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Our purpose is to lead the fight 

against cancer in South Africa

Purpose

Our mission is to be the 

preferred non-profit organisation 

that enables research, educates 

the public and provides support 

to all people affected by cancer

Mission

CANSA's Strategic Goals
To be the leading non-profit organisation in the fight against cancer by:

?Adhering to internationally accepted best practice in governance and 

management

?Enhancing the image of CANSA

?Being a sustainable organisation

?Optimising our human capital

?Ensuring active volunteer engagement

?Optimising the use of technology

To create a unique value added experience to all stakeholders by:

?Optimising our leading role in cancer research

?Providing the most reliable health information and education in the fight 

against cancer

?Providing holistic care and support through sustainable Health Programmes

Values
To ensure that we become the leader in the fight against cancer:

?We will be known as the preferred non-profit leader in South Africa with 

an unquestionable reputation of integrity, trust and respect in all 

communities

?Our leadership-style will be that of servant leadership

?We will be action-oriented, creative, future-focussed and noted for our 

daring but risk-aware business spirit 

?We will be tough-minded, transparent, self-critical - yet supportive of one 

another

?We will take joint responsibility for the achievement of business objectives
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Message
from the
Outgoing
Chairperson

Lyndon Johnstone

As we reach the end of another year and start afresh, it gives me great 

pleasure to take a moment to look back and reflect on the past twelve 

months in the life of CANSA. 

The year has been punctuated with moments of concern for our financial 

well-being as the economic climate continued to negatively impact on all 

sectors of South African society, but especially on non-profit organisations. 

In spite of the continued immense financial constraints, we continue to 

serve the South African community with pride, commitment and dedication. 

Once again we have managed to retain levels of service to communities, 

and our staff and volunteers have carried the additional burden with 

aplomb. 

As committed to at the last Annual General Meeting, a Board Charter 

aligned to King 111 and the Companies Act, has been adopted. This 

Charter details the responsibilities of the Board of Directors. In addition, all 

sub-committee Charters have been finalised and approved by the Board. 

Sustainability, especially on the financial front, remains one of our single 

biggest challenges. The development of diverse revenue streams remains 

paramount and we need to find ways that would set us apart from the rest. 

It was with sadness that I said goodbye to CANSA at the end of March 

2013. As my career takes a new direction, I made the very tough decision 

to resign my position as Chairman of the Board. I want to thank all of 

CANSA for the support during my tenure as Chair. The support of my 

fellow Board members has been critical to our success and together with 

EXCO and Management I believe we made a formidable team. 

I wish to thank Bugs Pancha for stepping up to the challenge and leading 

the Board following my resignation. I believe CANSA is in very capable 

hands. In conclusion, I wish CANSA all success for the year ahead and I 

am watching the organisation’s progress with keen interest.

Thank You and God Bless.

Lyndon Johnstone

Chairperson

I’d like to take the opportunity to thank Lyndon Johnstone for his 

Chairmanship and guidance as well as my fellow board members for their 

confidence and trust in me to take up the role as Chairperson of this leading 

non-profit organisation.

Despite being faced with tremendous financial constraints, CANSA has 

remained steadfast in its focus to grow its service delivery and strengthen its 

volunteer numbers as well as enhance its strategic partnerships. Going 

forward, we need to work together - a dedicated CANSA team of staff, 

volunteers and partners to ensure that we maintain sustainability and provide 

on-going care and support to those affected by cancer. 

Bugs Pancha

Chairperson

Message
from the
Incoming
Chairperson

Bugs Pancha
“Alone we can do so little; together we can do so much” - Helen Keller -
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Our focus throughout the past 

year continued to be on 

delivering on our programmes 

and projects, as well as 

enhancing our partnerships, in 

spite of significant financial 

challenges.

CANSA has remained steadfast on its 

journey to win the war against cancer, 

one battle at a time. While we are 

reporting a deficit of R7.8 million, the 

organisation has successfully focussed 

on maintaining and increasing the 

delivery of its service, promoting the 

visibility of our brand as well as 

enhancing existing and potential 

partnerships. 

We continued to place cancer control 

firmly on the agenda of the country, with 

CANSA being represented on local, as 

well as international strategic platforms. 

This includes:  

?Representation on the Ministerial 

Advisory Committee on the Prevention 

and Control of Cancer

?Chairmanship of the Steering 

Committee of the Cancer Research 

Initiative of South Africa (CARISA) – a partnership between 

CANSA and the Medical Research Council (MRC)

?Board membership of the Patient Health Alliance of Non-

Governmental Organisations (PHANGO)

Finding platforms 
for  the fight

?

For International Cancer Control 

(UICC) and participation in the UICC 

World Cancer Leader’s Summit and 

World Cancer Congress in Canada in 

August 2012

?Global collaboration with fellow 

Movember beneficiaries at a sponsored 

Movember Survivorship Summit in Los 

Angeles in May 2012

?Robust discussions with leaders of 

selected non-profit organisations 

(NPO ’s ) rep resen t i ng non -

communicable diseases at a Unilever-

sponsored workshop in Netherlands in 

March 2013, focussing on partnerships. 

Additional platforms include associations 

and partnerships with other non-profit 

bodies like South African NGO Network 

(SANGONet), African Organisation for 

Research and Training in Cancer 

(AORTIC), Movember, Tobacco Action 

Group (TAG) and Reach for Recovery.  

We also collaborate with tertiary 

institutions on research initiatives and 

opportunities, as well as public service 

departments on national and local level 

regarding public health and patient care.

CANSA’s presence at this level creates 

opportunities to influence health policy, 

legislation and increase leverage to 

improve access and quality of service.  

By providing input into the broader strategic issues for cancer 

control in South Africa and engaging locally and internationally 

on cancer prevention and control matters, it enables CANSA 

to further play a key role in the non-communicable disease 

(NCD) sector. 

On-going engagement with the Union We Continue
to wage war
on cancer

Sue Janse van Rensburg
CANSA CEO

Giving up 
is not an 
Option

Now
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All of which combine to positively influence CANSA’s 

reputation and image, as well as international recognition as 

a leading organisation in cancer control on the African 

continent and nationally – in government, non-profit 

organisation (NPO) and private sector circles.

Going forward, CANSA will continue to sustain and improve 

its leadership position. A significant part of this is to maintain 

our respected presence and visibility within the public 

domain.

Critical to our long-term sustainability is our ability to identify 

and initiate diversified and new income streams – the reason 

for the ‘make-over’ of our Business Development department 

in early 2013.

In addition, we will continue to nurture existing partnerships, 

while exploring new opportunities and strategic partnerships 

to promote measurable and mutual gain; as well as identify 

true Afro-centric research requirements to enable 

measurable, positive impact on the health needs of our 

diverse population.

It also goes without saying that all our activities are 

performed within the context of sound governance and 

ethical practice to optimise our credibility.  

While we don our uniforms and arm ourselves each day to 

wage the battle against cancer, we are ever mindful that 

many of our battles are being won through the tremendous 

display of humanity by our vast team of committed 

volunteers and our dedicated staff. We may be running a 

business and continuously have our eye on ensuring its 

sustainability, but we realise that our success, as a matter of 

fact, depends on our ability to effectively assist and reach 

out to those affected by cancer. 

Gaining Terrain

Remain Vigilant
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We are fortunate to be surrounded by people who regard 

CANSA as their second family and who often put the needs 

of others before their own. I salute our people who continue 

to work together to raise the bar in the fight against cancer. 

As with any organisation, whether or not a non-profit, 

CANSA groups its efforts into strategic themes. This year 

saw us focus on five areas…

 

CANSA strives to offer a value-add integrated and unique 

service – comprising our comprehensive research 

programme, which determines our advocacy focus or 

watchdog role, as well as optimises our health focus. Our 

focus is not only to prevent cancer, but to promote health 

awareness and to be there for all cancer survivors and their 

loved ones, throughout the cancer journey, instilling hope 

and courage.

 

We facilitate several annual high-profile national fundraising 

projects, including CANSA Shavathon, Relay For Life, the 

Sanlam Cancer Challenge, Movember and Cuppa For 

CANSA, that all continue to provide significant income for 

CANSA. While a concern that Shavathon generated less 

income than the previous year, the overwhelming buy-in, on-

going support and contributions from the public and 

workplaces still define this survivor-focussed income 

generating programme as most successful.

The uneven spread of planned project income with more 

than 60% of the national project income generated only in 

the last quarter of the financial year, remains our major on-

going cash flow challenge. Thus new income streams and 

opportunities are continuously sought. One such programme 

We win battles
by  focussing 
our efforts

1. Optimising our value offering

2. Driving fund development

Imagine
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is the recently introduced ‘CANSA Active’, a platform to raise 

funds while being SunSmart, active and avoiding obesity when 

participating in favourite sporting activities and having ‘feel 

good fun.’ 

 

The year saw CANSA receive impressive media coverage with 

an approximate advertising value of just over R137 million. 

CANSA’s online and social media presence proved popular 

with visitors to the CANSA website topping nearly 157 000, 

with visits to the mini-sites showing steady growth and a 

growth of 77% on average in social media membership. 

Our Brand Ambassador Programme enjoyed significant 

interest with many enthusiastic sports stars and media 

personalities, of which some are cancer survivors, dedicating 

their time and support to help promote our various campaigns, 

health programmes and fundraising efforts. Requests for 

collaboration are scrutinised to ensure that all our partnerships 

and alliances add mutual value without any confusion to the 

public regarding our brand alignment or mission delivery.  

 

In our on-going focus to achieve realignment and adherence 

to the Companies Act and King III guidelines, we established 

an independent Social and Ethics Committee as a sub-

committee of the Board of Directors in November 2012, also 

requested by our Council of Governors at the previous Annual 

General Meeting. We introduced our Memorandum of 

Incorporation (MOI) and adjusted our charters in accordance. 

We remain committed to an integrated reporting approach to 

reflect the business reality in that strategy, risk, performance 

and sustainability become inseparable.  

Our reputation and credibility as watchdog is of key 

importance. We strive to build on our trusted relationship 

realising that the buy-in, active participation and feedback from 

all stakeholders are paramount. This includes open 

engagement with all parties including media and public when 

challenged with key concerns and criticism.

3. Enhancing market position

4. Ensuring sound governance through efficiency and 

effectiveness

7

In the year our B-BBEE status improved to that of a level 4 

contributor with more than 85% of CANSA’s service rendered 

in disadvantaged communities.  

