success of the SRI Index is not guaranteed but 1f implemented and monitored stringendy
with sufficient attention paid to the ideals set out in the GRI report this index can be a
great success. However the main issue that must be managed in order to ensure the
success of the SRI Index is to ensure that benefirs do flow to the companies who are
spending large sums of money in order to comply with the criteria ser and also to collate all

of the required informarion for tnvestors (Ludman, 2003).



AN INTERNATIONAL PERSPECTIVE

Socially Respounsible Investment (SR} 1s attracting attention as a way to indicate approval
for socially responsible behaviour. When deciding where to place their money, investors
consider not only profit potential bur also the company’s commitment to social
responsibility. SRI was first practised by religious groups that invested in companies
having the same values, but today it has spread to a wide range of mvestors, who consider
such factors as ethical behaviour and social responsibility exhibited through environmental

conservation and community relations.

SRI is becoming prevalent not only because of its good performance, but also because of
its influence towards corporate behaviour.
It represents a significant change in the relationship between consumer investors and

/cbee/ enghish/report/20030114).

./ /www.keidanren.or.

corporations 2002: h

According to Global Reporting (2006:  hup://wwiw.globalreporting.org/Reporting

Framework/G3Online), the role of business in South Africa and abroad is a hot topic
among public policy makers, NGOs, trade unions and the business communiry itself. The
New Global Reporting Imitiative Sustainability Reporting Guidelines give a clear
assessment of how increasing numbers of corporations are expressing the aspiration of
addressing the tripple bottom line in their policies, strategies and practices.  Global
Reporting states that this growing business group was mainly led by global corporadons
with retail premium brands. However, more recently, this group has been joined by
increasing numbers of less visible corporations that have been directly or mndirecty

affected, ofren negatvely, by rising public concern and anger.

Stpp (2003: 17) supports the fact that the JSE will not demand the disclosure of HIV
prevalence. He further, explains that if prevalence cannot be accurately determined there
would be no point in disclosing the cost; however, comparnies would need to disclose how
HIV/Aids is managed. He further believes that compantes should properly investgate the

impact of HIV /Aids on their business, with the assistance of reputable consulrants.

Swift and Zadek (2002: 9), declare thar the changing role of business in society has come

o mean many things. Corporate sustainabilicy, corporate social responsibilicy, and
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corporate citizenship are but a few of the new terms that have emerged to describe this
period and process of challenge and change. They further state that there is however an
emerging consensus that the scope of the challenge is not confined to philanthropic
activities, and moreover extends beyond the more obvious legal responsibilities to include
for example labour standards in supplier factories, the accessibility by poor people to life
saving drugs, and the basis by which and transparency of how management decisions are
made. (See Figure 1).

Source: www.globalreporting .org (2002:11)

Figure 1: Dimensions of Corporate Responsibility

According to Swift and Zadek (2002:11) the shifting role of business in society has a
complex relationship to the matter of law. The European Commission, for example, has
identified CSR as where companies “integrate social and environmental concerns in their

business operations and in their interaction with their stakeholders on a voluntary basis™.

Corporate Responsibility will continue to face many challenges as it moves beyond the

margins of business activity. Many quesdons exist, for example,

®  What is the relatonship between corporate responsibility and mainstream public

policies in addressing poverty and inequality?



®  (Can corporate responsibility be scaled-up beyond the level of individual businesses
in order to make a difference as a productive factor in economic competitiveness?

= Can corporate responsibility be part of the problem for smaller businesses and
economically weaker communities? It is in this context that the relationship
between corporate responsibility and economic competitiveness becomes so

important (Swift and Zadek, 2002:11).

Figure 2 highlights the under-explained reladonships between public policy, economic

competinveness, corporate responsibility strategies and practices and social outcomes.

Source: Swift & Zadek (2002:12)
Figure 2: The Core Policy Question

According to Weiser and Zadek (2000), the business case for ‘doing good’ is the holy grail
of the corporate responsibility movement. Zadek (2002: 9-33), further elaborates that
most businesses active in driving forward visible approaches to corporate responsibility are
focused primarily on avoiding short-term reputadon-related risks, making very small
expenditures as an extension of their traditional corporate philanthropy, or merely re-

branding good business practces.
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A growing number of companies are seeking to go beyond this low-level business case to
the ‘third generation’ of corporate responsibility (see figure 3 below). For these companies,
corporate responsibility is becoming closely integrated into key aspects of their business
strategy and practice. It is therefore becoming important for companies seeking to recruit
and retain people with the best talents who will increasingly discriminate between potental
emplovers with better social credenaals.

Source: Adapted from Zadek, Fostater & Raynard (2002: 14)

Figure 3: Generations of Corporate Responsibility

Zadek, Fostater and Raynard (2002: 14), are of the opinion that it remains uncertain
whether these ‘second generation’ companies will deliver qualitatvely different business
models and outcomes. It is too early to see what are the real implicatons of BP’s
commitment to go ‘beyond petroleum’, or the Ford Motor Corporation’s vision of being a
provider of mobility. However, even if these visionary statements prove accurate, the
successful transformation of one company, however large, cannot by itself shift the basis

of a naton’s competitive economic advantage. Many corporations are realizing the
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benefits of closelv integrating their corporate tresponsibility into key aspects of their

business straregy.

This challenge according to Zadek, (2002: 15}, has been referred to elsewhere as the ‘third
generation’ of corporate responsibility. At this stage, public policy objectives are addressed
by moving bevond mdividual company initatves and driving the underlving principles of
corporate responsibility into the fabric of the economy. The challenge is of course, how to

move bevond the simple business—case and make this third generation a reality.

International Socially Responsible Investment (SRI) - Standards and Norms:
Present Simation, Future Challenges

According to CSR Wire (2005: hup:/ /www.csrwire.com “sfarncle.cgind=1209) the Socially

Responsible Investment is attracting artention as a4 way to indicate approval for socially
responsible behaviour. When deciding on where o place therr money, investors consider
not only profit potenual but also companies’ commirment to soctal responsibility. SRI was
first practced by religious groups that invested in companies having the same values, but
today it has spread to a wide range of mvestors, who consider such factors as ethical
behaviour and social responsibility, exhibited through environmental conservanon,

community relagons, etc.

SRI is becoming more prevalent nor only because of its good performance, bur also
because of irs mnfluence on corporate behaviour. It represents a significant change in the
relatonship between consumer-investors and corporarions. People looking for
emplovment are increasingly likely to examine a company’s CSR programme. In other
words, a2 company with a good CSR repumton is berer placed 10 antract ralented

emplovees.

Some countres in Europe have amended legislatdon to promote greater CSR and SRI In
Brrain, rhe z2mended Pension Act {enacred m July 2000 encourages the investment of
many pension funds slong SRI lines. This mitatve was followed in France, with
enactment of legislanon reforming emplovee savings schemes and the Pension Reserve
Fund law, m February and June 2001, respecuvelr. In August the same vear the

Auswalian government passed the Finanaal Services Reform Act w achieve similar goals
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In the U.S, Europe and Japan the scope of CSR generallv includes compliance to laws and
regulations, protection of consumers, conservation of the eavironment, respecting workers,
ensuring health and safety, prevention of corporate corrupnon, honouring human nghts,
investments and conwmbudon to the local community. However, it should be noted that
not all parts of the wotld regard these actons as having the same degree of importance or
proritv. The introduction of a socially responsible mdex by Momingstar fapan 1s a

significant milestone 1n the development of SRI in Japan.

Socially responsible invesang, which 1s slowly gaining a foothold in Japan, recently gor a
major boost with Mormngstar Japan’s launch to SRI index covenng the Japanese markert
exclusively. The mdex screens companies on therr performance in five areas of corporate
social responsibility, corporate governance, emplovment, consumer services, the

environment, and social conmbunon (2005: hop: / www.csrwire.

com’ sfarticle.coirid=1209).

CONCLUSION

South African corporanons have come to realize that they need to rake a stance on their
corporate reputaton.  The management of Corporate Social [nvesmment/Social
Responsibility has also come under the spotlight, and much emphasis has been placed on
these management 1ssues. Compantes are now facing up to the moral challenge and do nort
wish fo fail as this rught discourage mvesmment and might damage the company’s integney

and repuration.

In mplementng corporare social investment projects, companies are now fully guided by
corporare governance protocols and prnciples spelt out in the King Report and in the
Global Reporting Imimanve {(GRI; guidelines. The alignment of ther community
developmenr promtes and pracuoces with imntemanonal regulatory requirements and
governmens policies of social development are clearly publicized in comporate social

investment {CSI) policies.

This chapter focused on an overview of C3R and CSI and how each of these areas has

become mcorporared mro wipple bomom line reporong. The chaprer also assessed the
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importance of Corporate Governance, TBL reporung and the SRI Index and their impact
on Sourh African and intematonal business. Since the JSE Secuniues Exchange in South
Africa launched its first Socially Responsible Investment Index, the index has aimed at
mcreasing awareness and management of sustainable business pracrces, i particular
through adopting the trpple bortom hine, as a wav of domg business. The process,
involved a detailed assessment against cntetia relaung to partuapants’ policies, serategies
and acdvires i respect of corporate governance, the environment, the economy and
soclery. Many companies have qualified for inclusion m the Index and have recerved

recognition for their commirment and performance to date.

Chaprer Three will concentrate on the development of Corporate Social Investment in
South Africa. In this chaprer arrennon will be given to a discussion on the overview of
corporate soclal investment both narionally and globally. The history and current practices

will be examined.



Chapter3

THE DEVELOPMENT OF CORPORATE SOCIAL INVESTMENT

INTRODUCTION

This chaprer reviews and examines the broad development of the ideas behind Corporarte
Social Investment (CSI) / Corporate Social Responsibiliey (CSR) in South Afnca and its
specific characteristics in the context of the counuv’s socul, polincal and economic

development.

According to the Millennium Poll on Corporate Social Responsibility (Environics
Intemadonal Lid, 1999} corporate spending on social causes 1s an age-old practuce which
has been widely pracused throughour the world, more so among the corporate secror,
which has plaved an impormant role m lending support to many worthy causes. The
democranc government of South Africa soll faces many challenges. While the focus in the
first five vears may have been dedicared to policy formanon and the establishment of new
processes and approaches, in the second five vears the focus has shifted ro deliverv on

protaises i order to create a berrer life for all.

The Millenpium Poll further emphasises thar South Africa faces a mynad of social
problems that government alone cannot solve. However, with the vaner of problems thar
need ro be wckled, no single compant or organisanon alone can brng abour change and
soludons to these Issues. Ir is therefore up tw all — governmenr, corporadons, and
individuals — to plav a role in facilitating such change and make their contabudon w0 the

upliftment of South Africa (Environics Internanonal Lid, 1999}

Rockev (2003: 8) confirms that CSI s now part of a new and much broader doman,
brought on by exrernal developmenrs thar place ir within a context of empowernment,
transformadon and business sustainabdity. There 13 growmg acknowledgement thar CS1 1s
aot accompanied by manstormadon.  Business 1s therefore being compelled o generare

sustainable profits, but in so domg 15 required to address the interests of a far wider
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spectrum of stakeholders. In short, business 1s now being asked to look closely at its
‘sphere of mtluence’, to mitgate negative impacts on soctety, and to build win-win
relationships with all srakeholder groups. From a global pomt of view busmesses have

been mvesting and trading i_nternﬂtionally for as long as history.

Globalisanon according to Carle (2001: 1) 1s a term thar descnbes, the acceleration for
better or for worse of this economic mntegraton, and corporate soctal responsibility has
become a hot topic for business, governmenrs and the community ar large. Today, there
are calls for business to take on more responsibility for human rights, the environment, for
social conditons, poverty reducton and even for educanon. But in fact, corporate
responsibility has alwavs been fundamenrtal to a company’s competuaveness and long rerm
success.

Carle (2001: 1), further emphasizes that through their investment choices, research
programs, personnei policies, manufacruring processes, and customer service orientation,
mnternanonal firms have led the way on many fronts. Companies have been and contnue
to be key plavers in promonng innovaton and sustainable growth and are significant

agents of positive change at all levels.

According to Motr (2001), Corporate Social Responsibility is abour the voluntare measures
g | /s . .

that a company takes ro develop good management svstems, which in tum enhance a
company’s ability to sustain their franchise, build a record of sustained growth and do so

by engaging positively with the socteties in which thev operare.

Rockey (2003) concludes thatr, an tncreasing number of companies are today nvestung
significant resources to commurycate 1o the public their good managernent svstems, which
atm ar 1mplemennng good company practuces and policies related 10 environmental health
and saferr, quality of the working environment. emplovee benefits and communirr
relations, all essennal 1o the private sector’s role n conrnbuting o economic development.
Managing corporate reputation has become a necessity tor the entire company and is nor
just the domain of the public reladons department. It begins with good products,
impeccable service and effecave deliverv, withour which rthe company’s repuraton is sure
to be flawed  However, good repumdon requires companies to go further bv

demonstranng therr responsibiliry 23 good and compassionate corporare citlzens.
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DEFINING CORPORATE SOCIAL RESPONSIBILITY

According to Van Den Ende (2004: 2} CSR 1s viewed as a comprehensive set of policies,
practces and programmes that are iategrated into business operatons, supply chains, and
deasion making processes throughour the company. The issues rhat represent a
company’s CSR focus vary by business, by size, by sector and even by geographic region.
She turther emphasizes that CSR typically includes issues related to business ethics,
cOmmuNIty iNvestment, environment, governance, human rghts, markerplace and

workplace.

Frankental (2001: 18-23), contends that there 1s a lack of a clear defininon of CSR. He
believes thar CSR is a vague and inrangible rerm, and hence can mean anything to anvbody,
and hence 1s effecavely without meaning. He further emphasizes that if CSR was nor just

an inventon of Public Relations then it would have cerrain characrensucs, these being:

* A\ commonly understood definition {within and across companies);

* A common ser of benchmarks ro measure the attainment of corporate social
responsibility;

* Eswmblished processes in place to achieve these benchmarks;

=\ svstem of internal audinng;

= A gvstem of exzernal verificanon by accredited bodies.

CSR he believes is an evolving concept, which emerged oniginailv in the Victorian era in
the form of paternalisnc gestures to consolidate company relationships with parricular
communities. In those davs company gestures were mainly for philanthropic reasons,

however these davs most CSR is monvared by a desire for an eventual rerurn.

Cannen (1992: 32), discusses the development of corporate social responsibilicy via the
tustorical development of business involvement leading to a post-war re-examination of
the nature of the reladonship berween business, sociery and government. He idendfies
that the primary role of business 15 to produce goods and services rthat socierv wanrs and
needs; however there 15 inter-dependence berween business and socter in the need for 2

stable environment with an educated workforce.



Cannon (1992: 33} cites Lord Sieff, the former chairman of Marks & Spencer ple,
“Business only contburtes fully to a sociery if it 1s efficient, profitable and sociallv
responsible”.  Smmilarly, Wood (1991) states thar “the basic idea of corporate social

responstbility 1s thar, business and soclety 1s interwoven rather than distinct enooes”.

What are the social responsibilities of business?

According to Moir (2001: 1), the area defined by advocates of CSR mcreasingly covers a
wide range of issues such as plant closures, emplovee reladons, human nghrs, corporate
ethics, communiry relanons and the environment. Indeed, CSR Europe, 2 membership
organisation of large companies across Europe, in s reporting guidelines looks at the

following areas:

*  workplace (emplovees);

" markerplace (customers, suppliers);
" epvironment;

" commMuUrty;

*  ethics; and

*  human nghts.

Whether or nor business should, underrake CSR, depends upon the economic perspecuve
that 1s adopted. Those who adopt the neo-classical view of the company would believe thar
the only social responsibilities to be adopted by business are the provision of emplovment

and pavment of taxes.

Skinner o @/ (2004 273-276) mainrain that the field of corporate social investment has
evolved our of a broader field called corporate socal responsibihy. Corporate social
responsibilitr can be defined as an area of managemenr action which has developed 1n
response to the changes and demands of sociery ar large and involves business,

government, and communities in the following areas:

" Socio-economic, ethical and moral responuibilites of companies;
* Compliance with legal and volunsarv requirements for business and professional

pracoce;
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* The company and its emplovees;
= The natural environment;
®=  The challenges posed by the needs of the economically and socially disadvantaged;

= Responsible management of business activities.

Thus corporate social responsibility encompasses the responstbility of a company to
ensure it

® Produces safe products for human use;

= \lanages itself responsibly and to the advanrage of irs emplovees and society;

* (Conrributes to the susminable developmenr of the narural environment;

»  Conmbutes towards the development and upliftrment of disadvantaged people;

» Is managed within the moral, ethical, and legal frameworks and rules of society.

Corporate social investment irself 15 defined as the funding of, and involvement in, socio-
economic uplftment. According to Skinner ef a/. (2004: 273-276) it escludes emplovee
benefits and sport sponsorships, and usually concentrates on the following areas of

mvolvement

»  Fducaton

* Housing
= Health
s Welfare

* [ob creauon

*  Communiy development and empowerment
»  Small business development

" Arrs and culwure

»  Environmental conservanion

*  Rural development

According to Warts and Holme (1999: 27

economic developmenr while improving die qualry of hfe of the workiorce and their
rarnibies as well 23 of the local communinr and socierv at large.



Fredenick {1994) further emphasizes the understanding of CSR on the global front as an

examination of “corporations’ obligation to work for social betterment.”

Freemande and Rockey (2004) argue that ever since the 2002 World Summit on
Sustainable Development in Johannesburg, the quest for sustainability has caprured South
Africa’s cotporate imaginadon, pointing to a plethora of social and environmental
considerations that were overlooked in the past. In the same vear the “King 117 corporate
governance recommendatons gripped local business headlines and have since altered the

country’s chief executives to a wider compass of corporate responsibility.

Skinner ¢f 4. (2004: 285), report that according to Ethuwal Corporation Magazine, Corporate
Social Responsibility is on the rise across the world. Every self-respecung company now
has a CSR policy, and more than 75% of the FTSE 100 produce CSR reports. One can
thetefore view CSR as the expression of a company’s purpose and values m all its

relationships.

On the international front Corporate Social Investment is populatly referred to as
Corporate Social Responsibility and 1s fast becoming a prominent 1ssue in Europe, North

America and elsewhere. The main reasons for this growing interest are:

* globalization and rapid advances in informauon rechnologies;

= the greater importance of cinzen-driven acuvites, best seen in the work
performed by non-governmental organizatons (NGOs);

®  greater soclal awareness among consumers;

* increased compettion among corporations.

The growing interest m CSR issues has monvated enuties — such as the United Nagons,
the Organizaton for Economic Cooperaton and Development (OECD), and assessment
organizations in Europe and North Amenca — to establish and enhance standards thar will
serve as a benchmark for mulonmatonal corporate behaviour, and to strengthen

mechanisms evaluanng that behaviour (2002: hup:/ /www.keidanren.or.jp /CBCC ‘english -~

report;/ 20030114,
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The introduction has given a bnef view of CSI/CSR and how these concepts have
developed around the world. The next section will look at a bref history of CSI in South
Atrica and how it has developed.

BRIEF HISTORY OF CSI

According to Alperson (1995: 3) corporate social investment in South Africa has had a
relatively short but dynamic history. The first notion of business’ obligation to contribute
to the well being of people beyond the factory gate was introduced by Meyer Feldberg,
then a professor of business ar the University of Cape Town. In 1972, he exhorted
business leaders to learn from the model of their US counter-parts: to get involved m the
communities in which thev operated and sold products, or from which they drew
employees. This view based on the common-sense, good-for-business notion that socially
responsible behaviour 1s fundamenral to the long term growth, prosperity and profitability

of the company.

A SOUTH AFRICAN PRE-DEMOCRACY GLIMPSE OF CORPORATE
SOCIAL INVESTMENT

Rockey (2004: 1), points our that as South Africa celebrates ten years of democracy, 1t is
highly appropriate to reflect on the corporate sector’s conuibuton to address socieral
imbalances through its social mvestment inmttatives. Throughour the world, charirable
giving is widelv practced by indriduals, commumty organizations and businesses. The
corporate sector plays an imporrant role, commonly lending support to worthy causes in
cash or perhaps through product donations or even ‘sweat-equity’. Tvpically, this support

varies considerably between countnes, industry sectors, and from one business to another.

Rockevy (2004: 1) further suggests that m South Africa, the business contnbudon to
communiry development is termed corporate social investment. For some companies, CSI
1s a relanvely new nodon that is only now atracang executves’ attenton. For others, it 1s
not only a famihar concept but has been acuvelr supported and refined over several
decades. Earlv adopters typically came from the banking, mining and oil industnies, and as
CS1 has become increasingly recognized for its valuable role, there has beenr a discernible

progression In companies’ approach and in the range of companies embracing it. Post
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1994 business in South Aftica began looking at how their peers classified CSI. They also
began comparing the quantum of their CSI expenditure against that of their peers, and
whether their peers’ published CSI expenditure included or excluded the administrauve
costs of running a CSI programme.

TIME-LINE OF CSI EVENTS

The time-line of CSI events i1s adapted from Rockey (2004: 6-19) who tracks promment

milestones in South African history.

The early 1930s were characterized by the ‘Camegie Poor White Invesugation’. Unul then,
most welfare activities had been carried out by churches and private organizatons. This
new department sought to co-ordinate civil society’s philanthropic work with government

welfare actvities.

In 1977 the Sullivan Pnncples were introduced as a voluntary code of conduct for US
companies and their business partners operating worldwide. They compnsed eight values
to promote social, economic and political jusace, using the term ‘Corporate Social

Responsibility”.

In 1983 the Development Bank of South Africa (DBSA) was established to provide
finance for large development projects. Over the past decade, it has transformed irself
from an ‘agency of apartheid’ to a strategically focused development fmance msdruton

that has created over 92,000 jobs and disbursed R20 billion (Rockey, 2004: 6-19).

In 1988 private USA foundations committed an estmated USS18 million ro non-profi

orgamizations in Sourh Afnca.
In 1989 the Vai/ ¢ Guardian launched 1ts Investng in the Future Awards o recognize the
ame, money and effort that South Afncan compamies, foundatons and NGOs channel

mto social-invesunent programmes.

In 1994 Government msututed its Reconstructon and Development Programme (RDP)

o dismantle apartheid’s social inequalines. Government’s programme has since evolved 1o
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achieve its aims around five themes: governance; social development; the economy; safety
and security; and internatonal relations. This momentous year heralded the ‘dawn of
democracy’ for South Africa, with its first ever non-racial democratic elections held from
18-27 April, the ANC installed as the ruling party and Nelson Mandela invested as the
country’s first black president. In the same year the South African Grantmaker’s
Associaton (SAGA) was launched as a voluntary non-profit association of organizations
and mdividuals mvolved in development funding. Now with a membership of 105
organisations, the association continues to play an acuve role. Prvate USA foundations
committed an estimated USS45 million to non-profit organizatons in South Africa

(Rockey, 2004: 6-19).

In 1995 Myra Alperson published Foundations for a New Democracy: Corporate Social Investment
in South Africa, the first CSI book focusing exclusively on the South African environment,

reflecting a clear need for information on the subject.

Bilateral funding agreements between South Africa and other countries began to take place,
so re-routing valuable foreign funding directly to the new democratic government, thereby

creating a funding crists in the non-profit sector.

The Natonal Busmess Impaove (NBI) arose as a2 non-profit organtzanon that uses
business leadership and resources to meet the challenges of a country In tansimon.
Through the mandate of 150 member companies, it focused on competitiveness as a keyv

to sustained growrh.

In 1999 supported by 145 companies and funded ro the rune of R1bn, the Business Trust
was established as a five-vear imuanve to focus on human capaare development, job
creaion through tourism, and crime reducunon. Funds were mobilized from private
companies on a voluntary basis against 0.15 percent of marker capitahization, or two
percent of after-tax earnings. Developed in consultation with its members, SAGA
produced Guidehnes for Good Granmaking to advance the relevance, efficiency and
impact of grants, and to further ethical and professional funding practces (Rockey, 2004
6-19).



in 2002 The King Report on Corporate Governance 1n SA was launched, superseding the
1994 King Report. Importantdy for CSI, the report recommended that social and
developmental reporting as part of the tripple bottom line, be afforded priority equal to
that of regular financial reporting.

In 2003 the [SE launched its Socially Responstble Investment Index to track hsted
companies’ responsiveness to socio-economic and environmental challenges. In its first
round of assessment, the top 160 listed companies were eligible for evaluation, of which 74

companies applied and 51 were accepted onto the index in Apul 2004.

In 2004 the Business Trust’s five-vear mandate ended, but its life was extended unal 2010,
with the objectve of combining business and govemnment resources m areas of common
interest, pardcularly around enterprises, the unemployed and communities in need of

rehabilitaton.

The drafr Informaton and Communications Sector (ICT) Charter came close o
finalisation, advocating 0.5 percent of pre-tax profit aimed at acceleratung access to ICT

and training for previously disadvantaged people (Rockey, 2004: 6-19).

Alperson (1995: 3) clanfies that a massive boost to the corporate community giving mores
was the introduction in 1977 of the Sullivan Prnciples. This code of conduct applied to US
companies operating in South Afnca. They were required to contribure a goal-oriented
percentage of pavrolls to chantable causes, as a means of justifring their conunued
presence in a country that was clearly m breach of international human rights standards.
While the code was notionallv voluntary, constant scrutiny by shareholders and anu-
apartheid acdvists back home made the voluntariness almost moot. This giving brought
formality 1o the practice of corporate-communiry development in South Africa. It also
spawned a set of skilled CSI practitioners, who were able to dedicate their efforts to
understanding the field of development, and who ulimately helped raise the bar for

professionahism m the social investment mndustry.

Van Den Ende (2004: 13) elaborates thar it is only in the last three decades, that great
emphasis has emerged m the area of CSI. This has resulted mn a growing interacnon

berween government, business and sociery as a whole.
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In the past business concemed it-self primarily with the economic results of it decisions.
Today, business must also consider and weigh the legal, ethical moral and social impact

and repercussions of each of its decisions.

Early foundations

Rockey (2004: 3) states that between the late 1970s and mid 1980s, a pumber of leading
South African companies also formed charitable trusts and foundations as a way to
manage their donations. These brought a sense of presuge to the corporate-giving
programme, and an opportunity to appoint high profile trustees or broad members. A
foundation was a convenient mechanism to distance the CSI activities from mainstream
corporate business, often serving as the social conscience of the business, and also
providing a place to house dedicated skills thar could tackle social problems that the
business itself was ill-equipped to address. Names such as the Anglo Amencan and De
Beers Chairman’s Fund (now treated separately), the Gencor Development Trust, Gold
Fields Foundation and the Liberty Foundation were prominent at the time. But while
South African business became mcreasingly responsive to social development needs during
the 1970s and early 1980s, there was simply too much political undertone within the trade
union and NGO systems, which raised government’s hackles. For this and other reasons,
companies contributed to CSI acnvites but did not, or could not, promote their efforts
widely. Nelson Mandela’s release in February 1990 triggered rapid political change. Here
again, business leaders acknowledged the importance of collaboraung — both to play their
part in the country’s orderly transition, and to conuibute to its socio-economic

development.

Rocker (2004: 6) explains that in the pre-democracy years CSI programmes catered to the
needs of a mulutude of worthy causes, mostly a host of NGOs. At that ume many
compantes set up svstems to deal with the countess funding requests thev recerved,
however once funds were allocated to projects, the companies began to spend more tme
on monitoring these projects. The approaches of each company at thar dme lacked
consultatve efforts with communites and led to basic mistakes. Their focus was wrong as
thev seemed to put emphasis on inpurs (whether their funds were spent as intended) rather

than on outpurs {whar they achieved in development terms). Although rhese programmes
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were underpinned by the right motives and did good work, their impact was often weak
and lacked strategic direction.

A Top Companies survey in Rockey (2004), revealed that since South Africa’s transiton to
democracy, the corporate sector’s actual contribution to development through CSI has
accumulated to approximately R18 billion, which translates to R24 billion and represents
an average of R2.4 billion per year over the past decade. Figure 4 below gives an
indicaton of the actual CSI expenditure up to 2004.
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Source : Rockey (2004: 77)

Figure 4: Actual CSI Expenditure: 1994 to 2004

According to Rockey (2004: 77), Tmalouge’s database of Top 100 CSI programmes
accounted for approximately R1.3 billion of all corporate development funding in the last
financial year, representing a 2.35 percent growth on the previous year. CSI budgets in this
group of companies ranged from about R2 million to R80 million, and tended to include
the majority of leading companies that have community giving programmes.

Figure 5 illustrates that, six companies each spent over R40 million on their CSI

programmes, while almost two thirds of top 100 CSI programmes each spent between R1
million and R10 mullion.
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Size of top-100 CSI hudgets: 2004
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Figure 5: Size of Top 100 CSI budgets

Theobald (2002: 24) believes that 45 percent of CSI budgets are determined with the active
involvement of the CEO. The reasons he says are wide-ranging. Firstly, South African
organizations have come to understand that they need to widen their consumer base.
Secondly, government’s empowerment efforts have put pressure on organizations to meet
employment equity targets. In many industries this is not possible, given the skill shortage.
Organisations that cannot find black professional employees in the marketplace are

investing in skills development .

Thirdly, investors are taking a closer look at corporate governance. The King 11 Report
on corporate governance, the standard for South Afrcan business, highlights an
organization’s responsibility to aid social transformation. CSR has become a prerequisite

to attracting investment (Theobald, 2002: 25).

Finally, consumers particularly in Europe, are increasingly lobbying organizations on
environmental and social issues. Many of these campaigns have hit revenue lines. Because
skills are at the heart of the marter, the lion’s share i terms of CSI in South Africa goes to

educaton (38%) as can be seen in figure 3.3 (Theobald, 2002: 25).



Although Education seems to be the main beneficiary of social spending, spending
prorites are changing and are moving more in favour of the HIV/Aids virus. The
following figure bears reference to this (Figure 6).

B Sports & recreation R122m EWeifare R143m
OHealth R184m EJob Creation R204m
B Traning R224m @ Other R388m

B Education R778m

Source: Theobald (2002:25).
Figure 6: CSI Spending in South Africa

Government stance on CSI

According to Rockey, (2003: 235), as government sought to address social issues and
infrastructural backlogs, the trend towards public-private parmerships (PPPs) began to
grow. There were, and sdll are, many compelling reasons for the corporate sector to
partner with government in this way. These might differ between companies and economic
sectors, but include: achieving project credibility; leveraging exposure; hamessing expertise;
following government’s ‘footprint’; ensuring project sustainability; and not least of all,
winning government favour. And not all is one-sided — through its relationship with the
private sector, government can be equally rewarded by: access to capacity; development of

skills and expertise; additional funding; and the opportunity to convert policy into practice.
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Not surprisingly, astute CSI programmes have engaged in successful interventions with
government, so producing many of these benefits. Public — private partmerships therefore

continue to be an important ingredient of successful CSI and development.

Cuatical success factors for the partnership

Rockey (2002: 90), reports that partnerships with government are complex, there is no
definitive formula, and each has its own unique mix. Some are successful because of the
high degree of trust and good fit between people in the partnering entiies; others work
because of tght integration and synergy; others have built lasting, profitable relationships

out of a strong sense of shared values between partners.

Allie (in Rockey 2002: 90), suggests that partnerships are successful through a combination
of impact, intimacy and vision. The following figure is adapted from Rockey (2002: 90).

VISION
A compelling picture
aof the possibilities

IMPACT

Adding real value/ INTIMACY :
making a difference Closeness, sharing,
and mutual trust

Source: Rockey (2002: 90)

Figure 7: Impact, Intimacy and Vision: Critcal success factors for parmering



*  Impact - the capacity to deliver tangible results is the raison 4’ etre of every
good partnership. Successful parmerships increase output, add value and
ultimately improve results.

* Intimacy — conjutes up images of people relating on an intensely close
level. That’s exactly what successful parters are doing in a professional
context.

* YVision — it 15 not enough to increase results and achieve closeness.
Successful parmerships have a compelling picture of what the partmership

can achieve and, specifically, how it 1s going to get there.

Parterships between corporations and government require a balanced contdbudon,
without which there can be no loyalty or commitment and no basis for collaboranon

(Rockey, 2002: 90).

Government’s move from the tradidonal welfare model to one which places more
emphasis on social development is becoming increasingly entrenched, and 1s embodied in
the Department of Social Development’s Ten Point Plan. The Plan emphasizes the causes

of poverty and their social manifestations (Rockey, 2003: 235).

Government’s Ten Point Plan

* Develop a comprehensive social security system;

»  Ensure accessibility to social welfare services;

* Implement an mntegrated poverty eradication strategy:

= Commit to cooperative governance in all work undertaken by the Department;

®  Rebuild famuly and community by empowering voung, old, disabled and women;

®  Address violence agamst women, children and elderly;

" Reduce vouth criminality and unemployment,

* Re-design services for people with disabilites;

® Train, educate, re-deploy, and employ a new categorv of workers in social
development;

= Miagare the socml and economic impact of HIV/ Aids,

th
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Although Government has an accelerated grant programme, which can be one of the most
effective, rraditional state welfare services do also go further — providing a contnuum of
care that ranges from food relief programmes and preventative counselling services to care
in Insttutions or community based care centres and after-care. Services are either
delivered directly by state functionaries or by government subsidies provided to non-profit

organizations (Miszewski in Rockey, 2003: 236).

BEST-PRACTICE CSI

According to Rockey (2003: 14), the corporate sector continued refining its approach to
CSI throughout the ‘decade of democracy’. ‘Best-practice’ thinking emerged, with
companies keen to enter meaningful developmental partnerships with NGOs, other
corporations and government. They also began creating and implementing proper
programme management systems and measuring project outputs more rigorously. The era
ushered in a philosophy of enlightened self-interest. It was no longer frowned upon to
seek indirect corporate gain from CSI. So, for example, mining houses actively engaged
communities around their operations, banks initiated or supported financial literacy
projects, and information technology companies set up computer laboratories or donated
software. Companies realized that thev could achieve more for development and for the

business — if their social investment was aligned to the business wself.

Mahuma in Rockev (2002: 5), reports that the main thrust regarding CSI will be to improve
the qualirv and effectiveness of CSI programmes and to transfer appropnate skills and

technology to natonal econcmies.

By the late 1990s, many companies with entrenched CSI programmes had housed these
activities in a legallv consurured foundanon, separate from the business. Bur as CSI became
more aligned to the core business, some realized that the foundanon strucrure could be as
cumbersome as it was advantageous. On the other hand, those that had nor formed
foundations set up CSI deparrments. And while these departments inidally rended to
funcdon in isolaton, some progressive organizatons increasingly found ways for CSI to
work more closelv with the busmess iself — through commitree serucrures thar included

other core business divisions in (Sl decision-making, or volunteerism programmes and

th
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matching-grant schemes that encourage broader participation throughout the company

(Rockey 2003: 14).

According to Rockey (2003: 14), research was carried out by Tnalogue among 100

companies to rate a number of potential benefits flowing from their CSI programmes.

The research captured the following information:

® The potential benefits that a company can gain from a CSI programme

® The actual benefits that are denived by the company

A five point rating scale was used. Figure 8 shows the average percentile scores.

