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ABOUT THIS 

HANDBOOK 

Social business, or social enterprise, is an emerging concept worldwide that is attracting increasing interest as a way to apply 
business approaches to social challenges. As it is a relatively unknown concept, there is a need for practical tools that raise 
awareness of social enterprise and that stimulate its development. There is also a need to build the capacity of existing business 
development service (BDS) providers to allow them to extend their services to social enterprises. Likewise, the capacity of 
institutions which traditionally support the non-profit sector needs to be developed so that they too can help clients to shift 
towards a social enterprise model where appropriate. 

One such tool is the social business plan competition, which appears to be a useful approach which combines awareness raising, 
public outreach and capacity building. This handbook is a practical guide for those who wish to organize social business plan 
competitions. 

The handbook has been developed in South Africa, based on the experiences of an International Labour Organization project, 
which worked with local partners to conceptualise and run three pilot social business plan competitions in 2009 and 2010. 
As such, the materials and examples relate to South Africa and are primarily intended for a South African audience, but the 
approach is generic and could be applied elsewhere.

The handbook is one part of a social business development services resource pack and should be used in conjunction with the 
other parts:

Social business training manuals and trainers guides:•	
 - Introduction to Social Enterprise
 - Generate Your Social Business Idea
 - Generate Your Social Business Plan

Case studies of social enterprises in South Africa•	
Guide to Finance for Social Enterprises in South Africa•	
Guide to Legal Forms for Social Enterprises in South Africa •	
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A. INTRODUCTION
 TO THE SOCIAL BUSINESS PLAN COMPETITION

1. Who is this handbook for?

This handbook is for those who wish to organize social business plan competitions as a way of raising awareness of social 
enterprise and stimulating its development. Typically these will be people working within institutions that are already providing 
support to enterprise development in a given locality. They might include local municipalities, provincial or regional governments, 
business support agencies, non-governmental organizations or even individuals. They may already have some experience of 
social enterprise development, but this is not required.

The handbook has been developed in South Africa, based on the experiences of an International Labour Organization project, 
which worked with local partners to conceptualise and run three pilot social business plan competitions in 2009 and 2010. 
As such, the materials and examples relate to South Africa and are primarily intended for a South African audience, but the 
approach is generic and could be applied elsewhere.

2. The meaning and emergence of social business

2.1. What is social business?

Social business, or social enterprise1, is an emerging concept worldwide that is attracting increasing interest as a way to apply 
business approaches to social challenges. Basically, it is an organization that is run like a business but that exists for a social 
purpose. As such, it conforms to at least the following two key principles:

Has a primary social purpose, which is clearly stated as its core objective. This distinguishes a social business from a 1. 
conventional business, whose primary purpose is to create financial value for its owners.

Uses a financially sustainable business model, with a realistic prospect of generating sufficient income to exceed costs and 2. 
of a significant proportion of its income being earned. This distinguishes a social business from a conventional charity or 
non-profit organization, which relies on grants and donations for its income. 

Depending on the local context, the following principle may also be a useful qualifier for social enterprise:

Is accountable to its stakeholders, with an appropriate mechanism to ensure accountability to beneficiaries and to measure 3. 
and report on its social impact.

It is important to note that a social business may take various non-profit or for-profit legal forms and may or may not make a 
surplus or profit – what is important is how any surpluses are used.

1 In this handbook, the terms ‘social enterprise’ and ‘social business’ are used interchangeably.
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2.2. Where has the concept come from?

The emergence of social business as a concept is connected to various trends and movements, some 
of which are interrelated. 

Firstly, it has roots in the social economy movement, which includes cooperatives, mutual benefit 
societies, associations and foundations. Depending on the context, this is sometimes referred to as 
the ‘solidarity economy’ and it is often characterised by a strong focus on the democratic governance 
of the enterprise. While social businesses do not necessarily follow this principle as closely as is 
required of cooperatives, there is increasing recognition of social businesses as one among many 
forms of social economy enterprises. Notably, at a regional conference organised by the International 
Labour Organization (ILO) in October 2009 on the social economy as a response to the economic 
crisis in Africa, social enterprises were recognised as part of the social economy.2

Secondly, governments around the world are under pressure to improve the efficiency and 
effectiveness of service delivery to their citizens. This has led to debates about the relative benefits 
of contracting out some elements of public services to external suppliers. Social businesses have 
been proposed as a pragmatic response to this often ideologically and politically charged question, 
as they can offer the efficiency of a private sector service provider but with a guarantee that the 
public rather than private interest is served. 

Thirdly, non-profit organisations (NPOs) with charitable or social purpose missions are likewise under 
pressure from their donors and supporters to become more efficient and financially sustainable, and 
to maximise the social ‘return on investment’ (Alter, 2006: 206). This has led to a new generation of 
NPOs that are adopting business-like operations and techniques in order to improve their efficiency 
and/or looking for ways to generate at least a portion of their own income themselves rather than 
depending solely on grants or donations. Some philanthropic financiers who in the past funded 
NPOs on a grant basis are now starting to seek investments in social businesses from which they 
anticipate not only a social return but also a high chance of a financial return, hence the opportunity 
to reinvest their capital in further social causes.

Fourthly, the recent economic crisis and the financial crisis that preceded it have triggered a process 
of reflection on business models that has questioned the sustainability of conventional private 
sector approaches, and increased interest in alternative business models that seek to combine social 
and financial goals. As the Honourable Minister of Economic Development Ebrahim Patel says, the 
“very extremes of profit-fundamentalism have so distorted economic actions and incentives, that 
the essential purpose of economic activities became subverted. Society is paying a high price for the 
lack of balance, with the economic crisis. There is recognition that such a model is not sustainable 
… There is now also an increased interest in a better mix between private and social enterprises as a 
further response to the lack of development in the past” (Patel 2009: 14).  

Finally, there is increasing realisation of the depth, size and significance of the social business sector 
in many parts of the world. Minister Patel goes on to note that “the social economy is [a] frequently 
under-recognised, under-appreciated and under-marketed part of the modern economy” (ibid.). 
What was once a hidden segment of the economy is starting to be recognised as a major employer 
and contributor of economic activity.3 In countries where it has not yet had significant policy 
recognition or support, such as South Africa, there is the implication that social business could 
represent a new growth area which offers a politically attractive win-win – new job creation and 
better service delivery.

2 The Plan of Action included the following definition: “The social economy is a concept designating enterprises and organizations,   
 in  particular cooperatives, mutual benefit societies, associations, foundations and social enterprises, which have the specific   
 feature of producing goods, services and knowledge while pursuing both economic and social aims and fostering solidarity” (ILO   
 2009: 2). 
3For example, estimates suggest that there are over 60,000 social enterprises in the UK, contributing GBP24bn (R288bn) to the   
  economy and employing 800,000 people (Social Enterprise Coalition, 2009: 3).
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2.3. Is there an agreed definition of social business?

The simple answer is no. Social business remains in its infancy, both at a policy and a practitioner level. There are no universally 
agreed definitions of social business or social enterprise, nor of related concepts such as social entrepreneurship or social 
entrepreneur. The immaturity of the field is reflected in what impartial observers might regard as petty squabbles over 
definitions, and there are fault lines in the sector between those who focus on social entrepreneurs (the individuals acting as 
society’s ‘change agents’)4, and those who focus on the social business itself.5 This lack of consensus on terminology can be 
problematic – it is hard for outsiders to get a clear sense of what is meant by social enterprise, as this depends on who is using 
the term, and misunderstandings are common. It is not surprising therefore that the first question in many conversations about 
social enterprise is ‘what do you mean by social enterprise?’ Some examples of existing definitions are shown in Box 1. 

