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19 A social network is a connected group of people who 

interact in different ways to inform, influence and mutually 
benefit each other. According to the Harvard Business 
School, helpful networks are built on the concepts of trust, 
reciprocity, and value1. Trust, which usually stems from shared 
experience, gives rise to goodwill and therefore underpins a 
network. Reciprocity means there is an underlying, unspoken 
understanding that network members will take turns to assist 
each other. And lastly, because connections are valuable, 
members will generally act to preserve relationships.

Such networks can successfully be harnessed to aid social 
development initiatives because the ongoing exchange of 
knowledge, skills and goods within the network creates an 
ever-growing communication channel for messages or ideas, 
while members can motivate and support each other to take 
action towards certain outcomes. What is more, each new 
member of the network might add several more connection 
points to the network because they have their own 
contacts; as a result, the network can grow quickly and 
exponentially by adding new members. Each new connection 

point also brings various types of capital (e.g. resources, skills, 
knowledge, etc.) that can benefit the cause. 

Social networks may be loosely organised or more 
structured. Typically, national or international movements 
have an organised nerve centre, yet rely on the activation of 
thousands of people who don’t necessarily know each 
other but are united by a common cause. On the other end 
of the spectrum, social networks may be more restricted 
by membership enabling participation in a set of activities. 
Campaigns often try and draw on the ‘wave-power’ of social 
movements while channelling the energy of participants into 
structured programmatic activities.     

In this learning brief we first explore ways to think about 
how social networking can be used to bring about greater 
scale and impact for social development initiatives. We then 
share what five initiatives - Activate!, Embrace, Nal’ibali, 
SmartStart and Grow Great - drawing on social networking 
to enhance their impact have learnt from their effort 
thus far.      

Networks

1 Dynamic networks are amplifier strategies that enable social innovators to achieve two vital objectives: 
scale and impact. DGMT supports a number of initiatives that use strategies to mobilise large, 
ever-growing networks of people. In this learning brief, five of these initiatives share what they’ve learnt from 
social networking.
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DGMT believes that the fractal of social change through social 
networks is comprised of five elements: a powerful idea, a unit 
of replication, free movement of knowledge, a motivated and 
entrepreneurial person, and empathy (see Diagram 2).

Although the individual parts (fractals) of a network are important, 
the strength of the network is worth more than the sum of its 
parts. Fractals drive the network, and the way they interact often 
creates the large-scale phenomena required to bring about 
social transformation.

INFRASTRUCTURAL VERSUS NETWORKING 
APPROACHES TO SOCIAL CHANGE

The physicist Geoffrey West makes the distinction between 
infrastructural and network systems of service delivery4. Think about 
the circulatory system that brings oxygen and energy to the furthest 
cells in the body; the ability to deliver is constrained by the pressure 
needed to drive the blood right down to the capillaries. The bigger 
the animal, the harder it gets to get the vital nutrients to all the 
parts of the body. Eventually, demand outstrips supply – which is 
one of the reasons why animals can only get so big. West uses this 
metaphor to describe big organisational systems that rely heavily on 
central supply, which eventually run out of energy at the limits of 
their structures. Some people refer to this as the ‘last-mile problem’. 
In the language of physics, growth is sub-linear. 

We can illustrate the fractal concept by applying 
it to the national reading-for-enjoyment campaign, 
Nal’ibali (read more about Nal’ibali on page 3): 

POWERFUL IDEA = for children to learn, they need to be 
able to read. Early in life, children have the capacity to learn 
to read relatively easily and often through a fairly self-driven 
process, if they perceive reading to be a meaningful and 
enjoyable activity. 

UNIT OF REPLICATION = start a reading club or group 
for children.

FREE MOVEMENT OF KNOWLEDGE = Nal’ibali has 
made a collection of reading material and guidelines 
easily and freely available in all official languages.

MOTIVATED AND ENTREPRENEURIAL PERSON = 
any adult or teenager eager to share their storytelling and 
reading know-how with others, or to learn how it’s done.

EMPATHY = the motivated and entrepreneurial person 
is able to listen to and find ways to relate to those she 
or he hopes to support. 