 

CANSA, as a volunteer-driven organisation, remains dependent 

on the service, skills and funding facilitated by our loyal 

volunteer corps. More focus has been given to the roll-out of 

our volunteer management programme with emphasis on 

professional training, nurturing and recognition. We are grateful 

for the growth of our volunteer corps, particularly reflecting an 

increase of 10% in leader volunteer equity ratio. The equity 

status of both our leadership and lay volunteers is currently 

above target at 57% and 55% respectively. 

We take cognisance of the fact that skills shortages and high 

turnover (on average 25%) have become a global phenomenon 

in the non-profit field. Skills are easily transferable across all 

boundaries and employees have an abundance of choice in an 

age where access to information is just a broadband connection 

away. Our slightly higher annual turnover rate of 26.4% amongst 

permanent staff remains a challenge. Terminations were mainly 

due to performance management, difficulties to adjust to the 

non-profit environment, better job opportunities with higher 

salaries, as well as our realignment exercise during the last 

quarter. We are addressing the challenge through our talent 

management and succession planning programmes, taking into 

account the needs and requirements within the organisation. 

Focus remains on the optimising of performance through best 

practice and ethical behaviour, with further emphasis on 

standardisation, integration, zero tolerance culture, management 

of business performance as well as adherence to legislation. 

Despite the challenges in meeting our staff equity targets, we 

are fully committed to transformation to reflect the natural 

demographics of our workforce in the communities that we 

serve. As at end March 2013, we had 340 staff with a 48.2% 

employment equity ratio – thus 1.8% below target. Although 

slightly below target (29.44%), the managerial equity status has 

improved by 4.22% since 2012.  

5. Promoting a high performance culture

a World
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The battle goes on...
It is with regret that we said goodbye to our Chairperson, 

Lyndon Johnstone, who resigned from CANSA in March 2013, 

due to his busy schedule and workload. We appreciate his 

loyal support and years of commitment to CANSA. We further 

welcome our new Chairperson, Bugs Pancha (previously the 

Vice-Chair), also a committed leader volunteer and Board 

member for many years, knowing that he will be able to ‘walk 

the talk’.

Inspired and excited, we’re looking forward to: 

contribute to the Union in Cancer Control (UICC) Cancer 

Leaders’ Summit in November 2013, as CANSA is to co-

host this event - a first for Africa and South-Africa

extend  our MRC partnership in the establishment of a first 

Research Centre of Excellence 

work hand in hand with our founder partners (Diabetes 

South Africa, PHANGO and The Heart and Stroke 

Foundation South Africa), in  the very recently initiated 

South Africa NCD Alliance - as approved by the global 

organisation, NCD Alliance - to inspire change in our people 

at risk or living with NCDs in South Africa

Marching Onwards...

?

?

?

On Guard

?

?

?

?

?

?

?

Grateful for the blessings bestowed upon us, I also want to 

express my heartfelt thanks to 

our very supportive Board of Directors, always ready and 

prepared to protect CANSA’s interest and give guidance to 

a very appreciative executive management team (EXCO) 

a watchful President and Council of Governors, guarding 

our flanks with wisdom and objectivity

an alert team of leader volunteers, promoting sound 

governance through their valuable risk management input

a courageous and committed EXCO team, willing to face 

the challenges

a dedicated team of management and staff, moving forward 

on quick march  

a committed volunteer corps, without whom this battle would 

have been lost

our loyal partners, friends of CANSA and public, who have 

all joined us in the battle through their on-going support  

Sue Janse van Rensburg

CEO

Together we 
will win the fight...

without CANCER
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Business
Solutions

Sustainability
as of Feb 2013

Risk 
Management

Research, 
Advocacy & Health

Northern 
Business Unit

Service
Delivery

Marketing &
Communication

Financial 
Management

Business
Development

Governance

Human Resources

Executive
Committee (EXCO)

Chief Financial Officer
Rudolf van Jaarsveld

Centralised
Functions

Operations

Southern
Business Unit
• Eastern Cape
• Northern Cape
• Western Cape

Central
Business Unit
• Free State 
• KwaZulu-Natal
• Mpumalanga

• Gauteng
• Limpopo
• North West

How We Operate

• Optimise Value Offering

• Drive Fund Development

• Enhance Market Position

• Uphold Sound Governance and Risk Compliance through
Efficiency and Effectiveness

• Promote High Performance Culture

Strategic 
Themes 

Going 
Forward

Chief Operations Officer
Elize Joubert

Chief Executive Officer
Sue Janse van Rensburg
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Why is Governance 
important?
CANSA focusses mainly on optimising 

performance through sound governance, 

best practice and ethical behaviour, with 

emphasis on standardisation, integration, 

adherence to legislation as well as a 

culture of accountability.

CANSA’s strategic focus was on the 

implementation of all documentation for 

governance and policy to ensure 

compliance with the new Companies Act, 

which supports transparency and 

accountability as well as governs stakeholder relationships.

In accordance with the King III recommendations, CANSA has 

adopted integrated reporting to reflect the business reality that 

strategy, risk, performance and sustainability have become 

inseparable.  The philosophy of the report revolves around 

leadership, sustainability and corporate citizenship.  

CANSA recently became a level four Broad-based Black 

Economic Empowerment (B-BBEE) contributor, as measured 

by the Department of Trade and Industry scorecard, with a 

further certificate obtained stating our black beneficiary base 

percentage as 85%.

At the end of 2010, a combined Research and Ethics 

Committee was established and registered with the National 

Department of Health, addressing mainly ethical matters in 

research. The new Companies Act No. 71 of 2008, which 

came into effect on 1 May 2011, introduced the requirement 

of a Social and Ethics Committee, to enforce a more 

structured and focussed approach to social and ethical issues, 

with standardised and comparable performance and 

information reported upon.  

CANSA as per the request of the Governors, thus established 

an independent Social and Ethics Committee as a sub-

committee of the Board of Directors, in November 2012, in 

alignment with the King III requirements. 

Audit - ensures effective financial and broader risk 

management within the organisation

Chairpersons - provides advice and guidance regarding 

business practices within operations

Investment - promotes and ensures solid investment 

practice and growth

Remuneration (REMCO) - enhances sound, transparent 

and fair human capital practice and employment equity

Research (RESCOM) - ensures relevant and effective 

allocation and management of research funding

Social and Ethics - promotes integration and oversees 

social and ethical matters relating to CANSA

Governance Roles and Responsibilities

Sub-committees of the Board
?

?

?

?

?

?

Operation risk committees

?

?

?

?

The CANSA Ethics Hotline (0800 20 44 28)

Connecting with Our Stakeholders

There are three EXCO-managed operation 

risk committees that meet quarterly, while 

the most significant operational risks within 

the CANSA structure are reported on and 

addressed at EXCO on a monthly basis.

The risk committees are:

Financial Risk Committee for financial 

management and sustainability

Service Delivery Risk Committee 

Human Resources Risk Committee

A quality assurance committee has 

further been established and meets on a 

bi-monthly basis overseeing the 

standardisation and integration of all policies and 

procedures 

Regular meetings and forums are held to ensure the sharing 

of ideas and concerns, as well as the promotion of 

communication to enhance understanding, cooperation and 

integration.

The internal audit process continues, identifying non-

adherence to CANSA policies and procedures as well as 

possible risks and gaps to be addressed within the current 

working processes at EXCO level. Emphasis is placed on 

consequence management within a culture of accountability, 

with zero-tolerance of non-performance and misconduct.

CANSA aims to promote honest work ethics and 

simultaneously provide employees, volunteers and third 

parties associated with CANSA with a way to bring any 

unethical practices to the attention of leadership.  To 

accomplish this, the CANSA Ethics Hotline was established in 

2008, operating 24 hours a day for 365 days a year and 

serves as an independent channel to escalate concerns and 

possible irregularities. The CANSA Ethics Hotline operates in 

such a manner as to ensure that a caller wishing to report an 

incident, remains anonymous and can be guaranteed 

complete privacy. The identity of callers is protected and all 

information is treated confidentially.  No complaints were 

received during the past financial year.

We strive to build on our relationships and our engagement 

with our stakeholders within the community. We realise the 

importance of the buy-in, active participation and feedback 

from all stakeholders. This includes identifying risks and 

challenges and dealing with any key concerns raised by 

stakeholders. CANSA makes use of the media, a toll-free line, 

SMS facilities, online social media (Facebook and Twitter), 

conference calls, the website, as well as regular printed and 

e-newsletters and scheduled meetings to interact with our 

stakeholders.

Strategic 
Objective
Implementing and practising 

good governance, ensuring all 

documentation in respect of 

governance and policy is 

compliant with the new 

Companies Act and aligned 

with the King III report, to 

support transparency and 

accountability as we govern 

stakeholder relationships

10



Message
?Access to info and education, message of Hope
?Opportunity to get involved in the fight  against 
cancer

?

Communities - the public
Stakeholder How we engage 

?

?Membership opportunities

Online and website clinical support

Survivors, caregivers and 
those affected by cancer

?Solidarity, support and care 
?Sense of belonging by honouring, empowering 
?Platform to spread their message of hope as 
champions in CANSA's programmes and 
projects

?

and 'Teens Living with Cancer' Facebook sites

?Survivor network gatherings

?Presence at all CANSA Relay For Life events

?One-on-one training sessions and meetings

Dedicated and interactive  'Champions of Hope' 

Volunteers ?Education  regarding  the cancer challenge 
?Active involvement 
?Ownership in the fight against cancer 
?Sharing their resources and talents in their own 
communities

?

income generating projects

?Face-to-face and conference call training and 
meetings

?Leadership opportunities and programmes to 
develop talents

?Network and acknowledgement gatherings

Active participation in our health campaigns and 

Partners (corporates, 
donors, suppliers and 
government)

?Opportunity to achieve their goals in respect of 
their social responsibility 
?Enhancing their image and credibility in the 
market through a meaningful partnership with 
CANSA 
?Employee wellness and development

?

?Roadshows

?Donor recognition and network  gatherings

?Wellness programmes

?Cause-related programmes

?CSI partnership programmes

Annual Report and AGM meetings

Employees ?Opportunity for learning and growth 
?Using their talents, passions and abilities to 
make a difference in the communities in the 
fight against cancer
?Social development programmes
?Mentorship and growth

Governance structures: 
Board of Directors, Council 
of Governors, Board sub-
committees, Regional, 
Divisional and Business 
Unit Councils

Executive Committee with 
Operational risk committee 
and quality assurance 
committee

?Compliance and adherence to legislation  
?Risk management 
?Integrity
?Transparency
?Active involvement and participation in the 
fight against cancer

?