Box 1 Selected definitions of social business, social enterprise and social entrepreneur 

“Social business is a cause-driven business.  In a social business, the investors/owners can gradually recoup the money •	
invested, but cannot take any dividend beyond that point. Purpose of the investment is purely to achieve one or more 
social objectives through the operation of the company, no personal gain is desired by the investors. The company 
must cover all costs and make profit, at the same time achieve the social objective, such as, healthcare for the poor, 
housing for the poor, financial services for the poor, nutrition for malnourished children, providing safe drinking water, 
introducing renewable energy, etc. in a business way.” (http://www.muhammadyunus.org/Social-Business/social-
business/) 

“A social entrepreneur … builds strong and sustainable organizations, which are either set up as not-for-profits or •	
companies” (Schwab Foundation, 2009)

“Social enterprises are businesses trading for social and environmental purposes” (www.socialenterprise.org.uk) •	

“[Social enterprise refers to] any private activity conducted in the public interest, organised with an entrepreneurial •	
strategy but whose main purpose is not the maximisation of profit but the attainment of certain economic and social 
goals.” (OECD, 1999)

“Social enterprise[-s] (…) adopt one of a variety of different legal formats but have in common the principles of pursuing •	
business-led solutions to achieve social aims, and the reinvestment of surplus for community benefit.” (Haugh, 2006)

“A social enterprise is a business with primarily social objectives whose surpluses are principally reinvested for that •	
purpose in the business or in the community, rather than being driven by the need to maximise profit for shareholders 
and owners.” (UK Cabinet Office, 2006)

“Social entrepreneurs are individuals with innovative solutions to society’s most pressing social problems. They are •	
ambitious and persistent, tackling major social issues and offering new ideas for wide-scale change.” 

        (www.ashoka.org) 

It is perhaps unsurprising that there are no universally agreed definitions, considering that the social enterprise space is 
populated by individuals and organisations that have entered from its different sides, with different intentions and ideological 
orientations. The reality is that social enterprise does not fit into a neat box, and will differ depending on the context, objectives, 
culture, legal form and resources of its proponents. 

It is generally accepted, therefore, that social businesses will take different legal and organisational forms depending on what 
seems most appropriate for each enterprise at the time. Any attempt to provide a conducive enabling environment for social 
enterprise development will need sufficient flexibility to allow for these different views and needs. This applies not only to the 
legal and regulatory environment, but also to the provision of financial services for social businesses, and to the development 
and provision of non-financial business development services for social businesses. 

4 For example, the Skoll Foundation, which defines a social entrepreneur as “society’s change agent: pioneer of innovations that benefit humanity” 
 (see www.skollfoundation.org) and Ashoka, which uses the phrase “men and women with system changing solutions for the world’s most urgent social problems” 
 (see www.ashoka.org). 
5 These include the promoters of the Social Enterprise World Forum, which will be hosted in South Africa in 2011 (Social Enterprise World Forum, 2009).
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3. What is a social business plan? 

A social business plan is a document that describes a social business in detail. It may refer to an 
existing social business, or a social business idea that has not yet been put into practice. A social 
business plan can be used as an internal management guide for the owners or managers of the social 
business. However, it can also be used externally, to tell other people about the social business and 
how it operates. In this respect it is an important tool if the social entrepreneur wants to convince 
other people to get involved in the social business, particularly business partners or potential 
lenders and investors. For more information on social business plans, including how they differ from 
conventional business plans, please see the Generate Your Social Business Plan Learners’ Guide.

4. What is a social business plan competition?

A social business plan competition is a contest in which social business plans submitted by 
contestants are compared and judged. However, a social business plan competition as described 
in this handbook is much more than a one-off round of judging. It is a process that also involves 
awareness raising, capacity building of trainers, training and coaching of entrants, and considerable 
after-care and support to the winners. 

5. Why run an SBPC? 

The reasons for running an SBPC will vary but typically, the ultimate objective is to unlock the 
potential of social enterprise to create social value in the target community, and the immediate 
objectives will include:

To raise awareness of social enterprise as a concept among the public at large in the target •	
community, and to encourage members of the community to come up with viable social 
business ideas – business solutions to real social problems. 

To give these potential social entrepreneurs the help they require to develop a social business •	
plan that describes how their idea could work. 

To help successful entrants to access finance and other services required to put their plans into •	
practice. 

To provide existing business development service (BDS) institutions currently serving the target •	
community with an awareness and understanding of social enterprise, and with appropriate 
tools to provide BDS support to social enterprises as well as conventional businesses. In doing 
so, the intention is that these BDS institutions would be granted an opportunity to expand their 
service offer as well as increase their developmental impact. 
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6. Examples of similar competitions from South Africa and around the world

In the last few years there have been various examples of competitions and award schemes open to social entrepreneurs in 
South Africa, including the Gordon Institute of Business Science (GIBS) Social Entrepreneurship Awards6, the Schwab Africa 
Regional Social Entrepreneurs Award7, and the Social Entrepreneur categories of the South Africa chapter of Ernst & Young’s 
World Entrepreneur Awards8 and the Nedbank/Businesswomen’s Association Regional Business Achiever Awards.9 These awards 
target established social entrepreneurs. 

To date there has been less of a focus on social enterprises at the pre-start-up or start-up stage. Business plan competitions for 
conventional small enterprises are commonplace in South Africa as elsewhere, a prominent example being the Enablis Business 
LaunchPad competition10, but only now are these starting to extend their focus to social enterprises.11

This handbook is based on the experience of three pilot social business plan competitions that were held in the pilot communities 
of the ILO’s SETYSA project:

The 2009 Cape Flats Social Business Plan Competition•	 , coordinated by The Business Place Philippi and targeting residents 
of the area of the Western Cape Province commonly known as the Cape Flats. 

The 2010 Nelson Mandela Bay Social Business Plan Competition•	 , coordinated by the National Youth Development Agency 
and targeting residents of Nelson Mandela Bay Municipality.

The 2010 Cape Town Social Entrepreneurship Business Plan Competition•	 , coordinated by the Department of Economic 
Development and Tourism of the Provincial Government of Western Cape, targeting residents of the Cape Town Metropole 
area, including Atlantis, Paarl and Stellenbosch.

There are many examples of social business plan competitions from around the world, some of which do not focus on a specific 
locality. For example:

Global Social Venture Competition•	 , a student-led social business plan competition providing mentoring, exposure and 
awards for social ventures from around the world and is organized by the Haas School of Business at University of California, 
Berkeley, USA.12

Social Impact Business Plan Competition•	 , run by Social Impact Exchange in New York, USA, is a business plan competition 
that identifies social sector scaling initiatives with demonstrated impact and readiness to grow. It is open to US-based non-
profit organizations.13

Global Social Entrepreneurship Competition•	  is an international social venture plan competition organized by the Foster 
School’s Global Business Centre, University of Washington, USA, in which interdisciplinary student teams from around the 
world propose creative, commercially viable businesses aimed at reducing poverty in the developing world.14

Yunus Centre/North South University Social Business Plan Competition•	  is organized by North South University’s Young 
Entrepreneurs’ Society in collaboration with the Yunus Centre in Bangladesh. Teams of students are given the task of 
designing a social business plan that will impact society and alleviate poverty.15