Enhances corporate reputation

Coniributes to corporate Ctizenship 2genda

Builds 2 company employees are proud of

Contributes to BEE transformation agenda

Supports co. mission statement and values

Builds stzble & competent communities around the co.
Helps stabilise environment for co. survival

Enhances access to specaific stakeholders |

Promaotes co. credentials 10 secure gvt tenders

Improves abifity to atftract & retain tZlented employess

Supports businesses’ commerdial objectives

Protection of company’s licence to operate

& Potental benefit o 0 5 0
2 Acwual benefit

—

Source: Rockey (2003: 14)

Figure 8: Benefits of CSI to business




Some general observations from the above figure are:

= For more than half of the listed criteria, respondents feel that the potential
benefit lies somewhere between a ‘strong benefit and a ‘major benefir’.
Respondents are therefore extremely positive about the potential value of the
CSI programme to the business;

»  The actual benefits derived are consistently lower that the potential benefits;

»  The benefits rated higher are those that are more indirect, and tend to be part
of a broader transformation or image-enhancing agenda.

Another important reality is the company’s external reputation in the eyes of its
employees. Employees are surely the ambassadors of any business, therefore many
companies begin their CSI mnitiatives internally. This assists in improving employee
morale. Many companies have staff volunteer programmes which engage their
employees in CSI initatives, for example, The Old Mutual Foundadon’s Adopt an
Orphan programme enables staff to adopt a child by donating a fixed amount of their
salary on a monthly basis. Figure 9 illustrates that building and enhancing corporate

social investment in a company 1s of major benefit to the employees.

Maor beneft e B

Strong benefit

Moderate beneft &

B Porential beneft i Cm BB 8 % B
% Respondents

Source : Rockey (2003: 15)
Figure 9: Benefit of CSI in building a company which employees are proud of



Rockey (2003: 17) further confers that CSI can convey corporate compassion to its
emplovees, can inject soul into the work environment, and provide the means to satisfy
those individuals who aspire to ‘make a difference’. He further describes how some large
organisations set about promoting their good work intemally and, in so domg, are
encouraging their staff to get involved. Volunteerism programmes and matching grant
schemes are catching on as a vital Ink between mainstream busiess activities and worthy
causes. A\ good example cifed in Rockey (2003:17) is that of Nedcors employee programme.
A part of Nedcor’s culture is that staff members get involved in upliftment and
development work. Nedbanks Local Hero Programme provides monthly grants of
R10,000.00 to four selected community projects, proudly supported by individual staff or
teams of staff members. In 2002, 38 donations whete made to homes for abandoned

children, Aids orphaas, the Nipper Lifesavers and Birdlife Africa.

MEDIA INTEREST IN CSI

According to Morgan n (Rockey, 2004: 269) as CSI was unveiled, the media and public
relations machines fired up. Imitially, it was fashionable to parade company execunves at
cheque hand-over ceremonies, and to boast pictures of congratularory handshaking and
oversized cheques in the company newslerter. But it wasn’t long before CSI became big
news for the external media o, and supplements focusing on CSI began appearing
regularly in the business press. The conference industry was also quick to respond to the
opportunity, generating a host of evenrs that yvielded some fresh insights, but all too often

merelv provided a platform for those whose agenda was self-promoton.

Companies also began producing their own social repores. The eatliest ones were generally
public relatons exercises, with more ‘spin’ than substance, bur while such reports sl
prevail, there has been a discernible trend roward real accountability. And perhaps the
most telling sign of CSI's elevated starus was that many companites began integranng CSI
mto their core marketung message, drawing on these actviges for corporate image-building
exercises. However, CSI activigtes alone cannot enhance corporate repuration. A few
companies hke Sasol, Anglo Plaunum and De Beers communicate their CSI acuvines n
the mainstream media, in order to promote the good work rhev are domng. Compantes also

mcreasmgly describe their CSI efforts in render submissions, mrernal communicanons,
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customer reports and on their websites; all this atmed at enhancing their repuration
{Morgan 1n Rockey, 2004: 269).

In 2000, after protracted efforts particularly by the non-profit sector, the laws allowing tax
deducubility for public benefit organizations (PBOs) were relaxed, leading to a gradual
shift in the focus of CSI spending. In the past, only funds spent on recognized education
projects qualified for tax-deducnbility. The HIV/Aids crisis also contributed to a shift
away from educaton as the dominant area of CSI support, so that more funds are now

allocated in the health and welfare fields (Morgan in Rockey, 2004: 269).

According to Smart in (Rockev 2004:201) companies have increasingly recognized the
value that employees can bring to their CSI programmes, as company ambassadors in
communites — while at the same time giving staff a sense of personal fulfilment and
engendering their goodwill toward the company. This is why there has been a massive

acceleration in CSI programmes that looks set to continue.

CSI POLICY AND STRATEGY

Theobald (2002: 24) suggests that CSI is becoming more strategic. Corporate South Africa
in the past decade began to replace the non profit organizarions (NPOs) as the major
distributor of social funds. It has become apparent that business is now looking at how

thev can elevate the status of social spending to a boardroom-level item.

According to Du Toit in (Rockey, 2004: 223) CS1 contributes to sustainability if its policy
and planning is founded on strategic alignment berseen business and social goals. She
emphasizes that CS1 1s not treared as a philanthropic add-on, but as integral to business
strategy, and a potenual driver of corporate sustainabilitv. CSI programmes that build
sustainability are founded on multi-stakeholder consultaton, and planned to serve the

public good, as well as the business growth requirements of the corporaton.



A GLIMPSE OF THE FUTURE

Uniting CSI and the business

According to Rockey (2004: 19) the effect thar industry charters are having, and will
continue to have, on the CSI industry is profound. For the first ime, company boards are
showing a real and active interest in CSI programmes. This interest relates not only to
whether the company conforms ro the terms of the charter, but also to how CSI activities
benefit the business. Before industry charters were mtroduced, CSI programmes were
already shifring towards a corporate aligned approach. Now, as a result of the requirements
of the charters, this strong sense of CSI-corporate alignment 1s becoming integral to the

way decisions are made.

From a formerly philanthropic offshoot, CSI is now being forced to uncover and create
synergles with marketing, procurement, human resources and other divisions considered
core to the business. It is obvious that CSI has emerged from a position of voluntary
contribution to expedient necessity, with a combination of external scrudny, industry
charter prescriptions, and the requirement for honest reporting. Another consequence of
the industry charter era is that more companies are being called to conform. Some of
South Africa’s national corporate glants have contdbuted generously to communiry
development for many vears. Others who did not commit themselves remained silent on
this issue, perhaps hoping their absence would not be noticed. And a mularude of second
tier and smaller companies did not regard it as their responsibility. The informadon,
communications and technology {ICT) sector 1s an example of a sector in which a few

leading plavers were left to carry the CSI flag (Rockev, 2004: 19).

But the exposure of CSI in charter scorecards — whether overtly or indirectly via other
developmental objectives — has led to a flurry of acavity among companies wanrting first to
understand this important area and then to establish a presence. Tradinonally, CSI has
remainied the domain of large corporations, however, finality has not been reached and the
queston is whether the indusory scorecard approach will reach down inro smaller
businesses, and whether CSI and developmen:al contributons will become a recognized

scorecard factor for them (Rockey, 2004: 19}



CSI has evolved from a ‘feel -good’ charitable side-show to an industry that is large,
strategic, and integral to South Africa’s transformation effort. Its value is increasingly
recognized by developmental specialists, government and corporate execunves alike, and

as it becomes part of formal transformation frameworks and atrracts ever greater attention,

one can be confident that the future of CSI looks good (Rockey, 2004: 20).

CSI - AN IMPORTANT COMMUNICATIONS FUNCTION

Ratcliffe in (Rockey, 2004: 207) indicates that compantes are increasingly talking about
their CSI programmes in the public domain and so demand greater accountability from
NPOs. Communicatng one’s CSI programme is an important part of the corporate
communications function. This move has been brought on by pressures to demonsurate
corporate commitment to soclal responsibility, to justify their ‘licence to operate’, or to
show a ‘remurn’ on CSI invesuments. Ratchffe (2004) further indicates that CSI 1s

supported by the trend toward trple-botrom line reporting.

Mersham (1992a: 54-55) draws attenton to the aspect of social responsibility as a natonal
development philosophy with a moral (normatve/ethical) imperatve in the South African
context. Social investment calls for the acceptance of the idea thar an organisation is
socially accountable - that it can see more than just making a profit, and turn its actions
and operatons to the benefit of the community and to the wider society in which it
funcuons...the concept of social responsibility includes an organisation’s relatonship o the
soctety in which it operates, and its involvement in the problems of nanonal significance
that face that sociery. It is apparent that South African corporations are now beginning to

be more socially accountable to both their internal and external environments.

According to PraceWaterhouseCoopers (2000: hep:/ “www.pweglobal.com/za ‘eng/ins-

sol/pub/tax/corpuirt huml). the business of business is nor onlv business. Corporations

need to ger involved in focused CSR programmes. The private sector has a role to plar
bevond the creation of wealth. Business and social integrity underpin CSR. Organisations
should be commirted to mtegrity, honesry, transparency and fairness in all business
dealings and in evervthing that they do. Thev should also subscrbe to the erhical standards
thar govern the profession m which thev operare, as well as be independent and preserve

chent confidennaliry at all nmes.



They should also be aware of the needs of all stakeholders, from employees, clients and

suppliers, to the communities 1n which they operate.

CSR 1s all about “doing the right thing”. What is right and what 15 not makes CSR a very
subjective and topical issue. Most believe that CSR has less to do with earnings and how
they are distributed, and more to do with the organisations’ reputation across a broad array
of stakeholders. CSR projects and ininatives are no more or less important for any one

company — otganisatons should be seen to be responsible corporate citzens.

But organisarions are different. Each has 2 specific focus area and as a result the areas of

CSR focus will differ from company to company (2000: http://www.pweglobal.com/
za/eng/ins-sol/pub/tax/corpuirchmml).

CONCLUSION

Top management and corporate leadership need to identify new ideas and add to those
that already exist. There are various projects and minauves that can be undertaken as part
of being a responsible corporate citizen, and unless these projects and initiatives are

supported 100%% by the corporate sector, they are destined ro faill

The trends reported in this chaprer provide strong evidence to suggest that CSI is gaining
in importance in companies. The benefits for the company are becoming apparent and the

drve towards business sustainability is adding imperus to the case for CSI.

In this chapter an amempt was made to explain the current CSI development from a
theoretical perspective. The intentons were to highlight the role of corporate social
investment in the nanonal and internauonal arena. The origins of corporate social
responsibility/corporate  social investment were discussed in detail. Discussion then

focused on the development of CSI nationally and internaconaily.

Evidence suggests that businesses have successfully positoned themselves as leaders m
corporate social invesument. With different exisung approaches to corporate social
invesrment, manyv cotporations have opted for a results-dniven approach of developing,

implementing and monitoring corporate social investment programmes 1n partmership with



their host communides. Corporate social investment 1s an mtegral part of a corporation’s
commitment to community development. It is the pomary platform for building and
enhancing the company’s image as a responsible corporate citizen and a valued partner in

communities where it operates.

This chapter reveals that companies have shown a desire to see genuine and sustainable
social upliftment. Although there are many unique challenges to growth and
transformation in the country, many companies have a proud record of meeting and
exceeding the requirements of good corporate citizenship. Being a ‘Good Corporare

Citizen’ defines each company as an organisation.

The King Report (2002) defines Corporate Social Responsibility as “Business decision-
making linked to ethical values, compliance with legal requirements and respect for people,
communities and the environment proved by a comprehensive set of policies, practces
and programmes that are integrated throughout business operations and decision-making
processes and that are supported and rewarded by top managemenr”. Evidence suggests
that companies are committed to sound corporate governance which underpins the four
pillars. Their approach is in comphance with the King Report (2002) code of Corporate
Governance and Conduct for South Africa. In most companies the governance structure is
focused on maintaining a balance between performance and conformance, while taking
account of stakeholder expectations. Sound governance entrenched by the board is
integral to the sustainability of any organisaton. Boards are responsible for providing clear
strategic direcdon to the company, ensuring that the appropratse management structures
are in place, and promoting a culrure of ethical behaviour and entrenching sound corporate

governance.

In the next chapter the focus will be on the threat HIV/Aids poses 1o the South African
and international business sectors and how organizanons respond to the challenges and
implicatons that HIV/ Aids has on the working environment. The impact of HIV/Aids
on CSI will also be examined ar length. Arrennon will also be given 10 how business can
manage the pandemic by idennfving and implemennng cost-effecnve action programmes

and strategies.
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Chapter 4

THE IMPACT OF HIV/AIDS IN SOUTH AFRICA

INTRODUCTION

This chapter examines the global trend of HIV/Aids, the history of HIV/Aids in South
Africa and the commirment of the prvate sector in addressing the issue of HIV/Aids in
South Africa. The chapter then looks at the role played by the prvare sector and the

different interventions used to educate emplovees on the issue of HIV/Aids.

Companies ate essential to communities and not just those where they are physically based,
bur also wider communities that include emplovees, their families and others affected by

company operations.

Corporate Social Investment according to Robinson (1999:15) 1s fundamentally about
corporate commitment to external communities. He declares that the escalanon of
HIV/Aids in the workplace and across communities has drawn compantes mto a wider
social problem, which on the surface, is seemingly insurmountable. Robinson (1999:15)
further explains that there has been nothing since rthe end of apartheid that has surred
corporate emotion so deeply as HIV/Aids, therefore in responding to the crisis,
companies are experencing rapidly growing interacton rhat exrends from workers to the

wider community.

In a growing economy, such as that of South Africa, which is destined to remain labous-
intensive for many vears to come, the consequences of HIV/Aids are staggenng, allowing
also for the fact that government tends to underestumare the full extent of the disease and
the impact that the virus is going to have on busmess and the economy. Many
organizations stll seem to hope that the problem will vanish. Consequently, few
organizanons have faced up to the excruciatung dilemmas of their counterparts in countries

North of South Afrca (Robinson 1999: 15).



Tyler and Shah (1997) estimate that up to 26 million Africans are infected with HIV/Aids,
many of them employed in the private sector. The impact of this pandemic on enterprise
costs and performance depends on worker attridon due to sickness and death, the
corresponding costs to the firm for providing health and sickness benefits, replacement
costs to obtain new workers and the impact of HIV/Aids on worker productvity. Efforts
to measure the impact of HIV/Aids on a firm’s costs and productivity so far have been
hampered by measurement problems and by the absence of good quality panel data. Some
earlier studies of the manufacturing sector have found that AIDS has no measurable

impact on the private sector due to the ease of replacing workers.

In a survey of 80 small and medium enterprses in South Africa, Connelly and Rosen (2005)
found that managers on average ranked HIV/Aids as nine out of ten on the list of
prionties, although worker producovity ranked number 1. Managers attmbuted a low
percentage of productviry losses to HIV and found worker replacement inexpensive. In
addition, the study found lack of nformation to be a major constraint, as even managers

mrerested in HIV programs were unaware of free services available nearby.

Ramachandran et @/ (2005) recently demonstrated the profimability of AIDS wortkplace
programs in nine large firms with over 120,000 emplovees, including the Anglo-American
mining company. They observed a 60 percent decrease in absenteeism, which
compensated for 70 percent of the costs of the AIDS workplace programs, the rest of

which were covered by other cost savings.

Mears (20053) states that advocacy organizanons, such as the Global Business Coalition
(GBC) and the South African Business Coalidon against HIV/Aids (SABCOHA), have
gathered numerous case studies on HIV/Aids workplace programs including prevention,
care, and treatment, mainly in large companies, though largely without figorous monitoring
and evaluation that could determine effectiveness. SABCOH.A has recendy targeted SMFEs

with its SME rtoolkir, for sale for approximately 5215, which has attracted verv low uprake.

Rosen ¢/ a/ {2003: 5) declare that the global pandemic of HIV/Aids 1s rapidly becoming
the worst infectous disease catastrophe m recorded history, surpassing the bubonic plague
of the fourteenth century, which killed some 20 million people. More than that number

have already died because of Aids, according ro UNAIDS, which co-ordmnares the Umred
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Nation’s response to the pandemic. The human immunodeficiency virus, which causes
AIDS, has infected more than 40 million people. In Africa’s hardest-hit countries, such as
South Africa, Botswana, Swaziland, Zimbabwe, and Zambia, one in five wotking-age
adults 1s infected with HIV. Aids is also spreading swiftly in other parts of the wotld, too.
Russia, Ukraine, India and China have been badly affected and have had the fastest-

growing pandemics last year.

A new report by the World Economic Forum (WEF) shows that companies worldwide are
not particularly active in combating the crisis, and that they make decisions based on a
“fairly patchy assessment” of the risks they face, and they seem to favour a “broad social
response” to HIV/Aids, even if only a small number of businesses currently see

themselves as an integral part of that response (Finlay, 2004).

THE DISCOVERY OF HIV AND AIDS AND ITS IMPACT

AIDS Cases

According to Statistics SA (2004: 4), rthe first two cases of AIDS were identfied in South
Africa in 1982. For the first eight vears, the infection was primarily located among white
homosexuals. Nonetheless, as the number of cases rose, so the disease began spreading
among other groups. In July 1991, the number of heterosexually transmitred cases equalled

the number of homosexual cases.

HIV Cases

According to Statistcs SA (2004: 4), the ASSA2002 model estmates suggest that + 18% of
adults betrween the ages of 20 and 64 are currently infected with HIV. For the toral
population, the ASSA2002 model indicates that roughly 10.8° or 4.93 million South
Africans will be HIV positve in the calendar vear starting 1 July 2004. Just over half a
million South Africans are estimated to be sick with AIDS. Dorrington (2004) warms, “By
2010, despite interventons and weatments, we estimate that nearly 3.5 million South

Africans will have died of HIV/ A1ds related causes™.

The current calculation of the roral number of infecred South Africans in the past, present

and furure 15 shown i Figure 10.
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Figure 10: ASSA2002 model projections: HIV Prevelance

The origin of HIV

According to Whiteside and Sunter (2000:10) there has been a great deal of ill-informed
speculadon as to the source of the virus. It has been suggested that it was man-made by
either the Russians or the Americans. An alternatve theory is that it came from outer

space. Neither of these propositions needs be taken seriously.

Whiteside and Sunter (2000:10) further declare that HIV is hard to transmit. In order for a
person to be infected, the virus has to enter the body in sufficient quanates. It must pass
through an entry point in the skin and /or mucous membranes into the bloodstream. The
main modes of transmission, in order of importance, are:

= [Unsafe sex;

® Transmission from infected mother to child;

* Intravenous drug use with contaminated needles;

® Use of infected blood or blood products; and

s Other modes of transmission involving blood including bodily contact involving

open bleeding wounds.
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Myths and stigmatization about HIV/Aids

Dickson and Clayton (2003) believe that more effective public knowledge about the nature
of HIV/Aids is essental to combat false ideas that are sabomaging preventgon and
treatment strategies. They believe that with HIV /Aids it is different. Myths can kill — and
frequently do. South Africans believe the idea that HIV/Aids can be cured by having sex
with a virgin, and therefore have a relaxed atotude to precautionary measures. It 1s
distressing; however, belief in such myths do costs lives. On the other hand, public
educaton is needed to combar fears thar science-based interventions, such as vaccines and

microbicides, will not necessarily offer protection.

Dickson and Clayton (2003) further believe that even the less obvious myths, for example
that HIV/Aids can be transmitted through coughing or merelr rouching someone, can
inflict enormous damage. By implyimg thar people should keep awav from those who are
known to be mfecred, such mvths encourage the latter ro remain sidenr abour their
nfectnon. And this in tum stops them trom taking measures to prevent the infection being
spread 1o others. The worst aspect of society’s all-too-common tendency to stigmartse
HIV/ Aids vicams is thar it drives the disease underground, where 1t becomes even more

inaccessible ro both treamment and prevenoon.

Meel (2003) and Groce & Trast (2004) believe that virgin cleansing on the other hand is a
mvth that has occurred since at least the sixreenth cenrury, when Furopeans believed that
thev could nd themselves of 2 sexually transmirted disease by transferring it to a virgin
through sexual intercourse. Although the exact prevalence of this belief 15 unclear, it is
believed 1o occur worldwide. Meel (2003) further explains rthat doing so does not cure the
nfecred person, but it will expose the vicnm to HIV infecton, potennally spreading the
disease further. This mvth has gamed considerable notorniety as the perceived reason for

certain recent sexual abuse and child molestanon occurrences.

Meel (2003) explains thar in other parts ot the world, some of the myths seem to be
growmyg m popularnitv. He talks abour a survev carned out last vear for the Naunonal
HIV  Aids SIET Preventon and Conuol Programme in Jamarca, which for example, found
that 37 percent of men believed fwrongly: that HIV can be conmracred from MOSYLLEO

bites; 1996, this was believed by onlv 26 percent. Similatly the number of men who



belteved that HIV can be caught from public toilets, another widely held myth, had more

than doubled, from 13 to 32 percent, over the same period.

These myths mav be relatively innocuous. However in places where HIV/ \ids has not ver
reached pandemic proportons, but is threatening to do so, some of the earlier myths
prevail, occasionally with devastating consequences. One 1s thar HIV/Aids is exclusively
associared with high-risk groups such as sex workers and men who have sex with men.
This is soll a powerful misconception mn countries such as India and China, where
HIV/Aids sufferers complain of social ostracsm, and have even been subjected to

violence (Dickson and Clavton, 2003).

Dickson and Clayton (2003} report on recent surveys in India, that reveal how HIV/Aids
is spreading through the populanon at large. The spread includes housewives whose only
sexual partmer has been their husband, who may have been infected by a sex worker. There
is often a tendency, however, for such women to be discriminated against and accused of
unfaithfulness, rather than given compassion and support. More awareness through the
media that HIV /Aids 1s a general problem would help remove sugma and discriminaton.
There 1s growing awareness that public educanon campaigns, backed by accurate and
knowledgeable press coverage, can play a key role in increasing the social acceprability of
promising science-based avenues of both prevention and treatment; indeed, they are

essential if the pandemic is to be successfully rackled.

According to Steinberg and Johnson (2002), the prevalence of misinformanon abour AIDS
in South Africa has oot only hampered efforts to increase access to treatment, but has also
created a climate of confusion m which prejudice against people living with HIV thrives.
HIV i1s sometimes seen as being a disease of the poor. In South Africa, there is some
correlanon between extrreme poverty and high HIV prevalence, although the virus is
prevalent across all sectors of society. By 1998, although people from more affluent, largely
white socierv were starfing to come out as being HIV posiuve, stigmansation of the
condifion remained sall deeply rooted in township areas. In Ocrober of that vear, the then
Deputy President Thabo Mbeki made the Declaration of Parmership Against AIDS, in
which he called for an end to discnminanon against people living with HIV. However, it
was clear thar there was a long wayv to go before this goal could be achieved; less than two
months later, Gugu Dlamini, an AIDS acdvist in Durban, was beaten to death by her

neighbours afrer declaring thar she was HIV posinve on World AIDS Darv.



AN ANALYSIS OF THE PAST, PRESENT AND FUTURE IMPACT OF
HIV/AIDS ON THE NATIONAL AND INTERNATIONAL FRONT

The history and severity of South Africa’s Pandemic

HIV/Aids is not just a health issue, but has become integral to South Africa’s society at

large, and has woven irself into all development plans and projects.

Research carned out on Aids in South Africa by Avertorg provides details on the

following (2005¢: hup://www.avert.org/aroundworld. htm):

The Republic of South Africa is a comparatively large countrv, with an estimated
populadon of about 40 million. An estimate in 2001 suggested that 24.8% of the
population are living with HIV/Aids, an estimated 13% of the world's total. The country
1s made up of large, crowded cities and sparsely populated rural areas. The average density
of the population works out at 29 people per square kilometre, with 59.5% of these in
urban areas and 40.5% of these in rural areas. Some parts of the country, especially in the
rural areas, are very isolated and underdeveloped. This lack of infrastructure is one of
several facrors that make it difficult to ger a clear picture of the size of the population and

the HIV/Aids prevalence.

A common method of measunng HIV prevalence in South Afnca 1s by lookmg at HIV
test results taken from pregnant women who attend antenaral cimcs. Some areas of South
Afrnica, however, lack antenatal facilines and many women will not have the opportunity 1o
see a midwife during their pregnancy or to take a HIV test. There has also been crtcism
that this method of measuring prevalence only gives a picture of HIV rates among sexually
active women, some of whom, due to the sngmarisatuon experntenced by people with HIV,
are naturallv relucrant to have a test. Whartever the precise levels of infecton are, whar is

certainly clear 1s that the problem 1s a huge one.
South Africa, as a naton, 1s highly suscepuble to the spread of HIV and vulnerable to the

impact of AIDS, bur there are segments mn the socierv which are particularly susceptible

and vulnerable.
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The highest rates of infection are among people berween 20 and 44 years old. Because a
sizeable percentage of South Africa’s population 1s aged between these years, AIDS has the
potential to have a devastating effect on social, economic, and, above all, human

development (South African Health Review, 1995).

Chronology

The following discussion on the chronology is adapted from Averting HIV/Aids — Avert

{2005c: htp:/ /www.avert.org/aroundworld.hum).

In 1982 the first cases of HIV were diagnosed in South Africa, and for the first few yvears
of the pandemic, cases were mainly among white gav men. Following the same trends seen
in other countries, as the number of cases increased, the virus began spreading to all other

areas of socilety.

In 1990 the first antenatal surveys to test for HIV were carnied out 2 0.8% of women were
found to be HIV posiuve. It was estimated that there were between 74000 and 120000
people in South Africa then hving with HIV. Since this ume, antenatal surveys have been

carried our annually.

In 1991 the number of heterosexually contracted infecuons equalled the number of
homosexually contracted infections. Since that point, the number of heterosexually
acquired infections has dominated the face of the pandemic. The prevalence rate was 1.4%%
based on antenatal tesung. Several AIDS information, traiming and counselling centres

were established.

In 1992 the prevalence rate was 24°o based on antenartal testing. The first governmental
response to AIDS came when Nelson Mandela addressed the newly-formed National
AIDS Conventon of South Africa (NACOSA), although there was little acton from the
government in the following few vears. The purpose of NACOSA was to begin developing
a natonal strategy to cope with AIDS. The free Nanonal ATDS helpline was started.

In 1993 the prevalence rate was +.3°¢ based on antenaral resung. The National Health
Department reported that the number of recorded HIV mfecrions had increased 60°» 1n

the previous rwo vears and the aumber was expecred to double in 1993, A survey of



women attending health clinics indicated that nationally some 322,000 people were

mfected.

In 1994 the prevalence rate was 7.6% based on antenatal testing. The Minister for health
accepted the basis of the NACOSA strategy as the foundaton of the governments AIDS
plan. There was criricism that the plan, however well mtended, was pootly thought out and
disorganised. The South African organisation Soul City was formed, developing media
productions with the intention of educatnng people about health issues, mcluding

HIV/Aids.

In 1995 the prevalence rate was 10.4% based on antenatal testing. Much of the collection

of AIDS data stopped in South Africa.

In 1996 the prevalence rate was 14.2% based on antenatal tesung. The International
Conference for People Living with HIV and AIDS was held in South Africa, the first ome
that the annual conference had been held in Africa. The then-deputy President, Thabo
Mbeki, acknowledged the seriousness of the pandemic, and the South African Mmnistry of
Health announced thar some 850,000 people, 2.1% of the total populaton were believed
to be HIV posiave and that in some groups, such as pregnant women, the figure had

reached 8% and was nsing.

In 1997 the prevalence rate was 17.0% based on antenatal testung, A natonal review of
South Africa's AIDS response to the pandemic found that there was a need for political

leadership.

In 1998 the prevalence rate was 22.8% based on antenatal testing. The pressure group
Treamment Acdon Campaign (TAC) was started to advocate for the tights of people living
with HIV/ AIDS and to demand a naronal treatment plan for those who were 1nfected.
The then Deputy President Thabo Mbeki launched the Parmership Against Aids,

admitdng that 1500 infectons were occurring every dar.

In this vear alone, 49,280 mcidents of rape and sexual assault were reporred, indicanng that
sexual violence 1s hikelv ro be an imporrant factor involved in the transmussion of HIV.
Sexual assaults in South Afrca are thoughr 1o go largely unreported, so the wtrue figure 1s
untdoubtedly much higher.

-
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In 1999 the prevalence rate was 22.4% based on antenatal testing. Over 160 million free
condoms were distributed. An educational campaign called 'Lovelife’ was launched, a

national programme targeting 12 to 17 year-old South Africans.

In 2002 the prevalence rate was 26.5% based on antenaral testing. These figures show that
there was clearly an explosion in HIV prevalence between 1993 and 2000. The cause of
this was due to the distracion of the major pohtical changes that the country was
experiencing at the dme. While the attention of the South African people and the world's
media was focused on the political and social changes occurring in South Africa, HIV was
silently gaining a foothold. While the true extent of the HIV/Aids pandemic is unknown,
there are 2 number of esnmates on the spread and impact of the disease. TAC campaigners
embarked on a strategy of avil disobedience and demonstrations to try to embarrass the
government into acting, In March 2003 TAC laid culpable homicide charges against the
Health Minister and her trade and industry colleague. TAC claimed the pair were
responsible for the deaths of 600 HIV -positive people a day in South Africa who have no

access to antiretroviral drugs.

The figure below ilustrates the spread of the virus in South Africa up to 2005.
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2000 2001 2002 2003 2004 2005

Fheiace prevalence prevalence % prevalence prevalence prevalence prevalence
% % % % %
KwaZulu- 36.2 33.5 36.5 37.5 40.7 39.1
Natal
29.7
Mpumalanga 28.2 28.6 32.6 30.8 34.8
Gauteng = 29.8 31.6 29.6 33.1 32.4
North West 229 25.2 5% 29.9 26.7 31.8
Free State 7 30.1 28.8 30.1 29.5 30.3
Eastan 20.2 21.7 23.6 27.1 28.0 29.5
Cape
5 13.2
Limpopo 14.5 15.6 17.5 19.3 21.5
Noxthers 11.2 15.9 15.1 16.7 17.6 18.5
Cape
Westom 8.7 8.6 12.4 13.1 15.4 15.7
Cape
National 24.5 24.8 26.5 27.9 29.5 30.2
Source: (2005a: ht'tp:/ /www.avert.ore/SAfricastats.htm)
Figure 11: Spread of the virus in South Africa up to 2005
The Global Pandemic

In 1998, when UNAIDS issued a map showing global infections, the caption was: ‘No
place on earth untouched’. This is certainly the case; but what is also evident is that some
parts of the world are worse affected than others. Figure 12 summarses the World

estimates of the HIV/Aids pandemic at the end of 2005.

Acquired Immunodeficiency Syndrome (AIDS) has killed more than 25 million people
since it was first recognized in 1981, making it one of the most destructive pandemics 1n
recorded history. Despite recent, improved access to andretroviral treatment and care in
many regions of the world, the AIDS pandemic claimed 3.1 million [2.8-3.6 mullion] lives
in 2005; more than half a million (570 000) were children. The total number of people

7



living with the human immunodeficiency virus (HIV) reached its highest level; an
estimated 40.3 million [36.7-45.3 million] people are now living with HIV. Close to 5
million people were newly infected with the virus in 2005 (UNAIDS/WHO's AIDS
Epidemic Update, December 2005).

Figure 12 describes the World estimates of the HIV & AIDS Epidemics until the end of
2005.

Number of people living with
HIV/AIDS in 2005

.__i”: f-_ . '.'ETmﬂ 49 4366 |
AIDSd&athstﬂﬂS ‘  Estimate*  Range* |

|

- Total b 3% 2.8-3.6

' Adults 2.6 12.3-2.9

Children 0.57 0.51-0.67

* millions

Source (2005: www.unaids.org/wad2004/report.html)

Figure 12: World estimates of the HIV & AIDS Epidemics at the end of 2005
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In 1999, there were 2, 6 million deaths from HIV/ AIDS. This was a higher global total
than in any vear since the beginmng of the pandemic, despite antiretroviral therapy which
staved off AIDS and AIDS deaths in the ncher countries. Even i 2 scenano where
prevention programmes managed to cut the number of new infections to zero, deaths
amnong those already infected would continue mounting for some years. However, with the
HIV-positive population still expanding — there were 5,6 million new infectons in 1999
compated to 2,6 million deaths — annual numbers of AIDS deaths can be expected to
mcrease substantially for many more years. Around half of all people who acquire HIV
become infected before they rurn 25 and typically die before their 35" birthday. This age
factor makes ATDS uniquely threateming to the bringing-up of children. Most people will
have had children before thev become infected, and about 70 percent of children born to
infected mothers will not, themselves, be infected. These children have a close o 100
percent chance of being orphaned. By the end of 1999, the pandemic had left behind a
cumulative total of 11, 2 mullion AIDS orphans {defined as those having lost their mother
before reaching the age of 15). Many of these maternal orphans have also lost their father

(2005: www.unaids.org/ wad2004/report.humi).

Also of significance in the global data is that the number of women infected 1s increasing.
Within the next vear or so, there will be more women infected than men. This is already

the case in most of Afnca.
The diversity of the pandemic around the wotld

The pandemic is handled quite differently from country 1o counery and the stanstics vary
among the countries. The paragraphs below discuss the statistics of the worst affected

countries on the globe. Figure 13 descnbes HIV and Aids Stausues in Sub-Saharan Afnca.



SuB-SAHARAN AFRICA

HIV and AIDS statistics and features, in 2003 and 2005

Adults and Nurmber of Adults and Adult Aduit and
children hving  women living children newly prevalence  child deaths
with HIV with HIV infected with HIV {%) due to AIDS

2005 25.8 million 13.5 milfion 3.2 million 7.2 2.4 million
[23.8-28.9 million] [12.5-15.1 million] [2.8-39 million} [6.6-8.03 [2.3-2.7 miltion)

2003 24.9 million 13.1 million 3.0 million 7.3 2.1 million
[23.0-27.9 million]  [12.1-14.6 million] [2.7-3.7 million) 6.7-8.1] [1.5-2.4 million]

Source:(2003: www.unaids.org/wad2004/reporr.hunl)

Figure 13: Sub-Saharan Africa HIV and Aids Statistics
Sub-Saharan Africa

This is the region of the world that has been most affecred by HIV / Aids. Hererosexual sex
is the main wav HIV is transmirted here, and women and gurls account for almost 60
percent of all HIV infectons. Most women with HIV here have been infected by their
husbands or intmate parmers. In South Africa, Zambia and Zimbabwe, voung women
(aged 15-24 vears) are three to six imes more likely to be infected than voung men. Ir 1s
estimated that on this contdnent, nine our of everv ten people who need anurerroviral
treatment are not receiving it. Over 11 million children under the age of 15 living here
have lost one or both parents by HIV/Aids. In Kenva one company experienced a 40-fold
increase in funeral expenses between 1992-1993 and 1996-1997. Dunng the same period,
41 percent of the emplovees left the company because of ilness or death. Healthier
workers had to work overtime- increasing costs (Bollinger, Stover & Nalo: 1999; (2005:

www.unaids.org, wad2004 . reporchumb).
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EASTERN EUROPE AND CENTRAL ASIA

HIV and AIDS statistics and features, in 2003 and 2005

Aduits and Number of Adults and Aduit Adult and
children living women living  children newly prevalence child deaths
with HIV with HIV infected with HIV (%} due to AIDS
2005 1.6 million 440 000 270 000 0.9 62 000

[950 000-23milion] {300 000-620000]  {130008-610000]  [0.6-13]  [39000-91004]

2003 1.2 million 310 000 270 000 0.7 36 000
[F40000-1.9 million] 1210 000-430000]  [120 0:00-580 000] {0.4-1.0] [24 600-52 000]

Source: {2005: www.unaids.org/wad2()04/report.html)

Figure 14: Eastern Europe and Central Asia HIV and Aids Statistics

Eastern Europe and Central Asia

In this region the number of people living with HIV has risen dramartcally 1n just a few
vears. It is estimated that 1.4 mullion people here were mnfected with HIV by the end of
2004. AIDS claimed an estimated 60,000 lives in the past vear. The Russian Federadon,
Ukraine, and the Baltc Swates are the worst affected, but HIV contnues to spread in
Belarus, Moldova and Kazakhstan. More recent pandemics are now in Kyrgvzstan and
Uzbekistan. About 70% of all HIV infecrions in this region are found in the Russian
Federation, and the vast majority of people living with HIV are roung. More than 80%0 of
the reported infections are among people vounger than 30 vears of age. Widespread

injection drug use and unsafe sex are driving the pandemics here (2005

wwwunaids.org ‘wad2(4 - reporthiml}.
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CARIBBEAN

HIV and AIDS statistics and features, in 2003 and 2005

A_duh‘s qn_d Number of Adufts and children Adult Adult and
chlld_ren living  women living newly infected with prevalence  child deaths
with HiV with HIV MV (%) due to AIDS
2005 300 080G 140 000 30 200 1.8 24 000
[200 000 - 510 000]  [88 000250 000] £47 000-71 000) [(1.1-2.7] [16 60040 000]
2003 300 000 140 000 28 000 1.6 24 000
[200 000-510000]  [37 000-~250 000] [17 000-68 000} (1.4-27 [16 000-40 000]

Figure 15 : Caribbean HIV and AIDS Statistics

The Canbbean

This region is the second most affecred region in the world. Among adults aged 15-H,
AIDS has become the leading cause of death. The Bahamas, Belize, Guvana, Han,
Trinidad and Tobago are the hardest hit by AIDS. In the Canbbean, most cases are due 10
heterosexual contact, women having sex with men, however in Puerto Rico and Bermuda,
injection drug use accounts for a large share of the pandemic. The most serious pandemic
in this entre region is in Hain. Condom use here is verr low despite knowledge of

HIV/ Auds.