?Network gatherings

?AGM meetings

?Regular  'CANSA on the Move' newsletter

?Ad hoc workshops as needed

Quarterly and regular feedback meetings

The Road Ahead 
The focus for the next financial year is:

?Reviewing of the current Memorandum of 

Incorporation to ensure alignment of all sub-

committees of the Board of Directors to the new 

Companies Act as well as King III

?Amending the Memorandum of Incorporation for 

adoption at the Annual General Meeting in September 

2013

?Reviewing all sub-committee charters and approval by 

the Board of Directors in accordance to King III 

?Ensuring that sound governance and ethical practice 

prevail as our focus

?

?Regular 'CANSA on the Move' newsletter

?Quarterly 'Learning and Review' sessions, strategy 
and team workshops

?Monthly strategic forums and meetings  to ensure 
integration and efficiency (IT-, Service- and 
Marketing Forums as well as Research Operation 
Committee)

?Strategic training workshops

?Face-to-face sessions

?Talent management and development programme

Regular email and monthly reports
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An overview of the report by the President of the Council of 

Governors to the members at the last Annual General Meeting 

held 20 September 2012:

1. It was noted that the Council has still not been provided with a

Report on the measures taken by the Board to improve the

management of the volunteers who work in the organisation

RESOLVED that the Governors again stress the need for the

Board of Directors to take measures to improve the

management of the volunteers who work in the organisation

2. The Council notes with concern that the Board has not yet met

the statutory requirement to establish a Social and Ethics

Committee of the Board

3. The Council notes with appreciation that the new business

model appears to be working and is likely to have long term

sustainability

The above recommendations were noted and accepted by the Board 

of Directors: 

The existing strategy on volunteer management is to be submitted 

to the Governors as requested. Special attention will further be 

focussed on volunteer management concerning training, retention 

and complaints

As requested, an independent Social and Ethics committee was 

established during November 2012 in alignment with King III. 

(Volunteer management will further be reported to this committee 

and the board on a quarterly basis)

?

?

Feedback by
President of
the Council
of Governors

Advocate Gary Oliver
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Aligned Governance Structure

President + 2 Unit Governors 

per Business Unit Council 

(Northern, Southern and Central)Council of
Governors

Board of
Directors

7-10 Members composed of:

   • 3 Executives minimum 

   • 6 Non-Executives maximum

Chairs

of Unit Council form

Chairpersons Committee as

 sub-committee of the Board

Business
Unit Council

Northern,
Southern,

Central

Divisional
Council

Chairs and Vice Chairs

form Business Unit Council

Regional
Council

Chairs  form

Divisional Council

Sub-
committees

of Board

Audit

Social and

Ethics
(November 2012)

Chairpersons

Investment

Remuneration

(REMCO)

Research

(RESCOM)

Overseeing Strategic Risks through

Overseeing the

For approval on 19 September 2013 

(to align with King III)

12 Members maximum composed of:

   • 3 Executives minimum 

   • 8 Non-Executives maximum
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RESEARCH
Knowledge into 
Action
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As a leading role player in research, 

CANSA is one of the very few public 

funded organisations in South Africa that 

has sustainable funding for research. 

These funds, mainly donated by bequest, 

have been invested by experts for use in 

research within CANSA. Currently the 

research fund exceeds R100 million and 

just over R7 million was used for the 

period under review for five types of 

research categorised Types A, B, C, D 

and E

Type A - Projects initiated and executed 

at institutions such as universities and 

parastatal organisations

Type B - Environmental carcinogen research projects 

initiated and managed by CANSA

Type C - Projects optimising CANSA’s service, initiated or 

agreed to by CANSA

Type D - research funded within the Cancer Research 

Initiative of South Africa (CARISA), a partnership between 

CANSA and the Medical Research Council (MRC), as well 

as projects by research consortia - a consortium is an 

association of two or more scientists, companies, 

organisations or governments with the objective of 

participating in a common activity or pooling their resources 

for achieving a common goal, with a definite goal of national 

importance (high annual budgets in excess of R1 million)

Type E - These projects cover a wide spectrum of activities 

including symposia and congresses initiated, funded and co-

funded by CANSA, as well as post-graduate cancer 

bursaries and co-sponsoring of travel grants of researchers 

presenting at research conferences overseas

?

?

?

?

?

Strategic 
Objective
Extending our current 

leadership role within the 

cancer research environment to 

ensure global recognition and 

provide evidence-based support 

to enhance CANSA service 

delivery and meet the greater 

needs of the South African 

public

Growing our 
leadership role 
(Types A, D and E)

Type A

Type D 

Approximately R4.5 million was allocated 

to projects at universities and other 

reputable institutions. CANSA’s Type A 

research focusses mainly on early 

detection and the prevention of cancer. A 

total of 32 projects were funded at a 

maximum of R170 000 for second and 

third year grants and up to a maximum of 

R150 000 or first years. The latter was based on a decision 

made in August 2012, by the Research Committee (RESCOM) 

to only fund 75% of all new grants up to maximum of R150 

000. All universities and institutions were also contacted and 

agreed to fund the balance of 25% to a maximum of R50 000 

per grant per annum for the three-year period, beginning in 

2013 with first year grants. This allows for more projects to be 

funded within the allocated budget.  

To date two Type D projects have been initiated and 

supported. One by CANSA (Screening for cervical neoplasia 

with a combination of HPV testing and cytology in an urban 

community in South Africa) and the other by CARISA, the 

Vaccine and Cervical Cancer Screen Project. Prof Greta 

Dreyer, of the Department of Oncological Gynaecology at 

Pretoria University was the leader of both projects which were 

aimed at the reducing the incidence of cervical cancer in 

South Africa through better early detection using various 

techniques and vaccination.  

CANSA and MRC are co-partners in CARISA. The main aim 

of this initiative is to form a national platform for cancer 

research and also obtain new funding for cancer research. A 

number of projects aimed at new drug development was also 
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financed and a feasibility study was conducted to determine 

the need for a project aimed at Mining and Health in South 

Africa with reference to acid mine draining and uranium 

pollution west of Johannesburg. 

Both CANSA and MRC contribute R500 000 to CARISA on an 

annual basis. The CANSA CEO and Head of Research are 

both members of the CARISA steering committee with the 

CEO as the current Chair.

CANSA granted co–funding for the following: 

As a long term partner of Reach to Recovery South Africa, 

CANSA was a ‘Pink Tier’ supporter, sponsoring R50 000 
thtowards the 17  Reach to Recovery International Breast 

Cancer Support Conference that took place in Cape Town 

from 20-22 March 2013. Prof Michael Herbst, CANSA’s 

Head: Health addressed the delegates on the CANSA 

Dignity Tool with the theme ‘Using Technology to Improve 

Support’. 

CANSA sponsored R50 000 towards the South African 

Society of Travel Medicine (SASTM) Congress in 

September 2012 at the Sandton Convention Centre in 

Johannesburg. Our Head of Research, Dr Carl Albrecht 

presented a talk on ‘Ten ways to prevent cancer whilst 

travelling’ as part of the opening session.

A bursary agreement was reached with tertiary institutions 

whereby bursaries are awarded to students who conduct 

research at Master's and Doctoral degree level on subject 

matters of particular importance to CANSA of up to R60 000 

per institution. Currently bursars receive R10 000 towards a 

Master's Degree and R15 000 towards a Doctoral Degree (the 

specific university matches the amounts awarded by CANSA). 

Type E 

?

?

Skills Development – Post 
Graduate cancer bursaries 
(Type E) 

During the past year, 10 students have received bursaries at 

the Universities of Johannesburg, North-West and 

Stellenbosch.

Professor Anna-Mart Engelbrecht from the University of 

Stellenbosch, received a grant of R9 612 to attend and 

present some of the results of her CANSA–funded study at the 

Annual Conference of the International Cell Death Society: 

‘Cell Death: Aging, Metabolism and their ramifications for 

therapeutics and drug development’ at the University of 

Singapore in July 2012. 

Dr Caroline Dickens from WITS was awarded R13 000 to 

attend the International Agency for Cancer (IARC) Summer 

School in Cancer Epidemiology held at International Agency 

for Research in Cancer, Lyon, France at the end of June 

2012. 

The CANSA sponsored Dignity Tool is an online tool to 

assess quality of care and support given to cancer patients 

and was enhanced during the last year to accommodate the 

requirements of the Movember support programmes to help  

determine the status of well-being of prostate and testicular 

cancer patients.  

Based on the Paediatric Cancer Mapping Programme, a 

collaboration between CANSA and North-West University, a 

student at the Potchefstroom campus undertook a M.Sc. study 

entitled ‘Mapping and analysing cancer incidence in South 

Africa’. The Paediatric Cancer Registry used, was provided by 

Professor Cristina Stefan from the University of 

Stellenbosch/Tygerberg Hospital – this study should be 

concluded during the course of 2013.

Overseas Research Travel Grants

Dignity Tool

Paediatric Mapping 

Enhancing Service Delivery 
(Type C)  
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In-house research surveys

?

?

?

A total of three in-house surveys, approved by the accredited 

CANSA Research Ethics Committee, were undertaken in the 

period of review namely:

CANSA Client Satisfaction Survey

CANSA Volunteer Satisfaction Survey

CANSA Survey Towards a Volunteer Strategy

The MRC is currently analysing the responses of the 

questionnaires and the results should be made known in late 

2013. The outcomes will be utilised to align the current 

volunteer management strategy.  

Type B Projects - conducted in-house in collaboration with 

established research institutions, yield results belonging to 

CANSA, is used to underpin our watchdog role as well as to 

screen and evaluate products and where appropriate award 

the product with the CANSA ‘Smart Choice’ seal.

CANSA subscribes to the concept that the avoidance/removal 

of carcinogens within our environment, as well as optimal 

health, can help to reduce the risk of cancer. Certain food and 

supplements and leading a balanced lifestyle can help to 

enhance health. 

Meeting the Greater 
needs of the South African 
Public (Type B) 

Survey of 65 fish oil supplements

CANSA awards first-time Smart Choice 

Supplement to Omega Caro-E

?

There is a growing consumption of fish oil supplements by the 

public based on the increased awareness of the benefits of 

long-chain omega 3 fatty acids Docosahexaenoic acid (DHA) 

and Eicosapentaenoic acid (EPA), which are only found in oily 

fish such as salmon, snoek, pilchards and tuna. There is also 

a growing body of evidence that DHA and EPA can help 

reduce the risk of cancer. Thus it was considered important to 

analyse such products on the South African market to 

determine the quality. Prof Spinnie Benadé and Dr Maretha 

Opperman and team of the Functional foods Unit of the Cape 

Peninsula University of Technology (CPUT) analysed 65 

products using state-of-the-art technology. 