6These awards have run for the last three years under different guises; in 2009 as the Southern Africa Social Entrepreneurship Awards and in 2010 as the Social Entrepreneurship 
Awards hosted by the Network for Social Entrepreneurs @GIBS in association with Ashoka Southern Africa and BTA.
7See www.weforum.org/en/media/Latest%20Press%20Releases/PR_Africa_Social_Entrepreneurs. 
8See www.ey.com/ZA/en/About-us/World-Entrepreneur-Awards-Programme/World-Entrepreneur-Awards-Programme---Overview. 
9See http://www.bwasa.co.za/BusinessAchieverAwards/tabid/9445/Default.aspx. 
10Enablis, an entrepreneur development organization, runs the competition in partnership with FNB and SEDA. Now in its fifth year, the 
 Business LaunchPad competition has become the largest competition of its kind in Africa and one of the largest in the world 
 (see www.enablis.org).  
11Notably, the Cape Town Entrepreneurship Competition 2010, which took place during February and March 2010, included a category for social entrepreneurs. The organizers refer 
to the “professional level of entrepreneurship support which the winners will receive and the 
 opportunity to meet real investors who are willing to invest in real businesses” (City of Cape Town, 2010). 
12See www.gsvc.org.
13See www.socialimpactexchange.org.
14See www.foster.washington.edu/centers/gbc/globalsocialentrepreneurshipcompetition/.
15See www.muhammadyunus.org/Events/yunus-centre-and-north-south-universitys-young-entrepreneurs-society-nsuyes-collaborate-in-social-business-plan-competition-2010/.
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B. THE SOCIAL 
BUSINESS PLAN COMPETITION PROCESS

7. Overview of the SBPC process

The SBPC process as described in this handbook goes through three stages:

The PLANNING stage can take anything between a month and a year, depending on the availability of resources, the readiness 
of partners and whether adaptation of training materials will be necessary. This stage includes:

Defining objectives, scope and target audience•	
Getting partners on board and allocating responsibilities•	
Developing a workplan•	
Securing in-kind and financial resources including prizes/awards•	
Reviewing training materials and adapting them to the local context if necessary•	
Reviewing the capacity of partners to train and support entrants•	
Establishing systems and tools for data collection and monitoring•	

The IMPLEMENTATION stage typically takes three to six months, depending on the complexity of the competition. This stage 
includes:

Training trainers•	
Outreach and marketing•	
Training part 1: Awareness-raising•	
Registering competition entrants and collecting data on them•	
Training and coaching part 2: Social business ideas•	
Reviewing social business ideas (optional)•	
Training and coaching part 3: Social business plans•	
Reviewing, shortlisting and judging social business plans•	
Awards ceremony•	

The AFTER-CARE stage typically takes a year and can sometimes take longer. Ideally this should be embedded within the existing 
business support activities of your partner institutions. This stage includes:

Coaching winners to refine and finalise their social business plans•	
Disbursement of awards and prizes in line with any conditions set•	
Ongoing advice and support through the establishment and growth of winners’ social businesses•	
Continued data collection to monitor progress•	
Evaluation of the whole competition process to assess impact and whether the original objectives were met•	

Planning Implementation After-care
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8. The planning stage 

8.1. Defining objectives, scope and target audience

The coordinator should clearly define the overall objective of the SBPC. Typically this will relate to 
employment creation and/or tackling social issues in the target community, but it may vary according 
to the coordinator’s own mission. It might also be useful to define immediate (lower-level) objectives, 
e.g. raising awareness among the target population about social business; building the capacity of 
partner institutions to support social business development; or encouraging collaboration among 
local institutions. 

You also need to define the scope and target audience of the competition. Will it be open to new 
(start-up) social businesses, those that have already been running for some time, or both? Will it 
have a sectoral focus (e.g. ‘green’ business ideas)? Do you want to restrict it to youth, or women, or 
a geographically defined community? When considering these questions, you should bear in mind 
your mandate and the overall objective, as well as your capacity to deliver training, coaching and 
after-care support to competition entrants.

In general, unless you have a specific target audience or sectoral focus in mind, it is probably best 
to keep the scope of the competition as broad as possible in order to encourage participation. This 
is particularly the case where the target audience has limited understanding of social business and 
where one of your objectives is to raise awareness. 

You might also consider encouraging the participation of specific target groups by including special 
prizes, e.g. for youth, women or people with disabilities. 

8.2. Getting partners on board and allocating responsibilities

When putting together the team that will be involved in the competition, you will need to ensure 
that there are partners who can perform the following functions:

Overall coordination of the process. You can find an example of Terms of Reference (a list of tasks •	
that the coordinator performs) in Annex A. 

Business development service institutions that can provide trainers. Ideally these should be •	
already working in the target community. They may be able to provide training venues and 
trainers at little or no cost.

Institutions that are willing to provide funds or in-kind resources as prizes to the winners. Ideally •	
this should be a mix of grants, loans and other business services.

Institutions or individuals who can sit on the judging panel.  These will often be representatives •	
of institutions which are providing prizes or are otherwise involved as partners.

Media partners to get the message out to the target community – this might be print media as •	
well as local radio. 

It can be useful to have a core group of institutions that undertake most of the tasks, with a larger 
number of other partners who play less significant roles. See Box 2 to read about the partners involved 
in the 2009 Cape Flats SBPC. The 2010 Cape Town Social Entrepreneurship Business Plan Competition 
involved many of the same partners, but the coordination was undertaken by the Department of 
Economic Development and Tourism of the Provincial Government of Western Cape. 
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Box 2: Partners involved in the 2009 Cape Flats SBPC

The overall coordinator of this competition was The Business Place’s Philippi branch (TBPP). During 2008, TBPP had been 
involved in dialogue with a Netherlands-based organisation called Stadia, through Cordaid’s Urban Matters partnership 
programme in Philippi. Stadia had previously organised a social venture competition in Amsterdam and was interested 
in helping partners to apply the concept in other countries. In early 2009, TBPP discussed the idea with the ILO and both 
parties agreed that this was a good fit within the context of the ILO’s work on social enterprise development in South 
Africa. Stadia provided insights from its experience, in particular by delivering the initial training of trainers workshop and 
by providing examples of documentation used in Amsterdam and elsewhere. Stadia’s involvement in this workshop was 
supported financially by Cordaid and the Sustainability Institute.

TBPP managed all aspects of the process, including partnership development, marketing and outreach, delivering 
information workshops and other support to entrants, receiving and screening entries, hosting the final awards event 
and managing after-care support to the winners. The ILO provided technical support to TBPP throughout the competition 
process. 

Local branches of other BDS institutions (Red Door, National Youth Development Agency, Small Enterprise Development 
Agency, Learn to Earn and Disability Workshop Development Enterprise) variously took part in the initial training of 
trainers workshop, disseminated information on the competition and referred potential entrants to TBPP. Of the other 
BDS institutions, Red Door played the most active role and hosted some of the information workshops. Learn to Earn 
disseminated information on the competition in the course of parallel research it was undertaking for the ILO on the 
potential for social enterprise development on the Cape Flats. In addition, the community radio station Radio Zibonele 
promoted the competition with regular features and interviews. The competition awards were provided or sponsored by 
UnLtd South Africa, Tembeka Social Investment Company Ltd and TBPP with support from the ILO.

8.3. Developing a workplan

Once the core group of partners is on board, you should agree on a common outline workplan that will guide the process (see 
sample below). As the process unfolds you may find it useful to develop more detailed workplans for particular stages, e.g. the 
training workshops.

JUN JUL AUG SEP OCT NOV DEC

Engage further partners including judges

Secure sponsorship for awards

Train trainers on introductory training

Publicity campaign

Train trainers on remaining training materials (GYSBI 
and GYSBP)

Introductory training for potential entrants

GYSBI training for entrants 

First round judging (ideas)

GYSBP training for all entrants who have developed 
workable ideas

Second round judging (plans)

Awards Event

 Debrief meeting
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8.4. Securing in-kind and financial resources including prizes

The coordinator should be in a position to commit the resources (particularly staff time) required 
to coordinate the competition process. Ideally other partners will commit in-kind contributions, 
particularly the provision of training venues, distribution of marketing materials and information 
to the public, and staff time for training and coaching entrants during the competition as well as 
ongoing support to winners in the aftercare stage. There will also be some out of pocket expenses, 
e.g. design and printing of marketing materials such as flyers and posters; catering for workshops 
and the final awards event; etc. The coordinator should develop a budget to cover these costs and 
develop a strategy to secure the funding necessary to cover these. 