In the Bahamas and Barbados, there are signs thar stronger prevenuon efforts are

beginning  t© help lower HIV  infecdon rates (2003: wwwunaids.org/

wad2(4 report.hitmi).




This section concludes with an update given to the reader, on infection rates on the
international front. Efforts by the vardous countries against HIV/Aids continue to be
substantally, finandially and technically supported both by the government, as well as by

multilateral organizations.

THE ECONOMIC, DEVELOPMENTAL AND SOCIAL IMPACT OF AIDS

In his book, Edelston (1988), argued that AIDS was likely ro lead to economic collapse
and a shiftung balance of global power. The reality is that the projectons of global
economic and social collapse have not and will not come true. In Atfnca, the pandemic is
of a different order of magnitude and the impacts will be commensurately greater. Social

impacts arise because people mnteract m ways other than economuc.

AIDS and national economic growth

According to Over (1992) AIDS has made a definmite impact on national growthr
Furthermore, South Africa has experienced negatve or verv low growth for many vears
now. As South Afrca 1s lagging behind other African countries mn the pandemic, an
obvious questdon 1s: what can be learnt from them= Unfortunately, surprisingly hrde! There
have been attempts to model the macro-economc impact of AIDS, but they are burdened
with difficulty. The models suggest that the mechanisms through which the pandemic mav
affect economies are:
*  The illness and death of productve people and the consequenr fall in producuvity.
" The diversion of resources from savings (and eventually investment) to care. This
will happen as people spend their savings on medication and special food and so
on. As the disease progresses and financial resources are used up, people will begin
cashing in nsurance policies and selling capiral items. In the rural areas, the sale of

cartle and farming equipment 1s alreadv known to occur.

Over (1992) further elaborates that the degree ro which these factors will impact on
natonal growth will depend on the people who are infected mn terms of their imporrance
to national production, and to whar extent money 1 diverred from savings ro care. Iris a
harsh economic realite thar not all Iives have equal value. If the majorrn of those who are

infected are unemploved, subsistence farmers or unskilled workers, then the impact on the



national economy will not be as great as if they are skilled and highly productive members
of society.

The same is true of savings. If the resources spent on care are considerable and come out
of savings, then this will have a greater effect on the economy than if people do not spend
money or the state provides the care. This complex issue was wrtten about as early as
1992. The paper showed that if the majority of people were unskilled and resources were
not taken from savings to fund provision of care, then in pure cconomic terms the
survivors could be better off and per capita income could rise! This conclusion 1s a political,
moral and ethical hot porato, and discloses more about the hmirations of pure economics

than the impact of the pandemic

Cuddington, (1992:403-417) writes that there has been a number of models developed for
the economic impact on specific countries, mcluding Tanzania, Cameroon, and Zambia.
These models show that HIV may reduce the rate of economic growth and, over a peniod
of 20 vears, the reduction in GDP may be sigmficant. For example, at the end of the
period, the GDP may be up to 25 percent lower than it would otherwise have been
without AIDS. A recent report prepared by the Botswana Insutute for Development
Policy Analysis concluded that, over the next ten vears, Botswana’s economy will be 31
percent smaller than i an AIDS-free scenario. However, in order to make these
predictions, projections of both the AIDS pandemic and economic trends have to be

combined. Both are difficult to model and combining them compounds the uncertainty.

Moreover, it would appear that the macro-economic predicuons associated with the onset
of AIDS are contradicted by the cononuanon of high economic growth rates in Uganda (7,
2 percent per annum between 1990 and 1996 and 3, 8 percent in 1997/98), and Botswana
(4, 1 percent per annum berween 1990 and 1996 and 5, 5 percent for 1997/98)
(Cuddington, 1992:403-417).

In South Africa, a study was done by the Centre for Health Policy, on the impact of AIDS
on the natonal economy m 1991. The smdy suggested that the major inital impact would
be on the pubhc health service. In the longer term, the pandemic was expected to pose a
threar 1o ongoing economic growth, with some sectors betng more senously affected than
others. The general conclusion was that while “the overall effect of the AIDS pandemic

would be a sustamable one tor the South Afncan economy for the next 15 vears, the
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problem is still a desperately serious one for our society’. As South Africa enters the new
century, it is clear that, in macro-economic terms, the pandemic is not yet having a
measurable impact. However, the mmpact of AIDS is gradual, subtle and incremental
(Cuddingtron, 1992:403-417).

South Africa was predicted to be at the threshold of renewed economic growth. In 2000
the economy was expected to grow by 3, 5 percent, and the growth rate was to remain
over three percent in the foreseeable future. A question most often asked, by South
Africans is, will the increase in death and illness due to AIDS affect the prospects for
economic growth in South Africa? The 2000 South African Budget Review produced by
the Department of Finance (2000:40) includes a ‘box’ on populaton projections and
HIV/Aids. This notes that the effects of HIV/Aids on future population growth and
labour force participation are difficult to predict, as is the economic and social impact.
However, it suggests that population growth may slow to close to zero percent by 2010,
with the growth of the working age population declining from over two percent i 2000 to
under 0,5 percent by 2008. The review paints a stark future by adding the following
statement: “The economic and social impact of HIV/Aids is also hard to predict.
Household structure and behaviour will change as the size, composition and productvity
of the labour force are affected. HIV/Aids is more prevalent among the economically
active part of the population, thus affecting economic actvity through a loss of skills and
expetience. Labour productvity will decrease owing to absenteeism and illness of workers,
and unit labour costs will increase as firms pay more for medical aid and group life or
disability coverage. Imnal evidence suggests that AIDS mainly affects lower income or
lower skills groups (e.g- migrant or mobile labourers) but the future pattern 1s stll unclear.
One study predicts an HIV prevalence in 2003 of 12 percent among highly skilled workers,
20 percent among skilled workers and 27, 2 percent among low-skilled workers (Dept. of

Finance Budget Review, 2000:40).

A report recently produced by Quactek & Fourte {(2000) combines earlier demographic
modelling with macro-economic models. They noted thar, although data were imperfect,
the AIDS pandemic was expected to have an adverse impact on the South African

£conomy.



The ‘nonalarmist’ scenario suggested that annual GDP growth would be between 0, 3 and

0, 4 percentage points lower than the no-AIDS baseline over the next 15 years. The key

areas identified by the report include:

South Africa is already bartling with a skills shortage. ATDS will exacerbate this and
raise remuneration and replacement costs for compantes.

There will be a smaller labour force with lower productivity and income at the
same time as demand grows for services such as health and welfare. Lower tax
revenues combined with higher health spending will put pressure on the
government’s budget deficit. However, demand for housing as well as durable and
non-durable goods could be negatively affected.

A nise in the mflation rate together with a smaller savings pool could well put
pressure on iterest rates.

Domestic savings may be squeezed 1o a point where foreign investment is vital to

plug the gap. However, AIDS and the perception that it creates may defer such

investment {Quattek & Fourte: 2000).

GOVERNMENT’S RESPONSE TO HIV/AIDS

In 1987, the apartheid government recognised that HIV/Aids had the potendal to

become ‘a major problem’, even though there were few reported infections. By the

tdme of the first antenaral survey in 1990, only 0.7% of pregnant women were infected.

In the same year, Chris Hami, speaking from exile, warned that: “Exisung statsacs
indicate that we are sull at the beginning of the AIDS pandemic in our country.
Unattended, however, this will result in untold damage and suffering by the end of the
century.” The warning was not heeded, either by the outgoing regime in the early
1990s, or by the incoming democratic government as it faced the huge challenge of

taking over political control of a divided country (2005: www.aids.org.za/ hiv.hrm).

A Nauonal ATDS Coaventon of South Africa (NACOSA) was established in 1992
and the new ANC government accepted its strategy for fighdang AIDS in 1994
However, the response to HIV/Aids was clouded in controversy, over issues such as
the allocanon of R14.3 million to a plav abour HIV/Aids, the refusal of the
government to make HIV/Aids the responsibility of the President’s Office,

government supportr for a soc-called AIDS weatnent that rumed out to contain an
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industrial solvent, refusal to provide the drug AZT to prevent mother to child
transmission of HIV (2005: htop:/ /www.southafricainfo/essinfo/saglance/
health/aids.htm).

In 1998, then Deputy President Thabo Mbeki launched a Partership against AIDS 1o
mobilise South Africans to fight the disease but soon after that actvists, frustrated by
the failure of the government to respond effectively to the increasing death toll from
HIV/Aids, formed the Treatment Action Campaign (I'AC). The TAC called for
access to treatment, including anti-retrovirals {(ARVs) for all who needed it. The
government responded by opposing the use of AZT as a ‘danger to health’. The
Department of Health began to consult with so called AIDS dissidents (people who
rejected the orthodox HIV/Aids science) and Thabo Mbeki questioned the link
between HIV and AIDS, declaring that ‘a virus cannot cause a syndrome’ (2005:

http:/ /www.aids.org.za/hiv.htm).

In November 2003, Cabinet announced the rollout of a comprehensive AIDS
treatment plan that would offer free ARVs but Health Minister Tshabalala-Msimang
continued to advocate a diet of beetroot, olive oil, African potato and garlic for
people with HIV and President Mbeki told the Washington Post that he didn’t know
anvbody who has died of AIDS. Crucised for failing to meet her own targets for the
rollout of the treatment plan, Minister Tshabalala-Msimang questioned whether the
number of people targeted would actually want ARVs mstead of tradinonal remedies.
Given that there is no cure for Aids, the South African government’s strategy focuses

on prevention by promoting public awareness and delivering hife skills and HIV/Aids

education (2005: www.atds.org.za/ hiv.him).

NGO COPING STRATEGIES

Harrison in Caulson (2001: 1), points out that the populaton of South Africa is made up
of a mixture of races. Black South Afncans account for 75%0 of the populadon, white
South Afncans make up around 13%, Asian people make up abour 3°% of the populaton,
and other people of mixed racial herirages account for about 9°6. There are 11 official

languages 1n South Africa and manv dualecrs, which, obviously, makes the job of informing
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people about the dangers of AIDS all the more difficult. South Africa has a literacy rate of
86%. HIV education in South Africa, as in many countries, only became seen as an
important issue when HIV had already gained a foothold. The potential of the mass media
to reach South Africans 1s widely acknowledged. In South Africa it 1s estimated that 99%
of people have access to radio, 75% have access to television and 7% readership of
newspapers. 69% of young people watch television five or more days of the week. Before
business took up the challenge of the pandemic, it was the non-governmental private
sector, which took the lead in HIV education in South Africa. Among the most prominent

campaigns were the following.

Stadler (2000: 3) points out that the Beyond Awareness' campaign came into being after
the govemment's basic HIV education campaigns, and ran from 1998 to 2000. Bevond
Awareness came from the perception that national mass-media campaigns might inform
people, but seldom had much effect in changing behaviour. Beyond Awareness was a
multi-media campaign targeted mainly at young people, and backed by demographic
research evaluating the success of the campaign. The campaign produced and supplied
materials and resources for small organisations to use in different contexts, and promoted
the free National AIDS helpline, started in 1992 as part of the initial AIDS awareness

mitative.

Stadler (2000: 3) indicates that the Soul City project, which was started by a number of
different funders, was designed to educate and empower people to make better choices
about their personal health. It used radio, print and television, aiming to reach a wide
audience. Thev use drama and soap operas to disseminate their message, with their first
series broadcast in 1994. Their matertal has also been broadcast in many other parts of
Africa as well as Latin America, the Canbbean and South East Asia. As with many HIV

prevention educanon projects, 1t 1s difficulr to measure the success of the Soul City project.

In 1999, an educatonal campaign called Lovelife’ was launched. Its aim was to reduce
teenage pregnancy, the spread of HIV/Aids and sexually mansmitred infecdons among
voung South Africans. The campaign aims to tum safe sexual behaviour into a brand, in
much the same wayv as Coca Cola or Nike. Funded mainly by foundations set up by Henry

Kaiser and Bill Gares, Lovelife involves a glossy multmedia blitz promotng sexual
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responsibility and a network of telephone lines, clinics and youth centres providing
recreational and sexual health facilides. They also have an outreach setvice, travelling to

remote rural areas, trying to reach young people who are not in the educational system. In

terms of funding, Lovelife has become the largest campaign aimed at HIV prevention in

the world. It is founded on the idea that previous campaigns of sexual health education
have largely failed to change sexual behaviour - 90% of people in South Africa know the

dangers of HIV and how it is transmitted, yet infection rates continue to rise (Stadler,

2000 : 3).

In 2001 the government formed the AIDS Communication Team (ACT) which
mnvolved a group of organisations including Soul City, to develop and implement a
two-vear media campaign intended to educate people about the dangers of HIV. The
campaign 1s called 'Khomanan! which means 'caring together', and produces material in
several languages. The many Aids awareness campaigns run by government and

NGO partners such as Lovelife and Soul City are now bearing fruit (Stadler, 2000: 3).

Despite some setbacks, the rollout is gathenng momentum, as health facilities develop
the capacity to manage patients on ARVs. The Treasury has dramatically increased the
budget allocation to enable the targets for the treatment plan and other HIV/Auds
initiatives to be met. The government continues to invest in prevention efforts, as the
core of its HIV/Aids strategy and promotes good nuttton as well as tradinonal

medicine. At the same tme, there 1s a range of social benefits available to people

living with HIV /Aids and impoverished households (2005: www.aids.org.za/hiv.htm).

The National HIV/Aids strategic plan reveals that funds are starting ro flow.
According to the latest budgerary figures, more than R1 billton has been allocated to
support a holistic approach to the pandemic, including prevention, care and research.
The funding is provided either as a conditional granr (where the funds are ring-fenced
for a particular use and cannot be diverted elsewhere}, or as part of the equitable share
(n which case the funding is given to provincial government for them to spend as

they will) (2005: www.aids.org.za hiv.him).
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Central allocations to provinces are intended to help the wide range of extra financial
demands brought on by HIV /Aids, including,

* Opporttunistic infections — treating mfections such as tuberculosis;

» Life skills education in schools —in an effort to protect a very vulnerable sector of

soclety, and the nation’s human capital resource. A conditional grant to the

Department of Education for this purpose doubled to R148 million this financial

year;

*  Voluntary counselling and testing (VC'T) — A crucial step not only to help those

already infected with the virus, but also to prevent further infections. In this

financial year VCT spending has doubled to R148 million;
» Encouraging safer sex — As HIV infection pandemic matures into a pandemic

(2005: www.aids.org.za/hiv.htm).

Although the South African government is doing its best of funding, there are still
many challenges, one of them being the criticism directed at the President and Health
Minister, over the inefficient messaging system, m terms of getting the message across

to the relevant audiences (2005: www.aids.org.za/hiv.htm).

Bevan (2006: 7) recenty reported in the Surday Times on an interview with Richard
Branson, who lashed out at the South African Government for causing the deaths of
‘thousands’ of people over its former refusal to accept the link between HIV and
AIDS. The Virgin tycoon, a major investor in South Afnca, said Health Minister
Manto Tshabalala-Msimang should have been sacked for her “garbage” claim that
cating gatlic, beetroot and lemon could prevent HIV developing into Aids. He also
blamed President Mbeki for a failure of leadership over the cosis, which has left more
than one in 10 of South Afnca’s 43 million people HIV-posiove. Bevan (2006: 7)
further reports that the Government, which belatedly acknowledged a link between
HIV and Aids in 2002, now claims its retroviral drugs programme is the most

comprehensive in the word, with 178 000 people receiving treatment.

Quintal (2006:14) on the other hand reports that Deputy Health Minister Nozizwe
Madlala-Routledge recendy took the health minister and president to task on the issue
of HIV/Auds in Sourh Africa.
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She challenged the Health Minister and the President to take some responsibility for
the mixed messages on HIV and Aids treatment. She also reportedly challenged
President Mbeki and other senior leaders to take a public HIV test. Such challenges
unfortunately leave the govemment in disrepute on the national and interational

front.

THE ECONOMIC IMPACT OF HIV AND AIDS ON THE PRIVATE SECTOR

A recent article by Kuppan (2006: 5) provides mnsight into the feelings of South African
Business on the issue of HIV/Aids. An increasing number of business owners believe that
HIV/Aids is a setious threat to their companies. The report discusses the findings of an
International Auditng firm, Grant Thornton, dunng their 2006 International Business
Owners Survey (BIOS). The report shows that 80% of medium-sized business owners in
South Africa believe that HIV/Aids would be a constraint to business over the next five
years. This figure was at 77% in 2005.

Business owners in the construction, manufacturing, retail and services indusoy were
mterviewed as part of the survey. 97% of busimnesses in Port Elizabeth and East London,
afed HIV /Aids as having a sizeable impact on the growth of their business in the short
term. In Durban 86% of business owners were worried about HIV/Aids, as compared
with 80% i Gauteng and 68% in Cape Town. In 2005 only 75% of business owners in
the construction industry were concemed by HIV/Aids; in 2006 that percentage had
increased to 87%. Business owners are now becoming proactive by mcorporating some
form of HIV/Aids management plan into their business strategies. It has become
apparent that the pandemic is being experienced differendy according to sector, company
size and locaton. As far as the economic impact of HIV/Aids is concerned the mining

and manufacturing sectors seem to be the hardest affected (Kuppan, 2006: 5).

Bloom ef 2. (2004: 1) reveal thar HIV/Aids is seen as a considerable problem, but only to
some businesses. Globally, 47°% of business leaders report that HIV/Aids has had, or will
have some impact on their business, with 21% estimating a sedous impact. HIV/Aids is
consistently regarded as a more serious threat than either malaria or ruberculosis, ar the
global level. Business leaders 1n Africa are most worried, with 89% reporang some impact

and 60% a senious impact. Business leaders’ levels of concern rise in line with a country’s
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HIV prevalence rate, but even m countries with high HIV prevalence rates, there are many

firms that do not see the virus as a problem.

The private sector has a crucial role to play in achieving sufficient economic growth in
South Africa to ratse the general standard of living. It is the major source of employment,
creates wealth, and supplies the population with food, clothing, housing and most essential
(and nonessential) goods and services. Some private sector firms, particularly in KwaZula-
Natal and Gauteng, are beginning to feel the impact of AIDS. This 1s manifestng itself in
increased illness and death in the workforce. Unfortunately there is litde published

mformation quannfying the impact on companies in South Africa (Bloom ¢f a/, 2004:1).

HIV/Aids is affecting business in profound and costly ways. The pandemic poses a
serious threat to global competitiveness for the South Afncan private sector. Disease
prevention and health promotion are not commonly thought to be business concerns, but
HIV/Aids 1s forcing a re-examination of the role of business in these areas. Table 1
discusses the current and projected AIDS statistics on the South African workforce up to
2010 (George, 2001:2).

1999 2005 2010
Percentage of SA workforce that is 11.5% 20% 22.5%
HIV positive
Percentage of SA workforce with 4% 1.65% 2.7%
AIDS.
New Aids cases per annum 145 256 466 365 625 180
Number of AIDS orphans 153 000 1 000 000 2 000 000
Life expectancy of SA population: 54 43 37
Female
Life expectancy of SA population: Male | 50 43 38

Source: Metropohtan Life, 2000

Table 1: Current and projected AIDS Statistics



The big questuon often asked 1s how has AIDS affected and how will it affect the private
sector, and what is this sector’s role in responding to the pandemic? According to

Whiteside and Sunter (2000:98) there are two realities facing managers.

®  There will be a steady increase in illness and death in South Africa and much of it
among the working-age population;
®  There 1s httle information on the impact AIDS does have on business, at least not

i the public domain. Where there 1s information, 1t 1s hard to mterpret.

Evidence of impact

According to Loewenson (1999), AIDS pramanly kills young and middle-aged adults
during their most productive years. This means that it is unlike any other disease with
which companies have had expenence. Unformunately, there 1s little companies can learn
from the expedences of others. There have been only a few attempts to quanufy the effect
of the disease on companies’ productivity and profitability. Furthermore, the studies that
have been done were for the most part carried out in the eatly to mid-1999s when HIV
infection rates were climbing rapidly, but there was still relatively litde AIDS-related
morbidity or mortahty.

Secondly, each study defines or reports the costs of the pandemic in a different way, e g. as
a percentage of the wage bill or a percentage of profirs. This makes compatison across
companies and countries difficult. Finally, the published studies rely on national antenatal
clinic prevalence data to estimate and project the prevalence in largely male workforces.
Three reasons account for this approach: the taking and testng of blood of emplovees
requires informed consent; the tests will not necessarily give a good sample; and they are
complicated and expensive. The advent of saliva tests mean that such surveys can now be
carried out, and indeed have been done by Eskom and by Debswana in Botswana,

however the data have not been released (Loewenson, 1999).

According to George (2001: 2) the cost of producing goods 1s a function of the cost of
mputs such as labour, materials and utiliies. The impact of HIV/Aids may raise costs and
reduce productvity for 2 number of reasons:

=  Absenteeism: this includes more than emplovees mssing work due ro ill health.

Women’s roles as caregivers will necessitate dme off and funerals can be a
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major source of lost ime. Employees may force themselves to come to work
for fear of losing their jobs;

®  Workers whose health 1s failing will be less productive and unable to carry out
physically or emotionally demanding jobs;

® Replacements for employees who die or retire on medical grounds may be less
skilled and experienced. The organization incurs training costs;

»* Employers may increase the size of the workforce. This will result in an

increase 1 payroll costs to cover for absenteeism.

In addition HIV/Aids will increase the cost of employee benefits such as group life
mnsurance, pensions, and medical aid. The impact of the virus on employee benefits is

usually sudden and of a large magnitude.

Absenteeism and deaths

Stover and Bollinger (1999} declare that the largest element of HIV and AIDS-related
costs is absenteeism. A study of a bus company in Zimbabwe demonstrated that AIDS-
related absenteeism accounted for 54 percent of AIDS costs. This was followed by
absenteeism due to HIV-telated symptomatic illness at 35 percent. Zambia’s largest
cement company reported that absenteeism for funerals increased 15-fold between 1992
and 1995. As a result, the company has restricted emplovee absenteeism for funerals to
only those for a spouse, parent or child. Indeed, as long as five years ago, some Ugandan
companies were reporting steep increases in absenteeism and tumover among workers. By
the mid-1990s, the Uganda Railway Corporation had an annual employee turnover rate of
15 percent, with more than 10 percent of its workforce dead from AIDS related illness.
Figure 16 shows that, in a study carried out across a number of countries, it was found that

absenteeism accounted for 52 percent of costs (Stover and Bollinger, 1999).

Figure 16 discusses the distbution of increased labour costs due to HIV/ AIDS by

category.
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Training 7%

Recruitment 9%
Labour turnover 5%

Health care 5%

Funeral attendance 6%

AIDS absenteeism 15% Burial 16%

HIV absenteeism 37%

Source: Whiteside and Sunter (2000:101)

Figure 16: Distribution of increase labour costs due to HIV/ AIDS by category

Employee Benefits

In South Africa, a potentially significant area for addigonal AIDS costs relates to employee
benefits. For individual companies, much will depend on the conditions of employment,
the level of staff and what benefits are provided. Benefits typically include group life
insurance, pensions, funeral benefits and medical aid. Essentially, there are two scenarios:
either payroll costs will rise as is set out in the projecton done by Metropolitan Life and
shown in Table 2 below, or benefits will be cut to contain costs (Whiteside & Sunter,

2000:103).



Cost Percent of total
Replacement workers 28

Lost productivity 28

Training 5

Hospitalisation 1

Clinic and physician visits 10

Absenteeism 28

Total 100

Source: Whiteside and Sunter (2000:103)

Table 2: Direct costs of HIV/ AIDS per worker per year

The evidence suggests that the cost of the disease will depend on the type of company, the
skill levels and replace-ability of employees, the sector it operates in and the benefits it
provides. The most seriously affected businesses are those in labour-intensive industries,

such as transport and those dependent on migrant workers such as mining.

In South Africa, a corporate survey carned out bv Chester ¢f g/, (2000, vol. 10), among 16
companies, was to get a clear picture of their response to AIDS. The questonnatres asked
what impact HIV/Aids had on the company; whether they had had to deal with any
HIV/Aids-telated problems/issues; and whether they knew of any HIV-positive people in
the company. Only four companies responded! Impala Platinum mine estimated thatr 17
percent of workers were HIV positive and on average four employees per month were
dying. The Natal-based Tongaat-Hulett Group reported that 17 percent of all ill-health
returements 1n 1997 had AIDS as the diagnosis, and there was a 31 percent increase in ill-
health retirements from 1995, Woolworths and Naspers reported no impact. Until
recently, the vast majority of companies were not considering HIV/Aids as an important
business issue. Restructuring, economuic uncerrainty and new labour legisladon were the
overrding concerns. Anglo Amencan, however, has recendv published a report on its
response to the ATDS crsis in Southern Africa. It includes Fig. 17, which analyses the
requirements of a comprehensive HIV-preventon programme. Progress against this

programme is being regularly assessed throughout the Group’s operations (Chester ef af,
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2000, vol. 10). Figure 17 describes the key elements essential to comprehensive HIV-

PICVCﬂﬁOH PIOgI‘EUIl]IIES.

management
commitment

e i S s fident
LR T A Tt ol i S

Source: Whiteside and Sunter (2000: 104)

Figure 17: Key elements essential to a comprehensive HIV- prevention
programme

The direct costs of managing HIV /Aids in the business environment

Whiteside and Sunter (2000:108) believe that it is likely that AIDS will also have indirect

impacts on the business community. Examples of this are:

The prvate sector may be able to adapt to absenteeism and the death of
employees. However governments are less able to do so; and the result maybe
increasing government inefficiency, which leads to delays in granting licences,
approving applicatons and so on;

Service providers may operate less efficiently; it is reported from Zambia that the
increase in mortality among employees of its electricity corporaton has resulted in
interruptions to the electncity supply;

Trade unions may mobilize and make demands around HIV issues (although co-
operation with the unions in an area like this can also be beneficial to the

emplover);
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® The increase n orphans and street children may increase the rate of cime which
will make it more difficult to retain skilled but internanonally mobile staff;

® The police and defence force may expernience increased mortality, particularly at the
middle levels, which could decrease stability;

= The state health system will experience much higher demands being placed on it,
which may lead to detertoration in the level and quality of service. This could put
pressure on the private sector to use pnvate hospitals to care for employees;

®  Government resources may be diverted from infrastructural projects, crucal to the
functioning of the private sector, into care and prevention programrmnes;

* A concern peculiar to South Africa 1s the impact on affirmatve action. For
historical reasons, the levels of infection are higher in the black population than the
white. The national policy of affirmative action is likely to be hindered by AIDS
mortality;

* In other African countres, there are hkely to be problems around localizaton
policies. Many countnies have spent years developing local skills to replace
expatriates. AIDS may delay and reverse the implementation of these programmes.

A more worrying problem 1s that government policies may not recognize the new

realities.

Most direct costs can be readily measured using human resources and financial data that
large companies routinely collect. Indirect costs are much more difficult to measure, eg,
absenteeism and morbidity. Estimating the opportunity cost of management time devoted
o HIV/ AIDS-related issues is even more difficult (Whiteside and Sunter, 2000:108).
Figure 18 explams these costs in detail.
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Source Whiteside and Sunter (2000:112)

Figure 18: Economic impact on workforce of HIV/ AIDS

The importance of measuring these costs must be taken senously and should not be
omitted from a company’s strategy 1n coping with the pandemic. On the contrary, these
costs could i the long run pose the most serious threat ro companies’ profitability and
should be modelled through processes such as testing (voluntary or anonymous)

(Whiteside and Sunter, 2000:109).
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THE IMPACT ON BRAND AND REPUTATIONS

According to Bloom ef 4/, (2002) brand and corporate reputation have an indirect, rather
than direct, effect on the bottom hne, although markets demonstrate their belief in the
importance of brands by valuing some companies’ brands at higher levels than all their
fixed or tangible assests. An inability to effectively target HIV/Aids has the potential to
build on concems about the role of science in society and the power of transnanonal
business. According to McIntosh ef 2/ (1998:149) “the nse of AIDS and HIV grants
employers the opportunity to provide leadership in one major crises of the century”. They
cite a few high profile examples of action on HIV/Aids. Levi Strauss, United Distillers and
Northwest Airlines have reported improved community relations and even increased sales

after being associated with work on Aids.

THE IMPACT ON PRODUCTION AND EMPLOYEES

According to Whireside and Sunter, (2000: 111) in order to ensure that the production
process is not vulnerable to staff losses, responses might include muln-skilling, recruiting
and training additional labour, contracting out, and capital intensification. In addition, the
company should seek to prevent its workers from becoming infected through education
and training, through provision of condoms and health services, and through examining
the root causes of HIV transmission and addressing them. There are many examples of
education and condom programmes which show that a reduction 1n levels of STDs will
bring HIV infectons down. Companies, therefore, need to recognize that their employees
are members of the commumty. This 1s where transmission occurs and where
interventions should promarly make place. Whiteside and Sunter (2000: 111) agree that
some tough questions have to be asked about the roor causes of transmission. For example,
does a company employ single male migrants, or are the employees required to spend large
amounts of time away from their families? It mayv be possible to replace migrants with

local people or reduce the time workers spend away from home.
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THE IMPACT ON COSTS

‘The costs of the disease need to be monitored and either reduced or accepted. It should be
remembered that although a company may be able to reduce its costs by, for example,
cutting back on medical benefits, these costs will have to be botne by someone somewhere.

‘The state may be forced to step in or communites and households, already under pressure,

will have to provide care (Whiteside and Sunter, 2000: 112).

THE IMPACT ON MARKETS

Whiteside and Sunter (2000: 112) believe that the effect of increased illness on markets 1s a
major issue for compantes which sell most of their products and services locally. Exporters

to markets overseas may not have a similar problem.

BUSINESS AND SOCIETY

According to Whteside and Sunter (2000: 112) business cannot distance itself from the
society in which it operates. In fact, the degree to which a company is socially responsible
is now a critical element in the evaluation of that company by the public. There has been a
lot of emphasis on forming partnerships against AIDS, which includes coalinons against
the pandemic involving government, business, trade unions, NGOs and the broader civi

soclety.

Whiteside and Sunter (2000: 112) ask the following questions in-terms of how government
and business can best share practice among themselves in terms of prevention and
treatment programmes? How can drug companies assist the government in making current
therapies universal and affordabler Can the government exempt all AIDS therapies from
VAT and import dutes? How can the advertising industry help in creaung a campaign that
connects with the learners mn primary and secondary schools? The starung point would be
to identify the kev elements of an ann-AIDS programme and see who is most competent
to do what. At a very mummum, there should be a company policy on HIV/ AIDS
covenng preventon, care and non-discrimination. It should include pracucal management
strategies, workplace principles and a workplace programme which has universal by-mn
from emplovees. Ideally, the company will have a mission statement on AIDS and include

the community in its response. Based on the vanous strucrures that exist, management
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should also pay attenton to the effective management of Employee Assistance
programmes (EAPs) as well (Whiteside and Sunter, 2000: 112).

IMPLEMENTATION OF COST-EFFECTIVE EMPLOYEE ASSISTANCE
PROGRAMMES (EAP)

According to Haskins and Kleiner (2001: 2) EAPs have long been noted to provide
adequate counselling for a broad range of issues that affect the workers’ ability to work,
thus indirectly effecting productivity and profits. EAPs are responding positively to the
increased impact that HIV/Aids has on the workplace and are increasingly becoming an
important tool for management to provide adequate counselling for a broad vanety of

1ssues.

Haskins and Kleiner (2001: 3) further indicate that it is important for EAPs to make staff
more sensitive to HIV/Aids related issues. They must understand the relationship that
could exist between someone who has the disease and his or her co-workers. EAPs also
need to keep mn touch with management objectives, so that they can accomplish goals and
work together with HR and union representatives to establish a steering commitiee task
force that will ensure safe, fair, and legally consistent and 2 humane work environment for

cmployees at all levels in the business environment.

CORPORATE RESPONSE IN ADDRESSING HIV/AIDS

According to Jacobs (1995: 1), HIV/ Aids 1s unquestionably becoming a top priority in the
workplace. Many organizations have already invested in workplace programmes, while the
others are slowly providing education programmes for thetr employees. It is no illusion
anymore, that most organization’s, most valuable resource is its workforce, whether they
are blue or white-collar wotkers. An emplovee’s capacity to perform his/her daily task is,

therefore, a serious management concer.

According to Aids Foundaton SA (2005: www.aids.org.za/hiv.hem) the business sector,

particularly the mining industry, started to recognise the potential impact of HIV/Aids on
profits and the wider economy from the mid 1980s. Since HIV/Aids was stoking the
economically active age group, companies started seeing reduced productivity, absenteeism,

sickness and then deaths among the workforce. Many emplovers ininated workplace
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awareness and education programmes to help prevent the spread of HIV. However, as the
mfection rate increased and employee sickness and death affected profits coming mn and
benefits being paid out, companies started to look at how they could minimise their losses

and meet the needs of infected workers.

According to Aids Foundaton SA (2005: www.aids.org.za/hiv.hom), the larger
corporations, such as Anglo American, soon recognised that, in addition to humanitarian
and human rnights considerations, it made economic sense to invest In maintaining the
health and productivity of infected workers rather than wattng unul they became too sick
to work and then paying out death benefits, and recrumting and training new staff as more
and more employees died without access to treatment. So more and more large companies
have started workplace treatment programmes. Since 2002, Anglo American, for example,
has incorporated into its HIV/Aids programme free ARV treatment for all emplovees who
need it, and sees this as an important incentive for workers to find out their HIV status.
All employees who test positive are enrolled into a wellness programme to ensure ongoing
support and monitoring. The company had nearly 2500 emplovees on treatment by the
end of 2004 and reported that 94% of them were able to carry out normal work. That year,
it was costing the company more than R16 000 per patient per year to keep emplovees on
treatment (including all the drug, laboratory, infrastructure, training and support costs

(2005: www.aids.org.za/hiv.hom).