In February 2013, CANSA awarded a first-time Seal of 

Recognition to the Omega Caro-E supplement, developed by 

CPUT as it contains a unique combination of fish oil (free of 

heavy metals) and a palm oil concentrate containing 11 

different carotenes and five different forms of Vitamin E.  

Accredited literature indicates that marine derived fish oil, 

plant derived carotenes as well as Vitamin E may assist in 

reducing the risk for some chronic diseases like cancer thus 

recognising Omega Caro-E as a first time CANSA Smart 

Choice Supplement. 

The decision to support this product was based on a number 

of considerations: 

We commissioned the analyses of 65 fish oil supplements 

in South Africa, including that of Omega Caro-E. The 

compositions which included a total of 19 different fatty 

acids, was measured focussing on the long-chain omega-3 

fatty acids, DHA and EPA. The levels of the indicators of 

oxidation (peroxides and conjugated dienes) were also 

measured as oxidation of fatty acids inhibits its effective 

functioning. 

+ =
Removal/

avoidance of 
carcinogens

Optimal
health

Reduced
cancer risk
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?

?

?

?

?

?

The percentage of claimed DHA and EPA fatty acids  was 

measured and the chemical structures of the DHA and EPA 

also analysed - triglycerides is found in natural form and 

ethyl esters as processed molecules. The data was 
thpublished on the CANSA website as of 28  February 2013.

The combined DHA and EPA concentration in two capsules 

of Omega Caro-E is 500mg - the daily dose recommended 

by the International Society for the Study of Fatty Acids and 

Lipids (ISSFAL). The amount of carotenes in two capsules 

is 6 mg per day which relates to the equivalent found in 

about five fruits and vegetables per day. 

Extensive research shows that omega-3 fatty acids derived 

from cold water fatty fish and fish oil, provide the human 

body with the long chain omega-3 fatty acids EPA and 

DHA. Omega-3 fatty acids reduce inflammation and may 

assist in reducing the risk for chronic diseases such as 

cancer. As the body cannot make its own, we have to 

depend on our diet to provide the omega-3 fatty acids 

essential for our well-being.

Vitamin E, the collective name for tocopherols and 

tocotrienols, is a fat soluble vitamin with antioxidant 

properties. Tocopherols (found in green leafy vegetables) 

protects cell membranes from oxidation while the recently 

discovered tocotrienols show definite anti-inflammatory and 

anti-cancer activities. Recent research recommends that 

Vitamin E supplements should be taken as a ‘family’ of 

molecules – as found in food sources such as red palm oil 

and rice bran oil or in Omega Caro-E. All four types of 

tocotrienols namely alpha, beta, gamma and delta are 

present in the Omega Caro-E capsules (a total of 16mg in 

two capsules) as well as alpha-tocopherol (4mg in two 

capsules).

Carotenes are plant-derived colour pigments that have anti-

oxidant and anti-inflammatory properties. Research suggests 

that diets rich in the ‘family’ of carotenes from mainly yellow 

fruit and vegetables may assist in reducing the risk for 

cancer and heart disease.

Following the media launch held in February 2013 in Cape 

Town, debate was generated amongst some professionals 

in online and local media regarding queries on CANSA’s 

involvement in the marketing and promotion of this product. 

The quick responses to all queries and detailed feedback 

provided from all stakeholders involved assisted in resolving 

favourably most concerns.

CANSA subscribes to the concept that a balanced diet should 

contain a balance of the omega-3 and omega-6 fatty acids. 

The ratio of omega-6 to omega-3 is considered important and 

should be at most 4:1. Continuing analyses of South African 

margarines have shown that only two i.e. Blossom Canola and 

Blossom Canola Light have omega-6 to omega-3 ratios below 

four. CANSA’s CEO and Head of Research engaged with 

senior officials of Unilever abroad to try and reach an 

understanding on these matters. CANSA has expressed the 

wish that margarines with high omega-6 to omega-3 ratios (up 

to an excess of 200 to 1) should contain far more omega-3.

Over the past six years, CANSA has been researching plastic 

to determine whether it contained any carcinogenic chemicals 

that could affect humans. We focussed on cling-wrap having 

established that certain Polyvinyl Chloride (PVC) products 

contain up to 40% of the plasticiser diethylexyladipate (DEHA). 

Whilst no direct connection could be found between DEHA 

and cancer in humans, studies had shown that DEHA could 

migrate out of plastic into food such as minced meat and 

cheese. Scientific evidence also found that DEHA could 

interact with transcription factors that switch certain genes on 

and off. Concerned about the health risks, CANSA promotes 

cling-wrap without any plasticisers. Currently the following 

brands exhibit the CANSA Smart Choice seal – GLAD Wrap 

and in-house brands available at Shoprite Checkers, Pick n 

Pay and SPAR supplied by Sanwyn Enterprises (PTY) Ltd. 

CANSA also supports industrial cling wrap used behind the 

counter to wrap food such as Superthene – another CANSA 

Smart Choice partner. 

CANSA and omega fatty acids

CANSA and Plastics

Left to right: CANSA CEO Sue Janse van Rensburg 
with Prof. Spinne Benadé, Prof. Gary Atkinson-Hope
and Dr Maretha Opperman, all from CPUT

Dr Carl Albrecht, CANSA’s Head of Research (left)
with Prof. Spinnie Benadé from CPUT
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Plastic baby products is another major CANSA focus and 

extensive time and effort was spent testing and identifying 

polycarbonate (PC) baby bottles (all containing BPA) during 

the past year. In one such test, a particular brand labelled 

‘BPA-Free’ proved to be PC containing BPA. This was 

featured in a Carte Blanche programme on the baby bottle 

issue. Essentially CANSA is not concerned with plastic 

polymers but much more with soluble monomer molecules in 

plastic that can migrate to other substances.

Top-level discussions were held with PLASTICS SA and the 

Head of Research addressed a group of industrialists involved 

with plastic. This is an example of CANSA exerting positive 

influence on trade and industry to make products safer.

CANSA investigates Cancer clusters

Participation and attendance

CANSA has been approached by the Department of Health 

and concerned citizens regarding an apparent high incidence 

of cancer cases in a specific area of a suburb. This 

phenomenon is referred to as ‘cancer clusters’. The question 

was raised whether these clusters are due to chance or an 

environmental carcinogenic factor such as mine dump dust. 

Use has been made of Google Earth pictures to plot the exact 

position of the houses in which the cancer patients are staying 

or have stayed. The relative position of mine dumps was also 

noted and 45 samples of mine dust were collected for heavy 

metal analyses. As yet it cannot be stated for sure that the 

cancer cases are related to the environment but this 

hypothesis is being tested further. 

Expert information is made available to the public through 

CANSA’s website, media articles, radio and TV as well as 

face-to-face talks.

National talks and presentations by: 

Date

25 – 27 July 2012

17 August 2012

13 September 2012

13 September 2012

(evening)

12 October 2012

Details of event

4 talks at Cuppa For CANSA events, Prince Albert, 

Gouritzmond, Stilbaai, Knysna

Lecture to Health Journalism Honours students at Rhodes 

University, Grahamstown 

Presentation at St Luke’s Hospice AGM, Cape Town   

Presentation at the Travel Medicine Congress, Sandton, 

Gauteng

2 talks at the South African Association of Herbal 

Practioners (SAAHP) Annual  Conference , Cape Town

Topic

What causes cancer and what can we do 

about it?

Cancer in South Africa

Is there an increase in cancer incidence?

Ten things you could do to protect 

yourself against cancer while travelling

The role of plants in preventing and 

curing cancer. What I have learnt about 

the medical plants, Hypoxis and 

Sutherlandia, over the past 25 years

CANSA CEO Sue Janse van Rensburg 
Date

2 May 2012

16 May 2012

25 May 2012

1 June 2012

12 June 2012

26 September 2012

9 October 2012  

19 October 2012

20 October 2012

21 October 2012

27 October 2012

27 March 2013

Details of event

Talk at CANSA East Gauteng Care Centre

Talk at Urology Hospital, Pretoria

Presentation at CANSA Network Partnership breakfast, 

Johannesburg

Talk at Cuppa For CANSA launch CANSA Polokwane 

Care Centre

Presentation at Olyfberg Robertson, Western Cape

Presentation at West Coast Symposium, Yzerfontein,  

Western Cape

Presentation at Olyfberg Robertson, Western Cape 

Participation at Children’s Oncology Workshop &

presentation at Tygerberg Hospital, Cape Town

Presentation at Claremont, Cape Town

Talk at Student Open Day, Athlone

Presentation in Wolmaransstad

CANSA Head Office, Bedfordview

Topic

Cancer awareness

Balanced Lifestyle and ‘Life is Beautiful’

Impact of Cancer Research in South 

Africa

Healthy Living

Your right to Make Smart Choices

CANSA Cares for 80 years

Right to Make Smart Choices

CANSA TLC Programme

Balanced Lifestyle

Reducing your cancer risk

Importance of Balanced Lifestyle

Importance of Omega-3 and Omega 

Caro-E

Head of Research, Dr Carl Albrecht
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Connecting Globally 
?

?

?

?

Movember Survivorship Summit, USA May 2012 

Movember invited CANSA representatives to its global 

Movember Survivorship Summit in Los Angeles, focussing 

on global collaboration for prostate cancer survivorship 

programmes. Our CEO, Head: Advocacy and Head: Service 

Delivery participated at the event that included a 

presentation by the CEO regarding the CANSA Dignity Tool.

Union For International Cancer Control (UICC) World 

Cancer Leaders’ Summit, Canada 27 August 2012 

CANSA’s CEO gave a talk at the Summit regarding 

CANSA, Cape Town and South Africa and invited all to 

attend the next Summit to be hosted in Cape Town in 

November 2013 - a first for Africa and South Africa.  

Union For International Cancer Control (UICC) World 

Cancer Congress, Canada end August 2012

The CEO, COO, Head: Service Delivery and Executive 

Manager: Southern Business Unit attended the UICC 

conference in Montreal. The theme was appropriately:  

‘Connecting for Global Impact’. Plenary Sessions were led 

by experts from all over the globe. CANSA’s CEO 

presented a talk as a panel member at one of the 

symposiums, titled ‘Practising what we preach: how do we 

link our organisational practices, business priorities and 

health promotion goals?’. 

Building Partnerships with Health Professionals, 

Netherlands 13 – 14 March 2013 

Our CEO joined leaders of selected non-profit organisations 

representing non-communicable diseases on a sponsored 

trip as a participant at the workshop on ‘Building 

partnerships with Health Professionals’ at Unilever in 

Vlaardingen in the Netherlands.

?

?

?

?