You will need to factor a prize fund into the budget. The total value of prizes in the three competitions 
on which this handbook is based varied between R150,000 and R400,000. These totals consisted of 
a mixture of small grants, office space and hardware, support services and preferential loan funding. 
In most cases they were provided by sponsors of the competition on an in-kind basis. 

While you are in the process of securing sponsorship, it may be helpful for one of the partner 
institutions to ‘underwrite’ some of the prizes, meaning that it undertakes to make up any funding 
shortfall if necessary. This would allow you to go ahead with the production and distribution of 
marketing materials that state a total value of prizes that is eye-catching to potential entrants. Some 
sponsors are more likely to come on board once they see that the process is under way.

8.5. Reviewing training materials and adapting them to the local context if nec-
essary

The training materials that accompany this handbook were developed in South Africa and tested 
through use in two social business plan competitions. They should therefore be highly relevant 
for most social business plan competitions in South Africa. However, depending on your local 
context, sectoral focus (if any) and target audience, they may need to be adapted. Before getting 
to the implementation phase, it would therefore be advisable to review the materials and make any 
necessary adaptations. 

8.6. Reviewing the capacity of partners to train and support entrants

Similarly, you should also review the capacity of your competition partners to train competition 
entrants and to provide coaching and after-care support. Ideally your partners will be able to provide 
you with experienced small business trainers and coaches, which will provide a solid basis for the 
introduction of social business training material. However, some of your partners may have little 
experience of business planning, or of training. In such cases you might consider running additional 
training sessions, e.g. on adult education, presentation skills, or business planning. 

8.7. Establishing systems and tools for data collection and monitoring

Finally, you should set up a simple system for monitoring the competition process. This will help you 
to see whether you are meeting the targets that you set yourselves at the start of the process, and 
form the basis for eventual evaluation after the aftercare stage.

You should have data collection forms ready to record information on all competition entrants and 
recipients of training. You should set up a spreadsheet or database to record this information. It is 
worth investing time in this as the data collected could prove invaluable to the competition partners 
in the future. A sample form for data collection for recipients of training is attached in Annex B. You 
can also use simpler forms to allow people to register interest in the competition (e.g. part of the 
flyers described in section 9.2 below). You might also allow people to register online, in which case 
don’t miss the opportunity to collect data at the same time.

You may also decide to develop a system for reviewing overall progress against your competition 
workplan. This could be as informal as a monthly meeting with partners.
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9 The implementation stage

9.1 Training trainers

During the planning stage you will have reviewed the capacity of your competition partners to train competition entrants and 
to provide coaching and after-care support to the winners. Where you found gaps in their experience, you may have already 
responded by offering specific training sessions to those trainers who needed to add to their generic training skill sets. 

Now you are at the implementation stage, you need to train all of your trainers in the specific social business development 
training materials that they will deliver to competition entrants.  You might decide to use the training materials that accompany 
this handbook, or use your own training materials. The training materials that accompany this handbook are delivered in three 
stages:

Introduction to Social Enterprise (ISE) – a short training course (up to one day) that will familiarize trainees with the concept •	
of social enterprise. 
Generate Your Social Business Idea (GYSBI) – a three-day training course that gives trainees the skills they need to identify, •	
think through and record an idea for a possible social business.
Generate Your Social Business Plan (GYSBP) – a three-day training course that gives trainees the skills they need to develop •	
a social business plan that demonstrates how their social business idea could be put into practice. 

Each of the three training packages comprises a handbook for participants/trainees and a trainer’s guide. You may have decided 
to adapt some of the materials for your specific purposes. 

Typically you will need a total of six days to train trainers in the application of the material, but this will depend on how experienced 
they are. If you are lucky enough to have access to a set of trainers who are already familiar with social enterprise, you may need 
less time than this. Depending on the size of your competition, you should aim for a pool of at least ten trainers who are qualified 
to deliver training to competition entrants – and more than this if you intend to run many training sessions concurrently.

For advice on how to run your training of trainers, you might like to contact Ricardo Dames of Real Development (Ricardo@
smallbusiness.co.za), who was involved in the development of the training materials.

9.2. Outreach and marketing

Social business is a relatively new concept so your outreach and marketing campaign needs to inform as well as attract interest 
from your target audience. At a minimum, you should prepare promotional material such as flyers and posters, which are 
professionally designed and printed in order to stimulate interest. As well as being eye-catching, they should provide basic 
information on social business and the competition process. You might decide to list the dates and venues of awareness raising 
workshops, or simply include contact details for further information. You might decide to incorporate into the flyer a tear-off slip 
that can act as a registration form. You can find samples of flyers and posters in Annex C.  Posters and flyers can be distributed 
through the offices of the competition partners as well as being displayed in public buildings such as community centres and 
municipal offices. Consider your target audience and tailor a dissemination plan accordingly. 

You should also consider other outreach mechanisms, including advertisements or features in local newspapers; ‘jingles’, 
interviews or a series of programmes on local radio; or a presence at community events at which your target audience is likely to 
be present. You might decide to construct a simple website, or use one of your partner organisations’ existing websites to host 
information on the competition. 

9.3. Training part 1: Awareness-raising (using the ISE training tool)

You should follow up your outreach and marketing campaign with the first round of training for potential competition entrants. 
This is intended to give potential entrants some basic information on social enterprise, so they understand more fully what 
the competition is all about and can decide whether it is for them. The ‘Introduction to Social Enterprise’ training materials are 
designed for this purpose. Quite apart from attracting competition entrants, this is a useful exercise in itself in terms of raising 
public awareness of the concept of social enterprise. 

Depending on the geographical scope of your competition, you should organize awareness-raising workshops in a range of 
locations to maximize public access. For example, the Cape Town SEBPC2010 held a total of 18 workshops in ten different 
locations over a period of two weeks. Depending on the location, they were attended by between ten and seventy participants 
each. 

As well as raising awareness of the concept of social business, you should use the awareness-raising workshops to explain the 
SBPC process. At this point you should have all crucial competition documents ready to give to potential entrants, including 
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the competition entry form(s) (see sections 9.6 and 9.8 below). You could include in the entry form 
a brief note providing important information including the closing date for competition entries (see 
Annex D for a sample of such an introductory note). 

You should make it clear to potential entrants whether you will accept competition entries from 
people who have not undergone the GYSBI and GYSBP training. We would recommend doing so, 
as some potential entrants may have the capacity to develop strong competition entries without 
the training, and may not be in a position to give up six days to attend the training. This was the 
approach taken by the Cape Town SEBPC2010, which made it clear that attendance at the training 
workshops was highly recommended but not compulsory.

9.4. Registering competition entrants and collecting data on them

As noted above, you should make sure that you take every opportunity to gather data on all recipients 
of social business training, as part of your monitoring and evaluation system. You may also be using 
a tear-off registration form as part of your competition flyer, some of which will have been submitted 
already prior to the awareness-raising workshops. At this point you should be gathering all data in a 
central database which you can use to manage your interactions with competition entrants during 
the rest of the competition process. 

9.5. Training and coaching part 2: Social business ideas (using GYSBI training 
tool)

By now you should have attracted sufficient interest in the competition to start running the more 
in-depth training workshops on Generate Your Social Business Idea. Hopefully the ISE workshops 
will have allowed potential entrants to ‘self-select’ and you will be mainly left with people who are 
serious about entering the competition and prepared to give up three days of their time to attend 
a GYSBI workshop. 