Nattrass e al (2005) believe that those companies with operations in heavily affected
regions, if they have not already, should aim to support the implementaton of
comprehensive workplace programs covering non-discrimination, prevention, education,
access to voluntary counselling and testing, as well as care, support and treatment. In
many countries workplace awareness and preventon programs will be the only source of
accurate informaton employees will have about HIV/Aids. Company leadership in
establishing non-discriminatory workplace policies, distributing condoms and providing
testing and treatment sends a strong message to government and other sectors.
Companies can offset furure costs by providing care and teatment to emplovees living
with HIV/Aids, thus allowing them to remain productive and actve in the workplace for a

longer period of ime.
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Addressing HIV/Aids is new for company managers. Business leaders have admitted that
partnerships with governments, community based organizations and unions have been
critical for supporting their HIV response. The inclusion of people living with HIV/Aids,
labour representatives and community members on company AIDS committees has
become common practice. These committees contribute to policy development, planning

and program implementation (Nattrass ¢/ a/. 2005).

An excellent example according to Nattrass ¢f 2/ (2005) 15 Anglo American, who has
intricate layers of partnerships that have helped to extend their workplace program to local
communities. By working in partnership with Love Life, the company is extending
treatment provision to local communities, carrying the potential to secure treatment access
to the greatest number of South Africans to date. Anglo has also transformed global
responses to the pandemic through active partnerships with the Global Fund on AIDS,
TB and Malaria. Another is that of Daimler Chrysler who have worked in close partnership
with GT7Z, their trade union, the National Union of Metalworkers of South Africa and
locally operating NGOs to ensure the relevance and sustainability of their HIV program.
This approach allowed Daimler to extend HIV programs throughout their plants and
subsidiaties in South Africa.

Nartrass ¢ a/. (2005) further argue that by sitting back and waiting for government to
respond to the virus business s now beanng the brunt of the pandemic. Almost twenty-
five to thirty percent of emplovees from one of South Africa’s largest conglomerates are
now infected with HIV /Aids. South Africa is experiencing significant declines in foreign
direct investment, and disruptions 1n agniculrural production and food security are ravaging
the nation. In short, in our increasingly interconnected world, viruses, goods and services,

and instability all have significant tmpact on the competitiveness of business.

HIV/AIDS AND THE LLEGAL FRAMEWORK

On the ethical side one wonders whether comparmies are providing access to information.
The other area of concern is what are the legal obligations of the organisation in respect of
HIV/Aids? Whar are they doing in terms of communicating the dangers of HIV/Aids to
their employeesr Are they or should they be setting an example for others to follow? Or

are they merely surpassing this? The trearment of emplovees in the workplace has various



legal implications for both the employee and the employer.  The following section

examines policies, legislation and a Constitutional Court decision, in terms of HIV/Aids.

Workplace policies

In terms of the South African guidelines for HIV/Aids workplace policies, the aims of

these policies are to:

® Raise awareness of HIV/Aids and other sexually transmitred infections (STT);

=  FEnsure that there is better understanding of the virus ir: the workplace;

=  Minimize the socio-economic and developmental effect the virus has on the
company;

*  Prohibit unfair discnmination on those infected or affected by the virus;

®*  Promote an environment where those infected can be open about their status;

*  Develop proactve education guidelines and programmes;

* Implement programmes and support education; and

= Monitor the prevalence of the virus.

{2005: hup:/ /www healthinsite.net/health /healthprofile.dll /eCare Article)

Neatly all policies comply with the South African Consttution and legislation that includes
the following.

The Constitution, 1996 (Act No. 108 of 1996)

The Bill of Rights provides that every person has the rghts to equality and non-
discnimination, privacy and fair labour practice. In parncular the ght to privacy implies an

employee’s right to confidenaality regarding medical information, including HIV status.

Employment Equity Act, 1998 (Act No. 55 of 1998)

This Act aims to promote equal opportunity by eliminanng unfair discriminaton directly
or mdirecty, against an emplovee 1n any employment policy or pracuce, mcluding
discnminadon on the grounds of HIV status. The Act however states that it is not unfair

discriminanon to exclude a person on the basis of an inherent requirement of the job.



Labour Relations Act, 1995 (Act No. 66 of 1995)

The Act protects employees against arbitrary dismissal. A dismissal 1s only fair if it 1s
refated to an employee’s conduct or capacity or it 1s based on the operational requirements.
The implication of the Act regarding HIV is that an employee cannot be dismissed solely

because he/she is HIV positive.

Occupational Health and Safety Act, 1993 (Act No. 85 of 1993)

The Act requires of the employer, as far as it is reasonably practicable, to create a safe
working environment for the employees. The implication of the Act regarding HIV i1s that
the employer needs to ensure that the nsk of possible infection in the workplace is

mimmized.

Basic conditions of employment Act, 1997 (Act No. 75 of 1997)

The Act sets out the minimum employment standards for working hours; leave etc. The
implicatton of the Act for HIV is that an employer needs to establish policies regarding
extended sick leave and leave of absence for other reasons to cater for emplovees who are
infected. Undl recently at least 40% of South African companies have effectively
communicated the gist of the laws to employees as far as their nghts are concerned.
Employees now know that they have a right to sick leave, access to informaton, privacy
etc. 'There is no legal responsibility for the emplover to ensure that employees are
informed, yet communication of emplovee’s nights especially 1n the media can be very

effective in promoting the nghts of persons living with HIV/Aids.

According to Nilsson (2005: 38) management and labour unions, therefore need to find a
balance between the rights of the emplover and the emplovee in the workplace. Unfair
discrimination against any employee on the grounds of HIV/Aids status in terms of testing

can only be addressed by the labour court.
Rotman {2003: 32) on the other hand, recommends that all companies should have a

separate policy document which relates to HIV /Aids, rather than including such policy in

a policy on life-threatening diseases. The policy, she savs, will also serve to demonstrate a
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fair basis for discriminating between the treatment of persons with HIV/Aids and persons

with other hife-threatening diseases.

Rotman (2003: 32) further believes that the most mmportant factors to be taken into
account when justifying discrimination on the basis of HIV status is the prejudice which 1s
tife in the country regarding persons who are HIV positive. The policy should clearly set
out the basis for different treatment, as well as the company’s commitment to creating an
environment which does not unfaitly discriminate against persons with HIV/Aids. This
includes not discriminating against persons solely on the basis of their HIV status for

purposes of consideration for promoton, training and benefits.

Certain determinants directly linked to the corporate sector have been idenafied as
blameworthy for the impacts in the word of work. A good example of this 15 wed in the
Hoffman versus South African Airways case.

A Constitutional Court Decision - Hoffman versus South African Airways

Hoffman was refused a job as a cabm attendant because he was HIV positive. The
Constitutional Coutrt ruled that this amounted to unfair discrimination as it denied him a
chance of making a livelihood. The court judged in favour of the attendant, and SAA was
ruled liable for damages of 100,000ZAR. The coverage of this case by the print and
electronic media was a warning to all emplovyers that infected emplovees enjoy protection

by the South African Law (Hoffman vs SAA, 2000, BCILR: 1211, CC).

According to The Centre for HIV/AIDS Nerworking (2002) a2 company cannot submit its
emplovees to an HIV/Aids test because of the prohibiton contained in the Emplovment
Equity Act, unless such a test is determined to be jusnfiable by the Labour Court. What is
therefore required is an applicanion o the Labour Court explaining why the company
needs to test, and permission must be conferred in a court order before testing can take

place.
The case mendoned according to Whiteside and Sunter (2000: 167) is not the last word on

the issue of HIV-positve job applicants. Exisang and new labour legislation provides the
legal framework within which workplaces should operate in respect of HIV/Aids.

107



Whiteside and Sunter (2000) echo that organizations should be reviewing their workplace
pohcies, employment practices, protocols and employment conditions to check for

compliance with the legislation.

What has been done by companies?

The world of commerce and mndustry 1s a behemoth which is often slow to change
directon, but once it moves, it is virtually unstoppable. That 1s good news for South
Africa, because business has finally woken up to the seriousness of the HIV pandemic and
is taking steps to manage it (2002: h
Companies are ensuring that they adapt to incorporate strategies into their workplace to
asstst in curbing the spread of HIV/Aids.

MANAGEMENT OF HIV/AIDS IN THE WORKPLACE

According to Avert (2005d: hop://www.avertorg) the effective management of
HIV/Aids in the workplace requires an integrated strategy that includes, among others, the
following elements.

" An understanding and assessment of the impact of HIV/Aids on the workplace;
* Long and short-term measures to deal with and reduce this unpact, inchuding:
(2) an HIV/Aids policy for the workplace, and
(b) HIV/Aids programmes, which would incorporate the following;
*  On-going sustained preventon of the spread of HIV among emplovees and their
communities;
- management of emplovees with HIV, so that they are able to work
productvely for as long as possible; and
- strategies to deal with the direct and indirect costs of HIV/Aids in the
workplace.

Companies are also committed to non-discriminaton on the basis of an emplovee's
HIV/Aids status. Everv emplovee has a nght to privacy. Companies are raking a stand in
ensuring that information relatng ro an emplovee's counselling, care, weatment and receipt

of benefits 15 kept strctly confidennal.  To enable emplovees to benefit from the
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company's social and medical programmes, companies encourage voluntary disclosure by
an HIV-posiuve employee. Companies support voluntary testing and, therefore, will not, at
any point, require new or existing employees to be screened or tested for HIV. Some
companies believe in the pnonciple of reasonable accommodation (2005d:

http:/ /www.avert.org).

Therefore, employees with HIV/Aids are free to contnue with their work responsibilities
untdl such time as they are considered medically incapable of performing the mherent
requirements of their job. Thev will encourage behavioural change and seek to minimize
the implications of HIV/Aids through comprehensive, proactive HIV/Aids workplace
education and awareness programmes. Thev also identify community outreach
opportunities that can be offered on a voluntary basis to employees with full company
support. They also establish and foster partnerships and linkages with governments and

non-governmental organisations for the implementanon of their HIV/Aids programmes.

HIV/Aids dramatically affects labour, setting back economic activity and social progress.
AIDS weakens economic activity by squeczing productvity, adding costs, divertung
productive resources and depleting skills. The repeated call for business to lead the way in
combating the pandemic result, in part, from the void created by government on the issue,
but is also as a result of the resources available and the expertise required to make a
significant impact in the private sector. The private sector is motivated by a number of
factors, not least the need to assess the impact of HIV/Aids on workplace productvity
and recognition of their responsibility toward workers. In particular, thev have a moral
obligation where workplace practices have amplified the spread of the disease — such as in
the mining industry which is characterised by migrant labour and single sex hostels, and in
the road transport industry, where long-haul dnvers face nights away from home in HIV

prevalent environments (2005d: hop://www.avert.org).

CONCLUSION

What was once thought of as a disease thar only impacted sugmanzed sectors of society is

now widely seen as 2 global cnsis-a barttle that the world 1s losing.
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This chapter has aimed at exploring how the corporate sector has handled the issue of
HIV/Aids. The chapter also looked at whether corporations were influenced by global
ideas and perspectives as opposed to national norms. Hence the preceding chapters
mformed that South African corporations are not solely influenced by national trends but

by global frameworks and perceptions as well.

Companies with aggressive HIV/Aids strategies enjoy a surge in employee morale.
Therefore effective management of HIV/Aids in the wortkplace requires effective
strategies that will ensure that there are both long and short term measures in place that
will reduce the impact of the virus on employees. Education is a key component of many
programmes. The chapter has revealed that most corporations have co-ordinators or
clinics that deal specifically with the pandemic. They have internal HIV/Aids committees
consisting of employees from varous departments in the organization, union

teptesentatives and management to monitor implementation of activities.

Mears, in the Sabcoha survey (2005: 51), states that, with approximately five million South
Afrcans infected with HIV, South Africa faces one of the most severe HIV/Aids
pandemics. Unfortunately it appears as though a number of companies are not yet fully
confronting the nsks that HIV/Aids creates for business. Due to ignorance, myth, and
misinformation, many companies have followed unsustamnable HIV/Aids programmes,
delivering litde in the way of value. However, those that have based their strategies on

best practce, nformed by current information, have achieved remarkable resulrs.
This chapter examined the navonal and global impact of HIV/Aids on the business sector.

The next chapter will give attention to the communicaton model for Corporate Social

Investment and HIV /Aids in South Afrca.
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Chapter 5

COMMUNICATION MODEL FOR COPORATE SOCIAL INVESTMENT AND
HIV/AIDS IN SOUTH AFRICA

INTRODUCTION

This chapter focuses on an investigation of the communication strategies / policies used for
HIV/Aids awareness programmes in South African organisations. The chapter also
focuses on how firms in the private sector respond to HIV/Aids through various measures.
In doing so, it tries to examine the existent communication campaigns employed by

corporations to educate employees on HIV / Aids.

The HIV/Aids pandemic is now a global crisis, and constitutes one of the most alarming
challenges to development and socal progress. South Africa has one of the fastest
growing HIV infection rates in the world. The 22 percent infection rate-based on antenatal
clinic surveys in April of 1999-represents a jump of more than half over the 14 percent
estmate from late 1997. Infection levels are even higher in smaller, neighbouring
countries, but South Africa, with its total population of 43 million, is the first large nation
where the disease has spun out of control. Most South African corporations are preparing
their emplovees for education and training in the related HIV/Aids area. Corporate South
Africa has accepted HIV/Aids as a crtical part of the management agenda and is ensuring

that they take ethical initiatives to ensure that the company’s reputation is not damaged

and that employees are taken care of (http://www.worldwatch.org/node /1652).

South African corporations have already developed policies to deal with the pandemic.
These policies aim not only to manage emplovees who are infected and affected but to
prevent further infecdons of HIV. It is therefore important to discuss how Mersham’s
(1992b) Communication Model assists in mrterpretng Corporate Social Investment and
HIV/Aids in South Africa and the communication strategies/policies used for HIV/Aids

awareness programmes i South Africa.
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COMMUNICATION MODEL FOR COPORATE SOCIAL INVESTMENT
AND HIV/AIDS IN SOUTH AFRICA

To conceptualise this study, the theorencal approach employs the communication model
for development proposed by Mersham ¢ 2/ (1995). Mersham (1992b) argues for
communication equality between commumnicator and recipient in lhis graphic
communication model for development and public relations. The model allows for a
heuristic approach to evaluating the different components of the communication process,
with specific reference to the socdo-cultural crcumstances of communicators and
recipients in the broader context of South African society ({dersham, 1995). Figure 19

illustrates Mersham’s (1992b) communication model for development.

Tha broader wultural, societal and interational context

Sociocuttura
crcumstances
Recipient
Autobiographical
crcumstances

Sociocutral
crcumstances

Source: Mersham (1992b)

Figure 19: A graphic communication model for development

The communication model analyses the message components in the triptych, drawing
artention to the codes and symbols of content as a vital area in the process of
understanding. All of these factors have partcular relevance in contemporary South Africa
where HIV/Aids 1s concerned. The form of messages has mken on a different format and
communites are NOw accepting explicit messages as opposed to the past subtle messaging

system e.g. (Billboards, and Posters).



South Africans are now accepting a more direct approach of communication, which has

changed from sensitive and subtle to hard, cold and direct messages (Mersham e 2/ 1995).

The model draws attention to the importance of the way in which the communicator
manifests his or her ideas, and its importance to the success of the communication process.
The central position in the communication triptych is the message. In order to transfer
thoughts, information, feelings and attitudes Mersham e a/. (1993), argue that one needs to
consciously ensure that the form in which these ideas are manifested is ‘decodable’ by the
parmers in the communication process. The model further suggests that one should
consciously monitor the interpretations attached to messages by the partners in the
communication process. The audience is now able to engage themselves in this instance.
The message is clear and not ambiguous. In terms of this study, Mersham’s model can be
seen in practice, in that employees engage with the issue at hand and ask pertinent
questions which tend to affect their immediate hifestyle. In relaton to Mersham’s model,
the message now becomes the medum. In other words, just having a personality relate
his/her experience makes all the difference to understanding the problems associated with
HIV/Aids. Employees are also able to encode and decode the message. For example, on
Wotld Aids Day (1 December); in South Africa fellow emplovees who have lost the fight

to HIV/Aids are remembered by candle lighting ceremonies in their memory.

The medium may be thought of as a message receptacle or that which provides the
platform for the signs, symbols and codes of meaning 1o be conveved. Mersham adds that
each medium has its own ser of encoding possibiliies and structures by drawing on
McLuhan and Fiore’s (1967) observations that ‘the medium is the message’.  The
communicator must have skills 1 encoding messages in the mother tongue of the
communication partners and skills in the technologv and techniques of the medium in
question e.g, billboards, pamphlers and brochures in the different languages attract people
to the message. The model implies that all partners must have the skills in decoding the
mediated message. The message should ideally be suitable for the different language
groups in that these groups should have the capacity to decode and interpret the message.

A good example of this is that of Liberty Life (www.liberrvlife.co.za), a South African

msurance company that has a well-established set of communicanons media in different
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languages which include an internal staff magazine, electronic communications, videos and
posters, and a comprehensive HIV/Aids intranet site, including use of industrial theatre
and workshops as a method of constantly reinforcing the educational messages around
HIV/Aids.

Cotporate South Africa, for example Coca-Cola (www.cocacola.co.za) runs HIV/Aids
related programmes that confront ignorance by providing facts, reducing prejudice
through demonstration of positive atutudes, and fighting discrimination through the use of
affirmative role models and pracuces. The ulumate objective 15 to reduce stigma,
discrimination and prejudice against people living with and affected by HIV/Aids. Such
campaigns are now expected to help encourage people to use Voluntary Counselling and
Tesung (VCT) services, and make considerable progress in creating a supporung
environment for effectve implementation of other HIV preventon, care and weatment
programmes. Billboards, radio spots and other material ranging from calendars, stickers,
posters and flyers, are used to get the message across. Companies are proud to be part of
mnnovadve behaviour change and communication programmes to reduce the incidence of

new infections and further promote stigma reduction.

In implementing these programmes and campaigns, the skills of the communicator
become of great significance. The communicator (in most cases a trained public reladons
practitioner or corporate social mvestment practittoner), normally has the skills to encode
messages. However, in this instance the communicator must also have a clear
understanding of the various audiences that he/she is communicating HIV/ Aids messages
to. Parker o 4. (2000) idenufy the following factors which are important for the
communicator to have a clear understanding of all aspects of the communication process,
mncluding signs and symbols and that could assist in contributing to sound communication

strategies.

* Language — different languages that are spoken (i.c. home, second language etc).
South Africa has 11 official languages which the communicator should be aware of.
" Sodo-culmral factors — what are the levels of knowledge and awareness of
HIV/Aidsr What is the internal and external awareness about myths, beliefs, and

needsr Who are community leaders, and how does the virus affect genderz
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Population — who are the targeted population? What is the size of this external
population and where are they geographically situated? What is the size of the
mternal population?

Economic indicators — what are the living conditions of employees and the local
communities?

Health infrastructure —~ How many clinics or health facilities are there in the
communities? What drugs atre available for employees? What resources are made
available for employees?

Communication — what mediums are available for the distnbuton of mformation,
e.g. communication to the affluent communities would be done through the print
and electronic media, whereas to the rural communites folk media or direct
communication would be used.

Internal Policies — what policies are in place? Are there guidelines to treat infected
and affected staff?

Mersham’s graphic communication model for development provides a basis for evaluation

of the corporate social investment opportunities and HIV/Aids strategies/policies of the

sample and the vadous questions have been answered in this chapter.

Who are stakeholders involved in this process?

How importanr 1s government in this process?

What are the messages directly inked to programmes that existz
What media exists?

How much is done face to facer

Coding and de-coding — how does it take place?

Coding in a particular form?

Does the public interpret the message in a particular wayr

Many corporations have co-ordinators or clinics that deal specifically with the pandemic.

They have internal HIV/Aids commirtees consising of emplovees from various

departments in the organizaton, union representatives and management to monitor

implementation of activines. The model has different components of the communicadon

process and these are discussed 1 the CSI context and include the following:



Analysis of the Communicator

The communicator in this instance in most companies is almost always the Corporate
Social Investment Manager, the Public Relations Manager, Marketing Manager,
Foundation or Trust Manager. It is the duty of these wdividuals to have a sound
knowledge of the social, economic and political aspects that affect the company’s day to
day existence. Therefore environmental scanming is of vital importance to all managers
involved with CSI. The communicator also has to have a sound knowledge and
understanding of the employees and the community with whom he/she communicates.
The following would assist in conmbuting to the communication with the vanous groups

(Patker ez al. 2000).

* Language
The communicator would have to identify and be able to understand the different

languages that are spoken, (i.e. home, second language etc) within the organisation

and 1 the communines.

*  Socio-cultural factors
The communicator would have to have a knowledge and awareness of the different
levels of HIV/Aids infection; also understand the internal and external awareness
about myths, beliefs, and needs; know who the community leaders are, and how
the virus affects gender and other pertinent issues contnbuting to the internal and

external environment.

* Population
Be aware of the targeted population. Whar is the size of the external population
and where are they geographically situated? What is the size of the internal

population and what are the needs of the emplovees?

»  Economic indicators

Be aware of the Iiving conditions of emplovees and the local communities?

= Health infrastructure
Have a clear understanding of the health infrastructure in the community. How
many chnics or health facilines are there in the communides? What drugs are

available for emplovees, what resources are made available for employees and their

famikesr
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Communication
Understand the mediums that are available for the diseribution of informaton, e.g.
radio, internet/intranet, multimedia approach, pamphlets, talks/trainings sessions,

etc.

Internal Policies

Have a clear understanding of the policies that are in place. Are there gmdelines to
treat infected and affected staff? Ensure that all employees are aware of such

policies.

Analysis of recipients

Who are the recipients?
Intemnal stakeholders are easier to communicate with. ‘They include all internal
employees who understand and can communicate effectvely and efficienty,

including shop stewards and dovers, etc.

External stakeholders are more difficult to communicate with especially the
community members. Normally, they are communicated with via community

heads, and community centres/clinics that deal with the virus etc.

Analysis of the Message(s) and the signs and symbols of the coding process

Messages need to be carefully thought out and meaningful to targeted audiences in
the context of their own daily lives. An account must be taken of what the target
audience understands about HIV/ Aids issues;

Input from health experts must be addressed. What do the experts believe the
target audience should know? Thev can help to identify kev issues and can ensure
that messages are accurate;

The message must be kept approprate to the medium, so as to ensure that the
messages are conveved effecuvely through the medium. E.g. detailed informaton
1s not good on a pamphler but would read better in a policy document;

Messages should be kept short and simple and avoid technical language.
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Interaction between participants

An open door policy exists for mternal and external stakeholders. Those infected and
affected employees need to feel that they can communicate freely with management.
Companies work with communities to contribute to social infrastructure. They
communicate with, and engage employees, communities, contractors, business partners,
suppliers, customers and visitors to build relationships based on honesty, trust and
involvement and to share responsibility for meeting the requirements of in-house policies

(Parker ef al. 2000).

Media used in the process

Media used should be suitable to all internal and external stakeholders. Communication to
the communities needs to be simple and direct, e.g. 2 wide range of conventional media is
used, ie. bill boards, posters and pamphlets, radio, television, drama, folk media and
educators seem to be the easier method of promoting general knowledge and awareness to

communities {Parker ¢f a/. 2000}.

Interpretation and expression of messages

The form in which these messages are communicated to the recipients needs to be easily
decoded; therefore messages must be expressed 1n a manner that 1s easily accepted by the
recipient. Mersham (1992b) argues that signs and symbols are devoid of meaning in
themselves. They can mean something to somebody only if the source gives them a
specific meaning and if the recipient sees a specific meaning in them. The meaning of a
sign depends not only on personal interpretation, but also on collective agreement that
may vary across space, ime and culture. He further beheves that the recipient’s active
participation in the communication process must be encouraged and recognized. Logos
and symbols offer a2 way to create unity between a wide range of communication messages,
allowing the target audience to build up interpretations and meanings over time (Parker e
al 2000). A good example of this is the red nbbon that symbolizes the international
struggle against HIV/Aids. In South Africa the red ribbon is made from various materals.
The one rhat stands out is the red and white beaded nbbon. The beads denorte a South

African passion for the struggle agamst HIV/Aids. Because South Africa has a mulomde
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of cultares, it is also important for the communicator to have an understanding of the
diverse audiences that he/she has to deal with. The development communication scientist
(and public relations practtioners mvolved in community and social mvestment
programmes) should therefore first prompt the community to mninate the messages about
their development needs. The Public Relations Practitioner or CSI Practtioner is seen as
the development communication scientist in this study, as it is this individual who scans
the environment and actively monitors the internal and external community for

messages,/information related to HIV /Aids.

Environmental scanning is the process through which organizations maintain awareness of
the opportumuties and threats presented by the surroundings both macro and micro within
which they operate. For information that is obtained through an environmental scan to be
truly valuable, leaders within the organization must use the data that are collected to
modify as approprate organizational objectives or strategies. The ability to demonstrate

organizational agility i response to environmental information is essential; the willingness

to act upon that information 1s perhaps even more important (http://www.quepublishing,

~

Some organizations conduct environmental scans on an ad hoc basis, often in response to
crises or other unexpected events. Other organizations plan to conduct environmental
scans on a more regular basis. Sull other organizations choose to conduct scanning on a

continuous basis, always collecting, processing, and analyzing data.

'The following are some of the external trends that the PRP and CSI coordinator should

keep an eye on in the interest of their corporation.

Organizations need to monitor trends of a wide and varying nature, including, but in no

way limited to:

* Fconomic trends

® Compettive rends
®  Polincal trends

*  Global trends

® DBusiness trends

= Industr_v trends
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®*  Dmployment trends
®  Technological trends
* Demographic trends

./ fwrww.quepublishing., 1 icle.asprp=437081 &segNum=4&rl=

Mersham’s (1992b) graphic communication model also points to the importance of taking
into account the broader societal circumstances in which the communication interaction
takes place. In Mersham’s (1992b) model these aspects are graphically illustrated by the
spheres which surround both communicator and recipient, and the box around the
triptych of the communicator, message and the recipient to represent the broad cultural,
societal and international context. He further argues that the consideration of what
constitutes “South African society’ is important for the communication process. Appeals
to national identity, patriotism, reconciliation and reconstruction, key terms in
contemporary South African discourse, have a great effect on the likely success of the
interchange of ideas through the communicaton process. He believes that the
international context is just as important. In South Africa for example, HIV/Aids has
become visible and real n the minds of various people. Most mnterventions have been
promoted and publicised to awaken the notion that HIV/Aids is real. The fact that
condoms have been made readily available at clinics, businesses, airports and shopping
centers and having HIV/Aids constanty referred to in the mass media, shows that the

disease has been brought mto the foreground of people’s awareness (Mersham 1992b).

According to Ellis and Terwin, (2004) the current prevalence of the virus in South Africa
proves to be a major challenge to the ability of corporatons and the government to deal
with this situation. Although no rehable data of HIV infection per sector or per skills
category is available, it is believed HIV prevalence is significandy higher among semi- and
unskilled workers than among highly skilled and white-collar workers. However, ir is
becoming apparent that the mining, transport, building, construction and manufacturing
sectors cowld be vulnerable to the HIV/Aids pandemic. An example of the above is the
case of Harmony, one of South Afnica’s largest gold mining companies. Harmony
estimates that 33.9% of its labour force 1s currently infected with HIV and that HIV/ Aids

related costs could cost their company between 2 to 5 US dollars per ounce of gold



produced. The company implemented Highly Active Anti-Retroviral Therapy (HAART)
for their employees on 15 September 2003.

Harmony originally estimated that HAART would cost them approximately R1000 per
minewotker per month. According to Harmony, their HIV/Aids related costs for the
2003/2004 financial year amounted to R7.6 million (Harmony Anmual Sustainability
Report, 2004). Like Harmony’s HIV/Aids programme HAART, there are many other
corporations in South Africa, who subscribe to the same means of ensuring that their
employees are kept regularly informed, educated and wup to date on HIV/Aids related
issues (Ellis and Terwin, 2004).

A percentage of South African companies are actively involved in HIV/Aids prevention
and awareness programmes using frequently used media. Some companies engage in
behaviour change communicanon through the various projects that take cognizance of
compassion, tolerance, and sensitivity. Such programmes confront ignorance by providing
facts, reducing prejudice through demonstration of positve atttudes, and fighting
discrimination through the use of affirmatve role models and practices. The ultimate
objective is to reduce stigma, discrimination and prejudice against people living with and
affected by HIV/Aids. Such programmes are expected to help encourage people to use
voluntary counselling and testng (VCT) services, and to make considerable progress in
creating a supporting environment for effecuve unplementation of other HIV preventon,

care and treatment programmes (Parker o/ 2/ 2000).

Programmes include a range of merhods that are used to communicate the message to the
various audiences internally and externally. Billboards, radio spots and other material
ranging from calendars, stckers, posters and flvers, are used to gert the message across to
vatious audiences. An integrared communication strategy/policy has to consider the range
of media options available, including approaches that involve small media options. Small

media include:

* Prnt media, ie., sdckers, posters, leaflets, booklets, erc;
*  Audio media, ie., audio mpes and CDs;

® Aydio-visual media such as videos and shde shows;



®  Visual media such as photographs, displays, murals, shides and signs; and
=  Udlity items, such as caps, t-shirts, peaks, badges, pens, pencils and key-rings.

Prevention strategies employed by corporations include:

= Use of conventional media (I'V, radio, punt and outdoor media);
Popular media (theatre, drama, posters, leaflets and booklets) are utilized to
promote general knowledge and awareness;

= Promotion of condoms and distribution of free condoms through in-house clinics,
community clinics, hospitals and commercial networks; and

® FEducation and awareness of STDs (Parker ¢ 2/ 2000).

In most companies the public relatons practitioner or corporate social investment co-
ordinator are the communicaton champions. They facilitate the communication of
messages between the stakeholders and the organization. In this case the public relations
pracduoner or the corporate social investment co-ordinator will monttor the
communication process between the employees within the organization and the external

stakeholders regarding the HIV/Aids scenado.

SOCIO-CULTURAL CIRCUMSTANCES OF COMMUNICATORS AND
RECIPIENTS IN THE BROADER CONTEXT OF THE SOUTH AFRICAN
SOCIETY.

According to statistics from the Actuarial Society of South Africa (ASSA), estmates
suggest that + 18% of adults berween the ages of 20 and 64 are currently infected with
HIV. For the total populaton, the ASSA2002 model estimates that roughly 10.8% or 4.93
million South Africans will be HIV positive in the calendar vear startingl July 2004. Just
over half a million of South Africans are esumated to be sick with Aids and by 2010,
despite interventions and weatments, the study estmates that nealy 3.5 million South

Africans will have died of HIV/Aids related causes (Stanstics SA, 2004)

However, Ferreira, (2003: 60}, asks “does simply telling people about HIV/Aids through
posters, pamphlets, videos and other media get people to actually change their behaviour™”

His answer 15, “we must begin to realize that education does not take place within a
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vacuum, that there are social, political, and cultural barriers that influence the ability of any
pacticular sub-group of people to assimilate the messages being communicated.

As long as these barriers remain underplayed, the efficacy of HIV preventon educaton
programmes will remain disappointing”. Lack of understanding of cultural determinants
by the communicator, plays a huge role in the respondent not understanding the concept
of HIV prevention and care. Many corporations make use of peer education programmes,
which is very useful when one takes into consideration the social, political and cultural
barriers.  Making use of a peer educator ensures trust, influence, support and

understanding and any information is readily acceptred by the respondent.

This study has revealed, and it will be discussed at length in Chapter Eight, that some large
corporations have implemented effectuve workplace policies and are ensuring that their
employees are given the best in terms of education and medical assistance to help curb the
spread of the virus. However this is not the same in the case of the smaller companies.
Only 17% of smaller companies have implemented HIV/Aids policies. This shows that
smaller companies sull lack a strategic response to the pandemic (Ellis and Terwin,

2004:25).

The preceding secton discussed the model and its significance to the South African
situation. The researcher believes that it is also important to discuss the significance of the

model to the international context.

THE POSITION OF HIV/AIDS IN AFRICA

Sub-Saharan African business leaders are far more concemed about the threar of
HIV/Aids to their businesses than their counterparts in other parts of the world. Kenya,
Tanzania and Uganda have been struggling with the problem of HIV/Aids for at least two
decades. The table below presents the HIV prevalence rates for these countries. It is
evident that Tanzama has the highesr prevalence rate and absolure number of HIV positive
persons, followed by Kenya, and Uganda. All three countries have mounted public
campaigns to fight AIDS; these campaigns have increasingly been supplemented by privare
sector efforts (UNAIDS, 2004).



Kenya | Tanzania | Uganda
Adult (15-49) HIV prevalence rate 6.7 8.8 4.1
Adults and children (0-49) living with 1.2 1.6 0.53
HIV/AIDS (millions)
Adults (Ages 15-49) living with 1.1 1.5 0.45
HIV/AIDS (millions)

Source: (UNAIDS 2004: Center for HIV Information, University of California)

Table 3: HIV Prevalence in East Africa

According to Weforum (http:// www.weforum.org/site/homepublic.nsf/

Conrtent/Globalt+Health+Inigative) a study in 2004 used a different approach to

understanding the impact of HIV on the private sector. It focused on examining manager
and worker perceptions on HIV/Aids, and how firms in the prvate sector responded to
HIV/Aids through various measures. However, the study acknowledges that while there is
a large literature on the problem of HIV/Aids in Africa, there is relatvely lirtle rgorous
analysis of private sector activity. A\ global survey in 2003 revealed that the private sector is

not doing enough about AIDS.

In summarizing the findings of their paper, Bloom ez 4/. (2004) argue that firms have taken
little action regarding HIV in Africa. Thev wrte that the largest discrepancy berween firm
perceptions and actual data is to be found in Africa, where 45 percent of firms report less
than 1 percent prevalence, despite data from UNAIDS that shows only 10 percent of
respondent firms in Africa are located n low-prevalence countries. They argue that as of
2003-04, the response to AIDS by the prnvate sector has been piecemeal with only a few
firms having HIV/Aids policies; the response is limited even where firms are quite
concerned about HIV. This response 1s even more sanguine, thev argue, in countries which
are relatively well-governed. In these cases, businesses scem to rely more on the public

sector to deal with the problem.
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In Rosen’s analysis of Nigerta, she also argues that managers are doing little about AIDS
(Rosen, 2001). Survey data used in this paper 1n 2001 showed that AIDS was not yet a big
problem in the Nigenan workplace and most managers have had lirtle experience dealing
with it. In additon to the high cost of doing busmess that keeps companies from
addressing HIV /Aids, the general health infrastructure is weak, and lack of clean wateris a
real concern in many parts of sub-Saharan Africa (Bloom, 2004; Taylor ¢ a/. 2004).

According to Rockey (2003:217), from a South African point of view government has been
criticized for its stance on the HIV/Aids front. It was thought that business would take
the lead in this approach however, a study by the University of Witwaterstrand’s Centre for
Health policy in 2003 found that South African businesses are failing to prepare for its
impact. Some of the large corporations have very impressive programmes in place and
have gone as far as to offer ART drugs to employees (and in some cases their families).

Most other corporations only have an awareness and education policy in place.