AG Oettléé  Memorial 
Awards 2012
The AG Oettlé Memorial is the highest prize awarded to South 

Africans who have made valuable contributions regarding 

cancer research or rendered cancer service of outstanding 

value to the public and CANSA.

Dr Dagmar Whitaker – is a renowned dermatologist and 

President of the South African Melanoma Advisory Board as 

well as Vice-President of the Dermatological Society of South 

Africa. She is also the author of Melanoma guidelines for 

South Africa, chairperson of the Western Cape Independent 

Practise of Association of Dermatologists and member of the 

Advisory Board of combined committee of Sherring, L’Oreal 

and Biologicals. 

Having already done extensive research and publications in 

the field of skin diseases, the Oettlé Award was proudly 

presented to Dr Whitaker for her research on the increase of 

the incidence of melanoma skin cancer in the Western Cape 

and her active lobbying with regards to the need for a formal 

Melanoma cancer registry in this country. 

Road Ahead
?

?

?

Finalising the production of innovative products that 

will impact positively on CANSA’s focus including 

affordable and organic anti-lice conditioner and natural 

baby products

On-going exploration of potential carcinogens and 

controls in the environment 

Finalising of the Paediatric Cancer Map using the 

National Paediatric Cancer Registry data

?

?

?

Further exploration and testing of affordable and 

portable water filters

Participation at the African Organisation for Research 

and Training in Cancer (AORTIC)  Conference in 

Durban in November 2013

Co-hosting the UICC Cancer Leaders’ Summit in 

Cape Town in November 2013 

CANSA CEO, Sue Janse van Rensburg (left) and Dr Carl 

Albrecht (right), Head of CANSA Research with Dr Dagmar 

Whitaker receiving the Oettlé Award
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ADVOCACY
Campaigning for Change
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Promote Awareness

Health Awareness Campaigns

?

?

?

?

?

CANSA SunSmart Campaign

We aim to promote health and prevent 

cancer through our focussed awareness 

campaigns, namely: 

Keeping safe in the sun with our 

SunSmart programme

Leading a balanced lifestyle to reduce 

cancer risk and promote health

Promoting anti-tobacco and new 

regulations against smoking

Encouraging Women's and Men's Health, 

as well as that of the youth and children 

Focussing on the reduction of cancer-causing factors in the 

environment

Sunscreen still reduces skin cancer risk, despite concerns 

regarding optimal UVA protection. 

The public has always been CANSA's number one priority and 

as a cancer watchdog, we want to ensure that we stay 

abreast of the latest developments and research in the field of 

cancer research and control. Since 2005 all sunscreens with 

the CANSA Seal of Recognition (CSOR) had to be broad-

spectrum, i.e. give protection against UVA and UVB radiation. 

Recent research however, found an increased correlation 

between UVA exposure and the onset of malignant 

melanoma, as well as non-optimal UVA protection provided by 

existing sunscreens in terms of the full UVA radiation 

spectrum. The photo stability of many critical sunscreen 

chemicals were also found lacking, leading to a worldwide 

demand for sunscreen with improved UVA protection 

properties.

During the past two years, CANSA decided to raise its own 

Seal standards and requirements. Although all CANSA Seal-

bearing sunscreens at the time complied with the SABS 

Strategic 
Objective
Maximising our advocacy role 

to ensure that CANSA becomes 

the number one watchdog for 

all cancer affairs and concerns 

by utilising the knowledge and 

current scientific-based findings 

to promote awareness and 

influence legislation and policy 

making

Standards and necessary Seal 

requirements, we needed to determine the 

levels of UVA protection provided by 

sunscreens available in South Africa. We 

commissioned the testing of a sample of 

sunscreens drawn from various local and 

international brands including some 

CANSA Seal-bearing sunscreen products. 

The sunscreens were tested in accordance 

with the European Union (EU) Colipa 

Standards for assessing sunscreen UVA 

protection - the most stringent test in use 

at the time.

Less than a 10% sample was tested (35 

products of more than 350 listed sunscreens sold locally by 

58 manufacturers and/or distributors as per Nielsen Statistics) 

due to financial constraints as a non-profit organisation. The 

results of the Colipa tests were not released to the public, 

although CANSA had never been inclined to withhold 

information regarding health risks from the public. On the 

contrary, CANSA has always followed a policy of transparency 

and our research findings have always been published on our 

website and integrated into our health awareness promotional 

material. 

However, with the test sample being less than 10% of all 

listed products, the test outcome was not designed for 

publication, consumer reference and/or as a sunscreen 

purchasing guide. The test results were only to be used in on-

going discussions between CANSA and the sunscreen 

industry and formed the basis of negotiations motivating for 

changes and/or product improvements required to provide 

local consumers with optimal sunscreen protection at 

affordable prices. Whilst the tests were conducted by a 

recognised, reputable sunscreen testing laboratory, the 

required number of replications for each test was scaled down 

to save on cost as the results were still more than adequate 

for CANSA’s probing purposes, yet not for product registration 

or evaluation. Thus this formed the basis for the contractual 

BE SAFEBE SAFE
IN THEIN THE

SUNSUN
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CANSA ‘Wings at our feet’

World Cancer Day 4 February

On completion of their matric exams, two teenage friends 

cycled from Cape Town to Mozambique in support of CANSA, 

from 27 November 2012 ending on 12 January 2013. Jed 

Johnson (18) and Cameron Stuart (19) covered 2 235km over 

47 days, promoting a balanced lifestyle and SunSmart 

awareness, as well as raising funds. 

The entire world can unite in the fight against cancer on 

World Cancer Day each year (4 February). In 2013 a focus 

was placed on dispelling damaging myths and misconceptions 

about cancer by sharing a list of common myths – followed by 

the correct facts. It was an opportunity for CANSA to raise 

awareness and improve general knowledge about cancer. As 

many cancers can be prevented, it is important to make 

people aware of cancer risk factors and ways to reduce it. 

Fear and ignorance causes cancer to become a much bigger 

problem than it needs to be.

A list of cancer myths and facts was shared through CANSA 

Care Centres, national media and various health talks held 

country-wide. Information was available on CANSA’s website, 

as well as social media platforms.  

Specific attention was given to the common belief that the use 

of sunbeds or tanning booths does not cause skin cancer and 

raised awareness around the unregulated sunbed industry 

because of the direct link between sunbed-use and the 

incidence of skin cancer. In 2011, we launched a drive to ban 

the use of sunbeds by youths under the age of 18 years. On 

World Cancer Day, we presented a document with over 

16 000 signatures in support of the ban, to the Deputy 

Minister of Health, Dr Gwen Ramokgopa at the Uitsig High 

School in Centurion, Pretoria. CANSA further used the event 

to promote smart choices with an interactive puppet show and 

an address by the Deputy Minister. 

clause of non-disclosure of test results as a condition set by 

the laboratory in the testing agreement.

The outcomes of the tests were leaked to the media in late 

August 2012, unfortunately without the full explanation and 

motive behind the testing and non-disclosure. This initiated a 

debate amongst media and the public questioning CANSA’s 

motives for not disclosing the sunscreen products non-

compliant to the EU Standards. 

Realising the importance of addressing the public’s concerns 

regarding quality and efficacy of sunscreens, CANSA invited 

all companies with EU Colipa compliant sunscreen (including 

Seal and non-Seal bearing products), to submit their brand 

names to CANSA with their respective laboratory validation 

certificates – for publication on our website by the beginning of 

September 2012. CANSA further engaged with the media and 

public on this issue through the media and social media 

platforms in providing information and clarity as required. We 

were grateful for the cooperation by all sunscreen brands who 

willingly submitted information for publication on our website, 

as well as for the support of the media who referred the public 

to the site. 

CANSA is very pleased to announce that following our call to 

the industry to improve their sunscreen formulations, to meet 

with the EU Colipa Standards – the CANSA Seal-bearing 

products as well others requesting Seal status, have agreed to 

ensure that their brands comply with the new sunscreen 

standards before the summer of 2013/4.

To qualify for the CSOR, all products manufactured after

31 March 2013 have to comply (in addition to the existing 

CSOR requirements) with the new Harmonized Colipa UVA 

Protection Claim, which from 1 January 2014 will be 

superceded by the new National Standards incorporating the 

recently finalised SANS 1557:2013 (Edition 3.2) published on 

14 June 2013. Products qualifying for the above will be 

required to exhibit the new CANSA SunSmart Choice Seal, 

replacing the original CANSA Seal of Recognition to 

differentiate between the former and latter formulations.

Dr Gwen Ramokgopa,
Deputy Minister of Health (left)

with CANSA CEO, 
Sue Janse van Rensburg
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diabetes, cardiovascular diseases and chronic respiratory 

diseases are leading causes of preventable morbidity and 

mortality in South Africa. 

This is a valuable platform, placing cancer control firmly on 

the country’s health agenda affording a better service and 

influencing health policy and legislation. This will allow input 

into the broader strategic issues on cancer control in South 

Africa. 

For the greater part of 2012, CANSA participated in the 

formation of the Cancer Alliance comprising of various 

cancer organisations and groups involved in cancer control in 

South Africa. Our contribution involved the development of a 

framework document that would guide the work of the Alliance 

and gave input on issues of common concerns at the time. 

CANSA has withdrawn from the Alliance since October 2012 

due to limited resources, as well as an undertaking to focus 

our efforts on strengthening and expanding our own cancer 

control programmes. 

All SunSmart partners were notified of new Seal 

requirements applicable as of 1 April 2013, while 

applications for agreement renewals took place. Non-Seal 

bearing brands were invited to become SunSmart partners 

before 30 June 2013.

In March 2013 CANSA made submission to the South 

African Bureau of Standards (SABS) on 

TC217_SANS1557ED3.2, a draft regulation on the new 

Standard for sunscreens in South Africa. Our submission, 

although mainly in support of this document, also made 

recommendation on product labelling with regard to 

disclosure of nano particles, in accordance with Colipa 

labelling guidelines and CANSA Seal requirements. The 

new South African National Standard for sunscreen, SANS 

1557:2013 Edition 3.2, was gazetted in June 2013 and 

takes effect on 1 January 2014. 

Cancer Alliance

Influencing sunscreen standards and 

regulations 
?

?

Many countries have already banned sunbeds for kids below 

the age of 18, including Australia, France, various states in 

the US and Brazil that has a total ban. The International 

Agency for Research on Cancer, part of the World Health 

Organization, includes tanning devices on its list of the most 

dangerous cancer-causing agents – together with plutonium 

and cigarettes. 