You should decide how to manage participant numbers for these workshops as it is important not 
to have more than about 20 participants in each. This probably means that you should ask entrants 
to sign up for specific workshops. Trainers should ensure that all trainees fill in and submit their 
registration forms and feedback forms at the end of the training. 

Again, it may be useful to organize GYSBI workshops in a range of locations to maximize public 
access. For example, the Cape Town SBPC2010 held a total of ten GYSBI workshops in ten different 
locations over a period of three weeks. 

The GYSBI training is intended to give trainees the skills they need to identify various alternative 
social business ideas, to consider their viability and social impact, and select the most appropriate 
social business idea for further development. They will be able to document various aspects of the 
idea. It is expected that they will still need some time after the workshop to research and write 
up the social business idea that they would like to enter into the competition. During this period, 
the competition organizers and partners should provide coaching on a one-to-one basis for any 
entrants who would like help while working on their social business idea. You might organize this on 
an appointment basis or as a ‘social business idea surgery’ on a drop-in basis. This coaching period 
should last about two weeks. 

9.6. Reviewing social business ideas

This is an optional stage in the process. You might decide to require all contestants to submit their 
social business ideas for judging using a special entry form based on the social business idea form 
in the GYSBI Handbook. The aim would be to narrow down the number of contestants who go on to 
social business plan training. If you decide to do this, your aim should be to allow all eligible entries 
that represent potentially viable social business ideas to go on to the next stage. You would then 
invite all of these successful entrants to social business plan workshops. 

If you decide to go ahead with this first round of judging, you should first screen out all ineligible 
entries (in line with your criteria for competition entry) before passing on the remaining social 
business ideas to a panel of judges. You will need a standard scoring sheet that each judge completes 
for each entry (a sample is attached in Annex E). You might decide to bring the judges together 
physically to discuss their scores, or to discuss discrepancies between the scores awarded, or carry 
out the judging on a virtual basis.
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If you skip this stage you will save the resources used to judge the social business ideas, but you are likely to have a lower success 
rate at the next stage of the competition, and you will be investing trainers’ time in delivering social business plan training to 
some people who have not generated a potentially viable social business idea. This is a strategic decision that you will have to 
make, depending on your objectives and the resources that you have available.

9.7. Training and coaching part 3: Social business plans (using GYSBP training tool)

The next stage of training is designed to give entrants the skills they need to develop a full social business plan for the social 
business idea that they developed in the previous stage. It uses the Generate Your Social Business Plan (GYSBP) training 
material. 

If you asked entrants to submit their social business ideas for judging, you should invite all entrants who submitted potentially 
viable social business ideas to the social business plan training. If you skipped the social business idea judging, you should invite 
everyone who attended GYSBI training. If you wish, you could distribute the invitations as training vouchers. 

In either case, you should assume that some GYSBI trainees will not go on and complete GYSBP training, because they have 
decided that social business is not for them or for other reasons. The number of GYSBP trainees is therefore likely to be lower 
than GYSBI. Again, you should decide how to manage participant numbers for these workshops as it is important not to have 
more than about 20 participants in each. This probably means that you should ask entrants to sign up for specific workshops. 
You should provide those who drop out at this stage with advice on other appropriate sources of support and guidance, such as 
conventional business advice or NPO support services.

It may be useful to organize GYSBP workshops in a range of locations to maximize public access. For example, the Cape Town 
SBPC2010 held a total of five GYSBP workshops in five different locations over a period of two weeks. Trainers should ensure that 
all trainees fill in and submit their registration forms and feedback forms at the end of the training.

The GYSBP training is intended to give trainees the skills they need to develop a detailed social business plan based on their 
existing social business idea. It is expected that they will still need some time after the workshop to research and write up the 
social business plan that they would like to enter into the competition. During this period, the competition organizers and 
partners should provide coaching on a one-to-one basis for any entrants who would like help while working on their social 
business plan. You might organize this on an appointment basis or as a ‘social business idea surgery’ on a drop-in basis. This 
coaching period should last about two weeks. 

9.8. Reviewing, shortlisting and judging social business plans

Having allowed competition entrants sufficient time to work on their social business plans (typically two-three weeks after 
GYSBP training was completed), you should set a deadline for competition entries. The entry form should be based on the 
social business plan booklet that was used in the GYSBP training, but should be specifically designed for this purpose, with 
competition branding and an introductory note providing instructions to entrants (see section 9.3 above). 

Once you have received the entry forms, you will need to start the judging process. You should first screen out all ineligible 
entries (in line with your criteria for competition entry) before passing on the remaining social business ideas to a panel of 
judges. The judging should be undertaken in a two-stage process. 

At the first stage, the best entries are shortlisted (within each prize category if you will offer specific prizes for certain target 
groups, e.g. youth, or sectors, e.g. green social business plans). You will need a standard scoring sheet that each judge completes 
for each entry (a sample is attached in Annex F). You might decide that the shortlisting should focus primarily on the executive 
summary part of the social business plan, to save time.

Depending on the number of prizes you intend to offer, you should aim for a shortlist of between ten and fifteen entries. For the 
shortlisting stage, you might decide to bring the judges together physically to discuss their scores, or to discuss discrepancies 
between the scores awarded, or carry out the judging on a virtual basis. 

At the second stage, the shortlisted entrants are invited to make a presentation to the panel of judges. This necessitates a 
physical presence by the judging panel. The judging at this stage should be more comprehensive than at shortlisting stage, 
considering the whole social business plan rather than only the executive summary; it should also consider how convincing the 
social entrepreneur’s presentation to the judging panel is. You might decide to keep the scoring system relatively simple. For 
example, the Cape Flats SBPC 2009 scored entries in four categories, which were equally weighted:

Entrepreneur – does the individual have sufficient drive and determination to make the social business a success?•	
Social impact – will the social business have a significant social impact, and is it clearly articulated in the social business •	
plan?
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Viability – is the social business financially viable and does it have a realistic prospect of earning •	
a significant proportion of its income from trading?
Operations – does the social business plan explain clearly how the social business will be put •	
into practice, and is there a realistic prospect of this?

Typically the presentations of all shortlisted social business plans will take one or two days in total. You 
should allow for a ten minute presentation by each entrant, followed by ten minutes for questions 
from the judging panel, then at least ten minutes to allow the panel to score the entrant, with some 
discussion among the panel in order to reach some consensus. Remember that the panel will need 
to take breaks. You should allow some flexibility in the schedule in case of delays.

After all shortlisted entrants have made their presentations, the judging panel should discuss the 
overall ranking and agree on which entrants should be awarded prizes.

9.9. Awards ceremony

The final activity in the implementation phase is a public ceremony at which the winners are 
announced and prizes are awarded. The total value of prizes in the three competitions on which 
this handbook is based varied between R150,000 and R400,000, with the largest individual prizes 
varying from R10,000 to R80,000. These totals consisted of a mixture of small grants, office space 
and hardware such as computers and printers, vouchers for services (e.g. website development) and 
preferential loan funding. In most cases they were provided by sponsors of the competition on an 
in-kind basis. For example, awards presented at the Cape Flats SBPC 2009 were as follows:

The two main prize winners received grants and access to preferential loan funding, as well as a •	
sponsored incubation package with office space and administration support. 
Eight other successful finalists received small grants and preferential loan funding to help start •	
or grow the winners’ social businesses. 
All ten award winners won membership of The Business Place’s membership programme. •	

Some of the prizes will have terms and conditions attached, e.g. grants can only be used for 
investment in the social business, and paid out as this investment is undertaken. Preferential loans 
might only be awarded once the lender has undertaken its own due diligence process. Where such 
conditions are attached to prizes, you should make this clear in your marketing materials (by adding 
‘terms and conditions apply’), and to the award winners. You will need to have documents ready 
stating the terms and conditions before the award ceremony in case you need to refer to them, but 
most likely you will only discuss these in detail with the award winners at the start of the after-care 
stage.