An interview with Zackie Achmat, TAC Chairperson, Samie (2004) uncovered the
government’s role m HIV/Aids interventions. In South Africa it is estimated that
approximately 600 people die of Aids-related illnesses each day, while it is estimated that a
further 1500 to 1600 people are infected with the HIV-virus. The first objective of the
TAC s to get crucial, and affordable, medicines out to these people; the reality 1s that the
longer they wait, the more people will succumb to the disease. The second objecuve is to
prevent and eliminate new HIV infections. The third objective is to take to task the
pharmaceutical companies that are made wealthy by the chronic absence of HIV generic

drug manufacturing in the country, so that the quality of healthcare for all can be improved.

Finance Minister Trevor Manuel has allocated R2.1 bilion to HIV/Aids over the next
three vears. Achmat believes that the budget is adequate; however he declares that the
implementation 1s problematic. He further adds that the provision between the public and
private sector is problematic and needs tackling”. Aids, he says, “gives us the perfect
opportunity to do just that”. He adds that in the public health sector, resources are over-
stretched, over-burdened and under-funded. "There is a lack of funds and political

leadership, and 2 failure ro deal with excessive pricing in the pavate sector” (Samie, 2004)



According to Samie (2004) comments such as these and the high prevalence of HIV/Aids

put a strain on President Mbeki and pose major challenges for government.

Much of the reporting on HIV /Aids in South Africa has centred on the fact that President
Mbeki has in the past questioned the link between HIV and Aids. However, the
govemnment has massively increased the budget for its HIV/Aids and Sexually Transmitted
Infections Strategic Plan for 2000-2005, a five year plan in line with international trends in
fighting the disease that has been lauded as among the best strategies in the world. The
plan has four priority areas:

* Preventing further HIV mfections;

* Providing treatment, care and support for those infected and affected by HIV;
* Researching an AIDS vaccine;

® Asserting the human and legal nghts of all affected by the disease.

The amount of R350 million budgeted for spending by the Department of Health, Social
Development and Education for the 2001 /2 financial year was mcreased to R1.8 billion for
2004/2005. In January 2000 a partnership Against HIV/Aids was formalized by the
formation of the South African Natonal Aids council Given that there is no cure for
HIV/Aids, the government’s strategy focuses on prevention by promoting public
awareness and delivering life skills and HIV/Aids educadon. The many Aids awareness
campaigns run by government and NGO partners such as LoveLife and Soul City are now
bearing fruit. There is now a high level of awareness among youth on HIV/Aids, which is
around 90% (h

./ /www.southafricainfo/essinfo/saglance/health /aids htm).

Awareness of HIV/Aids in the workplace has called for business to ensure that integrated
communication strategy/policies exist. According to the Department of Labour, No. R.
1298, 1 December 2000, all companies must adhere to the Code of good practice on kev

aspects of HIV/Aids and emplovment.

A WORKPILACE HIV AND AIDS POLICY/ STRATEGY

According to the Department of Labour, No. R. 1298 (2000), every workplace should
develop an HTV and AIDS policy, in order to ensure that emplovees affected by HIV and
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AIDS are not unfairly disciminated against in employment policies and practices. This
policy should cover: the following.

® The organisation’s position on HIV and AIDS;

*  An outline of the HIV and AIDS programme;

= Details on employment policies {e.g. position regarding HIV testing, employee
benefits, performance management and procedures to be followed to determine
medical incapacity and dismissal);

* Express standards of behaviour expected of employers and employees and
appropriate measures to deal with deviations from these standards;

®  Grevance procedures in line with item 12 of this Code;

= Set out the means of communication within the organisation on HIV and AIDS
issues;

®  Deitails of emplovee assistance available to persons affected by HIV and AIDS;

®  Details of implementation and coordinarion responsibilities;

*  Monitoring and evaluation mechanisms

Al policies should be developed in consultaton with key stakeholders within the
workplace including trade unions, employee representatves, occupatonal health staff and
the human resources department. The policy should reflect the nature and needs of the

particular workplace.

According to the Deparmment of Labour, No. R. 1298 (2000), policy development and

implementaton is a dynamic process, so the workplace policy should be:

e communicated to all concerned;
» routinely reviewed in light of epidemiological and scientific information; and

« monitored for 1ts successful implementaton and evaluated for its effectiveness.

DEVELOPING WORKPLACE HIV AND AIDS PROGRAMMES

The Department of Labour, No. R. 1298 (2000) recommends that every workplace should
work towards developing and implemenung a workplace HIV and AIDS programme

mimed ar preventing new infectons, providing care and support for emplovees who are
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infected or affected, and managing the impact of the pandemic in the organisation. The
nature and extent of a workplace programme should be guided by the needs and capacity
of each individual workplace. However, it 15 recommended that every workplace
programme should attempt to address the following in cooperation with the sectoral, local,
provincial and national initiatives (http://www.healthinsite.net/ health/

healthProfile. dlil/CareArticle).

®=  Hold regular HIV and AIDS awareness programines;

® Encourage voluntary testing;

* Conduct education and training on HIV and AIDS;

®* Promote condom distnbution and use;

» Encourage health seeking behaviour for ST1s;

® FEnforce the use of universal infection control measures;

* Create an environment that is conducive to openness, disclosure and acceptance
among all staff;

* Endeavour to establish a wellness programme for emplovees affected by HIV and
AIDS;

= Provide access to counselling and other forms of social support for people affected
by HIV and AIDS;

* Maximise the performance of affected emplovees through reasonable
accommodation, such as investigations into alternative sick leave allocation;

* Develop strategies to address direct and indirect costs associated with HIV and
AIDS in the workplace,

= Regularly monitor, evaluate and review the programme.

Emplovers should take all reasonable steps to assist emplovees with referrals to
approprate health, welfare and psycho-social faciliies within the communiry, if such
services are not provided at the workplace (hemp://wwwhealthinsite.net/health/

healthProfile dil /eCare Arncle).

CONCLUSION

The results reported m this chaprer help one understand the difficulties faced by the
private sector when dealing with the problem of HIV/ Aids.
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They may also help us understand what we can realistically expect the private sector to do
to address the problem of HIV/Aids.

In relation to Mersham (1995), the study indicates that the model reveals itself to be
underpinning the campaigns, programmes and strategies implemented by corporate South
Africa. Although this is not done explicitly with the knowledge of the model itself, the

study has shown so far that the basic principles and practices are applied.

In summary, it is clear that the mining sector and large corporations are leading the way in
responding to HIV/Aids. However, it is also clear that much more can be done with the
assistance of government and other stakeholders. It has become apparent that many
corporatons due to ignorance and myth, have not put in place programmes and are not

delivering in this area.

With the increase in HIV infection figures and the clear evidence of the lack of business
support for the fight against the pandemic it is concerning to note that small compantes
and other secrors have had little progress towards developing effective programmes to

combat the pandemic.

In the next chapter the emphasis falls on the empirical perspectives of the study. Chapter
Six will discusses the research design and methodology used in this study and will explain
how the respondent sample was drawn. It includes a detailed discussion of the collection
of the prmary data for the empirical study. The chapter will also aim to discuss the

reliability and validity of this study and the importance thereof.
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Chapter 6

RESEARCH METHODOLOGY RELATED TO THE STUDY UNDER
INVESTIGATION

INTRODUCTION

This chapter provides an insight into the methodological techniques and methods used
during this study. Various aspects relating to the specific research methods are
investigated to determine whether the techniques would be adequate and sufficient within
the broad framework of this research study. This chapter also provides a better
understanding of what the empirical part of this study entails.

The empirical investigation focuses on the role of business in supporting HIV/Aids
programmes in the South Africa. The study has therefore surveyed the extent to which
organizations have implemented HIV/Aids programmes into their corporate social

INvestment programmes,

The literature review identified concrete strategies and plans of action available for the
effecive management of HIV/Aids in the workplace and placed emphasis on
governmental legislation and the input of other role plavers, which is critical for a

transparent, political, economic and just social order in South Africa.

Aspects and concepts such as methods of data collectuon, sample frame, sample size, and
validity and reliability of the research study, will be discussed. Artengon will also be give to

questionnaire design, evaluadon of resulrs, analysis and data processing,

The term “methodology” requires clarificaton. Wellman and Kruger (2000: 2) define ir as
follows: “The applicaton of vanous methods, techniques and principles in order to create
saentfically obtained knowledge by means of objective methods and procedures within a
partcular discipline”. This leads us to the question of, what research design (methods used

to collect, analyse and interpret data) 1s the most approprate to invesfigate commumnmicanion?
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RESEARCH PROBLEM AND OBJECTIVES

The problem or question is the axis around which the whole research effort revolves. The
statement of the problem must first be expressed with the utmost precision; it should then
be divided into more manageable sub-problems. Such an approach clarifies the goals and
directions of the entire research effort (Leedy and Ormrod, 2001: 49).

The major problem identfied in this study 1s the need for business to become more
actively involved in the management of HIV/Aids n the workplace. In tandem with this
ptoblem, is the need for sufficient structured policies and action programmes to be put in
place. It is also important to determine the level of commitment displayed by the top
management of corporate organizations towards addressing the issue of HIV/Aids for the

furure.

As in the case of any business related risk, HIV/Aids must be proactively managed. In
order to assess and manage the risk effecuvely, it 1s essental to have adequate information
regarding both the nature and extent of the nsk. The hesitancy of many companies to
invest in comprehensive HIV/Aids workplace programmes may be due to a lack of
reliable data to show the economic impact of the pandemic. Sustainable private sector
responses to the pandemic will only be achieved if senior management is convinced of the

business rationale for acton (Ellis and Terwin, 2004: 1),

It is clear that there is a need for business to become more actively involved in the
management of HIV/Aids in the workplace. It has recenty become a priority for all
South African business to implement policies and strategies to manage and minimize the
pandemic within the workplace. There is an ever-present need to actually investgate this
aspect by means of applied research in the industry, in order to determine if management
is committed or simply reluctant in respect of the whole issue of HIV/ Aids within the

workplace (Welman and Kruger, 2000: 22).

The purpose of this studv 1s, therefore to investgate and evaluate whether suitable and
effectve strategies and policies have been implemented to manage and mimmize the

impact of HIV/Aids on the workplace.



OBJECTIVES OF THE STUDY

The central objective of this study is:

To highlight the role of business in supporang HIV/Aids programmes in the South

African society whete evolving, social and economic issues are of significance.

Specific objectives are:

= To establish the scope of the HIV/Aids pandemic and provide a chronological
outline of growing awareness of the problem in the business sector;

* To describe the development of Corporate Social Respoasibility in South Africa
and irs specific characteristics in the context of the country’s social, political and
economic development;

* To describe how HIV/Aids programmes iniiated by the business sector are
situated in the context of their CSR programmes;

= ‘To examine how CSR has become mncorporated into TBL and therefore how

HIV/Aids programmes are included in TBL reporting.

THE SAMPLING PROCEDURE

The sampling procedure entails drawing a representauve sample which includes all the
fundamentals of the universe, which can be endless. According to Malhotra (1996 : 359),
“a population or universe is the aggregate of all the elemenrs, sharing some common set of
charactenistics, that compnse the umiverse. The target population is the collection of
elements or objects that process the informaunon sought by the researcher and about which
inferences are to be made. The samphng unit refers to the ennty which is the focus of the

survey”.

A sampling frame is required for the selection of sampling units. Data could be obrained
from membership lists, census lists, telephone directories, maps, and from varous
organizations. The sampling frame comprses the complete list of all the umts from which

the sample 15 drawn.
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A question most often asked by most researchers is: How can we determine that the
sample actually represents the population parameters? According to Stacks and Hocking

(1992: 180), three factors influence sample accuracy:

* ‘The population parameters;
= ‘The size of the sample; and

®  The standard error of measurement.

A homogeneous population — one that shares several common characteristics (parameters)
will require a smaller sample size than does a heterogeneous population. Depending on
the goal and the objectives of the research, if a population of people represents differences
in socio-economic status, occupation, educational level, language preferences and
geographic distribution of dwellings, then a larger sample would have to be drawn to
accommodate these differences. A method that can be used to estimate the accuracy of
the sample is to calculate the standard error. This can be done in different ways, depending
on the type of sample drawn {(Du Plooy, 2002: 102).

According to Malhotra (1996: 359), “a sample 1s a subgroup of the populaton selected for
participation in the study. Sample characteristics, called statistics, are then used to make
inferences about the population parameters.  The inferences that hnk sample
characteristics and populanon parameters are estimation procedures and tests of
hypotheses. The selection of a sample can be attributed to vatous factors, the most
important being, that it is simply not possible to study every element in the populaton or
to engage in a difficult exercise to collect data from the entire population”. Malhotra (1996:
359), points out that the population parameters cannot be determined precisely in a sample
survey since not every element in the targer population is included in the research design.
However, the basic premise when choosing a good sample is that it should be

representative of the target populanon.

The sample size according to Malhotra (1996: 363) 15 also an important factor and refers to
the number of elements to be included in the studv. Imporrant facrors that are considered

in determining the sample size include:



* The importance of the decision;

= The nature of the research;

® ‘The number of vanables;

% The natare of the analysis;

= Sample sizes used in similar studies;
® Incdence rates;

=  Completion rates; and

= Resource constraints.

The most important requirement of a good sample is that each unit in the target
population should have an equal chance of being included in it. When making inferences
about the target population, most researchers use a probability sampling procedure.
Sampling methods can be divided into two broad categories: probability and non-

probability sampling.

Non-Probability Sampling

In non-probability sampling, no inference regarding the target populaton can be made and
the sampling error cannot be estmated. According to Malhotra (1996: 365), non-
probability sampling relies on the personal judgment of the researcher rather than on
chance to select sample elements. The researcher can arbitranly or conscously decide
what elements to include in the sample. Non-probabilitv samples may vield good estumates
of the population characteristics, but they do not allow for objective evaluaton of the
precision of the sample results. Commonly used non-probability sampling techniques

include convenience sampling, judgmental sampling, quota sampling, and snowball
sampling,

Probability Sampling

Sampling units are selected by chance. It is possible to pre-specify every potential sample
of a given size that could be drawn from the populadon as well as the probability of
selecting each sample. Every potenudal sample need not have the same probabilice of
selection, but it is possible to specifv the probability of selecting any particular sample of a

given size (Malhorra, 1996: 365).



DESCRIPTION OF THE TARGET POPULATION

The target population of the companies for this survey included top companies which
were ranked in the Financial Mail “Special Survey of Top Companies”, 2004 (Financial Mail,
2004: 23-32). The list was checked against and compiled from McGregor’s: Who owns Whom
in South Africa, 2004.

Ciriteria for the selection of the sample

The target population comprsed 100 top companies which were extracted from the list of
the “Special Survey of Top Companies’ (Financial Mail, 2004: 23-32) and which met the

following criteria for inclusion:

*  Companies whose employee composition was over 500;

* Financial performance of companies;

®  Other facrors such as, corporate governance, empowerment, commitment; and
strength of management;

» Investability (value buy and tradability).

The list of the special survey supplement of the Finandal/ Mai! (2004) included a total of
100 top companies in South Africa which were ranked in order of financial performance.
This list was compared to McGregor's Who Owns Whom (2004 : 126-571) to determine
which of the top companies were listed on the Johannesburg Stock Exchange, for
inclusion in the target population. The predetermined selection cateria were applied when

the 100 companies were outlined to form the target popularion.

On the basis of the selection crtena, 2 composite schedule of the 100 companies verified
by the JSE lisung was then fyped in numencal sequence. In compiling the typed
composite schedule, each company belonging to the target populaton was numerically
tabulated, indicating the name of the company, its physical address, the postal code,
telephone number, fax number and lasty, the natre of its business actvity, depicung the
sector to which it was caregonsed. Therefore, the targer populaton, in the form of the

composite schedule of histed compantes, also mer the following crreria:



=  Complete and accurate information was detailed.

= No duplications were recorded.

= QOunly those listed companies which met the selection criterta were included.

GEOGRAPHIC LOCATION OF THE TARGET POPULATION

An analysis of the 100 companies comprising the target population was conducted to
determine the geographic location and spread of the companies. Table 4 depicts the

number of listed companies in each geographic area.

Locaton Frequency Percentage
Durban 25 25
Johannesburg 44 44
Pretoria 5 5
Cape Town 23 23
Port Elizabeth 3 3
TOTAL 100 100%

Table 4: Geographic Location of the Target Population

The choice of the target population was not based on regional effect or selection by sector.
A small number of companies were found in the Pretoria region and consequenty the five
companies from the Pretoria region, were then clustered with Johannesburg. As a resul,
three major geographic areas were identified for the research survey in relaton to the
locaton of the targer populatuon. As reflected in Table 4, the major concenrtration of the
top companies was located in the Johannesburg area. A further breakdown of the listed

companies by corporate sector was undertaken (Table 5).
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SECTOR TOTAL | %
1 Fimancial Services 23 23
2 Parastatals 3 3
3 | Mining 10 10
4 Oil 2 2
5 | Technology 19 19
6 Pharmaceuticals 1 1
7 Retail 9 9
8 Automeotive 8 3
9 Beverages, Hotels and Leisure 5 5
10 Other 4 4
11 | Agriculrural 1 1
12 | Chemical 3 3
13 | Forestry 1 1
14 | Manufacturing 6 6
15 Medical 2 2
16 | Paper 1 1
17 | Shipping 1 1
18 | Sport 1 1

TOTAL 100 100%

Table 5: Analysis of the Target Population of Companies Per Sector

Sampling Methods

A random sample of 100 listed companies on the Johannesburg Stock Exchange (JSE),
which met the selection critenia, was drawn from the identfied targer population for the
research study. Only those companies ranked as rop companies and listed on the JSE were
selected because ther constituted the major corporate organizations in South Africa
emploving a large workforce. They were also perceived to be more proactive with regard to

their HIV/ Aids policies and strategies.

Companies in Johannesburg, Cape Town and Durban, comprsed the target population of

the top companies 1n each province, with the bulk of the companies concentrated 1 the

137



Johannesburg atea. This was considered representative of the scope for the study of major
corporate organizations in South Africa. The location of the companies compnsing the
target population was also established to determine the spread of the companies in the

various geographic areas, and to facilitate the task of the field research assistant.

PROCEDURE FOR DRAWING A SAMPLE

Vatious sampling methods are highlighted, namely, simple random sampling, stratified
random sampling, cluster sampling, quota sampling, convemence sampling, judgmental
sampling and randomization using numbers from tables. It is contended that the essence
of selecting an unbiased sample which 1s representative of the population, can best be done
by a computer programme. According to Malhotra (1996: 381), microcomputers and
mainframes can make the sampling design process more effective and efficient than other
methods. These computers may be employed to select the sample needed, using either

non-probability or probabihity techniques.

According to Leedy and Ormrod (2001: 211}, in probability sampling, the researcher can
specify in advance that each segment of the populadon will be represented in the sample.
This is the distinguishing characterstic that sets it apart from non-probability sampling.
Generally the components of the sample are chosen from the larger population by a
process known as random selecton. Random selectdon means choosing a sample in such a

way that each member of the populaton has an equal chance of being selected.

SELECTION OF THE SAMPLE

According to Leedy and Ormrod (2001: 279) manv general-purpose spreadsheets can be
used to describe and analyze sets of quantitauve data. Several statistical packages exist, e.g.
SAS, SPSS, SYSTAT, Minttab, Statview, Staustica. The analysis of data is done mainly by
means of reliable staustical techniques and methods aimed at invesdgating varables and
their effect, relationships and patterns of intent, within the particular area of smudy
(Wellman and Kruger, 2000: 201). For the purpose of this study the computer program

using SPSS for Windows version 13, was used to produce outputs respectively.
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The targer population of 100 companies was listed in a table format for each company.
The assigned numbers were matched to the corresponding computer generated numbers
on the composite schedule and ringed accordingly. This allowed the researcher to acquire

the sample for the survey.

According to Bless and Higson-Smith (1996: 96), an important issue m field surveys is
determining an optimal sampling size which mmpacts on the research design. While a large
sample may be more representative but very costly, a small sample could be less accurate
but more convenient. They maintan that “the major criterion to use when deciding on

sample size is the extent to which the sample 1s representative of the population”.

For this study the sample size compnsing 100 companies (>50%) generated by
computerized random numbers from the target population of 100 is greater than the level
required to be significant. It also allowed for a built-in factor for non-refusal on the part of
some respondents. Reasonable returns were expected and the scientific probability

sampling procedure ensured that accurate statstical inferences could be made.

DATA COLLECTION PROCEDURES

According to Du Plooy (2002: 147), in addifion to using questions, scales, self-
administered questionnaires and interview schedules, researchers who want to collect
information by means of observanions can use different instruments, or even design their
own. Providing informed consent is obtamned from the subjects, hardware {mechanical or
electronic devices) can be used, such as audiotape recorders, stopwatches, infrared
photography and one-way mirrors. Simon and Burstein (1985: 185) state thar the choice
from among self-admiistered mail survevs, personal and telephone interviews is a

judgmental process.

Sampling Methods

Due to the nature and scope of this particular study, it was decided that a questonnaire
would be sent to the vanious respondents and that personal interviews would be conducted
on a random basis. In this case, conceprually random sampling was the most arractive
tvpe of probability sampling used (Wellman and Kruger, 2000: 52). Although personal

mrerviews can be a very effective means of gathering information theyv are also very costdly.
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The greatest value, however, lies in the depth of information and detail recovered (Cooper
and Schindler, 1998: 291).

Data collection using personal interviews

Personal interviews were used in the data collection method. Qualified research assistants
were to administer the instrument to each selected respondent. According to Sharma (1995:
137), when compared to mail surveys or telephone interviews, the personal interview
method enjoys potential advantages as listed below:

® [t is most accurate;

® It generates the most amount of data;

® It obtains the highest response rate;

®  Itis the most flexible method;

" It provided maximum control over sample respondents;

= ‘There is an optimal questionnaire return rate.

In evaluating the data collection technique used for the survey, Sharma (1995) suggests that
no method can be taken as being the best, although personal nterviews enjoy maximum
advantage compared to others. The method therefore selected also depends on the
research project undertaken, the geographic spread of the target population and the length

of the questtonnaire.

Interviews selected for the survey design

The personal interviews were used to collect information in this survey. -\ trained and
qualified research assistant was emploved in the Johannesburg and Pretora region to
administer the questionnaires to the semior CSI/PR managers or the group Human
Resource Manager in each of the selected companies. The research assistant was employed
on the basis of the geographic locations identified. As more than 50% of the companies
were located in the Johannesburg/Pretoria area, the research assistant was emploved on a
full-ime basts to administer and collate the questonnaire. The researcher undertook

mterviews telephonically and personally in Durban, Cape Town and Port Elizabeth.



Criteria for the selection of the research assistant

The Research Assistant was a previous Public Relations Consultant who was both qualified
and experienced in the area of research. The cost of the survey was home by the
reseatcher, who was funded by the National Research Foundanon (NRF). The survey was
controlled by the researcher from its inception. The main crterion for the selection of the

research assistant was thar she would be:

= An expert in the research field;

®*  Familiar with conducting interviews and the admnistraton of pre-coded
questionnaires;

* Bilingual, including the ability to converse in Afrikaans and Zulu;

* In possession of sound communication and inter—personal slalls.

The research assistant administered the questonnaires, arranged the meetings and
collected all the questonnaires. The assistant was from the area and therefore familiar
with the street addresses and locanions of the selected companies. The assistant was
constantly supervised by the researcher for the duration of the survey. It was stressed that
the questionnaire was to be fully completed in every respect and that no question was to be

left unanswered.

Administration of questionnaires

The research assistant was properly trained in setting up appointments and catrying out the
interview., She was required to telephone the company concerned, ascertain the name of
the senior CSI/PR manager or group human resource manager, personally speak to the
respondents, briefly explain the importance of the survev, and secure the meeting. This
exercise was to be done for each company in the selected sample. A fax or email was then
sent, identifving the research assistant by name and confirming 2 meening on the scheduled
day, at a date, ume and venue convenient to the respondent. The retumn fax/email from
the respondent was then acknowledged by the research assistant with a courteous
telephonic call and formal introductions, to confirm the interview and admimnistration of

the questiom:laire.
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Given the respondents’ busy work commitments, proper procedures needed to be
followed in order to solicit the support of the respondents and to confirm the meeting. A
great deal of the success of the personal interview and the administration of the
questionnaires was dependent on sound organizational skills and the professional manner

in which the research assistant executed her duties.

Orientation of the Research Assistant

The researcher ensured that the research assistant was propery qualified to administer the
questionnaires. To ensure that the questionnaires would be properly administered to the
selected respondents in a professional manner an in-depth onentation meeting was held to

lay down specific guidelines for conducting the survey.

Although the construction of the questionnaires avoided sensitive questions, it was felt
that if such a situation arose, it would be left to the discretion of the research assistant to

handle and accordingly report in the findings.

A short summary of the study was given to the research assistant to enhance her
understanding of the nature of the investigation. The orientation meeting with the research

assistant was necessary to ensure effective administration, and to expedite timeous returns.

Although the questionnaire design was not complex, the orientanon session with the data

collecton co-ordinator was necessary to ensure proper data collection.

Because the personal intetview method was used, the researcher envisaged that most
questionnaires would be completed and thar possibly all 100 selected respondents
comprising the sample would participate in the survey. The main advantage of personal
contact was that all questionnaire returns would be collated, checked for completeness and
tallied by each field research assistant, ensuring timeous and efficient administration of

retumns. This exercise also saved valuable time and facilitated data capruring.

Care was taken over the financial cost, ime expended, setting up of meeangs, and travel ro
the phvsical location. Although the cost implicadons were of significance given the limited
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operating budget, the importance of this study, connected with the need for complete and

accurate data collection, outweighed other factors.

QUESTIONNAIRE DESIGN

According to Newsom and Carrell (2001: 82) the questionnaire is a research workhorse.
They further believe that the questionnaire 1s a sound means of getting information from

people.

The questionnaire was developed to extract mformanon from the sample, and was later
used by the research assistant to collect the primary data from the respondents for the

study.

Parasuraman (1991: 363) defines a questionnaire as a set of questions designed to generate
the data necessary for accomplishing a research project’s objectives. Equally important, is
to evaluate the questions being asked. Orna and Stevens (1995: 21) believe that this can be
achieved by asking the following questions:

® Are the questions really necessary in view of the objectives for the parncular
research study?

*  Will the respondents be willing and able to provide adequate informaton on the
subject?

® Do the questions cover the content area for which it was designed

"  What does the research questionnaire seek to find out?

®  What limits must be set to the breadth and depth of the particular quesdons asked-

® What are the potenually useful ways i applving the research questionnaire

(methodological options)
According to Malhotra (1996: 319) any questionnaire has three specific objectives:
* Field work procedures such as instructions for selectng, approaching, and

questioning respondents;

*  Some reward, gift, or payment offered to respondents; and
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*  Communication aids, such as maps, pictures, advertisements, and products (as in

personal interviews) and return envelopes.

The above questions and objectives were taken into consideration in the construction and
design of the quesnonnaire. The ininal questonnaire went through several drafts and

finally the questionnaire was designed according to the stated objectives of the study.

Sound crteria were considered in the design of the instrument. These included relevance
to the study objectives, mtellectual level of the respondents, the mechanism used to
administer the instrument and the application of the various types of statistical techniques
to be employed. The data collection method in tumn influences the question wording, the
order or sequencing of the questions, the format of the responses, the questionnaire layout

and the complexity of the questionnaire itself.

The questionnaire for this survey was designed to include a mix of structured questions,
closed-ended questions and open-ended questions. The questions were phrased to focus
on a specific area in order to generate accurate data which would facilitate statistical
analysis. In using structured questions with structured answers, the respondents were given
various alternatives to choose from. Hence, to achieve this aim the following type of

questions which according to Loubser (1996: 221) could be useful to any study were used:

* Open endedquestions, which require the respondents to provide their own
personal opinions and answers ro the questions.

® Muldple choice questions, which require the respondent to choose an answer or
alternative answer from a list provided within the questionnaire.

* Dichotomous questions which are the opposite from multple choice questons and
which allow the respondent onlv one ot two responses such as “Yes” or “No”.

* A standard five-point Likert-scale, which is used in most questions in order to
ensure consistency and which is also easy to complete by the relevant respondent.

® A nominal scale, which is used for questions relating to demographics thar can be

completed by the respondent by means of a mulaple-choice form.

Some of the key elements in a sound questionnaire design are listed by Malhotra (1996:

321).



*  Specify the information needed;

*  Specify the type of interviewing method,;

" Determine the content of individual questions;

® Design the question to overcome the respondent’s mability and unwillingness to
answer;

"  Decide on the question structure;

*  Determine the question wording;

®  Arrange the questions in proper order;

* Identfy the form and layout;

" Reproduce the questionnaire;

* Eliminate bugs by pre-testng.

Consideration was given to all the elements, including proper phrasing of the questons to
avold vagueness and to facilitate with ease the questionnaire administration to achieve

active respondent co-operation.

Validity and Reliability

Neuman (1998: 164) maintains that reliabilicy and validity are central issues in all
measurement. Both concem how concrete measures are connected to constructs.
Reliability and validity are salient because constructs in social theory are often ambiguous,

diffuse, and not directly observable.

Neuman (1998: 164) further mamtains that reliability means dependability or consistency.
Reliability suggests that the same thing is repeated or recurs under the idenrical or very
similar conditons. On the other hand Neuman (1998: 165) argues that validity suggests
vuthfulness and refers to the match berween a coostruct, or the wav a researcher

conceptualizes the idea inn a conceprual defimition, and a measure,
According to Leedy and Ormrod (2001: 98), the validity of a measurement instrument is

the extent to which the inscrument measures what it is supposed to measure. Validity takes

different forms, each of which is important in different situatons:
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= Face validity — 1s the extent to which, on the surface, an instrument looks like 1t is
measuring a particular characteristic. Face validity is often useful for ensuring the
cooperation of people who are participating in a research study;

s Content validity — is the extent to which a2 measurement instrument is a
representative sample of the content area (domain) bemng measured. Content
validity is often a consideration when we want to assess people’s achievement in
some area;

»  Criterion validity — is the extent to which the results of an assessment instrument
correlate with another, presumably related measure (the latter measure is called the
criterion);

= Construct validity — is the extent to which an instrument measures a charactedstic
that cannot be directly observed but must instead be inferred from patterns in

people’s behaviour (such a characteristic is called a construct).

Internal versus External validity

Leedy and Ormrod (2001: 103), ask two basic questions when considering the validity of a
research study. First, does the study have sufficient controls to ensure that the conclusions
we draw are truly warranted by the data? And second, can we use what we have observed
in the research situation to make generalizations about the world bevond that specific
situadon? The answers to these two questions address the issues of internal validier and

external validity, respectively.

The Internal Validity of a research study 1s the extent to which 1ts design and the data
that it vields allow the researcher to draw accurate conclusions about cause-and-effect and

other relagonships within the data.
The External validity of a research swudy is the extent to which irs results apply to
situations bevond the study itself — in other words, the extent to which the conclusions

drawn can be genera]jzed to other conftexys.

The questionnaire developed for this smdy focused on the theoretical scope of the stdy

and ensured thart the vanable items were relevant to the research objecnves.
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Description of the construction of the questionnaire

The instrument used for this survey consisted of a pre-coded questionnaire which was
carefully constructed to faclitate maximum response and at the same time, obtain more
detailed information. The corporate organization questionnaire was directed to any one of
the following senior managers, the Corporate Social Investment Manager, Public Relations
Manager, Marketing or Communications Manager.

The corporate organisation questionnaire

The corporate organization questionnaire for this study comprised the following sections:
=  Secton A : Corporate Social Investment

8 Section B . HIV/Aids

The questonnaire was structured to obtain the following information for each section:
s Section A
Data in connection with organizational information, indicaung the biographical
profile, 1ts operation of effective CSI strategies, communicadon of these strategies
to the internal and external publics, media used to serve CSI needs and CSI budget

etc.

» Section B

® Datma in connecton with HIV/Aids policies and practces, indicating methods of
training and commuiication media used to convey messages about the virus both
internally and externally, the role of the organizaton in supporting HIV/Aids
within the organizaton, methods of care and support for emplovees and the
amount budgeted for each company’s HIV/Aids programme.

The questonnaire comprised 44 srructured questions which elicited detailed information

from the respondents selected for the survey.
When designing such a questionnaire, atrention needs to be given to wording the items,

and the trpes of items formulared, including the formarting and pre-coding. The first page

of a self-administered questionnaire must contain an introducton. This normally takes the
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form of an introductory letter that identifies the sponsor, institution or person who 1s
undertaking the sarvey, and is aimed at persuading the respondent to fill in and return the
questionnaire by a specified date (Du Plooy, 2002: 172). The introduction letter was
written by the researcher and outlined the importance of the study, the aim of the survey
and the value of participation. An incentive in the form of mailing the summary findings of
the sutvey was included to obtain co-operation and support from the respondent. The
return rate was further reinforced by assuring the confidentiality and anonymity of
respondents. The coveting letter was prepared and typed by the rescarcher and formalized
reflecting the designation of the researcher. It was also counter-signed by the supervisor of
this study, to validate its legitimacy and solicit co-operation from the respondents. Thus
was deemed necessary to stress the importance of the study and solicit a response for the

study.

The covering letter contained all the instructions necessary. The questions were structured
with the literature review and the research objectives in mind. They were also directed
towards applying the vanous descrptive and inferennial statistical tests which generate the

quantitative analysis using the Statistical Package for Social Saiences (SPSS).

PRE-TESTING

According to Mathotra (1996: 341), pre-testing refers to testing the questionnaire on a
small sample of respondents to idenafy and eliminare potental problems. Even the best
questionnaire can be improved by pre-tesung. All aspects of the questionnaire should be
tested, including question content, wording, sequence, form and layout. The respondents
in the pre-test should be stmilar to those who will be mcluded mn the actual survey in terms
of background charactenstcs, famihanty with the topic, and attitudes and behaviours of

imnrerest.
Pre-tests are best done by personal mterviews, even if the acrual surveyv 1s to be conducted
by mail or telephone, because interviewers can observe respondents’ reacnons and

ararzdes.

The questionnaire was given to two colleagues in the Faculty of Commerce at the Durban

University of Technologr, and the stansncan, fo ascertam a constructive crioque with a
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view to further amendments. All these individuals were familiar with the nature of the
sutvey and the aims of the research study, and made vahmable comments. These comments
were important in the subsequent editing, phrasing and wording of the questionnaires.

‘These comments were taken into account and the changes were made.

PILOT TEST

Pilot testing involves trying out a questionnaire or other research on a small group of
individuals. Before using a questonnaire for substantive research, it is essential to obtain
information by pilot testing the questonnaire on persons similar to those who will be

asked to complete it as part of the substantive research (Schwab, 1998: 63).

A pilot test involves a trial run conducted on a small scale. It assists in determining the
population characteristics and also indicates the feasibility of the sample. The objective of
the pilot test was to determine the validity and reliability of the questionnaires, with a view
to making necessary changes in the procedure for the interviews before undertaking the

actual survey.

As a precautionary measure, the subjects chosen for the trtal run should be representanve
of the target population in terms of intellectual ability, knowledge of the subject matter and
artitude towards ir. The questtonnaire was administered to a sample of ten companies who
were drawn from five cites in South Africa. Two companies in Kwazulu Natal, two in
Johannesburg, two in Port Elizabeth, two in Cape Town and two in Pretora. This test
was carded out to identfy any problem areas. One question was rephrased and two

ranking-type questions required clarity.

EDITING AND CODING OF DATA

According to Oma and Stevens (1995: 177) the final respoasibility of the researcher is to

edit his/her own work and check for completeness and accuracy.
In the case of this study the editing of the data was conducted by the researcher with the

assistance of the research assistant. Fach completed return was scrunmized, and carefully

edited 1o ensure that the questonnatre was accurately and fullv completed.
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The construction of the questionnaire enjoyed the advantage of including the precoded
questions in the sequence of alternatives given. Coding of structured questions is relatively
simple, because the response options are predetermined. The rescatcher assigns a code for
each response to each question and specifies the appropriate record and columns in which
the response codes are to appear (Malhotra, 1996: 477). In order to simphify the capturing

of data every answer was coded.