DRIVE PUBLIC INNOVATION BY REIGNITING CIVIL SOCIETY

RECONCILING WAVE AND ATOMIC THEORIES 
OF SOCIAL CHANGE 

If we want to think big, we need to think small as well. We tend 
to think of human progress as occurring in wave surges – driven 
by technological breakthroughs or ideological movements – but 
often fail to understand the underlying incremental processes 
that give rise to that momentum.  Beneath the surface, ideas and 
opinions gradually coalesce until they create waves that sway the 
whole of society. Long-term social change is far more fractal than 
wholesale, more granular than sweeping, propelled by the invisible 
hand of constant adaptation at the individual level. This means 
that activists who want to change society need to understand 
both large-scale political and social dynamics as well as the 
‘unit of change’ that creates influence and allows replication. 
We can think of this unit as a fractal of social change – the same 
pattern or formula occurring again and again at different scales 
and sizes2. 

Fractals can be found everywhere around us, from the leaves of 
plants to the structure of the universe on the largest of scales. 
For example, as the image of a fern above shows, the same shape 
(fractal) is repeated in the branches, the fronds, the leaves, even 
the veins inside of each leaf. Even certain parts of our anatomy are 
fractal, like our lungs and our brains3. 
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4 West, G. 2017. Scale: The universal laws of life, growth and death in organisms, 
cities and companies. Penguin Books, New York

2 Lucy, M. Fractals in nature. Cosmos. Available at: 
https://cosmosmagazine.com/mathematics/fractals-in-nature

3 Rose, M. 2012, Explainer: what are fractals? The Conversation, 11 December 
2012. Access at https://theconversation.com/explainer-what-are-fractals-10865

Diagram 2: Illustration of social network fractals

Diagram 1: The leaf of a fern is composed of fractals 
(similar patterns/formulas) repeated again and again in different sizes.  
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On the other hand, social networks resemble the structure of 
neurons, which spark together in a more horizontal and dynamic way. 
The source of energy is the free-flowing exchange of information, 
services or goods that happens at the periphery. This means that 
social networks amplify change. The more people actively engage 
in the network, the more energy and power it has, the more 
self-sustaining it is. Growth is super-linear.

WHAT ORGANISATIONS ARE LEARNING ABOUT SOCIAL 
NETWORKING FOR IMPACT

We interviewed five organisations that draw on social networking to 
enhance their impact. Our interviews illustrated how networks ebb 
and flow, and sometimes do not behave as anticipated. Each point in 
a social network is not connected to every other point – and this has 
some implications. Clusters (groupings of connection points) tend to 
form around specific issues. Some will be physical clusters based on 
geographical proximity, others will be electronic (WhatsApp groups, 
for example). Occasionally, a member from Cluster A connects with 
someone from Cluster B and that interconnectedness facilitates the 
desired free flow of information and greater mobilisation.

Below are seven key lessons learnt by DGMT-supported NGOs 
using networking to achieve their objectives. Read more about 
the organisations and how they use networking to enhance their 
impact on page 8:

1. Networking shares ideas and empowers individuals

2. Connecting is key

3. Communicate constantly

4. A network must have value

5. Measurement can be tricky

6. Let it go

7. Face-to-face is best

1) Networking shares ideas 
and empowers individuals 
All five NGOs agreed that a network’s wide reach is an effective 
way to disseminate a bold idea. Jade Jacobsohn, Nal’ibali managing 
director, explains: “Seventy-eight percent (78%) of Grade 4 learners 
cannot read for meaning, in any language. If the Department of 
Education, the biggest educational beast in the country, is unable 
to deal with this adequately, what hope do we as an organisation 
of 150 people have? We rely 100% on networking to run the 
campaign.” Each World Read Aloud Day, for example, Nal’ibali taps 
into its network to spread the idea of reading aloud and its benefits. 

On World Read Aloud Day 2019, it reached over a million 
children through its network, empowering people to read aloud 
in the process – one of the campaign’s main aims.  

From a social franchise perspective, both SmartStart and Grow 
Great’s Flourish initiative view networking as an effective way 
to quickly, affordably and flexibly scale up a programme – 
and to give ownership to the people implementing it. Grace 
Matlhape, CEO of SmartStart, believes that networking provides 
economic empowerment to its members. “We don’t require 
it of them, but usually franchisees form a stokvel group and 
save money together to invest in their micro-enterprises to 
enable themselves to grow. The economic power that they have 
collectively, they just wouldn’t have as individuals.” 

Networks can be lifelines for those in isolated communities, too. 
Chris Meintjes, CEO of Activate! shares: “A young person sitting 
in a deep rural community is isolated. The moment that young 
person is connected to other young people outside of that space, 
the opportunity horizon is completely different. The hopes and 
aspirations of the young person change. Through our network, 
I see a big change in the potential energy of young people who 
are stuck in their spaces, because they now have the potential 
to do a lot more.”