You should also take the opportunity to formally recognize the roles that partners played in the 
competition. It will probably be impractical to invite all competition entrants or all entrants who 
underwent training, given the numbers that this would involve. You should at least invite all sponsors 
and other institutional partners and all short-listed finalists. You could distribute certificates to all 
trainers who delivered training, certifying that they underwent training as social business trainers 
and that they delivered training to competition entrants. 

The awards ceremony is an opportunity to profile at least the finalists’ social business ideas, and then 
to announce the award winners. You might invite the finalists to talk briefly about their ideas at the 
event, although this may be daunting for those not used to public speaking, and this can take a long 
time. An alternative approach that worked well in the 2010 competition in Nelson Mandela Bay was 
to film short interviews with each of the finalists on the day of their presentations to the judging 
panel. This can then be edited to produce an engaging video of about ten minutes in total that can 
be shown at the awards event. 

Some prizes might be handed over to winners immediately, whereas others (e.g. small grants) 
will only be distributed to winners subsequently during the after-care phase; in such cases, a card 
confirming the prize could be physically handed over at the ceremony. A report of the Cape Flats 
SBPC2009 awards ceremony is in Annex G. 
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10. Aftercare

The competition should be viewed as the introduction to an ongoing relationship that the winners will now have with the 
support institutions involved in the competition. The after-care stage starts immediately after the awards ceremony. Ideally the 
after-care support should be embedded within the existing business support activities of your own or partner institutions. 

10.1. Coaching winners to refine and finalise their social business plans

Although the award winners should have produced complete social business plans, it is likely that the plans could be further 
improved with coaching support. You might recommend that the winners carry out some additional research that was not 
possible during the competition. You might also recommend that they undertake some additional training in particular areas 
before they go ahead and start their social business. You should help the winners to plan how they will use the financial and 
other support that they have been awarded, and explain to them any conditions attached to the prizes. It is possible that some 
of the prizes are inappropriate for the particular social business at its stage of development, in which case you will need to 
decide whether to substitute these with alternative prizes to the same value.

10.2. Disbursement of awards and prizes in line with any conditions set

Once the award winners have planned how they will use the prizes, you should facilitate their disbursement accordingly. This 
might be spread out over a period of up to a year, depending on the most appropriate use of the support. You should find ways 
to ensure that the prizes are used for their intended purpose in building the social business, such as making payments directly 
to third party service providers or by requiring evidence of how the prize was used. Where prizes include preferential loans, 
the lending institutions may have their own due diligence processes that they will undertake; in such cases, you should simply 
facilitate contact between the winners and the lending institution. 

10.3. Ongoing advice and support through the establishment and growth of winners’ social busi-
nesses

Your relationship with the award winners should continue through the after-care phase, and should be responsive to their 
needs. Some will require considerable guidance and capacity building, whereas others will be more independent. Some might 
benefit from advice on or help with the registration of their social businesses, or in identifying and approaching finance provid-
ers. Refer to the guides on legal issues and finance that accompany this handbook. 

10.4. Continued data collection to monitor progress, and follow up with all entrants

As far as possible, you should record the progress of the award winners as they implement their social business plans. Where 
possible you should also keep in touch with other competition entrants and be responsive to their needs – although they didn’t 
receive awards, they may still have the potential to develop successful social enterprises. You could use the database of entrants 
and trainees to carry out a periodic review, perhaps after six months and again after a year, to identify those people who remain 
active or interested in social business, and to find out what support they might require.

10.5. Evaluation of the whole competition process to assess impact and whether the original objec-
tives were met

This data collection should feed into an overall evaluation of the competition process, which will assess its impact in terms of 
social businesses started or grown, jobs created, and any other objectives that you set at the start of the process. You will prob-
ably find that these impacts only become significant one to three years after the competition, given the time it usually takes to 
establish and grow any small enterprise – the same applies to a social business. If you intend to run a social business plan com-
petition annually, your data collection could become a rolling process through which you track the impact of competitions that 
were held in several previous years. This is where accurate data collection at each competition is crucial.
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ANNEX A
SAMPLE TERMS OF REFERENCE FOR THE 
COORDINATOR OF AN SBPC

Identify and engage partner institutions including existing BDS institutions, media partners, sponsors of awards, finance 1. 
providers and relevant government institutions at local level.

Secure resources (particularly staff time) required to coordinate the competition process. Secure in-kind contributions from 2. 
external partners as necessary, e.g. training venues and staff time. Secure external sponsorship and in-kind contributions 
for competition awards and aftercare support to successful entrants. Develop a budget to cover the remaining costs and 
develop a strategy to secure further resources. 

Develop and manage an outreach and publicity campaign to raise awareness of the competition and to attract potential 3. 
entrants, producing publicity materials such as flyers, posters and a website as required. Maintain this campaign throughout 
the competition process, adjusting as necessary depending on the objectives at different stages. Make particular efforts to 
reach out to youth as well as women and people with disabilities. 

Organise a Training of Trainers (TOT) event at which BDS professionals and community workers working within partner 4. 
institutions will be trained to deliver a half-day training course that provides a basic introduction to social enterprise.
Organise a Training of Trainers event at which BDS professionals working within partner institutions will be trained to use 5. 
various assessment tools as well as to deliver two separate training courses, Generate Your Social Business Idea (GYSBI) and 
Generate Your Social Business Plan (GYSBP).

Organise and/or coordinate training events for potential entrants to the competition using trainers trained under (4) above, 6. 
to give community members an introduction to social enterprise. The aim is to expose at least 300 people to this training in 
total. Collect data on all recipients of the training including at least gender; age; whether they already own or run an existing 
business and if so, whether they consider this to be a social business; and their previous awareness of social business. 

Organise and/or coordinate training events for potential entrants to the competition using trainers trained under (5) above, 7. 
to train community members on GYSBI. The aim is to expose at least 200 people to this training in total, the majority of whom 
should have undergone the introductory training under (6) above. Collect data on all recipients of the training including at 
least gender; age; whether they already own or run an existing business and if so, whether they consider this to be a social 
business; and their previous awareness of social business.

Facilitate ongoing support to potential entrants through BDS partners through which they are encouraged to submit a 8. 
social business idea to the competition, developed following the GYSBI training.

Organise a first round judging process to judge the social business ideas submitted, using an entry form and assessment 9. 
criteria. Provide all entrants who submitted potentially workable social business ideas with a voucher for GYSBP training. 
Analyse data on those entrants who qualify for vouchers according to gender, age, etc.

Organise and/or coordinate training events for potential entrants to the competition using trainers trained under (5) above, 10. 
to train on GYSBP all entrants who had submitted potentially workable social business ideas. The aim is to expose at least 
100 people to this training in total, all of whom should have undergone GYSBI, but this will depend on the number of 
entrants who qualify for vouchers. 

Facilitate ongoing support to potential entrants through BDS partners through which they are encouraged to submit a 11. 
social business plan to the competition, developed following the GYSBP training.

Organise a second round judging process to judge the social business plans submitted, using an entry form and assessment 12. 
criteria. Select multiple winners in various categories e.g. youth, green jobs, overall. Analyse data on all entrants according 
to gender, age, etc.

Organise an awards ceremony at which awards are presented to winners.13. 
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Facilitate aftercare support through BDS and finance provider partners to all winners, where 14. 
possible integrated into existing BDS support structures. Develop appropriate mechanisms to 
coordinate such support.

Collect data on the impact of the competition process, including social business start-up and 15. 
job creation by competition winners and other entrants where possible, for at least one year 
following the competition.  