Pre-coded questions make data capturing easter. Coding frames were used for the post-
coded open-ended-questions. Most questions were pre-coded and required the respondent
to circle the numeric code on the quesuonnaire to facilitate easy data captuning directly
onto the computer. The questionnaires were printed on single sheets and not back to back,

to facthtate easy data capturing.

STATISTICAL TECHNIQUES AND ANALYSIS OF DATA

A large number of statistical techniques are available for analyzing data and the researcher
is often confronted with the problem of selectung the most approprnate technique. The
relevant data must be interpreted, so that results can be obtamned against the formulated
research problem (hypothesis). The analysis of data is done mainly by means of reliable
statistical techniques and methods aimed at investugating vamables and their effect,
relationship and patterns of intent, within the parnicular area of study (Wellman & Kruger,
2000: 201).

The technique therefore selected to analyse the data in this studv was the computer

program using SPSS for Windows version 13.

According to Malhotra (1996: 487), data analysis is not an end in itself. Its purpose 1s to
produce information that will help address the problem at band. It is imporrant to take
mnto account the properties of the smnsucal technmiques, partcularly their purpose and
underlying assumptions. Some stansncal technmiques are appropnate for examining
differences m variables, others for assessing the magnirudes of the relatonship between

the vanables.



Statistical techniques can be classified as univarate or multivariate. Univarate techniques
are approprate when there is a single measurement of each element in the sample.
Muluvanate techniques are suitable for analyzing data when there are two or more
measurements of each element and the vanables are analysed simultaneously (Malhotra
1996: 489). A tabulation plan specifying the precise counts must be obtained and prepared
so as to eliminate errors in the raw dama. The researcher would have to choose between

univariate and multivariate tabulations when countng the data.

According to Du Plooy ( 2002: 202), data analysis (in quantitative research) that includes
the use of statstical techniques usually involves two categones: statistics for descriptive
purposes and statistics for inferential purposes. Descriptive statistics make 1t possible to
provide a summary of certain characteristics of the units of analysis, such as annual income,
age or educatonal level. Inferental statistics can be used to draw inferences beyond

behavioural descripuions. The appropriate statistical test depends on many varables,

including:

The level of measurement of the independent vanable and of the dependent
varable. (Different statistical tests are used when these variables are nominal,
ordinal, interval or rado);

*  The oumber of independent vanables that co-vary with the dependent variable.
{Bivariate statistical tests are used when only one independent vanable is involved.
Multvariare staustical tests are required if more than one variable is involved);

® The type of hypothesis that is formulated and has to be tested (comparative versus
relatonship hypothesis), together with the research design used;

®  Whether the study involves companng two populations, or comparing a sample

with a population, or whether compansons are made between two or more

samples (Du Plooy, 2002: 203).

CHI-SQUARE ANALYSIS AND ANALYSIS OF VARIANCE

Dara that are rabulated in column or row forms and thar are representative of different
categories, can significantly differ from one another. Differences anributed to sampling

vanations can make use of the following techniques.



Chi-square analysis

According to Malhotra (1996: 521) the chi-square statistic %’ is used to test the statistical
significance of the observed association in a cross tabulapon. It assists us in determining
whether a systematic association exists between the varables. The null hypothesis, H, is
that there is no association between the variables. The test is conducted by computing the
cell frequencies that would be expected if no association were present between the

variables. In applying this method, the following must be taken into consideration:

*  (Calculating a statistic (called the Chi-square statistic) that summarises the difference
between the two sets of data;

* Determining the degrees of freedom associated with the data set;

" Using these two values and a table of the Chi-square distnbunon so as to
determine whether the calculated Chi-square statistic falls within the range which
may easily have occurred by chance, as a result of sampling variadon (Boyd,

Westfall & Stasch, 1981:432-438).

(alculadon of the Chi-Square statistic is therefore, to determine if the difference between
the observed frequency distnbution and the expected frequency distibution can be
attributed to sampling vartaton. The steps according ro Zikmund (2000: 471) are as

follows:

=  Formulate the null hvpothesis and determine the expected frequency of each
answer;

® Determine the appropnate significance level;

* (alculate the ¥~ value, using the observed frequencies from the sample and
expected frequencies;

® Make the stadstdcal decision by comparing the calculated X”value with the crirical
¥’ value.

To calculate the Chi-Square statstc the following simple formula can be used Malhotra,
1996: 521).
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o
where n, = total number in the row
a, = total aumber in the cohumn

C

n = total sample size

According to Sharma (1992: 236), in developing hypotheses the researchet’s first task is to

set up two statements, namely:

® Ho — this is called the null hypothesis (void or invalid or meaning nothing), which
is a statement of no true difference in the sample and the population. The null
hypothesis must be developed in such a way thar s rejection leads to the
acceptance of the other statement called the alternative hypothesis;

®  H1 — this is the alternauve hypothesis, which is different from the null hypothesis.
The two hypotheses are developed in such a manner that if one 1s true, the other

happens to be false and vice versa.

The use of statistics in the present studv was to test the null hypotheses. The statistical
tests applied in the study included the chi-square, the chi-squate goodness-of-fit, the
Kruskal-Wallis one-way analysis of vanance, and the Mann-Whitmey U test.

DATA PROCESSING AND ANALYSIS

The researcher undertook the editing, cleaning and capturing of data for the statistical
analysis, once the questonnaires had been admmistered. The questonnaires were also
collated, checked for completeness and numencally referenced to facilitate the process of
data capturing. The relevant statstcal techniques were then apphed to test the varous
hvpotheses. The quantitative analysis of the data was undertaken by a statsdcian from the

University of KwaZulu Naral.



The results section of this study, which follows in the next chapter, features two branches
of statistics, desctiptive and inferential statistics. Descriptive statistics, namely, frequencies
and percentages and non-parametric tests (chi-square, Mann-Whitney U test, and Kruskal-
Wallis test) are used. The statistical program used for the analysis of the data is the
Statistical Package for the Sodal Scences (SPSS) Version 13.0 for Windows. Microsoft
Excel, a spreadsheet program, is used to present the graphics.

To determine the appropriate statistical tools applicable, it is necessary to formulate the

main hypotheses impacting on the study thart focus specifically on the research instrument.

FORMULATION OF THE HYPOTHESES

The objective of the study is to highlight the role of business in supporting HIV/Aids in

the South African society where evolving, social and economic issues are of significance.

The empincal investigation also aims to evaluate the commitment of the top management
of corporate organizattons towards HIV /Aids strategies and policies and workplace

programmes.

CONCLUSION

This chapter described the research design, the objectives of the survery, the descrptdon of
the target population and how the sample was drawn. It also highlighted the sampling

technique emploved, the descnption of the quesnonnaire and how it was be administered.

The universum was identified from which a suttable sample frame was derived. The next
step was to draw up a preluminary questionnaire in order to finalise rthe research
questionnaire. The relevant dara were captured by means of statistical programmes, edited,
coded and finally analysed. The various methods, techniques and steps used were clearly
discussed within the scope of this particular chapter. Various tests were also applied in
order to determine the validity and reliabihity of the research questionnaire and final resulrs

of the study.
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A questionnaire was drawn up, pre-tested and pilot tested. The finalized questonnaire was
then forwarded to the sample of the top 100 companies listed on the Johannesburg Stock
Exchange (JSE), via email, and personal interviews. 80 respondents successfully
completed the questionnaires. This means that an 80% success rate was achieved. This
method of data collection ensured proper collection of the questionnaires and justified the
imperatives of accuracy, speed, and completeness of data. The relevant data were captured

on computet, edited, coded and finally analysed and interpreted.

The analysis of the questionnaire responses was conducted by a specialist based at the
University of KwaZulu Natal, and guided by the supervisor. The data was analysed with
the aid of the SPSS program, which allows for the application of the appropnate statistical

tests.

The analysis of results will be discussed in Chapter Seven.
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Chapter7

PRESENTATION OF ANALYSIS

‘The data for this study have been obtained from the research instrument, the questionnaire,
which was distributed to various Cotporate Socdal Investment Managers, HIV/Aids
Practutioners, Public Relations Practitoners and Health Managers within the various

corporations under vestigation.

The statistical program used for the analyses and presentation of data in this study 1s the
Statistical Package for the Social Sciences (SPSS) Version 13.0 for Windows. Microsoft
Excel, a spreadsheet program, is used to present the graphics.

The analysis of results is presented in two sections. Secton A consists of descriptive
statistics which provide information on key demographic varables in this study. Secion B
is based on the application of inferential stadsdcs. The preliminary presentation and
analyses of results begins with Section A, which uses descriptive statistics to discuss the
sample profile and kev demographics. In order to enhance the quality of the study,
sipnificant trends emerging in the data are also highlighted and further discussion rakes
place in chapter eight.

SECTION A: DESCRIPTIVE STATISTICS

This section concentrates on statistics which provide an overview of the demographic
profile of the sample attended to in this sudy. Tt must be noted thar although the original
sample comprsed of 100 companies, only 80 companies completed the questionnaire for

the study. The statistics were therefore calculated on a frequency of 80.
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Executives Frequency Percentage
Corporate Social Investment Manager 35 35
CEO 5 5
HIV/Aids Manager 4 4

HR Manager 9 9
Corporate Affairs Manager 27 27
Foundation 10 10
Company Secretary 3 3
Public Relations Practitioner 7 7
TOTAL 100 100

Table 6: Positton of Executives

According to Table 6, the majority of respondents were Corporate Social Investment

Managers and Corporate Affairs Managers responsible for the policy formulation

representing 35 percent and 27 percent respectively.

Other areas that were equally

responsible for policy formulation and implementation were the Foundation Managers and

HR Managers who represented 10 percent and 9 percent. It 1s evident from this study that

the CEO (5 percent), the HIV/Aids Manager (4 percent), and the Public Relatons

Manager (7 percent) are marginally represented. It is clear then that the Corporate Social

Investment Manager and the Corporate Affairs Manager play an important role to ensure

that HIV/Aids is successfully and effectively managed and controlled in the organisaton.

Location Frequency Percentage
Durban 25 25
Johannesburg 44 44
Pretoria 5 5
Cape Town 23 23
Port Elizabeth 3 3
TOTAL 100 100

Table 7: Location of organisation

Table 7 illustrates the various locations of the different organizations under invesagation

and clearly indicates that these orgamizagons are almost evenly distribured within the area



of study. Durban (25 percent), Johannesburg (44 percent) and Cape Town (23 perceat)

were representative of the top 100 listed companies in the area of study, while the opposite

is evident in respect of Pretoria (5 percent) and Port Elizabeth (3 percent).

SECTOR TOTAL | %
1 Financial Services 23 23
2 Parastatals 3 3
3 Mining 10 10
4 Ol 2 2
5 Technology 19 19
6 Pharmaceuncals 1 1
7 Retail 9 9
8 Automotive 3 8
9 Beverages, Hotels and Leisure 5 5
10 | Other 4 4
11 | Agnculrural 1 1
12 | Chemical 3 3
13 | Forestry 1 1
14 | Manufacturing 6 6
15 Medical 2 2
16 Paper t 1
17 | Shipping 1 1
18 | Sporr 1 1

TOTAL 100 100%

Table 8: Sector of organisation (N = 100)

Table 8 discloses that the largest percentage (23 percent) of respondents represented the

financial services sector, followed by the technology sector (19 percent). This is consistent

with the analysis of the selected sample, which reveals that the major concentration of the

18 1dennfied sectors, were in the financial sector and the technology sector.



SECTIONB : INFERENTIAL STATISTICS

This section uses inferential staustics for the presentation and analysis of the empirical data,

with the aid of the Statistical Package for the Social Sciences (SPSS) Version 13.0.

5.0%

Yes
95.0%

Figure 20: Operation of a strategic Corporate Social Investment Programme

The figure above clearly indicates that 95 percent of the companies claimed they were in
possession of a strategic CSI programme, while five percent did not have programmes in
place. This indicates that a large percentage of corporations are taking the issue of
corporate social investment very semously. The CSI policy/programme has become
integrated into the mainstream activities of the company and objectives are set and aligned
to those of the business. The binomial test indicated a significant difference in

proportions (p<0.001).



Hesponses Percent of
N Percent Cases
How do you Newsletiers, reports 58 24.0% 75.3%
communicate . Website 28 11.6% 36.4%
the strategies?  gpyqj) 16 66% |  20.8%
Press releases 29 12.0% 37.7%
Internal communication (telephone,notice 47 19.4% 61.0%
CSl handbook 23 9.5% 29.9%
Meetings & forums 33 13.6% 42 9%
Formal policy 3 1.2% 39%
Foundation 21% 6.5%
Totat 242 100.0% 314.3%

Table 9: Communication of strategies internally and externally

Table 9 cleatly shows that 75.3 percent of the cases used newsletters and communicated
their strategies to the internal public, while 36.4 percent used the website as both internal
and external communication and 29.9 percent used the CSI handbook as an external
means of communication. Greater transparency has forced the corporate sector to
communicate their CSI strategies to both the internal and external audience. Those
companies who do not have resourceful and proficient strategies in place are enlisting the
services of corporate strategists to assist with adapting new strategies to their core business

programme.

Freguency Percent
Valid Yes 72 90.0
No 8 10.0
Total 80 100.0

Table 10: Linking CSI Programmes to natonal priorities

In Table 10, a significant 90 percent of the sample indicated thar their CSI programme is
linked to national prionities. Ten percent indicated otherwise. The binomial test produced
a significant result in this regard (p<0.001). The South African Government has idendfied
prionty needs and the corporate sector 1s ensuring thart these needs are supported by way

of their CSI programmes.
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Responses Percent of
_ N Percent Cases

CSllinked  Education 42 32.1% 71.2%
tonational  Health 26 19.8% 44.1%
prioriies?  gnyironment 10 7.6% 16.9%
Art & culture 5 3.8% 8.5%

Sport 3 2.3% 5.1%

Community development 37 28.2% 62.7%

Technology 6 4.6% 10.2%

Safety & security 2 1.5% 3.4%

Total 131 100.0% 222.0%

Table 11: Programmes Linked to national priorities

Table 11 shows that the majority of programmes (71.2 percent) were hinked to education
and (62.7 percent) to community development. This shows that Education and community
development have been selected because there is a vested interest and a sound business

case for corporate involvement in this area.

Frequency Percent
Valid Yes 46 575
No 34 42.5
Total 80 100.0

Table 12: Use of CSI to contribute to enhancing company’s brand and image

Table 12, llustrates that 57.5 percent of companies indicated that they ensured that CSI be
aligned to the cotporate brand and image, while 42.5 percent did not. The results of the
binomial test showed that these difterences were not significant (p>0.05). Most corporates
have come to realise that CSI is a valuable mechanism for demonstratng issues that are
close to their hearts. It has therefore become necessarv for the corporate sector to

communicate their CSI programmes to the general public. This in tum shows assurance of

the company’s brand and image.
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Responses Percent of
. N Percent Cases

$A®  Media 16 33.3% 53.3%
Contribute to country 2 4.2% 6.7%

Annual Report 15 31.3% 50.0%
Stakeholder's forums 10 20.8% 33.3%

Intemal publications 3 6.3% 10.0%
Foundation 1 21% 3.3%

Website 1 2.1% 3.3%

Total 48 100.0% 160.0%

Table 13: Respounsibility for two-way communication between the company and

the community?

Table 13 revealed that 53.3 percent of the companies ensured that there was two-way
communication and particularly communicated via the media (53 percent), while 50
percent used the Annual Report and 33.3 percent did so via stakeholder forums. Today it
is no longer just good enough to be doing good — a company must also be seen to be
The corporate sector is therefore pressurised to deliver meaningful

doing well.

communication to government and the general public.

Frequency Percent
Valid Yes 67 83.8
No i3 16.3
Total 80 100.0

Table 14: Availability of CSI Strategy

Table 14 illustrates that 83.8 percent indicated thar they were in possession of a specific
CSI strategy, while 16.3 percent where not.  The results of the binomial test showed that
these differences were significant (p<0.001). Respondents were extremely positive about

the potenual value of their CSI programmes.
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Responses Percent of
N Percent Cases

$A8  Linked to core business strategies 16 34.0% 35.6%
Via the foundation 13 27.7% 28.9%
Bursaries and training programme 2 4.3% 4.4%

Annual reports 2 43% 4.4%
Community needs or Development 11 23.4% 24.4%

Part of perfformance management system 2 4.3% 4.4%
Healthcare sector 1 2.1% 2.2%

Total 47 100.0% 104.4%

Table 15: CSI programmes linked to Core Business Strategy

Table 15 revealed that 35.6 percent of their strategies were linked to core business

strategies while 28.9 percent were taken care of via foundations and 24.4 percent through

commuunity needs or development. Those companies, who linked their CSI programmes

to their core strategies, ensured that the underlying principles of the CSI programme did

not run contrary to their vision and mission.

Frequency Percent
Valid Extremely important 52 65.0
Very imporiant 21 26.3
Average importance 3 3.8
Not at all important 1 1.3
Don't know 3 3.8
Total 80 100.0

Table 16: Communication of CSI Activities internally

Table 16 reveals that 65 percent of the companies believed that it was extremely important

to communicate CSI activites internally. 26.3 percent believed that it was very important,

3.8 percent believed that it was of average importance and 3.8 percent did not know. It

was interesting to note that there was a higher skew towards recognising the value of

mnternal communicaton. This is certamnly a new trend.



_ Freguency Percent
Valid Extremely important 47 58.8
Very important 22 27.5
Average importance 8 10.0
Not at ail important 1 13
Don't know 2 25
Total 80 100.0

Table 17: Communication of CSI Actvities externally

In terms of external communicaton (table 17), 58.8 percent believed that this was
extremely important while 27.5 percent thoughrt it was very important and ten percent
thought it was of average importance. 2.5 percent did not know the importance. It is

interesting to note that internal communicaton far outweighs external communication.

Responses Percent of

_ N Percent Cases
$AB  Corporate social investment 38 37.6% 48.7%
Public relations 12 11.9% 15.4%
Corporate communication 25 24.8% 32.1%
Marketing 7 6.9% 9.0%
Csi committee 4 4.0% 51%
Foundation 12 11.9% 15.4%
HR 1 1.0% 1.3%
Sustainable development dept 2 2.0% 2.6%
Total 101 100.0% 129.5%

Table 18: Department responsible for the communication of CSI messages

Table 18 reveals thatr 48.7 percent of companies indicated that the CSI department was
responsible for communication, while 32.1 percent indicated that the Corporate
Communication deparmment was responsible, 15.4 percent indicated that it was the
Foundation thar was responsible and 15.4 percenr indicated thar the Public Relations
department was responstble.

The Marketng (9 percent), Human Resources (1,3 percent) and Sustainable Development
department {2.6 percenr) also plaved a significant role in communicating CSI messages to
the relevant publics. This strongly suggests that from a former philanthropic offshoot, CSI
is now being forced to uncover and create synergies with the marketing, HR and other

divisions within the organization.
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Extremely Very Fairly Not
important important important important
Sl 8= |5 325|382 |5|3=
§| 2z |8| 8=z |8| "z |§|E=
CASa GEO 55 | 71.4% | 17 [221% | 5| 65% | 0| 0%
A8b Line managers 38 | 50.7% | 27 | 36.0% | 10 | 133% | © 0%
Agc Public affairs 45 | 61.6% | 22 | 30.1% 5] 68% | 1} 14%
A9d Employees 29 | 3829% | 43 | 56.6% 4 53% | 0 0%
ASe lLocal government 12 | 16.2% | 41 1 554% | 18 | 24.3% | 3 | 4.1%
ASf Customers 11 | 14.7% | 48 | 64.0% | 16 | 21.3% | @ 0%
A8g Provincial govermnment 9 |120% | 49 | 65.3% | 15 | 200% | 2 { 2.7%
A8h Shareholders 17 | 224% | 46 | 60.5% | 12 | 15.8% 1§1.3%
A9i Suppliers 8| 104% | 36 1 46.8% | 28 | 364% | 5 | 6.5%
A9j Distributors 37 41% ] 36 | 486% | 290 | 392% | 6 ) 81%
A8k Trade unions 6| 81% | 48 | 64.9% | 17 | 23.0% | 3| 41%
A8l General public 17 | 227% | 44 | 587% | 13 | 173% | 1 | 1.3%

Tabte 19: Importance of CSI to different audiences
The analysis of the above Table 19, of the frequency distribunons, on the importance of
CSI to the different audiences, revealed divergent responses. Corporations were requested
to select the main reason from a list of coded qualitative responses given for the
importance of CSI to different audiences. With regard to the extremely important category,
respondents «fed the CEO as extremely important (71.4 percenr), followed by the Public
Affairs department (61.6 percent). For the very important category, most respondents
gave Provincial Government (65.3 percent) as very important, followed by Trade Unions
(64.9 percent). For the faitly important category, respondents selected Distributors (39.2

percent) followed by Suppliers at (36.4 percent).
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Responses Percent of
_ _ N Percent Cases

$A1(® CSI managers/ CSl Dept 33 37.5% 47.1%
Area/Environment managers,Communi

enzaajgement facilitators | Y 12 13.6% 17.1%

Exploration managers 1 1.1% 1.4%

Foundation 17 19.3% 24.3%

Corporate communication division 19 21.6% 27.1%

HR manager 1 1.1% 1.4%

Project management 1 1.1% 1.4%

All stakeholders 4 4.5% 57%

Total 88 100.0% 125.7%

Table 20: Two-way communication between Company and Communities

Table 20 illustrates that 37.5 percent of companies believe that CSI Manager or

Department is responsible for such communicatdon while 21.6 percent believe that the

responsibility lies with the Corporate Commuanicadon Division.

South Afncan

organisations have come a long way in-terms of CSI, most companies now have their own

CSI department which often falls within the ambit of corporate affairs.

166



Hesponses Percent of

_ N Percent Cases
$At12  Television 16 2.5% 20.5%
Radio 17 2.7% 21.8%
Newspapers 49 1.7% 62.8%
Magazines 38 5.9% 48.7%
House journals 67 10.5% 85.9%
Internet 66 10.3% 84.6%
Public website 61 9.5% 78.2%
Newsletters 60 9.4% 76.9%
Electronic forums 20 3.1% 25.6%
E-mai 67 10.5% 85.9%
Annual reports 72 11.3% 92.3%
Workshops 32 5.0% 41.0%
Face to face forums 50 7.8% 64.1%
Smali group communication 19 3.0% 24.4%
Other 5 8% 6.4%
Total 639 100.0% 819.2%

Table 21: Media used 10 serve CSI Communication needs?

The results in Table 21 indicate that 11.3 percent of companies rely on Annual Reports to
communicate their CSI message. A further 10.5 percent of companies use house joumals
and e-mail as a means to communicate CSI actuvides. Companies are now taking the
communication initiative very seriously and are concerned with the most appropriate ways

to communicate and these both effectively and sensitively.

_ Frequency Percent
Valid Frequently 42 52.5
Qccassionally 33 413
Rarely or Never 5 6.3
Total 80 100.0

Table 22: Publishing of Company’s CSI Programme

In Table 22, 52.5 percent of the respondents frequendy publish their commitment to social
investment, while 41.3 percent occasionally do and 6.3 percent rarely or never publish at all.
Communication has become imperatve, and publishing of CSI programmes has increased.

The medium used to communicate such programmes is discussed in Table 23.
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Responses Percent of
N Percent Cases

$A12  Websile a8 10.1% 18.6%
Annual reports/Jounals 35 44 3% 81.4%
Newspaper arlicles 8 10.1% 18.6%

JSE sustainability index 1 1.3% 2.3%

C8l handbook 20 25.3% 46.5%

intemal newsletters,bulletins/Intranet G 7.68% 14.0%

BEE Policy documents 1 1.3% 2.3%

Total 79 100.0% 183.7%

Table 23: Means of Publishing Company’s CSI Programme

Table 23 reveals that 44.3 percent of companies publish frequently in annual reports, while
25.3 percent often publish the company’s CSI response in the CSI handbook. The

corporate sector has become more accountable for their CSI programmes and are using

every means of communicating this to the varous publics. Apart from the annual report

companies ate now ensuring that measurable results are reported in other publications, one

of them being the annual editton of the CSI Handbook which is published by Trialogue.

Various companies use the media to show off their good programmes. More and more

companies are taking the opportunity to present their CSI programmes using these

approaches.

Frequency Percent
Valid Yes 61 76.3
No 19 238
Total 80 100.0

Table 24: Guidelines for general business ethics

Table 24 shows that 76.3 percent of the sample was in favour of general business ethics,

while, 23.8 percent were not. The results of the binomial test indicate a significant result in

this regard (p<<0.001).
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Responses Percent of

_ N Percent Cases
$A13b¢ Equal opportunities 73 20.4% 93.6%
Health and safety 72 20.1% 92.3%
Employee development 73 20.4% 93.6%
Employment strategy 71 19.8% 91.0%
HIV/Aids atrategy 69 19.3% 88.5%
Total 358 100.0% 459.0%

Table 25: Responsibility towards employees

In Table 25, 20.4 percent of respondents were m support of equal opportunities and

employee development, while 19.8 percent were in support of the employment strategy.

Cotporates were asked about their responsibihity towards their employees and 1t is evident

that they convey corporate compassion and ‘inject soul into the working environment’,

which in turn satsfies their employees.

Responses Percent of
_ N Percent Cases

$A13c2 Education and schools faison 71 28.9% 93.4%
The arts 23 9.3% 30.3%

Health and welfare B2 25.2% 81.6%
Research 19 7.7% 25.0%

Seeding communily activities 70 28.5% 92.1%

Women and child abuse 1 A% 1.3%

Total 246 106.0% 323.7%

Table 26: Responsibility towards the broader community

Table 26 reveals that 28.9 percent of respondents indicated responsibility towards the

education and schools liaison programme and 28.5 percent towards seeding community

activittes. This shows evidence that companies are devoted to their communities and use

CSI as 2 synergistic company-commuunity balance.
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Responses Percent of
N Percent Cases
[SA13¢ Pollution 30 21.7% 50.0%
Energy usage 34 24.6% 56.7%
iiij:c’;? RO 39 283% | 65.0%
Urban renewal 33 23.9% 55.0%
QOther 2 1.4% 3.3%
Total 138 100.0% 230.0%

Table 27: Responsibility towards the environment

In Table 27, 28.3 percent of respondents indicated that they support use of non-renewable
resources in the environment, while 24.6 percent support energy usage. Business has taken

a keen interest in the responsibility towards the environment and is quite concerned about

environment degradation.

Critical CSl Projects
2.9%

Percentage of pre-
tax profits
40.6%

Percentage of post-
tax profits
56.5%

Figure 21: Budget
Figure 21 indicates that 56.5 percent of budgets are determined from a percentage of post-
tax profits, while 40.6 percent are determined from pre-tax profits. The amount spent is
proportioned to the size of the business and its profitability. Corporate spending on

CSI/CSR 1s often kept in line with industry norms and spending patterns of the corporate



peers. The most common formulae are percentage of pre — and post-tax profitability.

These formulae are used by nearly one quarter of companies.

Hespanses Percent of
N Percent Cases

$A152  Critical CSI projecis 10 11.8% 14.5%
neri need to preserve and enhance

Locrpiﬁzf:image P 4 47% 5.8%

Support of marketing activities 9 10.6% 13.0%

Long-standing corporate philosophy 60 70.6% 87.0%

Financial services charter 1 1.2% 1.4%

Saocial responsibility 1 1.2% 1.4%

Total 85 100.0% 123.2%

Table 28: Growth of CSI budget in the last five years

Table 28 reveals that 70.6 percent of companies beheve that their CSI budget has grown in
the last five years as a result of their long standing corporate philosophy, while 11.8
percent believe that it is due to their criucal CSI projects. Corporations also revealed that

other reasons were in keeping with profirability and inflation rules.

Responses Percent of
N Percent Cases

$A162a@  Atboard level 39 43.3% 49.4%
Public relations 3 3.3% 3.8%

Social investment 19 21.1% 24.1%

CSI committee 12 13.3% 15.2%
Foundation 17 18.9% 21.5%

Total 20 100.0% 113.9%

Table 29: Responsibility for the allocation of CSI funds

Table 29 reveals that 43.3 percent of companies allocate funds at board level and n 21.1
percent of companies the responsibility lies with the CSI Department. Foundatons also
play a major role in the responsibility of allocanng funds (21.5%). This once again proves

the unportance of the C3I department in an organisanion.
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Total

Responses Percent of

_ N Percent Cases
SA172  Community needs/Community based projects 51 56.0% 75.0%
Project funding proposals evaluated by committee 5 5.5% 7.4%
C8lI policy documents 2 22% 2.9%
Health care 10 11.0% 14.7%
Education 19 20.9% 27.9%
National food security 1 1.1% 1.5%
% Of profits 2 2.2% 2.9%
Corporate strategy 1 1.1% 1.5%
91 100.0% 133.8%

Table 30: Principles adopted to determine the allocation of CSI funds?

Table 30 reveals that 56 percent of companies beleve that community based projects
deserved the highest funding opportunities, while 20.9 percent thought that the educaton
sector was most deserving. Companies are adopting a holisuc developmental approach.

CSI funds are predominantly used to support community upliftment initiatives.

N

Valid Mode Minimum | Maximum
A18a Education 67 50 5 100
A18b Training 17 20 1 50
A18c Job creation 23 20 5 75
A18d Health 39 25 7 80
A18e Welfare 25 10 1 50
A18f Sports and recreation 8 20 t 40
A18g Community development 52 25 5 100
A18h Environment 16 10 5 25
A18i Arts and culture 12 25 2 50
A18] Housing 1 4 4 4
A18k Safety and security 6 52 2 25
A18l Technology 5 25 10 25
A18m Corporate membership & Publicity 2 52 5 7

a. Muliiple modes exist. The smallest value is shown

Table 31: Percentage of how CSI funds are spent

In Table 31, 67 out of the 80 companies have a budget for education. The percentage of
funds spent ranges from a minimum of 5 ro a maximum of 100 percent. Companies most
frequently spend ar least 50 percent of their funds on educaton. Findings reveal that
education remains the poority sector for CSI funding, with communiry based projects

following sut.
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is management aware of the
HiV/Aids prevalence in your
company?

Does your company have a
HiV/Aids policy/strategy in
place?

Figure 22: Operation of an HIV/Aids Strategy/Policy

Figure 22 clearly indicates that the majority of companies (97.5 percent) have a policy or
strategy in place, while 2.5 percent do not. The binomial test indicates that these
differences are significant (p<<0.001). Although 97.5 percent indicated that they have such
a policy in place the question arises, are these policies or strategies effective enough to
manage and control the impact of HIV/Aids on the company? Most companies recognise
the threat posed to both the health of employees and the interests of the company. In so
doing the company is committed to the structure of an effecuve HIV/Aids strategy or
policy. The aim of the study lies in determining and investigating whether these companies
have the necessary support to control the impact of the disease. The next table attempts to

determine this.



Responses Percent of

N Percent Cases
$B22  Communication to internal & extemal stakeholders 45 18.8% 56.3%
Aids awareness training 32 13.4% 40.0%
Voluntary Counselling & Testing 32 13.4% 40.0%
Education 36 15.1% 45 0%
Care and Support 36 15.1% 45.0%
Prevention 12 5.0% 15.0%
Monitoring and evaluation 21 8.8% 26.3%
Access to information and advice 25 10.5% 31.3%
Total 239 100.0% 288.8%

Table 32: Internal Support of HIV/Aids

Table 32 indicates that the emphasis is on internal support of HIV/Aids. Companies

spend 18.8 percent of their nme in communicating the various challenges related to

HIV/Aids to their internal stakeholders and 15.1 percent on education, care and support.

1 2 3 4 5

= E = E =

3 * 3 S 3 3 3 & 3 S

o Q Q & O
B3a Education 28 | 39.4% | 31 | 437% | 6| 85% | 4| 56% | 2| 28%
B3b Community based " o
assistance 34 1 47.9% | 19 | 26.8% | 12 | 16.9% 2] 2.8% 4 58%
B3c Health care s o o o
programmes 8 | 116% | 14 | 20.3% | 39 | 56.5% 6 8.7% 2 2.9%
B3d Counseling services 0 0% | 5§ 78% | 9| 13.6% | 47 | 71.2% 7.6%
B3e Testing services 1] 16% | 1 18% | 4| 63% | 5| 79% | 52 | 825%

Table 33: External Support of HIV/Aids

The table above reveals that enormous support is given to education and awareness

programmes in the community (39.4 percent) and community based ininatives (43.7

percent). The results suggest that corporations are taking thelr commitment to commumty

based initiatives very serously.
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Frequency Percent

Valid Yes 59 73.8
Na Py 26.3
Total 80 100.0

Table 34: HIV/Aids and Corporate Governance

Table 34 reveals that 73.8 percent of companies indicated that HIV/Aids had an influence
on Corporate Governance, while 26.3 percent did not. The binomial test was significant in
this regard (p<0.001). The gudelines and pnaciples in the King Report provide a sound

basts for the successful munning of an organization.

Responses Percent of
e N Percent Cases

orogram - 36 10.0% 45.0%
Newsletters 44 12.2% 55.0%

Flyers 48 12.8% 57.5%

Posters 51 14.2% 63.8%

Policies 26 7.2% 32.5%
Presentations 35 9.7% 43.8%
Talks,training sessions 43 11.9% 53.8%

1 December - Aids Day 15 4.2% 18.8%
Occupational Nurses 5 1.4% 6.3%

Industrial theatre 16 4.4% 20.0%
Multimedia approach 17 4.7% 21.3%
Intermet/Intranet 8 2.2% 10.0%
Prevention campaigns " 3.1% 13.8%

Health helpline 7 1.9% 8.8%

Total 360 100.0% 450.0%

Table 35: Communication methods employed to raise awareness for HIV /Aids

Table 35 reveals that 14.2 percent of companies used posters as 2 method of awareness for
HIV/Aids, while 12.8 percent used flvers as a communication method. Results reveal that
a basic means of awareness 1s used to communicate the message of HIV/Aids to the
mternal and external publics. Manv efforts are made to concentrate on awareness

campaigns that brng the rarger audience into debate and engage them interactvely.



Responses Percent of
N Percent Cases
$B6a  CSI,CSR Dept 38 42.7% 52.1%
PR 1 11% 1.4%
HR 18 20.2% 24.7%
Occupational Nurses 3 3.4% 4.1%
Foundation 7 7.9% 9.6%
Wellness Manager 2 2.2% 2.7%
Hiv,Aids Manager 3 3.4% 41%
Hiv,Aids Steering
Committee 2 2.2% 27%
Planning and
q O, 0,
Development 5 5.6% 6.6%
Marketing 0 0
Director/Manager 1 1.1% 1.4%
Trust 2 2.2% 2.7%
Corporate .
communication dept 7 7.9% 9.6%
Total 89 100.0% 121.9%

Table 36: Responsibility for monitoring community needs

Table 36 reveals that in 42.7 percent of the companies the CSI/CSR department was
responsible for monitoring community needs. On the other hand 20.2 percent of the
companies revealed that the Human Resource division was responsible. This is interesting
to note as one would imagine that CSI would be handled by the PR division if a CSI

division did not exist

Responses Percent of
N Percent Cases
$BA Peer educators 514 59.1% 650.6%
Industrial theatre groups 355 40.9% 449 4%
Total 869 100.0% | 1100.0%

Table 37: Methods of training and Communication media used

Table 37 reveals that 59.1 percent of the responding companies used peer educators to
train fellow emplovees, while 40.9 percent used industrial theatre groups. Findings revealed
that companies used the more conventonal education methods. Emplovees were willing

to discuss their starus with peer educators as opposed to outside trainers.
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Peer education
programmes

Suppaort and care to the
infected employees

Voluntary counseling

Testing

Fig B8. What services are provided by company to employees

Figure 23: Support provided to employees

Figure 23 indicates the support provided to employees. A wide range of support is
provided, however, 92.5 percent of the respondents indicated that the more popular means
of provision was voluntary counselling to employees, while 85.0 percent indicated that peer

educaton programmes were provided.