CANSA undertook extended promotions in support of the draft 

tobacco regulation on ‘Regulations Relating to Smoking in 

Public Places and Certain Outdoor Public Places’ gazetted for 

public comments. This included participation in a media 

briefing in July 2012 hosted by the National Council Against 

Smoking (NCAS) and responding to media inquiries to clarify 

issues. As a member of the Advisory Committee on Tobacco 

Control, CANSA has also given input on other new regulations 

and measures designed to strengthen the country’s efforts on 

tobacco control. We further participated in the programmes of 

the National Department of Health (NDoH) for training of 

provincial and local government officials on tobacco legislation 

and discussions regarding strategic plans for prevention 

programmes.

 

In January 2013, the Minister of Health, appointed CANSA 

CEO, Sue Janse van Rensburg as one of the members to 

serve on the inaugural Ministerial Advisory Committee on the 

Prevention and Control of Cancer for the NDoH. The 

Committee advises the Minister on all matters relating to the 

prevention and control of cancer in line with Section 91 (1) of 

the National Health Act. The NDoH recognises that cancer, 

together with other non-communicable diseases such as 

Anti-Tobacco

Ministerial Advisory Committee on the

Prevention and Control of Cancer 

Influencing policy making 
and legislation

80%at least
of sun-induced skin damage

occurs before the age of 

18
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?Investigation into provision of sunscreen at hospitals - an 

investigation was undertaken in December 2012 regarding 

the provision and quality of sunscreens at public hospitals to 

people with albinism. The purpose was to investigate 

allegations of poor quality products provided and to make 

recommendations to NDoH. CANSA conducted interviews 

with people living with albinism nationally. It was found that 

only a few hospitals nationally provide sunscreens to 

patients and none in the Western and Eastern Cape. The 

most common provided, was a 50ml broad spectrum 

product with only a sun protection factor (SPF) of 30, as 

apposed to 50. The quality of the products provided is also 

questionable as it is not compliant with the new required 

standards. In some cases, patients were also supplied 

additionally with one tube of aqueous cream per month, 

offering no protection. CANSA is collaborating with the 

Albinism Society of South Africa to support their cause to 

get government to make sunscreens of a higher standard 

more widely available and at adequate levels of supply. A 

report and recommendations were submitted to the NDoH at 

their request in January 2013.

Patient Advocacy
CANSA gave input to Africa Oxford Cancer Foundation, for 

the development of the ‘Afrox Cancer Advocacy Toolkit. The 

manual was published in October 2012 and will be used by 

cancer organisations in Africa. 

It was reported to CANSA that long waiting lists and disruption 

in treatment services continued to be major issues affecting 

patients in Johannesburg, KwaZulu-Natal, Cape Town and 

Polokwane. We have engaged with the Department of Health 

regarding these matters on several occasions as needed to 

ensure appropriate measures and concerns are addressed. 

We also maintained communication with clinicians at the 

hospitals to determine the nature of the problem and to inform 

patients. Letters were sent to the MEC for Health - Gauteng 

and the Acting CEO at the Provincial hospital in Polokwane 

requesting meetings to explore the supporting role CANSA 

could play. CANSA responded to some media queries on the 

status of treatment and care to cancer patients particularly 

from rural areas. 
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Makethe CANSASunSmart Choice

COMPANY

Adcock Ingram Healthcare 

Aerosol & Cosmetics Works CC

Amatoytoy (Pty) Ltd

Annique Health & Beauty (Pty) Ltd

Avid Brands S.A. (Pty) Ltd

Avon Justine (Pty) Ltd

Beiersdorf Consumer Products (Pty) Ltd

Bio Earth Manufacturing (Pty) Ltd

Burnsheild (Pty) Ltd

Creighton Products (Pty) Ltd

Clicks Group Ltd

Delfini Solutions (Pty) Ltd

DE Med Online Supply (Pty) Ltd 

Dis-Chem Pharmacies

Incolabs (Pty) Ltd

I Q Laboratories (Pty) Ltd

Kool-a-Sun (Pty) Ltd

Marico S A (Pty) Ltd

Mr Price Group Ltd

Nimue Skin Technology International 

Poker Broker CC

PSN Brands (Pty) Ltd

Pharmachem Pharmaceuticals

Pharmamark P L (Pty) Ltd

Pick n Pay Group Ltd

Pinnacle Pharmaceuticals (Pty) Ltd

Reitzer Pharmaceuticals (Pty)Ltd

Safe Sun Project

Save Our Skin

Skin Kidz CC

SPAR Ltd

Technikon Laboratories (Pty) Ltd

The Hospitality Brand Company

Van Dyk Pharma (Cosmoderm CC)

Willa Krause Promosies (Pty) Ltd

SUNSCREEN

SunSmart Choice

BRAND

ISDIN Fotoprotector

Sun Therapy

SunSeal

Annique Skin Care

Lipsano Lip Cure

Justine Ultrasun

Nivea

Bio Earth

Mohawk

Sun Drops

Sunskweez

Solace 

Island tribe

Sun Protect

Simply Aloe

SunSavvy

Dis-Chem Sunscreen

Tropitone

Everysun

I Q Daily Defence

Kool-a-Sun

Sun Safe 

SunDoctor

Nimue Skin Technology

UVLab Sport Screen

Pure & Protect

DermaBlock

Sunsheild

Sun Sure

Pinnacle Sun Lotion

Pure Sun

Safe Sun Project

Save Our Skin

Sun Skin

Sola

Techniblock Sunscreen

AfriSun

Xeroderm

The following are our Seal of Recognition Partners 2012/13
CANSA SunSmart Choice

SunSmart Choices 
can help reduce the 
risk of skin cancer

Effective as of:

• April 2013

• August 2013

• July 2013

• May 2013

• September 2013
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GARMENTS & APPAREL
COMPANY

Baby Brands CC

EMES Manufacturing t/a Westcor 

Emthunzini Hat Company

Headmasters (Pty) Ltd

Mr Price Group Ltd – Mr Price Sport

Oggie Clothing (Pty) Ltd

Republic Umbrella Manufacturers (Pty) Ltd

Second Skins Manufacturing (Pty) Ltd

Woolworths Holdings Ltd

BRAND

Baby Brands UV Protective Garments

Controlite Sunglasses

Emthunzini UV Protective Hats & Umbrellas

Headmasters UV Protective Hats

Mr Price Sport UV Protective Garments

Oggie UV Protective Garments

Outdoor Collection UV Beach Umbrellas

Second Skins UV Gear

Woolworths UV Protective Garments

The following are our Seal of Recognition Partners 2012/13
CANSA SunSmart Choice

FOOD - EDIBLE CONSUMER GOODS
COMPANY

Epic Foods (Pty) Ltd

Fair Cape Dairies (Pty) Ltd

Pioneer Foods (Pty ) Ltd 

Southern Oil (Pty) Ltd

Sozo Food (Pty) Ltd

Willmar Continental Edible Oil and Fats (Pty) Ltd

BRAND

Blossom Canola Margarine

Rooibos Yogurt

Bokomo Weet-Bix & Bokomo Oats

B-Well Canola Oil 

B-Well Extra Virgin Olive and Canola Oil

Sozo Food Culinary Oil

Excella & Conti Canola Oil

 

Effective as of:

• April 2013

• August 2013

• July 2013

• May 2013

• September 2013

FOOD - NON-EDIBLE CONSUMER GOODS
COMPANY

Akasia Health Care (Pty) Ltd

Artemis Natural Products (Pty) Ltd

Green Kid Stainless

Hulla Baloo (Pty) Ltd

Clorox Africa (Pty) Ltd

Rapid Imports & Exports CC

Sanwyn Enterprises (Pty) Ltd

Superthene Films (Pty) Ltd

BRAND

Nuby/NT Baby Bottles & Accessories

Nuk Baby Bottles  

Green Kid Stainless Steel Baby Bottles

Klean Kanteen Stainless Steel Bottles

GLAD Wrap 

Car Visor

Tuffy Cling-wrap (in-house brands Shoprite

Checkers, Pick n Pay and Spar)

Superthene Industrial Cling-wrap

•

FOOD PREPARATION APPLIANCES
COMPANY

Home of Living Brands (Pty) Ltd

BRAND

Russell Hobbs Steamer Cooker

Salton Baby Food Steamer & Blender 

Salton Baby Bottle and Food Warmer

SMART CHOICE

Valid until:

• July 2013

The following are our Seal of Recognition Partners 2012/13
CANSA SMART CHOICE
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SMART CHOICE

HEALTH PROGRAMMES
COMPANY

Allan Car’s Easy Way – South Africa

Reflexology Healing Academy of

South Africa t/a Rebound SA CC

BRAND

Easy Way: Smoking Cessation Programme

Rebounding Lymph Management Programme

The following are our Seal of Recognition Partners 2012/13
CANSA SMART CHOICE

SUPPLEMENTS
COMPANY

Cape Peninsula University of 

Technology (CPUT)

BRAND

Omega Caro-E

SMART CHOICE SUPPLEMENT

The following are our Seal of Recognition Partners 2012/13
CANSA SMART CHOICE SUPPLEMENT

Have you tried the 
CANSA 
Smart Choice 
Supplement?
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Promoting the cause

Marketing Intelligence
?

CANSA SunSmart Campaign
?

?

?

Our thanks and appreciation to all partners who have 

supported us in our advocacy and awareness campaigns this 

past year. A further thanks to the public at large for their 

unwavering support of CANSA programmes and initiatives that 

aim to enable South Africa to become a cancer-free society. 

Some of the notable contributions to our campaigns include 

the following:

Nielsen Consumer Research – CANSA is privileged to have 

the consumer research provided pro bono by Nielsen which 

makes it possible to track consumer behaviour and shifts 

and assists CANSA in determining future Seal prospects. 

Nielsen’s support in the past year exceeded R1 375 million. 

Beiersdorf Consumer Products (Pty) Ltd – have committed 

their support again to our SunSmart campaign. Noteworthy 

is that even though Nivea (the number one sunscreen brand 

in South Africa) is disadvantaged in not being able to 

exhibit the CANSA Seal on pack, as all their printing is 

done overseas, they still support the SunSmart campaign. 

Beiersdorf donated R679 538 worth of Nivea sunscreen 

towards the SunSmart campaign of 2012/2013 plus branded 

SunSmart kits.

Incolabs (Pty) Ltd – after an absence of three years 

Incolabs re-joined the SunSmart fold, which is extremely 

pleasing as they hold more a major market share of the 

sunscreen category between their two brands i.e. Tropitone 

and Everysun. Incolabs donated sunscreen stock valued at 

R350 000 towards our SunSmart campaign for summer 

2012/2013 and entered into a three-year agreement which 

will see them re-exhibit the CANSA Seal.