Manage all aspects of the above process in close collaboration with all partners.16. 
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ANNEX B
SAMPLE DATA COLLECTION FORM FOR RECIPIENTS OF 
TRAINING

SOCIAL BUSINESS TRAINING BASELINE FORM
  Date: Training:

Trainer: Location:

A.  ABOUT YOU:

1. Name and surname:

2. ID Number: 3. Sex:    Male   Female

4. Age   18-24 yrs    25-34yrs  35-45yrs  45-55 yrs   >55 yrs

5. Do you qualify as a Previously Disadvantaged Individual1?  Yes   No

6. Do you have any disabilities?    Yes   No

    If yes, please give details:

7. Postal address: 8. Physical address:

9. Cellphone no: 10. E-mail:

11. Telephone no: 12. Fax:

B.  ABOUT YOUR CURRENT AWARENESS AND EXPERIENCE OF SOCIAL BUSINESS:

13. How did you hear about this training?

  Friend/colleague   Leaflet/flyer   Poster   Radio  Newspaper  

  Other (please specify) _____________________________________________

14. What is your current level of awareness/knowledge of social business/social enterprise? 

    None   Very low   Low   Moderate   High    Very high

15. Have you completed any previous training on social business/social enterprise?        Yes      No

      If yes, tick all that apply:   ILO Introduction to Social Enterprise (ISE)

     ILO Generate Your Social Business Idea (GYSBI)

     ILO Generate Your Social Business Plan (GYSBP)

     Other (please specify)  __________________________
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16. Have you ever owned or managed any business, co-operative or non-profit organization?      Yes      No

       If yes, tick all that apply:  Business (sole proprietorship, partnership, close corporation, Ltd, Pty Ltd)

     Co-operative

     Non-profit organization (Section 21 company, trust, voluntary association)

     Other (please specify)  __________________________

17. Do you currently own or manage an existing social business?   Yes      No 

18. Do you currently own or manage a conventional business that you would like to become a social business?

          Yes      No

19. Do you currently own or manage a conventional non-profit organization that you would like to become a social  
       business?         Yes      No 

What next?
If you answered yes to any one of questions 17, 18 or 19, please answer the questions below.

If not, please hand in your completed form to the training facilitator. 

ABOUT YOUR EXISTING SOCIAL BUSINESS / ORGANIZATION:C. 
Note: Only complete this section if you already own or manage a social business, 

or a conventional business or non-profit organization that you would like to become a social business. 

20. Name of business/organization: 21. Company/NPO/other registration no:

22. Business/organization registration type:

    Not Registered

    Sole proprietorship/partnership

    Private limited company (Pty) Ltd

    Close corporation (cc)

    Voluntary association

    Trust

    Section 21 company

    Other (please specify)

23. In what year did it start operating?

24. What is your position in the business/organization?

    Owner or co-owner 

    Managing Director

    Director

    Trustee

    Employee

    Member

    Other (please specify)

25. What is the primary objective/motivation for the 
business/organization?

26. What proportion of the business/organization’s annual 
income is from:

Grants, donations and sponsorship?   ___________%•	

Providing goods/services to government?•	

 ________%

Selling goods/services to other buyers?__________%•	

Other _____%  Specify source: __________________•	
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27. What does the business/organization do, and how?

28. How many of the following employees does it have?

Full-time, male: ________ Full-time, female: ______•	

Part-time, male: ________ Part-time, female: ______•	

Previously Disadvantaged Individuals•	 2:  ____________

29. How many of the full-time employees:

Are sub-contracted to the business/organization?____•	

Are under the age of 16 years? __________________•	

Regularly work more than 45 hours per week (excluding •	

senior management)?  ________________

30. What hourly rate is paid to the lowest-paid employee?

<R5   R5-R8  R9-12  >R12

31. What hourly rate is paid to the highest-paid employee?

<R5   R5-R8  R9-12  >R12

32. What proportion of the middle- or senior management3

      employees are women?  ______________________%

33. Has the business/organization held HIV&AIDS training

       for its employees in the last year?      Yes  No

34. How many cases of occupational injury have there
       been in the last year that resulted in death or disability
       of an employee?

 ___________________________________

35. What proportion of employees are members of
      registered Trade Unions?

<10%   10-20%  20-50%          >50%

36. Do you or the business/organization belong to any
       business association or network?  

  Yes   No

       If yes, please give details:

37. For how many consecutive days do the employees            
       continue receiving their full salary if they are on sick
       leave?

 0-9   10-15  15-20              >20

Thank you for completing the form. Please hand it in to the training facilitator.

1 This includes people who are previously disadvantaged due to their race as well as all women and all people with disabilities.  
2 This includes people who are previously disadvantaged due to their race as well as all women and all people with disabilities.
3 Middle/senior management is defined as having a supervisory role, being held accountable for resources and/or staff, or earning a gross salary of more than R115,572 per year
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ANNEX C
SAMPLE COMPETITION FLYERS AND POSTERS
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DISABILITY WORKSHOP 
DEVELOPMENT ENTERPRISE
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ANNEX D
SAMPLE INTRODUCTORY NOTE TO ATTACH TO 
COMPETITION ENTRY FORM

SOCIAL BUSINESS PLAN COMPETITION

Dear Sir / Madam

Thank you for your interest in the COMPETITION

If you are reading this it means that you have enquired about participating in the 2010 Social Business Plan Competition. 

Please be informed, that this is the entry form to the competition and must be completed in full.  By attending the GYSBI and 
GYSBP workshops, you will obtain all the information and support required to complete the entry form.  Be sure to submit the 
entry form to the centre at which you choose to attend the workshops.   

By submitting your entry form, please bear in mind the following:

This is •	 NOT an application for financial assistance
It is strongly recommended that you attend the following workshops: •	

 - Introduction to Social Enterprise
 - Generate your social business idea and
 - Generate your social business plan 

The competition closes on 15 December 2010•	

Wishing you all the best in this exciting journey.

The SBPC team

*I hereby accept the above terms and conditions relating to accessing the Social Business Plan Competition*

        
Signature of entrant      Date
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ANNEX E
SAMPLE SCORING SHEET FOR SOCIAL BUSINESS 
IDEA STAGE

SOCIAL BUSINESS PLAN COMPETITION
JUDGE’S SCORING SHEET
Social Business Idea stage

Name of organization / business

Name of entrepreneur

Possible score Actual score Comments

Social purpose
Is there a clearly
articulated social
purpose?

25

Financial viability
Is there a realistic
prospect of 
generating
sufficient income to
exceed costs?

25

Impact
Will there be a
significant social
impact?

25

Accountability
Is it clear how the
impact will be
measured and
reported to
stakeholders?

25

Clarity and
presentation
Is the proposal clearly
written and laid out?

10

Total score 100

Overall
comments

Name of judge

Signed Date
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ANNEX F
SAMPLE SCORING SHEET FOR SOCIAL BUSINESS PLAN 
STAGE

SOCIAL BUSINESS PLAN COMPETITION
JUDGE’S SCORING SHEET
Social Business Plan stage

Name of organization / business

Name of entrepreneur

SECTION A: Content of the Social Business Plan

Possible score Actual score Comments
A1. Executive
Summary
Does it provide a
complete and 
convincing overview 
of the social business 
proposition?

5

A2. Social
Business Idea
Description
Is the social business
idea clearly 
described?

5

A3. Market and
Competition
Is there a clearly 
described market
potential and have
competitors been
identified?

5

A4. Marketing and
Sales
Is there a convincing
marketing plan and 
are sales forecasts 
realistic?

5

A5. Staffing & legal
requirements
Are staffing needs
identified and has
statutory compliance
been considered?

5
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Possible score Actual score Comments

A6. Required startup
capital
Have capital 
requirements been
carefully calculated 
and have possible 
sources been 
identified?

5

A7. Financial
projections
Have the income and
expense statement 
and cash flow 
statement been 
carefully calculated?