Julie Mentor, project leader for Embrace, believes that 
networking ensures a free flow of information and allows its 
Hub team to respond to the needs of the movement. “We are 
not the people at the top sending out the ‘be-all’ and ‘end-all’ 
of motherhood. Our model of networking allows us to stay in 
touch with moms and figure out what the consensus on our 
messaging is.” 

Embrace tries to keep their network as autonomous as possible, 
while encouraging a sense of community. They do this by 
working directly with individual women who are leaders in 
their community and allowing them, and the groups of mothers 
they work with, to tell them what their priorities are and how 
Embrace can best support them in addressing these. 

 “A young person sitting in a deep 
rural community is isolated, completely. 

The moment that young person is connected to 
other young people outside of that space, the 

opportunity horizon is completely different.” 

Chris Meintjes, CEO of Activate!
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7 Network Action Group. 2012. Reflecting on the Network Action Group Future 
Leaders Programme - a model for building social capital in poor communities. Published by 
DGMT. Available at:  https://dgmt.co.za/wp-content/uploads/2012/10/NAG-Learning-Brief-26.
pdf

1 2) Connecting is key
To keep their networks alive, the NGOs all ensure various 
opportunities for engagement throughout the year. Events, 
publications and conversations (face-to-face or virtual) are used 
to stimulate the networks. “You can’t just conjure a network out 
of nothing. You have to give it something to engage around,” 
explains Meintjes.

Nal’ibali learned an important lesson through their Story 
Powered Schools project5. When one is in an isolated  
community far away from the rest of the team, it is very hard to 
stay motivated, “even if you are receiving a salary”. Nal'ibali has 
therefore developed an app called FUNda Sonke (isiXhosa for 
"everyone read") that will be launched in 2019 to allow FUNda 
Leaders to connect to one another (see appendix for more 
about FUNda Leaders). Embrace agrees that peer support is 
essential in a network. Their Tuesday Check-ins6 inspire regular 
support for new mothers via WhatsApp chat groups.

Tapping into existing networks can also be extremely beneficial. 
Many small Embrace action groups consist of women who 
were already meeting up. They belong to the same church, 
gogos’ fitness club or stokvel. Rumbi Goredema Görgens, 
operations manager for Embrace, explains: “I’ve started to 
see the network like a lattice that is put onto existing things. 
These women already have something that they share. We 
are not manufacturing that connection. What we are doing is 
building Embrace’s message into those spaces and providing 
a motherhood focus within those spaces.” Grow Great’s 
Champions for Children clubs also utilise an existing network 
to effect change – community health workers are a skilled 
workforce already active in the community and the clubs take 
advantage of that. 

In the social franchise space, keeping network members 
engaged with the campaign – and with one another – is critical. 
SmartStart and Grow Great both use competitive leagues (clubs) 
to drive the behaviours they want to maintain in their networks. 
SmartStart, for instance, runs an annual competition among 
the clubs where they compete in five areas that SmartStarters 
themselves have defined as crucial ‘do-wells’ for success. 
Grow Great runs competitions based on the quality of classes.

5 Story Powered Schools is Nal’ibali’s project that – in partnership with the 
United States Agency for International Development (USAID) – is working to develop basic 
literacy among learners at select rural schools in the Eastern Cape and KwaZulu-Natal that 
were identified as having the greatest need. Read more about the project here: http://
storypoweredschools.org

6 Through this initiative, mothers are sent a weekly affirmation and are 
encouraged to do the same for other moms. Read more here: https://www.embrace.org.za/
whatwedo/tuesdaycheckin/

WHAT IS SOCIAL CAPITAL?
There is no single definition for social capital. Some describe it as being about the resources (both tangible and intangible) that 
are associated with individuals and groups. Others think of social capital as the shared values in society that enable individuals 
and groups to trust each other and work together. It can also be viewed as “the network of connections or processes that exist 
among individuals and communities that makes it possible for them to develop mutually beneficial collective action”.7

 3) Communicate constantly
To keep a network healthy, constant feedback and open 
communication is key. NGOs have to be clear about what it is 
they are trying to do, how this can be achieved and what the 
limitations are. Dr Kopano Matlwa Mabaso, executive director 
of Grow Great, advises that one should be upfront about 
challenges and blockages from the start. “When our franchisees 
were trying to recruit moms but were unable to negotiate entry 
to clinics and wanted to know why, we were frank with them 
that it was taking us a while to get the Department of Health’s  
official support.” She stresses the importance, too, of bringing 
franchisees along on the journey to co-create curriculums, 
because they know what is culturally-appropriate in their 
communities and contexts. 