Existing and new SunSmart Partnerships – we are pleased 

to report that in spite of the sunscreen debate raised in the 

media last year in August 2012, CANSA has retained all its 

major SunSmart sunscreen partners while also gaining the 

support of Incolabs – collectively these partnerships 

represent almost 90% of all sunscreen sold in South Africa 

(Nielsen Statistics). Subsequently, CANSA has received 

over 20 enquiries and applications for the CANSA SunSmart 

Seal from prospective sunscreen partners, several of which 

to date have been approved and sanctioned.

Mr Price Sport – have launched a range of UV-protective 

garments for men and woman bearing the CANSA Seal of 

Recognition adding valuable strategic retail support to the 

SunSmart Campaign with their high visibility in terms of 

sport sponsorships.

Headmasters (Pty) Ltd – after several years of absence, 

Headmasters have re-joined the SunSmart fraternity with a 

fashionable range of UV-protective hats.

Rapid Imports & Exports CC – have become an appreciated 

SunSmart partner, producing a nifty car sun visor extension 

and donating some of their income – in addition to royalties 

– to the CANSA cause.

DStv Media Sales (M-Net) – having supported CANSA 

without fail since 1990, DStv Media Sales(M-Net) continued 

their support with airtime for our UV-Suit Infomercial in 

addition to the coverage in 2012, with a pre-2013 Easter 

burst worth R288 273.

Pioneer Foods (Pty) Ltd – Bokomo availed one half of the 

back-panel of 55 million Weet-Bix cartons to CANSA’s 

Balanced Lifestyle campaign and one half of the back-panel 

of 25 million Weet-Bix cartons to the CANSA Relay For Life 

(RFL) campaign, plus R300 000 towards branded kits to be 

used during Relay events. In addition Bokomo exhibited the 

e.tv logo on the Weet-Bix box panels in a trade exchange 

with the latter.

e.tv coverage – as the much appreciated primary media 

partner, e.tv gave the CANSA RFL campaign major 

coverage – valued at R9 million in the Weet-Bix trade 

exchange.

Epic Foods (Pty) Ltd – Epic availed CANSA space for a 

second year on the inside of all their Blossom Canola 

brands wrappers for Balanced Lifestyle information.

?

?

?

?

Balanced lifestyle
?

?

?
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?

BPA-Free Baby Bottle Campaign
?

?

¤

¤

Wilmar Continental Edible Oil and Fats (Pty) Ltd – Wilmar, 

one of Asia’s leading agribusiness groups merged with 

Continental Oil Mills (Pty) Ltd (Conti) to create a much 

strengthened Wilmar Continental Edible Oil and Fats 

company in South Africa. New management (which includes 

fathers and sons) were unanimous in retaining the CANSA 

Smart Choice Seal on their canola oil brands

Carte Blanche – although we do not ‘name or shame’ as 

part of our watchdog role when striving for change in 

consumer behaviour, we are grateful to national TV 

programmes like Carte Blanche who were willing to expose 

certain industry players for still selling polycarbonate (PC) 

baby bottles containing Bisphenol A (BPA). This followed 

nearly eight months after legislation had come into effect 

prohibiting the sale of PC bottles which was covered 

extensively on DStv (airtime valued at R1.28 million) and 

SABC TV channels (airtime valued at R1.7 million)

New Partnerships – two exciting new BPA-free baby bottle 

brands have joined the CANSA Smart Choice Seal 

partnership

Hulla Baloo (Pty) Ltd – extensive range of stainless steel 

bottles, including baby bottles branded Klean Kanteen 

Green Kid – stainless steel bottle Green Kid 

CANSA Corporate Campaign

?

?

?

?

?

?

CANSA revived its ‘Cancer Can Be Beaten’ TV infomercial 

produced and broadcast in 1990 with a voice-over by the 

Archbishop Desmond Tutu. The aim being multiple to benefit 

from recall value; to reinforce that cancer does not 

discriminate regarding sex, race, colour or creed; that life can 

be influenced by making smart choices and leading a 

balanced lifestyle and that smart choices can help reduce the 

risk of cancer. It’s scheduled to be broadcast mid-2013.

CANSA is grateful for the effort and thanks all those who have 

made this revival possible i.e.

The Archbishop Desmond Tutu – for his unwavering support 

of the CANSA cause and the brave example he sets the 

nation in fighting and beating cancer 

Platypus Productions – again producing the infomercial pro 

bono

The Workroom – final sound mix

Machete Creative – continued assistance with copy and art 

direction

DStv (M-Net) – commitment to make airtime available on 

completion of the infomercial

SABC Foundation – unrelenting effort in securing Public 

Service Announcement (PSA) airtime to broadcast once 

completed

SMART CHOICE

THIS IS AN SABC FOUNDATION SUPPORTED INITIATIVE
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Partnership and Collaboration

The Movember Partnership 

?

Movember, the Global Men’s Health charity initiative staged 

annually during November has inspired more than R1.9 million 

‘Mo Bros’ and ‘Sistas’ participating in 21 countries world-wide 

including South Africa. CANSA is very grateful for this alliance 

and the support of the almost 18 000 men and women who 

registered as active participants raising R7.1 million towards 

prostate and testicular care and support programmes.

Movember Campaign has been dedicated solely for 

survivorship programmes undertaken by CANSA for men 

affected by prostate and testicular cancers. These include the 

following:

Movember Metropolitan Integrated Care Programme - this 

entails a comprehensive approach to care for prostate and 

testicular cancer survivors and their caregivers that will be 

conducted at the CANSA Care Centres and Care Homes in 

the five main metros. The programme will integrate 

guidance on lifestyle matters including nutrition, smoking 

cessation, sexual health and psycho-social support and 

counselling. 

?

?

?

?

?

Patient Navigation Programme - modelled on the 

Phakamisa programme – it entails the recruitment and 

training of male volunteers to assist prostate and testicular 

cancer survivors in all CANSA Care Centres country-wide. 

To date, 16 hospitals are participating in this programme 

nationally. 

Counselling support - CANSA provides counselling (via our 

toll-free line and online support system) dedicated to provide 

emotional and sexual advice and support to prostate and 

testicular cancer survivors in addition to our existing social 

media platforms. 

Our further thanks to the following for their continued 

partnership:

Tobacco Action Group (TAG) - comprising of the National 

Council Against Smoking and Heart and Stroke Foundation 

as well as CANSA

Sci-Bono Discovery Centre – giving CANSA a platform 

reaching many schools with our edutainment programme for 

cancer prevention on many occasions

Pulani Productions – for an outstanding contribution to our 

school health promotion campaign using marionettes in an 

edutainment format 

The Road Ahead 
?Continue to support programmes and new regulations 

on tobacco control 

?Establishing and strengthening of strategic 

partnerships that will enhance cancer control 

?Maximising our ‘watchdog’ role to ensure the 

reduction of the cancer risk and protection of public 

rights

?Be a voice for patients’ rights, promoting access and 

quality of treatment and care 

?Securing airtime for the previously broadcasted baby 

bottle TV animation on SABC TV channels that has 

been translated into three black vernaculars 

?Optimising the use of online platforms and media to 

promote advocacy initiatives and health awareness
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P r omo t i n g  Awa r e n e s s  

Snapshot

?

?

?

?

?

?

?

?

?

?

?

?

?

?

?

?

?

?

?

?

Information Service, Science and Resource 

Centre (located in the Western Cape)

(All of below were created, reviewed or 

updated)

Fact Sheets 

Testicular cancer

Tobacco products

Kidney cancer

Colorectal cancer

Lymphoma

Solar radiation and skin cancer

Heart cancer

Malignant melanoma

Basal cell carcinoma

Squamous cell carcinoma

Oesophageal cancer

Bladder cancer

Kaposi sarcoma

Liver cancer

Lung cancer

School Guidelines for Learners

Living a balanced lifestyle

Smoking: be rough, don’t puff!

Position Statements

Tobacco products

Cervical Cancer

Breast Cancer

Cancer, as a disease, can be difficult to understand and 

stressful to cope with. Individuals facing cancer need accurate 

and up-to-date information to make informed decisions. 

CANSA’s trained information officers help cancer patients, their 

caregivers, families and friends by providing personalised, 

confidential responses to specific questions about cancer, 

thereby reducing anxiety. Specialised clinical queries are 

referred to the health and clinical specialist for follow-up. 

Information Service by Numbers

Main queries regarding cancers by numbers

Clinical Advice and Support by numbers

We provided free information and support to more than 

17 000 people worldwide during the period under review 

A further 17 025 people globally accessed the Information 

Service

7 258 by telephone

9 246 by e-mail via the website and info email

309 walk-in visitors 

212 calls were attended to after hours and on public holidays 

1 400 people received support and counselling

Cancer in general - 1 997

Breast cancer - 1 240

Rare cancers - 1 092

Skin cancer - 502

Prostate and testicular cancers - 328

Cervical and ovarian cancers - 244

Smoking and lung cancer - 216

Childhood cancers - 114

268 sessions initiated by website

138 direct telephone sessions

17 referrals from partners and stakeholders

?

?

?

?

?

?

?

?

?

?

?

?

?

?

?

?

Strategic 
Objective
Maximising CANSA’s health 

role in order for CANSA to 

remain abreast on all cancer 

affairs and concerns by 

sourcing and translating 

research and scientific findings 

into educational material to 

promote awareness, education 

and support

Every year 12 million people world-wide hear the words: “You have cancer”
?90%

? 100 000

? 6/10
?4

of cancers are caused by environmental &  
lifestyle factors such as smoking, diet & exercise

More than  South Africans are 
diagnosed with cancer every year

South African cancer survival rate is 

One in  South Africans is affected by cancer through 
diagnosis of family, friends or self

Globally cancer kills more people than TB, AIDS and Malaria combined
CANCER TB+AIDS+MALARIA >

Top 5 cancers among

1. Prostate
2. Origin unknown*
3. Lung
4. Colorectal
5. Oesophageal/Throat

1. Prostate
2. Origin unknown*
3. Lung
4. Colorectal
5. Oesophageal/Throat

1. Breast
2. Cervical
3. Origin Unknown*
4. Colorectal
5. Kaposi Sarcoma

SA Men SA Women

* ‘Primary sight unknown’ means that
  it is not possible to determine where 
  the cancer originated in the body

Stats as per National Cancer Registry (2005)

CANCER REALITY CHECK
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Educate

Coping Kits

Partnership and Collaboration

?

?

?

?

?

?

?

Participation and Attendance
?

?

The Health Department regularly disseminates information on 

health awareness and cancer related matters to the media 

and other stakeholders on a national basis.  