5

A8. Implementation
schedule
Is the schedule 
realistic?

5

A9. Clarity and
presentation
Is the social business
plan clearly written 
and laid out?

10

Total score (A) 50

Comments (A)
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SECTION B: Quality of the Social Business Plan

Possible score Actual score Comments

B1. Social purpose
Is there a clearly
articulated social
purpose?

10

B2. Financial
viability
Is there a realistic
prospect of 
generating
sufficient income to
exceed costs?

10

B3. Impact
Will there be a 
significant
social impact and is it
clear how this will be
measured?

10

Total score (B) 30

Comments (B)
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   SECTION C: Presentation to judging panel

Possible score Actual score Comments
Presentation
Was the social 
business
plan convincingly
presented?

10

Applicability of
prizes
Would the prizes on 
offer
substantially help this
social business?

10

Total score (C) 20

Comments (C)

Total score
(A + B + C) 100

Overall comments

Name of judge

Signed Date
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ANNEX G
PROCEEDINGS OF THE CAPE FLATS SBPC 2009 
AWARDS CEREMONY

Cape Flats Social Business Plan Competition 2009:

Proceedings of the awards event, Philippi, 25 November

1. Introduction

The event was opened by the manager of the The Business Place Philippi Egbert Wessels. Egbert described the history of the 
competition, noting the partnerships with Stadia, who had run similar competitions in the Netherlands, and the ILO’s SETYSA 
project. He described the eligibility criteria (geography, entrant profile) and the essential characteristics of a social business 
(social objective and financial sustainability including some element of earned income). He noted that the entrants represented 
diverse types and sizes of social enterprise, and that the majority of entrants were women.

2. Keynote address

Vic van Vuuren, Director of ILO Pretoria, provided an informal keynote address, noting:

His personal links with Cape Town and the Cape Flats area•	
His personal experience of entrepreneurship and the importance of entrepreneurship in creating jobs•	
The role of the ILO as a watchdog on labour standards as well as provider of development assistance through projects.•	
The importance of the SETYSA project within the ILO’s technical assistance portfolio, as it supports job creation as well as •	
access to essential services. 
That profit is not a dirty word, and that social enterprise allows for profit, but it must be done in an ethical way. •	
That the competition was a pilot and that the results have been positive; it attracted a lot of interest, especially from women •	
and people with disabilities, though not as many entries as wished came from youth. 
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Thanks to all the partners in the competition:•	

 - Red Door, NYDA, SEDA, Learn to Earn and DWDE for disseminating information on the  
    competition and referring potential entrants to The Business Place.
 - Radio Zibonele for promoting the competition.
 - Stadia, Cordaid and the Sustainability Institute for supporting the initial training of   
    trainers workshop.
 - UnLimited South Africa, Tembeka and The Business Place for providing the prizes.
 - Egbert and his team at The Business Place for coordinating the whole competition, for  
    delivering the workshops for potential entrants and for hosting this event today.

That South Africans tend to forget what a miracle the country has gone through since 1994, and •	
the need for leaders to recognize this.
The need for an entrepreneurship spirit and thanks to all people who entered the competition •	
in this spirit. 

3. Awards

Egbert Wessels described the judging process and the awards, as follows:
For all 8 award winners:

Membership to The Business Place (TBP) for a  year•	
R10000 grant to be invested in the business, to be monitored and managed by TBP•	
Opportunity to approach Tembeka for a low-interest loan.•	

For 2 category winners:

Incubation package for a year at TBP (premises, accounting services, etc)•	
UnLtd South Africa level 1 award (R18000 grant, which replaces the R10000 above)•	

Each of the eight award winners were invited to the stage in turn, and received their award from Vic 
van Vuuren. Each was invited to say a few words about their business idea. Below is a summary of the 
social business plan competition award winners:

Entrant’s Name Business Idea Business Activities
Brenda Dana Glass recycling Collects waste bottles; sells 

some to Smart Glass and uses 
others to make glasses and 
lamp stands for sale. Brenda 
will now be able to employ 
people to collect glass and 
invest in the manufacturing 
side. Brenda thanked Red Door 
for support.

Wendy Nefdt Disability Sheltered Workshop 
– Care Craft Mitchells Plain

One of Epilepsy SA’s 
programmes that works 
with disabled people in skills 
training and entrepreneurship. 
Vision is to expand to a second 
unit that will provide work for 
10 more disabled people.
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Christina Kaba Linking farmers to markets – 
Harvest of Hope 

Helping farmers with 
access to markets. Farmers 
grow vegetables using 
organic methods, bring 
them to packshed and sell 
at reasonable prices for a 
profit, mainly in veg boxes to 
consumers in the suburbs. 

Judith Borcherds Training for Home Based 
Carers 

Will offer training in home 
based care to people with 
low academic qualifications, 
and will run an agency to link 
trainees with jobs.

Marina Scheffers Volunteer Placements Aims to connect tourism with 
local people, through local 
volunteer placements for 
international professionals. 
Also aims to cultivate a 
volunteerism culture locally. 

Nolwandle Sylvia Qaba Disability sheltered workshop - 
KwaNothemba

Provides training and work 
opportunities for disabled 
people, generating income 
from baking, sewing and 
beadwork activities. 

Nonceba Ngoma Bakery and Soup Kitchen Provides food to TB and HIV/
AIDS patients so that they 
can take medication on a 
full stomach. Also targets 
vulnerable children. Runs own 
catering business and wishes 
to invest in baking equipment 
in order to generate an income 
for the soup kitchen. 

Xoliswa Blom Vegetable Garden and Soup 
Kitchen

Provides food to HIV/AIDS 
patients, the disabled and 
vulnerable children. Wishes to 
invest in vegetable production 
to supply the soup kitchen 
and to generate an income 
through sales.
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The category awards were then presented by Kathy Watters of UnLtd South Africa, who noted that 
this is a new organization, that these were the first of many awards to be made by UnLtd SA, and that 
the awards are made at three different levels. She presented awards to the two category winners, 
Marina Scheffers and Brenda Dana. 

4. Conclusion

Egbert Wessels made some closing statements and introduced Jazz Connection, a local group of 
musicians, who provided music (with their mentor Ezra Ngcukana) as lunch was served.



New forms of social purpose business are 
emerging in South Africa. Community-based 
organizations are recognizing the need to 
generate sustainable income streams to fund 
their social purpose, to reduce their depen-
dence on grants and donations. Social entre-
preneurs are setting up enterprises that are 
run like businesses but that exist for a social 
purpose rather than private benefit. 

But there remains a need for practical tools 
that raise awareness of social enterprise and 
that stimulate its development. There is also a 
need to build the capacity of existing 
business development service providers to 
allow them to extend their services to social 
enterprises. Likewise, the capacity of institu-
tions which traditionally support the 
non-profit sector needs to be developed so 
that they too can help clients to shift towards 
a social enterprise model where appropriate. 

One such tool is the social business plan 
competition, which appears to be a useful 
approach which combines awareness 
raising, public outreach and capacity build-
ing. This handbook is a practical guide for 
those who wish to organize social business 
plan competitions. It is part of the Interna-
tional Labour Organization’s Social Business 
Development Services Resource Pack. 

The Resource Pack also includes training 
materials, a set of 25 case studies of social 
enterprises in South Africa, and two guides 
on finance and legal forms for social enter-
prises in South Africa. The Resource Pack 
was produced by the International Labour 
Organization as part of its work on social 
economy enterprise development in South 
Africa. The ILO is grateful to the Government 
of Flanders for its support for this work.

ILO Pretoria
Crestway Block C
20 Hotel Street
Persequor, Pretoria
PO Box 11694, Hatfield 0028
+27 (0)12 818 8000

www.ilo.org
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