Listening is indeed an essential component to keeping a network 
alive. Mentor shares: “Embrace has got some of our best ideas from 
deep listening. I think sometimes you have to go slow to go fast. We 
are not a franchise, so having to rely on the depth of our messaging 
and beliefs to resonate with the right people is a longer, slower 
process. Our race is a slow one.”

An illustration of the power of deep listening happened in 2018, 
when Embrace ran the #IAmMother campaign. They listened to 
the stories of 50 mothers across the country. “This process helped 
us develop our approach to convening groups of mothers without 
facilitating or leading,” explains Görgens.

4) A network must have value
A person will leave a network if they do not derive value (social 
capital) from it. And when this happens, the network will also lose 
the intrinsic value of that person. Meintjes expands: “If you can 
present value to somebody, value that they will derive from being 
part of something, then you’ve got a winner. If you are creating value 
and can create replicable value, then you can create a very large 
network that is self-propelled, self-oxygenated, self-life-giving. If you 
can create value but it is not maintained, the network will fall away. 
That is our challenge now… We are finding it difficult adding value 
for a large network on an ongoing basis.”
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By working together, SmartStarters are finding numerous ways to 
gain value from their Club network. Matlhape cites the example of 
a SmartStarter Club from Orange Farm negotiating first-aid training 
for their members from a local fire station. “As an individual, the 
franchisee would likely have failed to capture the interest of 
whoever it was they were targeting; as a group, they succeeded.” 
 
The Club network also provides a platform for SmartStarters to 
collectively engage parents and jointly market themselves in their 
communities, so they are better able to grow their businesses 
through community recruitment drives, NPO registrations and fee 
benchmarking, etc.

5) Measurement can be tricky
The NGOs interviewed all agreed that while networking undoubtedly 
has a positive impact on their members, it is not always possible to 
measure the degree of success when it comes to behaviour change. 
For instance, NGOs can track numbers of clubs and numbers of 
people enrolled, etc.; recording evidence of behaviour change in the 
general public is far more difficult. One example of a measurable is 
World Read Aloud Day, when Nal’ibali calls upon the public to read 
aloud the same story to children on the same day. On 1 February 
2019, Nal’ibali networks read the same story, translated into 12 
different languages (sign language included), to 1.56 million children. 

This was up from 13 410 in 2013, when the campaign first took 
part in World Read Aloud Day. (See graph in Diagram 3, reflecting 
growth to 2018.)

Jacobsohn says: “I think we have achieved a lot, but I don’t think 
we have quite mastered it. We have a brand that is recognisable 
to a great extent, but not as much as it could be. We have an 
offering that people want and demand is high. As a consequence, 
we have had a lot of engagement with South Africa’s public, but it 
will be a while until we see the impact we are hoping for.”

As for Activate!, Meintjes thinks the network value of the Activate! 
journey means that Activators are operating at a much higher 
level than they would be if they had not joined the movement; 
they are “not stuck in the quagmire of hopelessness”. However, it 
is not always easy to measure what is happening on the ground, 
“particularly as it can mushroom so rapidly”. Positive indicators 
are that 87% of Activators are engaging with other youth, 44% are 
involved in HIV/Aids initiatives and 39% own businesses. 

Embrace gauges the impact of its campaign in several different 
ways – some easier to measure than others. The success of its 
Mother’s Day Connect initiative, for example, shows the growing 
strength of its network. This national celebration of Mother’s Day 
sees teams of women visiting their local hospital to honour and 
support new moms. Both the number of facilities and the number 
of mothers visited during Mother’s Day Connect nearly doubled 
between 2017 and 2018. In 2017, 400 women visited 27 facilities  

2013

13 410

47 902
(+257%)

166 360
(+247%)

365 849
(+120%)

719 627
(+97%)

1 295 449 
(+80%)

2014 2015 2016 2017 2018

1 582
2 124
+34%

6 317
(+197%)

6 517
(+3%)

Children reached on 
World Read Aloud Day

Diagram 3: 1 in 15 South African children were read to on 1 February 2018, up from little over 13 000 children in 20138.