Frequency Percent
Valid Yes 79 98.8
No 1 1.3
Total 80 100.0

Table 38: Promotion of education and prevention programmes

In Table 38, 98.8 percent of companies promote education and prevention programmes to
employees as opposed to 1.3 percent who do not. These results are significant according
to the binomial test (p<0.001). Education and preventon of HIV/Aids appears to be a
priorty to the corporate sector, and most companies are making an effort to ensure that

their employees are properly educated in-terms of prevention programmes. Efforts are
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now concentrated on awareness campaigns that bring the target audience into the debate,

are more interactive and engage with audiences.

Responses Percent of
N Percent Cases

892 X;’::":;i’:;es“”g and 36 143% | 480%

Distribution of condoms 40 15.9% 53.3%

Talks and seminars 38 15.1% 50.7%

Video presentations 20 7.9% 26.7%

Training sessions 30 11.2% 40.0%

Peer educators 35 13.9% 48.7%

Posters 14 5.6% 18.7%
Prevention and

awareness campaigns 19 7.5% 25.3%

Clincs 10 4.0% 13.3%

Induction programmes 4 1.6% 5.3%

Wellness management 4 1.6% 5.3%

24 Hour health helpline 2 8% 27%

Total 252 100.0% 336.0%

Table 39: Promotion of educational & prevention programmes

Table 39 cleatly identifies the various educational and prevention programimes avaiable to
emplovees. 15.9 percent of companies distribute free condoms in-house while 14.3 percent

ensure that voluntary testing and counselling is used as a prevention programme.
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Figure 24: Methods of care and support given to employees

Figure 24 reflects on the methods of care and support given to employees. 63.9 percent of
respondents indicate that they efficiently carry out counselling and testing services in-
house. On the other hand 50 percent indicate that they issue ARVs. Effectuve counselling
sessions are held to alleviate the emotonal trauma faced by Aids affected employees. A

number of methods of care and support are offered by the corporate sector, this shows the

commitment to employees.

Frequency Percent
Valid Yes 20 25.0
No 60 75.0
Total 80 100.0

Table 40: Effects of pandemic on profits
Twenty five percent of companies indicated that the pandemic has had an adverse effect

on the company’s profit while 75 percent indicated otherwise (refer to table 40 above).

These results are significant according to the binomial test (p<0.001). Business has
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adopted a new consciousness, and has accepted that the struggle against HIV/Aids is a

reality to them.
Responses Percent of
N Percent Cases
$B118 Costs of recruitments, deaths
and disability 31 780%) 75.0%
Lost time 1 25.0% 25.0%
Totat 4 100.0% 100.0%

Table 41: Which key areas mostly affect your company?

The cost of recruiting new employees due to the death or disability of the current
employees is a cost that affects most corporates (75 percent). Lost ime amounts to 25
petcent, and this is due to the employee not being fit enough to attend work (table 41).
These areas are costly and put 2 strain on the company. The corporate sector 1s facing

substantial cost increases resulting from HIV /Aids that threaten their viabiliry.

Responses Percent of
| N Percent Cases

$B12a8  Counselling & testing 29 33.3% 56.9%
ARVs 41 47.1% 80.4%
HIV/AIDS management program 11 12.6% 21.6%
Occupational Health services 2 2.3% 3.9%
Employee assistance programme 1 1.1% 2.0%

VCTs 1 1.1% 2.0%
Treatment for STls 1 1.1% 2.0%
Condoms 1 1.1% 2.0%

Total 87 100.0% 170.6%

Table 42: Treatment provided to employees

Table 42 reflects that 47.1 percent of respondents provide ARV's to emplovees, while 33.3
percent settle on counselling and resting as a means of providing treatment to emplovees.
Many forms of treamment are available to emplovees. Companies have an important
advocacy role to plav when it comes to their emplovees and thev ensure that they do this

effecovely. Most companies endeavour not to discriminate against anv emplovee on any

unfair or arbirrary ground.
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The company recognises the provisions of the Constitution, the Labour Relations Act,

Occupational Health and Safety Act and the Basic conditions of employment Act.

B13 Amount in millions

Cumulative
Frequency | Percent | Valid Percent Percent

Valid i 1 1.3 5.6 5.6
A1 1 1.3 5.6 11.1
3 1 1.3 586 16.7
5 2 25 11.1 278
7 1 1.3 5.6 333
8 1 1.3 5.6 38.9
1.2 1 1.3 5.6 44.4
1.4 1 1.3 5.6 50.0
1.7 1 1.3 58 55.6
1.8 1 1.3 5.6 61.1
2.0 2 25 11.1 72.2
25 1 1.3 56 778
3.0 2 2.5 1141 88.9
39 1 1.3 56 94.4
5.0 1 1.3 5.6 100.0
Total 18 225 100.0

Missing  System 62 775

Total 80 100.0

Table 43: Budget for HIV/Aids programmes

Table 43 illustrates that onlv 18 companies responded to the question relaong to the
budget for HIV/Aids programmes. The budgeted amounts varied from 0.1 million rands
(ie. R100 000) ro 5 mllion rands. Of those who responded, 39.1% budgeted less than 1
million rands. 22.4% budgeted between 1 and 2 million rands and 39%e budgeted 2 million
rands or more for their programmes. Most of the companies that were interviewed showed

commirment to budgetng for HIV/Aids programmes.
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Responses Percent of
Percent Cases

§B142 HR 35 44.9% 50.0%
Corporate affairs 7 9.0% 10.0%

Medical department b 9.0% 10.0%

PPC projects & secretariat 1.3% 1.4%

csl 14 17.9% 20.0%
Foundation 9 11.5% 12.9%
Alexander Forbes 1.3% 1.4%

Finance Dept 3 3.8% 4.3%
Signature trust 1.3% 1.4%

Total 78 100.0% 111.4%

Table 44: Department that administers Budget

Table 44 indicates that in most companies the corporate affairs department (44.9 percent)

administers the budget, while in other companies the CSI department (17.9 percent) is in
charge of administering the budget.

% respondents

100%

60%

40%

U“Je 4

HYes
ENo

91.2%

Does your company have an in-house medical
aid scheme?

Does your company’'s medical aid scheme
provide an Aids management programme?

Figure 25: In-house Medical Aid Scheme
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In figure 25, 55 percent of companies have an in-house medical scheme while 45 percent
do not. These tesults are not significant according to the binomial test (p=>0.05). Most
Medical Aid Schemes sees to the provision of ARV’s and run Aids Management

programmes.

Frequency Percent
Valid Yes 73 91.3
No 7 838
Total a0 100.0

Table 45: Provision of Aids Management Programme by In-house Medical Aid
Scheme

91.3 percent of companies indicated that the company’s medical scheme provides an Aids
management programme (table 45). These results are significant according to the binomial

test (p<<0.001).



70%

Figure 26: Key areas that affect the company

The results in Figure 26, suggest that there is increased absenteeism (57.7 percent) due to
HIV, followed by Aids absenteeism (54.9 percent). Sick leave seems to lead the way

(64.4percent). These factors severely affect the production side of the company.

Frequency Percent
Valid Yes 71 88.8
No 9 11.3
Total 80 100.0

Table 46: Management Awareness of HIV/Aids
Table 46 reveals that the management of 88.8 percent of the companies are aware of the

HIV/Aids prevalence in their company while in 11.3 percent of the companies are not

aware. These results are significant according to the binomial test (p<0.001)
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Responses Percent of

L N Percent Cases
B192¢ Formal training sessions 85 16.5% 85.5%
Group discussions 61 15.5% 80.3%
Treatment for HIV/AIDS 52 13.2% 68.4%
Counseling 71 18.0% 93.4%
Condom distribution 73 18.5% 96.1%
Poster awareness 72 18.3% N.7%
Total 394 100.0% 518.4%

Table 47: Preventative Action

In Table 47, 18.5 percent of companies use condom distnbution as a preventative measure,
while 16.5 percent make use of formal training sessions. The corporate sector is ensuring

that they do 2s much for their employees in order to prolong their lives and productivity.

Frequency Percent
Valid Medical aid 14 17.5
Fund idi
by co?nd;g:ss cised M 13.8
Total 25 313
Missing System 55 68.8
Total 80 130.0

Table 48: Allocation of funding towards treatment

Table 48 reveals that companies provide medical aid assistance (17.5 percent) and also

fund/subsidise their emplovees towards the weatment of HIV /Aids. This seems to be the

norm with most companies.




Frequency Percent
Valid 25000 3 3.8
30000 1 1.3
400000 1 1.3
500000 1 1.3
700000 1 1.3
1200000 1 1.3
3000000 1 1.3
Total 9 11.3
Missing Systemn 71 88.8
Total 80 100.0

Table 49: Allocation of funding towards treatment

Only 25 out of the 80 companies have funding mitatives in place for ARV treatment. Of
these 25, 14 compantes have specified that their Medical Aid offers ARV treatment and 11
indicated that ARV's are funded or subsidized by the company.

Nine out of the 80 companies indicated the funding allocated to treatment. The allocated
amount ranged from R25 000 to R3 million. Three companies spent R25 000 and the other
six allocated between R30 000 and indicated that thev spent between R25 000 and

R3million on treatment.
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B22 % employees who are HIV positive

Freguency Percent
Valid 1.0 3 338
20 5 6.3
3.0 1 1.3
3.3 1 1.3
34 1 1.3
40 3 3.8
42 1 13
4.8 1 1.3
50 5 6.3
59 1 1.3
6.0 1 1.3
7.0 2 2.5
94 1 1.3
9.8 1 1.3
10.0 3 38
12.0 2 25
13.0 2 25
15.0 1 1.3
17.5 1 1.3
20.0 3 3.8
Total 39 48.8
Missing Systemn 41 51.3
Total 80 100.0

Table 50: Estimation of HIV positive employees

The percenrage of emplovees who are HIV posiove ranges from 1 percent to 20 percent
(table 50). Three companies have indicated that 1 percent of their employees are HIV
positive. Three companies have also indicated that 20 percent of their emplovees are HIV
positive. 33 of the 80 compantes indicated that the percentage of emplovees who are HIV
positive ranges from 2 to 17.5 percent. The findings indicate that a large percentage of
companies are not aware of their emplovees HIV/Aids starus or do not want to divulge

such informaton.
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Freguency | Percent
Valid Expect serious impact T 8.8
Expect some impact 70 87.5
No response 3 3.8
Total 80 100.0

Table 51: Current and future impact of HIV/Aids on the Company

Table 51 illustrates that 87.5 percent expect some impact on their companies. This shows

that companies do not believe that HIV/Aids is a threat to them, while a small percent (8.8

percent) expect serious impact.

Productivity and
_ so.oe’ﬁ

Medical expenses

Disabilty -15_2%

He'cl_ustment and 11.8%
Training expenses

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

% respondents

Figure 27: Severity of HIV/Aids on business

In Figure 27, 824 percent of the surveyed companies indicated that productvity and
absenteeism affected their business the most. 50 percent believed that medical expenses

were high, while 42.6 percent indicated that death was also a major factor and threat.
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Figure 28: Current and future impact of HIV/Aids on Community

In Figure 28, 63.8 percent of the surveyed companies indicated thar HIV/Aids had already
had some impact on their business, while 31.3 percent believed that there was serious
impact and 5 percent reported minimal impact. The corporate sector is endeavouring to
work closely with their communities by introducing peer education programmes and

assistance by way of medical responsibilities.
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In Figure 28, 63.8 percent of the surveyed companies indicated thar HIV/Aids had already
had some impact on their business, while 31.3 percent believed that there was serious
impact and 5 percent reported minimal impact. The corporate sector is endeavouring to
work closely with their communities by introducing peer education programmes and

assistance by way of medical responsibilities.
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Figure 29: Adequacy of company’s policies and programmes

In Figure 29, eighty percent of respondents indicated that they were sausfied with their
existent policies and programmes. Twenty percent revealed that they were not sausfied.

These results are significant according to the binomial test (p<0.001)

The results show that large companies are indeed leading the way, however there is clearly
much more that can be done and it 1s important that business takes up the reins alongside
government and other stakeholders in a proactive, multifaceted and comprehensive

response to HIV/Aids. Business can be the dnver for change.
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In Figure 29, eighty percent of respondents indicated that they were sausfied with their
existent policies and programmes. Twenty percent revealed that they were not sausfied.

These results are significant according to the binomial test (p<0.001)

The results show that large companies are indeed leading the way, however there is clearly
much more that can be done and it 1s important that business takes up the reins alongside
government and other stakeholders in a proactive, multifaceted and comprehensive

response to HIV/Aids. Business can be the dnver for change.
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SECTION C: CROSS TABULATION AND CHI-SQUARE TEST

For the putpose of this study, cross tabulations were included as a method of descriptive
statistics within the scope of this chapter, to identify and explain important comparisons,
and the effect they have within the scope of this study.

According to Zikmund (2000: 439) cross tabulations are “a technique organizing data by
groups, categories or classes, thus facilitating comparisons; a joint frequency distribution of
observations on two ot more tests of variables”. The purpose of categonzation and cross-
tabulation is to allow for the inspection (analysis) of differences among groups to make

relevant comparisons.
The following cross-tabulations were completed and will be discussed further:
=  To establish whether the company operates a strategic corporate social investment
programme and whether the company uses CSI to contribute to enhancing irs
corporate brand and image;
® To establish if there 1s two-way communicaton between the company and the
communities that it invests in and to establish the percentage of employees who

are HIV positive;

®* To establish the importance of the communicanon of CSI activines internally and

the communication of CSI activites externally.
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Crosstab

Count
Does your company
use CSl to contribute to
enhancing its
corporate brand and
image?

L Yes . No Total
DPoes your company Yes 44 30 76
operate a strategic
corporate social No 5 5 4
investment programme
Total 46 34 80

Chi-Square Tests
Value df p
Pearson Chi-Square 0978 1 .756

Table 52: Comparison between CSI contribution to enhancing the brand and

image and the Operation of a strategic CSI Programme

A Cross tabulation and Chi — square test was done to determine if the company operates a

strategic corporate social investment programme and whether the company used CSI to

contribute to enhancing its corporate brand and image (table 52). From this study it was

determined that only 44 out of the 80 companies who have a CSI program indicated that

they do use CSI to enhance the corporate brand and image. Thirty two companies who do

have this program do not use it to enhance the brand and image.
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|s there two-way communication between the company and the communities
that you invest in * B22grp Crosstabulation

Count
B22gm

<5% 6% - 10% >10% Total
Is there two-way Yes
communication 13 13 7 33
between the company
and the communities 3 4 5 5
that you invest in
Total 16 14 9 39

Is there two-way communication between the company and the communities
that you invest in * % employees who are HIV positive Crosstabulation

Count
% employees who are HIV positive

<5% 6% - 10% >10% Total
Is there two-way Yes
communication 13 13 7 33
between the company No
and the gommu_nmes 3 ’ 2 6
that you invest in
Total 16 14 9 39

Chi-Square Tests
Value df )
Pearson Chi-Square 1.193 2 551

Table 53: Comparison between two-way communication between the company

and the communities and employees that are HIV positive

With reference to table 53, there is no significant relationship at the five percent level

between a company having rwo-way communication and the percentage of employees who

are HIV positive (p>0.05)

Thirty three companjes mdicated that there 15 two way communications berween the

company and the community. Thirteen companies indicated that less than 5 percent of

their employees are HIV positve. Thirteen out of the 33 have indicated that between 6

and 10 percent are HIV positive. Seven our of the 33 companies have indicared thart there

are 10 percent who are HIV posiuve.



Code of the sector to which your organisation belongs. * How impaortant is the

communication of CSI activities intermally Crosstabulation

Count
How important is the
communication of CS!
activities intemaily
é I= g é T
IR
= E|E]C |2
ARHEIE
=1~ 12|53
n x| 2
Code of the Financial Services 11| 20| 0] 0] 13
sector to Parastatals 1 1 0 1 0 3
which your Mining 6l 111]o]| ol 8
g;gl;’:'gs:_‘m“ oil 2| olojolal] 2
Technology 8 41 0} 0 1] 11
Pharmaceutical 1 0| 0] 0 ] 1
Retail 7 2 C 1] 0 9
Automotive 6 210 0 0 8
Beverages,Hotels, Leisure 3 210101l 0 5
QOther 1 3 0 0 Q 4
Agricultural 4] 1 o]0l ¢ 1
Chemical 1 2 0 0 0 3
Forestry V] 1 cjo0} 0 1
Manufactunng 4 0 1 0 1 6
Medical 1 ) 0 0 1 2
Paper 1 0 0 4] 0 1
Shipping 1 g{o|o| o 1
Sport o| ol 1] 0| 0] 1
Total 52 | 21 3 1 3| 80

Table 54: Comparison between communication of CSI activities internally
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Code of the sector to which your organisation belongs. * How important is the
communication of CSl activities externally Crosstabulation

Count
How important is the
commupnication of CSI
activities externally
-— €O —
g | . |28 _
s15|8|5|=z|8
2159 218 °
Elg|elE|s
= £ o = 2‘_'__‘
1] ) o o
AL
Z|>18)2
i < i <
Code of the Financial Services 9 3 1 0 D113
sector to Parastatals 1} 1] 1]ojo} 3
W*;‘;Ei:gt‘:;n Mining 7| o] 1| oflo} s
o -
belongs. Qit 2 cCpo;y ol o 2
Technology 4] 3411 0 11 11
Pharmaceutical 1 C o} 0 0 1
Retail 5 2|1 1 0 9
Automotive 5 310 0 o] 8
Beverages,Hotels, Leisure 2 2 1 0 o 5
Cther 1 3 0 0 o] 4
Agricultural 0 1 Op 0] 0 1
Chemical o 2 1 4] 4] 3
Forestry 0 1 0 o ¢ 1
Manufacturing 5 4] 1 0 0 6
Medical 1 ) 0} 0 1 2
Paper 1 gl 0} o0 0 1
Shipping 1 cj 0] 0} C 1
Sport 0 1 ] o0 o 1
Total 47 | 22 | 8 t 2| 80

Table 55: Comparison between communication of CSI actvities externally

Further analvsis in terms of the cross tabulations within the sector have revealed that of
the 13 companites in the financial services sector, 12 have indicated the importance of
communicating externally and 13 mrernally. Of the 11 companies in the technology sector,
nine indicated the importance of communicatng externally and ten indicated the

importance of communicating internally.



CONCLUSION

This chapter discussed the relevant data by means of descriptive statistics. The analyses of
the data under the relevant themes were presented in a tabular format which provided an
integrated and holistic overview of the study as a whole. The final presentation and analysis,

of the empirical data, points to the emergence of some significant trends.

Chapter Eight presents an integrated discussion of the results, which links the relevant
findings with the literature review.
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Chapter 8

DISCUSSION OF RESULTS

INTRODUCTION

The theoretical perspectives of Corporate Governance, an overview of corporate social
investment and the impact of HIV/Aids in South Africa were discussed within the scope
of Chapters Two, Three and Four. This study investigated the cotporate social investment
programmes of the top 100 companies listed on the JSE to determine what the role of
business was in supporting HIV/Aids in South Africa through their existent CSI
programmes. The data collected were obtained through the questionnaire designed for
this study, which was distributed to all CSI, PR, Marketing and Communication Managers
in the top 100 listed companies.

This chapter includes an examination of appropriate themes, which are discussed at length
in Chapter Eight. Theme one examines the availability of CSI programmes among the top
100 listed companies 1n South Africa. Theme two looks at the communicaton of CSI
activitles internally versus externally. Theme three focuses on the media used to serve
communication needs. Theme four investigates the responsibility and allocatdon of €SI
funds. Theme five investigates the availability of an HIV /Aids policy/strategy. Theme six
examines the support for HIV/Aids intemnally and externally. Theme seven examines the
relationship berween HIV/Aids and corporate governance. Theme eight looks at the
communication methods used to raise awareness about HIV/Aids. Theme nine
investigates the responsibility for monitoring community needs. Theme ten investigates
the methods of training and communication media used to convey message about the virus.
Theme eleven focuses on the provision of support, care and treatment to employees.
Theme rwelve identifies the effects of HIV/Aids on the company profit. Theme thirteen
investigates the administration of the budgetr and how much is allocated towards an
HIV/Aids programme. Theme fourteen invesugates the effects of absenteeism and sick
leave on the company. Theme fifteen investgates the effects of prevalence rates on the
company. Finally, theme sixteen examines the ant-retroviral treatment and the funding

thereof.
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The central hypothesis 1s discussed under specific themes, with a brief summary of the
main findings after each theme.

SECTION A - CORPORATE SOCIAL INVESTMENT

Availability of a strategic CSI programme /policy

The findings reveal that 95 percent of the companies claimed they were in possession of a
strategic CSI programme. Five percent did not have programmes in place. The binomuial
test indicated a significant difference in proportions (p<0.001).

Du Toit (2001) reports that the notion that successful businesses have a responsibility to
contribute to sustainable development 1s already championed from within CSI
departments of many South African companies. She adds that CSI contributes to
sustainability if its policy and planning is founded on strategic alignment between business
and social goals. Rockey (2001) supports this view by adding that cotporations are
keeping in line with intemanonal trends and are increasingly recognizing the benefits of
having a CSI programme. She further agrees that as CSI becomes increasingly recognised
for its valuable role, corporates are striving to ensure that their programmes comprise ‘best
practice’ principles. Mape (2001) comments that CSI strategies in a number of companies
includes a strong emphasis on measuring the impact of the companies inputs. She further
comments that a well-defined CSI strategy is valuable because it has become increasingly
cntical that CSI is viewed as a value-adding department thar meaningfully contributes

towards the company’s corporate strategy as whole.

It is evident thar big business 1s becoming committed to CSI and is linking policy to
implementation, so that practical lessons assist in informing policy changes. CSI has taken
a new stance and has now become integrated in the mainstream activides, where objectives

are set and aligned to those of the business.
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Linking CSI programimes to National Priorities

A significant 90 percent of the sample indicated that their CSI programmes are consciously
linked to national priorities. Ten percent indicated otherwise. The binomial test
produced a significant result in this regard (p<0.001).

Rockey (2002} concurs that acknowledging the national pronties within the CSI
programme is useful when cotrporate grant makers are working jointly with government,
and contributes positively to building public-private parmersbhips, especially when engaging
at provincial and local levels. She further says that one can differentiate between those CSI
programmes that are ‘closely aligned to national priontes’ by default, from those
programmes that actually seek opportunities for linkages with national prionties by

undertaking a more scientific approach.

Evidence suggests that corporations are clearly making a more conscious attempt to align

their CSI programmes to natonal prionties.

Communication of CSI activities internally versus externally

Table 16 revealed that 65 percent of the cases believed that it was extremely impormant o
communicate CSI acuvities internally using newsletters and reports to communicate their
strategies to the internal public, while 58.8 percent believed that external communication
was extremely important and particularly used the website as both internal and external
means to communicaton. The CSI handbook was used as an external means of

commuanicaton.

While some companies have always blown their corporate social investment wumpet by
making their acts of public good known as widely as possible, others have (purposelv or
inadvertently) downplaved such gestures of philanthropy. But in 2 world in which
stakeholders increasingly demand corporate accounmbility and social responsibility, co-
ordinated communicagon of CSl minznves is becoming a more pressing imperatve

(Rockey, 2002: 115).
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Ractliffe (2004) reveals that CSI is now an important communication function. This move
has been brought on by pressures to demonstrate corporate commitment to social
responsibility, to justify their licence to operate’, or to show a “return’ on CSL

This is supported by the trend toward wmiple-bottom line reporting, the King 11 report on

corporate govemnance and industry charters.

It is evident from this study that corporatons today increasingly publish dedicated social
responsibility or corporate citizenship reports, or promote their CSI expenditure not only
through newsletters and reports but through public relations campaigns, awards
ceremonies and through the media, including the CSI Handbook, published by Tnalouge
annually. CSI used to be seen solely as goodwill in the past, and was rarely tracked or
measured. However, today companies are increasingly trving to measure the impact of
their community involvement, using information and figures to compare and measure their
efforts with those of other companies. Communicaung thewr activines internally or

externally has become 2 necessity.

Media used to serve communicaton needs

The results in Table 21 indicate that 11.3 percent of companies rely on annual reports to
communicate their CSI message. A further 10.5 percent of companies use house journals

and email as 2 means to communicate CSI needs.

According to Morgan (2004:269) as CSI “came out of the closet’, so the media and

public relations machines ‘fired up’. Iminally, it was fashionable to parade company
executives at cheque hand-over ceremonies, and to boast pictures of congratulatory
handshaking and oversized cheques in the company newsletter. But it wasn’t long before
CSI became big news for the external media too, and supplements focusing on CSI began
appearing regularly in the business press. Companies also began producing their own
social reports. The earliest ones were generally public relations exercises, with more spin
than substance, but while such reports sull prevail, there has been a discemible wend

toward real accountability.

It has become evident that many companies have began integratng CSI into their core
marketing message, drawing on these acuvities for corporate image-butlding exercises. It is

also interesung ro note that compantes have come a long way from just publshing in



Annual reports and the Corporate Social Investment Handbook; one is now able to locate

their programmes on the company website.

Responsibility for the communication of CSI messages

Table 18 reveals that 48.7 percent of companies indicated that the CSI Department was
responsible for communication, while 32.1 percent indicated that the Corporate
Communication Department was responsible, 15.4% indicated thar it was the Foundation
that was responsible and 15.4% indicated that the PR department was responsible. Where
and how the CSI programme is situated in the company plays a significant role m the

approach the company takes to community giving.

Rockey (2001) claims that due to the diversity of approaches undertaken by companies in
South Africa to CSI, the CSI programme continues to be one of those functions that does
not have a clearly designated home or formula. She further suggests that as CSI is
becoming more strategic and incorporated into the overall corporate citizenship
philosophy of the company, it is attracting a greater proportion of the company
communications budget. This 1s a trend that is likely to continue gathering momentum.
According to Skinner er al (2001:281) effective communication of CSI activites plays an
important role in the projection of the company as a caring citizen and is often given the
priority it deserves. Rockey (2002: 116) reports that communication s imperatve and that
it 1s no longer good enough to be doing good, but a companv must be seen to be doing
good. The pressure to deliver and communicate meaningful CSI programmes is coming

not only from government but from the general public.

The statistics prove that CSI is a relauvely unstable area in terms of corporate structuring
and there is continual reshuffling of how and where it fits into the companr. It is evident
though that there is a significant and encouraging tend towards the creadon of a
foundation to house the CSI activines of the company, especially by larger corporations.
This appears to be in line wirth the trends in most of the developed countries, particularly

in the USA where many multinationals have created foundatons.



Responsibility and allocation of CSI funds

Figure 21 indicates that 56.5 percent of budgets are determined from a percentage of post-
tax profits, while percent are determined from pre-tax profits. Table 29 reveals that 43.3
percent of companies allocate funds at board level while in 21.1 percent of the companies,

allocation is taken care of by the CSI Department.

Chrisman & Carroll (1984:61) suggest that there is an obvious need for strengthened
training and capacity building for communities. They further add that organizations have a
moral duty to be socially responsible and that corporations are rooted in real commusnities,

therefore they have an implicit obligation to be good citizens of these communities.

A survey done by Top Companies 2004, in association with the Firancal Mail, reveals that
companies are increasingly applying more formality and structure to the way they
determine the size of their CSI budget. This 1s daven by the fact that CSI is now regarded
as a valuable tool for transformadon, and expenditure levels. In this survey 35% of the
responding companies indicated that they now use either pre-or post-tax profit as a

formula for determining their social investment budget.

Evidence suggests that this more structured approach means fewer companies now base

budget size predominantly on company or board approval.

SECTION B - HIV/AIDS
Availability of HIV/Aids Policy/Strategy

Figure 22 clearly indicates that the majonty of companies (97.5 percent) have a policy or

strategy in place, while 2.5 percent do not.

According to Ellis and Terwin (2004) an HIV/Aids policy is a written document that sets
out an organization’s position and practices as thev respond to HIV and Aids. Not only
does the policy provide gdelines as to how a business should respond to HIV positve
emplovees, but it should also provide a framework for acton to reduce the spread of
HIV/Aids and manage its impact. Although the researched companies showed evidence
that thev have policies in place, the real challenge 1s whether thev are translaung the policy
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into practice. Respondents indicated that they were satisfied with their existent policies and
programmes. This shows that large companies are indeed leading the way, however there is
clearly much more that can be done and it 1s important that business take up the reins
alongside govemnment and other stakeholders in a proactve, multifaceted and
comprehensive response to HIV/Aids (Ellis and Terwin, 2004: 29),

The aim of the study lies in determining and investigating whether these companies have
the necessary suppott to control the impact of the disease. The support for HIV/Aids

internally and externally attempts to determine this.

Support for HIV/Aids internally and extemally

Table 32 suggests that the emphasis 1s on internal support of HIV/Aids. Companies
spend 18.8 percent of their ime in communicating the various challenges related to
HIV/Aids to their internal audience and 15.1 percent on education, care and support.
External support is acknowledged mainly in the educational arena. 39.4 percent of support

is allocated to education, while 43.7 percent 1s allocated to community based inidauves.

Rockey (2002:182) reports that it 1s not possible to influence unless awareness of the
disease is first broadcast. Awareness 1s not all; people must learn to accept that
communication about HIV/Aids is not propaganda designed to insdl certain moral
behaviour, but they must understand the deadly consequences of contracring the disease,

and must change their behaviour accordingly.

Relationship between HIV/Aids and Corporate Governance

In Table 34, 73.8 percent of companies indicated that HIV/Aids had an influence on
corporate governance, while 26.3 percent did not. The guidelines and principles in the
King Report provide a sound basts for the successful runming of an organizaton (Ferreira,
2003: 59).

According to Mercalf (2004) companies are being pressurized by a wide range of
stakeholders, including current and potennal investors, their emplovees and the labour
unions, as well as government and the communiry, to report on the effects of HIV/Aids in

the workplace, the costs involved and the strategies implemented 1o manage the issue.



This trend is echoed by the 2002 King Report on Corporate Governance for South Africa,
which underscored the importance of annual corporate reporting on HIV/Aids and said
that companies should detail the polictes implemented to manage the effect of HIV/Aids
on their businesses, regularly monitor performance and report on all these issues to

stakeholders.

It is evident that strategic planning is another challenge faced by companies in South

Africa and in the global economy and is an urgent priority for top management.

Communication methods used to raise awareness about HIV /Aids

Table 35 reveals that 14.2 percent of companies used posters as a method of creating

awareness about HIV /Aids, while 12.8 percent used flyers as a communication method.

According to Ellis and Terwin (2004} in order to achieve significant and sustainable results,
business has to put comprehensive HIV/Aids programmes in place. Any workplace
HIV/Aids programme should consist of two basic elements, namely programmes that aim
to prevent or reduce new HIV infections (eg. voluntary counselling and testing and
HIV/Aids awareness programmes) and programmes that provide treatment, care and

support to employees and their families who are infected or affected by HIV/Aids.

Evidence suggests that a2 number of companies use the more conventonal method of
communication to make employees aware of the dangers of HIV/Aids, ie. posters and

flvers.
Responsibility for monitoring community needs

Table 36 reveals that in 42.7 percent of the companies the CSI/CSR department was
responsible for monitoring communiry needs. However, 20.2 percent of the companies

revealed that the Human Resource division was responsible.

CSI programmes are taking on real development challenges, driven by an understanding of
the need to address exisung inequahues and an awareness of the benefits thar flow from
successful social development (Rocker 2002). Joseph (2002) suggests thar such strategies
should ensure a proper process of consultaton and planning with stakeholders to ensure

the viability, monirorng and evaluanon of social development.



Evidence suggests that companies are actively engaging with communities in which they
do business. The main purpose of some big businesses is to improve the quality of hfe of
the communities in which they exist, since it is the Foundation, C5I, or Human Resource

departments that are responsible for communities necds.

Methods of training and communication media used to convey messages about the
virus

Table 37 reveals that 59.1 % of the responding companies used peer educators to train
fellow employees, while 40.9% used industrial theatre groups.

Rockey (2002) suggests that it is not possible to influence employees unless awareness of
the disease 1s first broadcast. She says that awareness 1s not all. One must learn to accept
that communication about HIV/Aids is not propaganda designed to instl certain moral
behaviour, but that employees must understand the deadly consequences of contracting

the disease.

It is evident from this study that most companies are putung a lot of effort into in-house

awareness programmes and ensuring that emplovees take heed of the dangers of

HIV/Aids.

Provision of support and care and treatment

Figure 23 indicates the support provided to employees. A wide range of support is
provided; however, 92.5 percent of the respondents indicated that the more popular means
of provision was voluntary counselling to employees, while 85.0 percent indicated that peer

education programmes were provided.

Businesses can help their emplovees living with HIV/Aids to contribute to producton
levels for as long as possible, by providing a range of care and support services through
company clinics or in partership with other healthcare providers. For some this is an
extension or an expansion of extsung provision, whether in-house or through health
insurance, to emplovees and their immediare families. Services extended to the treatment
of opportunistic infectons, particularly TB, psvcho-social support, palhative care, home-
based care and HIV  tmeatmenr through  andrewoviral  therapy (2006

hup: / /www.rednbbon.co.za).
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Effects of HIV/Aids on company profit

In Table 40, 25 percent of companies indicated that the pandemic has had an adverse
effect on the company’s profit and 75 percent indicated otherwise. These results are

significant according to the binomial test (p<0.001).

Stover and Bollinger (1999) report that most studies reveal, that the HIV/Aids epidemic
causes an increase in costs of production and a decrease in revenues. Bloom and Mahal
(2002), argue that the loss of a staff member through sickness has theoretical effects on (a)
a company’s stock of “know-how” and (b) the morale of other workers, as well as
imposing recruitment costs. Rising tarnover due to AIDS deaths, and resulung pressure

on recruitinent, is only one example of the potential impact of AIDS on the workforce.

Administration of the budget

Table 44 indicates that in most companies the Human Resoutces department (44.9 percent)
administers the budget, while in other companies the CSI department (17.9 percent) is in
charge of administering the budget. The table also reflects other departments that may
administer the budget.

According to Metcalfe (2004), companies will face increased costs in other, related areas.
The costs of, for example, medical aid and health insurance, group life and disabilicy
insurance, emplovee benefits and pension fund contmbutions, funeral expenses and
severance pay, will increase as the effects of HIV /Aids is felt in both the company and the
economy. Further costs relate to management and staff resources and direct costs involved
in planning, implementng and partcipaong in HIV/Aids prevendon, training and

treatment.

Effects of absenteeism and sick leave on company

The results in Figure 26 suggest thar there is increased absenteeism (57.7 percent) due to
HIV, followed by Aids absenteeism (54.9 percent). Sick leave seems to lead the way (64.4

percent). These factors severely affect the production capabilides of the company.