Number of children read to

Number of adults reading to children

8 The estimate of 1 in 15 South African children assumes that 95% of those participating 
in World Read Aloud day were children ages 0 to 17. The calculation is based on South African 
population size of 56 million (Stats SA), and a child population (ages 0 to 17) of 18.576 million 
(Children Count 2015 data).
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and 1 520 moms in the Western Cape. In 2018, 774 volunteers 
visited 49 facilities and 3 000 new moms in eight provinces and 
12 new cities.

“The fact that we have been invited to policy meetings at the 
Departments of Health and Labour is another measure of 
success for us,” says Görgens. “We have had conversations about 
breastfeeding in the workplace. We are able to say ‘this’ is what 
mothers in our network are telling us. We count being invited to 
the table as a sign we are making inroads.”

Responding to individual issues raised by its network is just as 
important for Embrace, but not always easy to measure. For 
example, Embrace was able to get a private psychologist to 
see a mother who had just lost her baby. “The network alerted 
us to the situation of a woman who lost her baby. She was 
not allowed to see her baby and nobody had explained to her 
why. These kinds of things happen all the time. We organised 
a psychologist to go and visit her in Soweto the next day,” 
says Görgens. Obviously this action had an impact on the 
mother, but as Embrace concedes, its effect is less easy 
to quantify. 

6) Let it go
Imposing rigid control on a network can stifle it. SmartStart’s 
Matlhape believes their most important lesson in terms of growing 
the network has been to let the franchisees bring the brand to 
life in ways they deem most appropriate to and effective in their 
communities. “At the end of the day, the impact and visibility 
of our brand does not sit at national office, but in the areas 
where children and parents interact and engage with the brand,” 
she says. 

Dr Matlwa Mabaso from Grow Great says: “I think you choke a 
network if you try and micro-manage the minor details too much, 
so there can be a little bit of messiness sometimes. But, if you 
consider the trade-off, even though implementers don’t get every 
last letter of the message correct, 80% of the message is getting out 
there, and that is what is important… Getting the core messages of 
breastfeeding and complementary feeding right.”

Little control is imposed on the sharing of intellectual property (IP) 
in these networks, because NGOs want the message to be widely 
disseminated. Information is freely available from their websites; 
however, they do try to maintain control over the quality of 
the message.

To a certain extent, social franchises are easier to measure because the size of the network is reflected in the number of franchisees. 
SmartStart now has just under 4 000 franchisees from a starting point of 100. Useful measures in a franchise environment include 
retention rates and engagement within the network. SmartStart’s current SmartStarter retention rate is 70%.

Embrace mobilises its network of mothers to spoil and encourage new mothers in maternity wards 
in hospitals across the country on Mothers Day through a campaign called Mothers Day Connect. 
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17) Face-to-face is best
As mentioned, for a network to function effectively there has 
to be trust between the members – and this usually comes from 
a common experience. This is one of the reasons why NGOs 
host events, so that members can meet face-to-face and forge 
connections. “We try and build those relationships as much 
as possible, because where the network works best is in the 
face-to-face element of the Nal’ibali campaign,” explains 
Jacobsohn. “The majority of our team are fieldworkers. They are 
interacting in a personal way with people by training them, going to 
their reading clubs, supporting them; they build relationships that 
last. And that is the strongest way of building a network.” 

Undoubtedly WhatsApp is an important and useful tool for 
connecting people given its wide reach and affordability. But 
all interviewees agreed that while mobile technology is an 
important part of the strategy, it is not the strategy. WhatsApp 
(and other forms of digital platforms) need to be complemented by 
some degree of regular face-to-face engagement. “When you are 
messaging you can sometimes lose each other and tone also gets 
lost,” comments Dr Matlwa Mabaso. “I think WhatsApp allows you 
to follow the big ideas that you both bought into when you were 
together; it can keep that spark alive. There are programmes around 
the world that push mobile too much. It is a great supplement, 
but you do need that human contact.” 

Another point to consider is that although there is cellphone 
penetration in remote rural areas, few people have phones with 
the modern operating systems (smartphones) needed to run 
WhatsApp. In these areas, NGOs rely quite heavily on supervisors 
to share messages and content through WhatsApp. Having 
to go through a gatekeeper can mean the feeling of immediacy 
is lost. 

In conclusion, networks are constantly evolving, and trying to 
understand how they work is a trial-and-error process. Various 
factors influence the operation of a network and what worked 
for connection points today, may not work for them tomorrow. 
If NGOs are able to adapt to the organic nature of networks, 
they can effectively be employed as powerful amplifiers of 
social change.