According to Metcalfe (2004}, as HIV/ Aids sufferers begin to see the effects of the disease

mn their lives, compantes are likelv to be faced with an increase in sick leave and



absenteeism.  Additional leave days will be required even for employees who are not
mnfected, as they attend funerals, take compassionate leave and care for family members
who may be infected. He further reports that this places additional pressure on the rest of
the employees to fill in for and carry the workload of those not at work. The resulting
overtime, exhaustion and stress could lead to reduced job satisfaction and a reduction in

productvity.

Such effects on the company could lead to a very stressful environment thatr can damage
staff morale and lead to further decreases in productvity, which could potentially damage

the corporate environment.

Effects of prevalence rates on company

Twenty five percent of compantes indicated that the pandemic has had an adverse effect
on the company’s profit and 75% indicated otherwise. These results are significant

according to the binomial test (p<0.001).

Anti Retroviral treatment and funding

Table 49 reveals that only 25 out of the 80 companies have funding initatives in place for
ARV wreatment. Of these 25, 14 companies have specified thar their Medical Aid offers
ARV treatment and 11 indicated that ARV's are funded or subsidized by the company.

Nine out of the 80 companies indicated that the funding allocated to treatment, ranged
from R25 000 to R3 million. Three companies spent R25 000 and the other 6 allocated
between R30 000 and indicated that thev spent between R25 000 2nd R3 million.

According to the Policy Project in Ellis and Terwin (2004), the argument that ARV
programmes are 100 expensive is losing ground — various studies have shown convincing
evidence that it is cost effective to Invest in an ARV treatment programme. The way in
which an organizaton incorporates ARVs into their policy and workplace programme
depends on factors such as the size of the organizadon; its proximiry to health services
{(and accredited ARV sites); the in-house occupadonal health infrastructure; health
insurance policies, human resource infrastructure; profitability and financal status; and

HIV/Aids prevalence in the organizanon.
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The study reveals that a small percentage of companies offer ARVs to their employees.
Some have in-house medical aids that offer the treatment while others sub-contract to
HIV/Aids health management services. The reason for a small percentage offering the
treatment is due to the high cost associated with the treatment. A suggestion would be to
include ARVs as part of the overall workplace strategy. ARV treatment programmes
should ideally run parallel alongside prevention and education programmes.

Current and future impact of HIV /Aids on the Company and Community

Table 51 teveals that, 87.5 percent of the surveyed companies indicated that HIV/Aids
had already had some impact on their business, while 8.8 percent beleved that there was

serious impact.

Rockey (2003) reports that in many cases, companies’ management, employees,
shareholders and other stakeholders are not aware of the impact of HIV/Aids on long-
term sustainability. It is probably no exaggeration to conclude that the ‘going concern’
prnciple might potentially be compromised for many businesses. Companies have a
responsibility to report on the status quo and on the future potenual business risks of the

disease.

The findings provide evidence that HIV/Aids has had some impact on corporations.
HIV/Aids will continue to impact the on the bottom-line of a company unless proper

measures are put in place to conscientse its emplovees.

CONCLUSION

Ellis and Terwin (2004), reporrt that the global spread of the Aids pandemic and increasing
evidence of the economic impact of HIV/Aids has highlighted the need for business to
take action against the pandemic.

The findings ansing from the empirical evidence have been contexrualized within the
broader framework of the study. Although the companies surveved provided support for
effective HIV/Aids policies, the question arises, are these policies or strategies effecrve

enough to manage and conrrol the tmpacr of HIV/Aids on the company?

208



While most of the companies across all the sectors surveyed indicated that they produce
some form of statutory document, few seem to report on the impact of HIV/Aids on their
business. However, large compantes (and those in the financial services and mining
sectors) appear to be leading the way in this regard.

Chapter nine highlights the conclusions of this study and makes recommendations for the

future.



Chapter?

CONCLUSIONS AND RECOMMENDATIONS

INTRODUCTION

In this final chapter, the researcher presents the conclusions and recommendations

regarding Corporate Social Investment and HIV/Aids in South Africa.

It is no longer optional for 2 South African business organization to have an HIV/Aids
programme that works to address the challenges of the pandemic for its own people, its
customers and the communities in which it operates ( Green, Daily News, 1 December
2006: 20). Companies have now recognized that they are uniquely positoned to
implement programmes that could directly and indirectly touch the lives of many people
infected or affected by HIV/Aids.

LITERATURE REVIEW OF THE STUDY UNDERTAKEN

Chapter Two presented an overview of how corporate social responsibility and corporate
social investment became incorporated mto tnpple bottom line reporting and therefore
how HIV/Aids programmes were included 1n mipple botrom line reporting. This chaprer
therefore discussed the importance of corporate governance, tripple botrom line reporting
(TBL) and the sodially responsible investing index (SRI) and their impact on South African
business. Since the JSE Secuntes Exchange in South Afnica launched is first Socially
Responsible Investment (SRI) Index, the index has aimed at increasing awareness and
management of sustainable business practices, m partcular through adoptng the tripple
bottom line, as 2 way of doing business. The process involved a detailed assessment
agaiast criteriz relatng to participants’ policies, strategies and activities in respect of
corporate governance, the environment, the economy and sociery. Evidence suggests that
South African compamies are under the influence of several ambiguous pressures.
Monitoring and reporting of HIV/Aids is one area where powerful plavers ourside the
organisation {e.g. JSE} advocate for disclosure. This development has cernfied that many
top South Afnican companies are competent for mclusion in the Index and have recerved

recogniton for their commuitment and performance to date.



Chapter Three reviewed and examined the broad development of the ideas behind
corporate social investment (CSI)/corporate sodial responsibility (CSR) in South Africa
and its specific characteristics in the context of the country’s social, political and economic
development. The chapter also discussed the findings in respect of corporate social
investment programmes in all companies. Data 1n connection with organizational
information, its operation of effective CSI strategies, communication of these strategies to
the internal and external publics, meda used to serve CSI needs, and the CSI budget were
discussed. The trends reported in this chapter provide strong evidence to suggest thar CSI
is gaining in importance in companies. The benefits for the company are becoming
apparent and the drive towards business sustainability is adding impetus to the case for CSI.
Business has successfully positioned itself as s leader in corporate social investment. With
different existing approaches to corporate social mvestment, many corporations have
opted for 2 results-driven approach of developing, implementing and monitoring corporate
soctal investment programmes in partnership with their host communities. Evidence also
suggests that companies are committed to sound corporate governance. Their approach is
in compliance with the King Report’s (2002) code of Corporate Governance and Conduct
for South Africa.

Chapter Four discussed all relevant informaton relagng to HIV/Aids in the ksted
companies. Data in connection with HIV/Aids policies and practices, indicating methods
of training and communication media used to convey messages about the virus both
internally and externally, the role of the organization in supporting HIV/Aids within the
organization, methods of care and support given to emplovees, the amount budgeted for
each company’s HIV/Aids programme were discussed. The chapter revealed that
companies with aggressive HIV/Aids policies/strategies enjoy a surge in emplovee morale.
Therefore effective management of HIV/Aids in the workplace requires effective
policies/strategies that will ensure that there are both long and short term measures in
place that will reduce the impact of the virus on employvees. Education is a key component
of many programmes and the studv has revealed that most corporations have co-
ordinators or climcs that deal speafically with the pandemic. They have internal
HIV/Aids committees consisung of emplovees from vanous departments in the
organization, union representanves and management to monttor implementadon of

acuvites.



ACHIEVEMENT OF THE STUDY’S OBJECTIVES

The central objective of this study was to highlight the role of business in supporting
HIV/Aids in the South African society where evolving political, social and economic

issues are of significance. In the initial chapter of specific research questions were posed:

®= Does the company have a strategic corporate social invesmment programme in
place and if they do what is the nature of the programme?

" What percentage of the budget is allocated to HIV/Aids?

* Does the company have an HIV/Aids policy in place and what is the nature of
such a policy?

® How are the policies and actvities commuanicated to stakeholders?

®  What is the proportion of corporate business support for HIV/Aids awareness?

= What is the proportion of corporate business support towards HIV/Aids
treatment for its employees?

®  What are the other funding Ininatives of the company?

= What geperal and specific theoretical conclusions can be drawn from the Mersham
et al (1995) model for corporate social investment and development

communication?

The findings in respect of each question are highlighted and discussed further in the

conclusions.

CONCLUSIONS
Existence of strategic corporate social investment programmes

Rockey (2002: XIV) reports that corporations are keeping in line with internarional trends
and are increasingly recognising the benefits of having an advanced CSI programme. CSI
programmes have taken on real development challenges, driven by an understanding of the
need to address exisung inequalities and an awareness of the benefits thar flow from
successful social development. Leading companies in South Africa reat CSI as a strategic
and not as a superficial, feel-good form ot chantable giving. Evidence from this study
suggests that large corporations are leading the wav in terms of broad development

challenges. Business plans have now become impossible to consider CSI withour the
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inclusion of HIV/Aids. Additional pressure has been placed on the CSI practiioner to
deliver in the arca of HIV/Aids.

The study highlights several factors that are important and relevant for CSI and HIV /Aids
in the South African society.

Percentage of the budget allocated to HIV/Aids

There is ample evidence in this study which indicates that business has successfully come
to realize the importance of CSI. Companies have shown a desire to see genuine and
sustainable social upliftment. According to Rockey (2004: 77), companies are increasingly
applying more formality and structure to the way they determine the size of their CSI
budget. This is driven by the fact that CSI is now regarded as a valuable tool for
transformation. The CSI health-spend of 2 large number of companies is targeted at
HIV/Aids and companies are channelling some of their development funding accordingly
and seem to acknowledge that dealing with the virus requires a concerted effort and

investment across a broad front.

Existence of an HIV/Aids workplace policy

Nilsson (2003: 94) comments that ‘business is admirtedly making senious efforts as regards
the pandemic, both internally as well as in the broader community’. Strong evidence from
this study suggests that the South African corporare sector have accepted the problem of
HIV/Aids and have realised that the problem can be addressed and have adopted the
approach that community equals workplace. Business is now acuvely supporting the issue
of HIV/Aids in South Afnca. Companies have begun to recognise the seriousness of
HIV/ Aids and the impact it has on the workplace as well as the social and economic life of
employees. Evidence also reflects the degree of commimment displaved by large
corporations rowards the development of policies on HIV/Aids. Companies are therefore
commitred to addressing HIV/Aids in a positve, supporove and non-discriminatory
manner, with the informed support and cooperation of all emplovees. New company
strategies have a two-pronged approach, with the focus on prevendon and positive iving,
The prevendon aspect involves the avoidance of new infections by encouraging emplovees
to make informed choices and decisions and take responsibility for their own lives. Part of

this strategy includes tramning and development, awareness campaigns, informanon and



knowledge sharing. Some companies have elected HIV/Aids committees representing staff,
members of management, human resources staff, trade unions and peer educators. These
strategtes also extend to the broader community, and in most cases are facilitated by a

Foundaton.

Communication of HIV /Aids policies and activities to stakeholders

There is ample evidence from this study to suggest that education is a key component of
many programimes. Educaton and awareness programmes enjoy strong suppotrt. Relevant
education that is accessible in terms of language and literacy levels is disseminated on an
ongolng basis. Awareness activities include exhibitions and campaigns linked to World
Aids Day, Natonal Condom Week and Aids Memonal Day, etc. Since 1994, education
programmes within the workplace and surrounding communities have been presented by
nominated employees who have been trained as peer educators. In addition to targeting
high-risk groups through education programmes, peer educators also distribute condoms
m their specific zones and refer high-risk padents for treatment at clinics. Establishing
levels of infection is essennal both in ascertaining the effecuveness of education and
awareness programmes and m planning reaction to the disease. Against this backdrop it 1s
evident that corporadons have promoted voluntary counseliing and restng programmes
(VCTs) as part of their health care services. This has proved positive as results show thata

number of employees have taken ro unlising the VCT programme.

Proportion of corporate business support towards HIV/Aids treatment for its
employees

Evidence suggests that 2 small number of companies have funding initiatives in place for
ARV teatmment. Some have specified that their medical aid offers ARV treatment and
others indicated that ARV's are funded or subsidized by the company. The focus on
positve living aims to extend life expectancy and the quality of life of emplovees living
with HIV/Aids. Such approaches aim at reducing absenteeism and a lengthened period of

economic acavity 2nd productviry for individual emplovees.



Conclusions on the Graphic Communication Model for Development

One of the most significant findings ansing from the empirical evidence presented in
Chapter Five confirms the application of Mersham’s Graphic Communication model
(1995) which analyses the message components in the triptych, drawing attention to the
codes and symbols of content as a vital area in the process of understanding. All of these
factors have particular relevance with the organisations interviewed in contemporary South
Africa. The conclusions on the application of the model also relates to the other two

components of the trptych, namely the communicator and the recipient.

Findings suggest that the current prevalence of the virus in South Africa proves to
be a major challenge for corporations and the government. Although no reliable
data of HIV infection per sector or per skills category are available, it is believed
HIV prevalence is significantly higher among semi- and unskilled workers than
among highly skilled and white-collar workers. However, it 1s becoming apparent
that the mimng, transport, building, construction and manufacturing sectors could
be vulnerable to the HIV/Aids pandemic (Ellis & Terwin, 2004). Many
corporations mn Afrca subscribe to the same means of ensuring that their
emplovees are kept regularly informed, educated and up to date on HIV/Aids

related issues.

- The form of messages has taken on a different formar. Communites are now
accepting explictt messages as opposed to the past subtle messaging system of
billboards and postets, etc. Approaches to communication have changed from
sensitive and subtle to hard, cold and direct messages. Ferreira (2003: 60), asks
“does simply telling people about HIV/Aids through posters, pamphlets, videos
and other media get people to acrually change their behaviour”> His answer is,
“we must begin to realtze thar education does not take place within a vacuum, that
there are social, polincal, and culrural barriers that influence the ability of anv
particular sub-group of people to assimilate the messages being communicated. As
long as these barmers remain underplaved, the efficacy of HIV prevendon

educaton programmes will remain disappoindng”.
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Evidence suggests that the model draws attention to the importance of the way in
which the communicator manifests his or her ideas, and its importance to the
success of the communication process. The central position in the communication
triptych is the message. In order to transfer thoughts, information, feelings and
attitades Mersham ef a, (1995), argue that we need to consciously ensure that the
form in which these ideas are manifested 1s decodable by the partners in the
communication process. The model further suggests that the interpretaions -
attached to messages by partners in the communication process should consciously
be monitored. The audience are now able to engage themselves in this instance, n
that they are able to debate, enquire and expect feedback. The message is clear and

not ambiguous.

Evidence suggests that Mersham’s model can be seen to work in practice especially
as far as the recipient is concerned. Emplovees are engaging with the issue at hand
and asking pertinent questions which tend to affect their immediate hfestyle. From
the companies interviewed it 1s evident that the message has become the medium.
For example In some companies top management encourage the rest of the
company, by being the first to be publicly tested and counselled within the
company. This shows that the 1ssue of confidenaality is of paramount importance
to these companies. HIV positive emplovees are treated in the chinic as all other
emplovees, which removes any potenual sdgma that could adse. Famous
personalities are used to relate experiences, e.g., Hlubikazi Mbbovo who takes the
role of Nandipha in  Isidingo. The ‘Know vour status’ drive 1s so vital in breaking
down the HIV/Aids sugma. People who know they are HIV negative are
encouraged to stay that wav. People who are HIV positive are helped by wellness
programmes that aim to delay the onset of full blown Aids. This makes a distinct
difference to understanding the problems associated with HIV/Aids. Emplovees
are also able to encode and decode the message. From the findings various
examples come to mind. One that is most common is that on World Aids Dav (1
December) South Afncan fellow emplovees who have lost the fight ro HIV/ Aids

are remembered by a candle hghting ceremony in their memory.
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The findings from the study suggest that the medium 1s now thought of as a
message receptacle or that which provides the platform for the signs, symbols
and codes of meaning to be conveyed. Mersham adds that each medium has its
own set of encoding possibilides and structures, drawing on McLuhan’s (1967)
observation that ‘the medium is the message’. The communicator has skills in
encoding messages in the mother tongue of the communication partners and skills
in the technology and techniques of the medium in question e.g., billboards,
pamphlets and brochures i the different languages attract people to the message,
e.g. the Love Life campaign, which is one of South Africa’s most ubiquitous
brands with a wide range of awareness and educational approaches, from
controversial billboards and Love Life pamnted taxis (how safe was your ride last
night’), to newspaper inserts and well equipped youth cenires. The model implies
that all partners must have the skills for decoding the mediated message. The
message should ideally be suitable to the different language groups in that these
groups should have the capacity to decode and mnterpret the message. To be really
effecove education and awareness programmes need to be understood by the
target audience and should ideally bring the audience into debate, by being

interactive with them.

Significant findings suggest that South Affican compamies have well-established
communications media in different languages which include internal staff
magazines, electronic communications, videos and posters, and comprehensive
HIV/Aids intranet sites and including the use of industrial theatre and workshops
as a method of constantly remnforcing the educational messages around HIV/ Aids.

Billboards, radio spots and other material ranging from calendars, stckers,
posters Lflvers, videos, slide shows, photographs, displavs, murals audio tapes and

CDs were used to get the message across o various audienices.

Preventon strategies emploved by corporations include:

Use of conventional media (TV, radio, print and outdoor media) and
Popular media {thearre, drama, posters, leaflers and booklets) are udlized to

promote general knowledge and awareness;



Promotion of condoms and distribution of free condoms through in-house chnics,
community clinics, hospttals and commercial networks;

Fducation and awareness of STDs.

As far as the communicator is concemed the development communication
sclentist (and public relations practiioners involved in community and social
investment programmes) was able to ‘prompt’ the community to imitiate the
messages about their development needs. The public relations practitioner or CSI
practitioner was seen as the development communication scientist in this study,
and was able to scan the environment and actively monitor the intemal and

external community for messages/information related to HIV/Aids.

Findings reveal that corporations also run other related HIV/Aids programmes
that confront ignorance by providing facts, reducing prejudice through
demonstration of positve attitudes, and fighung discrimination through the use of
affirmanve role models and practices. Findings reveal that the ultimate objective is
to reduce sugma, discriminanon and prejudice against people living with and
affected by HIV/ Aids. Campaigns are cartied out and expected to help encourage
people to use voluntary counselling and tesung (VCT) services. Considerable
progress is made to create a supportive environment for effecuve implementation
of other HIV" prevenuon, care and treatment programmes. Companies are proud
to be part of innovatve behaviour-change and communication programmes to

reduce the incidence of new infectons and further promote stigma reduction.

Exvidence illustrates that programmes and campaigns have been implemented in
which the skills of the communicator were of great significance. The
communicator (in most cases a trained public reladons pracodoner or corporate
social Investment practtioner), normally has the skills to encode messages.
Findings suggested that communicarors had a thorough understanding of the

various audiences that they Were communicating HIV/ Aids messages to.

Another conclusion relanng to the medium is that the signs and symbols were

effectvely used. The meaning of a sign depends not onlv on personal



interpretation, but also on collective agreement that may vary across space, ime
and culture. Logos and symbols offered a way to create unity among a wide range
of communication messages, allowing the target audience to buld up
interpretations and meanings over time (Parker, ¢ 4/, 2000). A good example of
this is the red beaded ribbon that symbolizes the international struggle against
HIV/Aids. The beads denote a2 South African passion towards the strugple for
HIV/Aids.

Most of the companies targeted in this study have been actively involved in HIV/Aids
prevention and awareness programmes using frequently used media. Some companies
engage in behaviour-change communication through the various projects that take
cognizance of compassion, tolerance, and sensinvity. Such programmes confront
ignorance by providing facts, reducing prejudice through demonstration of posiove
atitudes, and hghtng discnmination through the use of affirmanve role models and
practices. The ultimate objecave is to reduce sugma, discriminanon and prejudice against

people living with and affected by HIV/Aids.

Such campaigns are expected to help encourage people to use voluntary counselling and
testing (VCT) services, and make considerable progress in creatng a supporting
environment for effecuve implementanon of other HIV prevendon, care and treatment

programmes.

Mersham’s (1992b) graphic communication mode] for development provides a basis for
evaluation of the corporate social mvestment opportumides and HIV/Aids
strategtes/policies of the sample. Strong evidence suggests that the findings support
Mersham’s graphic communication model for development. Mersham’s model reveals
itself to be underpinning the campaigns, programmes and strategies implemented by
corporate South Africa. Although this is not done explicitly with knowledge of the model
itself, the study has shown that the basic prnciples and pracaces are applied. What the

model proposed is substantiated by the results of this study.

Findings also reveal that the South African business community is serious about HIV and

thev are serious about educanng their staff and are therefore guided by South Afncan



legislation which provides strict instructions on HIV/Aids testing procedures. The results
reported in this study help South Africans understand the stimulus faced by the prvate
sector when dealing with the problem of HIV/Aids. Many large corporations have
mmplemented effective workplace policies and are ensuring that their employees are given
the best in terms of educaton and medical assistance to help curb the spread of the virus.
However, this is not so in the case of the smaller companies, where only a small percentage
of SMEs have implemented HIV/Aids policies. This shows that smaller companies still
lack a strategic response to the pandemic. Although most of the large companies indicate
they have policies/strategies in place, it 1s not certain whether employees have seen or are
aware of these policies. It is also not certain exactly how much is being done in terms of

communication, care and assistance to employees.
A summary of the conclusions in response to the model are represented in figure 30 below.

Observations regarding the communicator, medium and recipient are indicated under the

respective sections of the model.
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Figure 30: Observations on the Communicator, Medium and Recipient

In summary, it is clear that the mining sector and large corporations are leading the wav in
responding to HIV/Aids. However, it 1s also clear that much more can be done with the
assistance of government and other stakeholders.

It has become apparent that some corporaniosns, due to ignorance and myth, have not put

in place programmes and are not delivering 1 this area.

The results of this study can also help us understand what we can realisncally expect from

the private sector as far as addressing the problem of HIV/Aids.
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RECOMMENDATIONS

In 2000, UNAIDS along with the Prince of Wales Business Leaders Forum and the Global
Business Coalition on HIV/Aids compiled a series of lessons leamed from various
corporate responses to the pandemic. From this, a number of key lessons were distilled
which provide guidance for business in their approach to addressing HIV/Aids. It is
envisaged that these lessons could be employed within the South African business sector.

Eight corporate lessons in response to HIV/Aids are adapted from UNAIDS Business
response to HIV/Aids, Daly (2000:14):

9.3.1 Ensure 2 committed leadership (CEQO, board and management) and understanding
at all levels of the workforce, particularly through demonstrating the business case
for addressing HIV /Aids.

9.3.2 Go beyond the workplace and address issues within the local community to ensure
real effectiveness (e.g., by commemorating World Aids Day on December 17 with
the wider community).

9.3.3 Demonstrate business costs and benefits and human resoutce implicatons of
HIV/Aids impbanves.

9.3.4 Undenake a consultative approach with all stakeholders to ensure that initatives
are approprately directed.

9.3.5 Enter into partnership with other businesses, NGOs, governmental and
intergovernmental organisations to provide the necessary expertise and knowledge
of HIV/Aids issues and to enable the scaling-up of responses.

9.3.6 Involve the use of peer educators/leaders from the target groups in dissemination
of education and preventon informaton.

9.3.7 Udlize low cost creatve tools to ensure sustainability and replicability.

9.3.8 Undertake continual monitonng, and review the effectiveness of HIV/ Aids.

In the contexr of this study the following tentanive recommendanons can be made:



Companies should start within

They need to recognise the problem, factor the risks and potennal implications,
banish the stigmas, and develop strategies that address the problem: not only with
their own employees, but also in the communities from which they draw their

labour source.

Corporations should gather information from joint ventures and
collaborations

Information should ideally be sourced from local, national and international
collaboratons. Such collaborations can be useful in developing proper strategies

etc.

Involve other stakeholders in Policy and Program development
Seek feedback from local and international stakeholders

Create an HIV/Aids Policy with assistance from affected employees
Involve infected and affected people in the creation of such a policy. Describe
company policies on issues such as confidentiality, lack of harassment, benefit

plans, etc.

Design workplace HIV /Aids programmes to fit local cultures
Design programmes to address circumstances of HIV/Aids prevalence and

cultural norms by raking into account local cultures.

Ensure that the policy is a living document
The pohcy should be understood and used as a key tool by all levels within the
company. The company should demonstrate that the policy 1s a commitment to

protecting emplovees and should publish the policy at all rimes.

Ensure legal compliance

A specific policy legal compliance should be incorporated into the company
alongside the HIV/Aids policy.. Such a policy would help to focus on prevenring
future disputes and allegations of disctiminanon on the basis of the employee™s
HIV/Aids status.

2
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Collaborate with other organizations
Companies should build leverage in support for the disease using national and

international examples to assist.

Follow best practice

Due to ignorance, myth, and misinformation, many companies have followed
unsustainable HIV/Aids programmes, delivering little in the way of value. Those
companies that have an HIV/Aids strategy, but do not follow best practice, should -
endeavour to strengthen their programmes by looking at what has been done

nationally and internationally.

LIMITATIONS

The limitations to this study were as follows:

- The sample frame that was utilised within the scope and nature of this
study, included only the top 100 hsted companies on the Johannesburg
Stock Exchange (JSE), because they represented the more competitive

private sector companies.

- The sample did not allow for the inclusion of non-listed companies.

AREAS FOR FURTHER RESEARCH

Further wotk and analysis could be done in areas allied to the present topic. Several

aspects were encountered dunng the course of this study thar did not necessarily fit in with

the research at the time but are certainly important issues for further research.

Future research could explore the following:

Comparative perceptions of unlisted companies to determine the progress made
towards tackling HIV /Aids problems in this secror;

A study on gender specific approaches would be beneficial as they have proven to
be effectve in curtailing the spread of HIV/Aids and sexually transmitted diseases.
Compantes should incorporate strategies into their HIV/Aids programmes and

policies thar are sensitive to the specific needs of female and male workers;
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" Research into possible community involvement in the development of the
HIV/Aids programmes/policies of companies ;

= An investigaion of the involvement of employees in the formulation of
policies/strategies ot programmes and procedures within companies for HIV/ Aids
prevention;

® To determine what coalitions are avatlable to companies for networking purposes,
which will allow discussion on issues relating to HIV/Aids;

= Interventions on HIV/Aids problems will have an impact on branding and
reputation for the company. A study on such impact will be beneficial to
companies.

= To explore the strategies used by the internatonal business sector in combating the

HIV/Aids problem, as well as related nisk areas.

The reality of the HIV/Aids problem is affecung all facets of our South African Society
and has espectally challenged the corporate world. The investment in human resources has
come to the forefront, and why not If collectively the corporate world does not take
responsibility for its manpower, it will not only be detrimental to the company, but also to
innocent affected employees that assist the corporate sector in achieving its many

commitments.

The absence of investment in mitgation will result in labour becoming a non-renewable
resource. The challenge is to effectvely ink corporate social investment and HIV/ Aids

policies, in order to optimise impact, both for business and for the community.
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ADDENDUM I: LETTER TO SAMPLE COMPANIES



22 November 2004

To: The Senior Manager / Corporate Social Investment Manager
Dear SirfMadame

CORPORATE SOCIAL INVESTMENT AND HIV/AIDS SURVEY

As a senior representative of one of the top 100 companies listed on the JSE in South Africa, |
would like to invite you to pariicipate in this very important study on Corporate Social Investment
and HIV/Aids.

The aim of this survey is to investigale and examine the corporate social investment
programmes of the top 100 listed companies on the JSE and to determine the extent to which
their programmes strategicadly include a HIV/Aids component.

| confirm that | am a registered student with the University of Zululand studying towards the
Doctor of Philosophy in Communication Science.

It would be greatly appreciated if you will kindly participate in the survey by sharing your
expertise in the completion of the questionnaire. The information that you will provide will make
an important contribution to the success of this study.

Your input wil! be treated as strictly confidential and you can be assured that it will not be

divuiged to any third party. A summary of the findings will be published at the end of this study
and you can be guaranteed that a copy will be sent to you for your information.

Your co-operation in this study is highly appreciated.

Yours sincerely
Ms Renitha Rampersad Prof. Gary Mersham
Head of Department Supervisor
of Public Relations Management Department of
Durban institute of Technology Comimunication
Science
University of Zulyiand

Doctor of Philosophy: Communication Science (Student No. (24416)
University of Zululand
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CORPORATE SOCIAL INVESTMENT AND HIV/AIDS IN SOUTH AFRICA

Designation:

E-Mail:

Name of organization:

Address :

Tel. No.: Fax. No.:

SECTION A
CORPORATE SOCIAL INVESTMENT

1. Please circle the code of the sector to which your organisation belongs.

a Financial services 1

b Parastatals 2

c Mining 3

d Qil 4

e | Technology 5

f Pharmaceutical 8

g Retait 7

h Automotive 8

i Beverages, Hotels, Leisure 9

i Other (please specify) 10

2. Does your company operate a strategic corporate social investment programme? Please circle the relevant

numeric code.

Yes 1

No

3. How do you communicate these strategies internally and externally?

4. s your CSi programme linked to national priorities? If yes, please elaborate.
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Yes
No

[\ Y

5. Does your company use CSl to contribute to enhancing its corporate brand and image? How is this
communicated to the various publics?

Yes i
No 2

6. Do you have a specific strategy for enhancing your organisation’s social investment performance?

if yes please elaborate.
Yes i
No

7. How important is the communication of CSI activities internally versus extemally? Please tick the relevant

answer.
internally Extemally
a | Extremely imporiant
b | Veryimportant
¢ | Average importance
d Not at all important
e Don't know

8. Which department is responsible for the communication of CSI messages?

Circle

Corporate social investment
Public Relations

Corporate Communication
Marketing

CSi Committee

Other

@i io|(m

OO | |G|
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9. How important is CSI communication to the following audiences? Please tick the relevant answer.

Extremely imp. Very Imp. Fairly Imp. Not Imp.

CEO

Line Managers
Public affairs
Employees

Local Government
Customers
Provincial Government
Shareholders
Suppliers
Distributors

Trade Unions
General Public

T TR [T e (a|o |

10. |s there two-way communication between the company and the communities that you invest in. Who is
responsible for such communication links?

11. What media do you use io serve your CSI communication needs to the intemal and external audiences?

CIRCLE
a Television 1
b Radio 2
c Newspapers 3
d Magazines 4
e House journals 3
f Intemet 6
g Public Website 7
h Newsletters 8
i Electronic Forums 9
j E-mail 10
k Annual reports 1
i Workshops 12
m Face to face forums 13
n Smal} group communication 14
0 Other 15

12. 1s your commitment to social investment published at all? Please state where such information is published.

Circle
a Freguently 1
b Occasionally 2
c Rarely or never 3
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13. Does your arganization have any specific guidelines on the following issues? Please fick those appropriate and
please siate where such guidelines are published.

Yes No

General business ethics

Responsibility towards employees
- equal opportunities
- health and safely
- employee development
- employment strategy
- HiV/Aids Strategy
- Other {please specify}

o=

C Responsibility towards the broader community

- education and schools liaison

- thearts

- health and welfare

- research

- seeding community activities {crime
prevention, health, homelessness,
small business development, efc.

- other (please specify)

D Responsibility towards the environment

- pollution

- energy usage

- use of non-renewable resources
- urban renewal

- other (please specify)

14. Please indicate how your corporate social investment budget is determined, please circle one of the following:

Circle
a Percentage of pre-tax profits 1
b Percentage of post tax profits 2
c Percentage of dividends 3
d | Percentage of payroll 4

15. Has your budget grown more in the last five years? If so, what have been the main reasons for doing so?
Please circle the correct option.



Circle

increased need to preserve and enhance corporate image

support of marketing activities

pressure from the general public

competitive pressure

long-standing corporate philosophy

recovery from a major public relations disaster

k2 [~ | |0 o7

other (please specify)

02 [~ DN | OIS~

16. Where does the responsibility for the allocation of CS! funds lie?

Circle

At board level or at board committee level?

Through a public relations department

Through a social investment depariment

Through a staif committee

Through a CS! committee

-y | O

Other (please specify)

RO || —

17. What principles are adopted to determine the aflocation of corporate social investment funds? (please specify)

18. Please provide a percentage of how CSl funds are spent across the various development areas within your

company.
Percentage
a Education
b Training
c Job creation
d Health
e Welfare
f Sporis and recreation
g Community development
h Environment
| Arts and culture
i Housing
K Safety and security
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SECTIONB

HIV/AIDS

1. Does your company have a HIV/Aids policy/strategy in place? Please circle the correct answer.

Yes 1
No

2. Whatis the role of your company in supporting HIV/Aids within the company?

3. Whatis the role of your company in supporting HiV/Aids extemally? Please rank each in ordered form with 1
being of high priority to 5 being of low priority on a scale of 110 5. (i.e. 1,2,3,4,5).

Rank
a Education 1
b Community based assistance 2
c Health care programmes 3
d Counseling services 4
e Testing services 9

4. Does the issue of HIV/Aids have any bearing on corporate governance, if yes, how do you see the relationship

between the two.
Yes 1
No 2

5. What communication methods does your company employ fo raise awareness about HiV/Aids

6. Whois responsible for monitoring community needs?




7. What methods of training and communication media da you use to convey messages about the virus both
internally and extemally? Please tick.

Circle

Peer educators
Industrial theatre groups
Print and electronic media
Community workshops
Intemal workshops
Intemnal staff magazines
Billboard campaigns
Posters

Intranet sites

Industrial theatre

Other

wir =T |—o|la|lo (o
Z|S|w]oc|~|or || N |-

8. Does your company provide the following to its employees:

Yes No

Testing

Voluntary counseling

Support and care to the infected employees
Peer education programmes

[~ N o g 43

9. Does your company promote education and prevention programmes for employees? if yes please elaborate.

—y

Yes
No 2

10. What methods of care, support and involvement is given to employees living with HIV/Aids? Please elaborate.

11. Has the epidemic had adverse effects on the profits of your company? if your answer is yes, please state how
this has affected the company.

Yes 1
No
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12. What treatment is provided to employees infected or affected by the virus?

13. What amount is budgeted for your company’s HIV/Aids programme?

14. Which department administers the budget?

15. Does your company have an in-house medical aid scheme?

—

Yes
No 2

16. Does your company’s medical aid scheme provide an Aids management programme?

-

Yes
No 2

17. Which key areas mostly affect your company.

Circle
a HIV absenteeism 1
b Aids absenteeism 2
c Funeral leave 3
d Sick leave 4
e Sickness related productivity decline 5

18. Is management aware of the HIV/Aids prevalence in your company?

Yes
No

NNy | -
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19. Does the company take any preventative action?

Circle
a Fomal training sessions 1
b Group discussions 2
¢ Treatment for HIV/Aids 3
d Counseling 4
e Condom distribution 5
f Poster awareness 6
20. Briefly describe what funding initiatives are in place for Antiretroviral treatment?
21, How much of funding is allocated towards this treatment?
22. What percentage of your employees would you estimate fo be HIV positive?
23. How serious do you consider the curent and future impact of HIV/Aids on your company?
Circle
a Expect sericus impact 1
b Expect some impact 2
c Do not expect impact 3
d No response 4
24. How severely is the HIV/Aids epidemic currently affecting the following aspects of your business?

Please circle the most applicable response codes only.

Circle

Death

Disability

Funeral expenses

Medical expenses

Productivity and absenteeism

i E=0 s Ri=g}]
|| B [N |~

Recruitment and training expenses




25. How serious do you consider the current and future impact of HIV/Aids on your community?

Circle
a Serious impact 1
b some impact 2
c Minimal impact 3
d No response 4

26. Do you believe that your company’s current policies and programmes are sufficient? If yes, please state what
further measures are necessary.

Yes 1
No 2
Thank you for your assistance.
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