Learning brief by Daniella Horwitz 
with theoretical introduction by David Harrison

This is the learning experience of:

WWW.DGMT.CO.ZA

Published by:



SmartStart

Grow Great

SmartStart’s objective is to expand access to quality early learning for children aged 3-4 years old. To achieve its goal of reaching 
one million children every year by 2026, SmartStart has adopted a social franchise model, which comprises three levels: the Hub 
(or national office), which runs the franchise; franchisors – NGOs that act as operational partners; and franchisees – candidates 
who are selected to become early learning practitioners in their communities. Otherwise known as SmartStarters, franchisees 
are provided with training, standardised materials, support and monitoring. They are also invited to join SmartStart Clubs – 
a local network of 10-16 SmartStarters, where members can share good practice and ask for support to ensure the continued 
growth and quality of their programmes. SmartStart therefore has two ways of networking: through its network of like-minded 
franchisors and through franchisees. By the end of its first year in 2015, SmartStart had approximately 100 franchisees. In the 
first quarter of 2019, it had trained just under 4 000 franchisees, reaching 57 000 children. [smartstart.org.za]

Launched in October 2018, Grow Great aims to galvanise a national commitment to zero stunting by 2030. Thirty-one percent 
(31%) of South African children under the age of two are affected by stunting – a condition that, as the campaign notes, 
“stunts the education of our children, stunts our economic growth, and is a social injustice”11. Grow Great uses networking 
most deliberately in its social franchise, Flourish – a network of mother and baby groups run by franchisees, who are trained 
to deliver a curriculum to inspire, encourage and support pregnant and new mothers in their communities. Like SmartStart, 
the franchisees are also connected to each other to offer mutual support. In addition, Grow Great runs clubs for community 
health workers, known as Champions for Children, to provide a community of practice and access to mentorship, incentives and 
resources (such as a dedicated national information line and training opportunities) to enable them to provide ongoing support 
to the families they care for. [growgreat.co.za]
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Activate!

Embrace

Appendix: Organisations interviewed 

Activate! believes if young people are supported to strengthen their abilities and skills, and are provided with a platform to meet, 
connect and be inspired, then they can be innovative and active citizens who drive positive social, economic and political change. 
As such, its model comprises of two strategic elements, both central to the development of young people as agents for change. 
The first element brings promising young people (Activators) from grassroots communities into a training programme that helps 
them to see themselves as change drivers. The second element is a wide range of platforms and formats geared to support 
Activators and catalyse connections to increase their influence and impact. Established in 2012, Activate! began by training 
182 young Activators; by the end of 2019, there will be around 4 250 Activators. [activateleadership.co.za]

Embrace is a movement growing a national support network for mothers. It celebrates the high points and shared experiences 
of motherhood, while acknowledging the diverse challenges that mothers face. Ultimately, it seeks to become a voice for all 
mothers in South Africa. Embrace’s core values and beliefs are summed up in its ‘Motherhood Manifesto’9, which serves as a 
foundation for all of its initiatives and activities, such as Embrace support groups at work and online book clubs. Given that 
Embrace’s objective is to bring moms together, networking is a crucial part of the movement. [embrace.org.za]

Nal’ibali

Nal’ibali (isiXhosa for “here’s the story”) was launched in 2012 with the aim of inspiring a reading nation. The campaign creates 
opportunities for children to have caring adults read stories to them in their mother tongues. Nal’ibali currently reaches 
approximately 140 000 children through its network of reading clubs. The campaign’s networking model is made up of two parts: 
the first is via the face-to-face training of partners who then either train others to run reading clubs or run children’s reading 
clubs themselves. The second is via other channels, such as social media, a call centre, a newspaper supplement, or face-to-
face events, through which adults are encouraged to join hands in growing a culture of reading, and are supported to carry out 
different literacy-related activities in their own spaces. These individuals are known as FUNda Leaders10, a network of literacy 
activists comprising some 17 000 members. [nalibali.org]

11 Stunting can negatively affect a child’s brain function, organ development, 
and immune system, which can result in poor achievement at school, decreased productivity 
and earnings in adult life, as well as greater risk of developing obesity and diabetes. This 
largely invisible condition starves our economy by preventing children from reaching their 
full potential.

9 Read Embrace’s full Motherhood Manifesto at: 
https://www.embrace.org.za/manifesto/

10 Nal’ibali describes FUNda Leaders as “everyday heroes” who work to make reading and 
activism a reality in South Africa. Anyone can sign up to be a FUNda Leader. Once signed up, they are 
registered as part of Nal’ibali’s network to receive online support, resources and access to events, 
competitions and training.