In 2012, our CancerCare Coping Kit (audio CD) was revised 

and updated with the latest scientific findings and best 

practise. It provides practical advice to people newly 

diagnosed with cancer, their loved ones and caregivers to 

ease the cancer journey and to take control by making 

informed choices. These CancerCare Coping Kits are 

available at any of the CANSA Care Centres country-wide.

CANSA’s Health function is represented on the following 

Committees:

Department of Women, Children and People with Disabilities 

– discussions on issues pertaining to women’s health

Department of Social Development – discussions around 

social health issues

University of the Witwatersrand - validation of the CANSA 

Dignity Tool

North-West University, Potchefstroom Campus - Paediatric 

Cancer Mapping Project

Stellenbosch University - availability of data of paediatric 

cancer cases for 2010 and 2011 for inclusion in the 

Paediatric Cancer Mapping Project

North-West University, Potchefstroom Campus, Cosmetic 

Efficacy Laboratory - testing of sunscreens according to 

Colipa standards

Patient Health Alliance of Non-Governmental Organisations 

(PHANGO) represented by CANSA CEO, Sue Janse van 

Rensburg as a board member

Talk on breast cancer to 250 women at Cornerstone 

Church, Bedfordview on 1 September 2012

Presentation of scientific paper on CANSA’s Dignity Tool to 

the South African Gerontological Association, Pretoria on 12 

October 2012

?

?

?

Thanks and Appreciation

?

?

?

?

?

?

?

?

?

Presentation on CANSA’s Dignity Tool at the 17th Reach to 

Recovery International Conference, Cape Town International 

Convention Centre on 22 March 2012

Presented scientific papers on breast cancer and cervical 

cancer to the Department of Women, Children and People 

with Disabilities, Nelson Mandela Conference Centre, 

Pretoria on 12 April 2012

Attendance of a workshop on advocacy strategies by 

Patient Health Alliance of Non-Governmental Organisations 

(PHANGO), Cape Town on 29 and 30 October 2012

The Health Department would like to express its sincere 
thanks and appreciation to the following;

The Honourable Minister, Dr Aaron Motsoaledi – National 

Department of Health (NDoH) - for his cooperation on 

cancer control issues 

The Honourable Deputy Minister, Dr Gwen Ramokgopa and 

staff – NDoH – for continued support and feedback

The Honourable Minister, Ms Lulu Xingwana and staff - 

Department of Women, Children and People with Disabilities 

- for support regarding women and child issues 

The Honourable Minister, Ms Bathabile Olive Dlamini and 

staff – Department of Social Development – for support on 

social health 

Prof. Melvyn Freeman, (Cluster Manager: Non-

Communicable Diseases Unit (NDoH) and his capable team, 

specifically Sandya Singh and Bilques Sayed - for 

continuous support and willingness to assist CANSA 

Prof. Cristina Stefan of the University of Stellenbosch - 

custodian of the National Paediatric Oncology Registry - for 

making relevant data available to CANSA towards the 

mapping of paediatric oncology cancer

Professor Kobus van der Walt - North-West University, 

Potchefstroom Campus - for partnering with CANSA in the 

Paediatric Cancer Mapping Project 

Dr Hennie Loubser – South African Database for Functional 

Medicine – with whom we partner on the development and 

implementation of the CANSA Dignity Tool and CANSA 

Paediatric Dignity Tool

Madam Tobeka Madiba Zuma, First Lady - for her support 

as Patron to CANSA with special reference to cervical 

cancer through the Tobeka Madiba Zuma Foundation

The Road Ahead 
?Generating new fact sheets and position statements 

as required

?Reviewing and updating all campaign materials, 

existing fact sheets and position statements

?Finalising the Manual on paediatric cancers

?On-going strengthening of stakeholder partnerships
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internet

facebook

twitter

workshops

radio & tv

podcasts

online
platforms

YouTube

events

newsletters

reputation
interact
marketing forums

MARKETING
Enhancing Market
Position
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Promoting the CANSA image 

and cause
Based on our scientific watchdog role, 

CANSA continues to be a relevant source 

of comment on cancer control issues 

through our strong working relationships 

across all media. During the year, we 

focussed on promoting research and 

advocacy efforts across all communication 

channels. 

The CANSA brand is recognised for its 

reputation for integrity, trust and dedication to all communities. 

Regular articles appear in the national media (print, online and 

broadcast) as well as in local and rural media. We are 

pleased to be receiving the pro bono services of Newsclip, 

with news analysis of media coverage. Through their regular 

updates CANSA is able to monitor and report on all exposure 

received and show that our health message is being received 

by most communities, even the rural and disadvantaged as 

well as those with limited access to health services.  

Some negative brand publicity was experienced in the national 

media regarding sunscreen testing. Through the regular 

communication and transparency of information presented, 

positive outcomes resulted in increased public awareness of 

the importance of using high standard sunscreen. The 

increased demand for CANSA approved sunscreens, also led 

more sunscreen manufacturers requesting the CANSA Seal 

partnership status.  

Following the launch of the first-time CANSA Smart Choice 

supplement Omega Caro-E, debate was generated amongst 

some professionals in online and local media regarding 

queries on CANSA’s involvement in the marketing and 

promotion of this product. The quick responses to all queries 

and detailed feedback provided from all stakeholders involved, 

assisted in resolving favourably most concerns. 

Strategic 
Objective
Enhancing the image of CANSA, 

through an effective marketing 

and communication strategy, in 

order to create top-of-mind 

awareness of value propositions 

and to achieve preferred non-

profit leader status

We also had some additional minor 

negative publicity in rural media regarding 

the behaviour of some youth teams at 

Relay For Life events. However, these 

were contained and risk measures 

introduced to minimise and manage their 

behaviour issues. 

During the past year we achieved record 

media exposure amounting to the value of 

almost R127 million.

Total

Print

Broadcast

Online

2011/2012

R89 400 542

R26 888 598

R11 399 401

R126 688 543

2012/2013

R77 379 639

R41 379 845

R17 322 978

R137 322 978

-+%

-13.5%

+53%

+52%

+8.4%

Advertising Value Equivalent (AVE)Advertising Value Equivalent (AVE)

Info provided by Newsclip pro bono

Key marketing and media highlights include: 

2011/2012 CANSA Annual Report – was awarded the Merit 

Award from the Chartered Secretaries Southern Africa, 

Category Winner: NGO AnnuaI Report Awards for 2012 for 

‘Benchmark for Integrated Reporting in Africa’. 

World Cancer Day on 4 February - the focus was placed 

on dispelling damaging myths and misconceptions about 

cancer by sharing a list of common myths with the correct 

facts. This was widely covered by the national media and 

was an opportunity for us to raise awareness and improve 

general knowledge about cancer. In addition, CANSA 

presented a document with over 16 000 signatures to 

support the ban of sunbed use by kids under the age of 18 

years, to the Deputy Minister of Health, Dr Gwen 

Ramokgopa at Uitsig High School in Centurion, Pretoria.

?

?

I just wanted to thank the Carte Blanche team for 
their programme on melanoma. After my wife and 
I watched the  programme I went to the doctor and 
was diagnosed with melanoma. 
Luckily it was in it's early stages all of it was 
removed. Thanks again for this, life could have been 
much different for us without that information.
Sincerely, Chris van Niekerk
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?

?

?

?

?

CANSA SunSmart Campaign – following CANSA’s decision 

to raise its own Seal standards, 35 sunscreens were tested 

to determine the degree of compliance with the EU Colipa 

standards, as a test sample. The outcomes, which was only 

to be used for lobbying purposes was leaked to the media 

and initiated a debate amongst the public and the media 

that was dealt with timeously and fortunately resulted in a 

positive outcome emphasising the importance of being 

SunSmart.

Mr Price gets SunSmart Choice – in January 2013 Mr Price 

Sport’s new Trail Tech clothing range was awarded 

CANSA’s SunSmart Choice Seal, recognising it as UV 

protective clothing that is effective against the harmful 

effects of the sun. This range of technical garments has 

been appropriately tested and verified to meet the Ultraviolet 

Protection Factor (UPF) 50 standards.

New Smart Choice Seal Supplement – in February 2013, a 

media launch was held in Cape Town, announcing a first 

time awarding of the new Seal of Recognition to the Omega 

Caro-E supplement, developed by the Cape Peninsula 

University of Technology (CPUT). 

New ward for children - CANSA opened a Tough Living 

with Cancer (TLC) Paediatric Oncology Ward at the 

Pietersburg Provincial Hospital in Polokwane in June 2012. 

The facility, renovated to improve the care for cancer 

children receiving treatment, caters for 30 children and 

offers 24 lodging units for mothers, guardians and 

caregivers. Through generous sponsorships and by 

partnering with the hospital, we can improve our on-going 

support provided to children affected and traumatised by 

cancer.

Weet-Bix and e.tv partners for Relay For Life - Bokomo 

Weet-Bix and e.tv officially signed up as national partners 

for CANSA’s Relay For Life programme. This CSI 

partnership was launched to the media in July 2012 at 

Southern Sun in Hyde Park, Johannesburg and spans a 

three-year period involving 11 CANSA Relay For Life events 

in year one. 

?

?

?

?

?

Insurance Zone donates cars – Insurance Zone initiated a 

four-month fundraising campaign in May 2012 to raise funds 

to purchase three brand new vehicles for CANSA. This 

included various internal and external events culminating in 

a ‘Vegas Nights’ fundraiser event in September 2012 at the 

Birchwood Hotel & OR Tambo Conference Centre.

Brother ‘Sewathon’ – sponsored by Brother Sewing 

Machines, this event took place at a haberdashery, 

Chamdor, in Johannesburg in October 2012, where visitors 

were invited to participate in the Sewathon making little 

pillows and bags for breast cancer patients. A total of 202 

packets (each including a pillow and bag) were put together 

and distributed to CANSA Care Centres. Bridgeway 

Christian High School ran a bake sale for the event and 

gave 50% of the profit while tool company, OLFA sold 

airbrush works and donated all profits.

Cut for the Cause – Marie Claire’s campaign, ‘The Kindest 

Cut’ in partnership with Carlton Hair, which was launched in 

2011, continued where readers were encouraged to make a 

donation (of hair or cash) to help create 250 wigs for 

CANSA’s ‘wig banks’. A ‘Cutathon’ event was hosted at the 

end of May 2012 where 5FM radio personalities and Marie 

Claire’s Deputy Editor donated their hair. CANSA regularly 

receives envelopes filled with ponytails of hair, some with 

personal messages. To date, over 1 000 ponytails of hair 

have been received.

LifeHealth Care - our partnership with the LifeHealth Group 

includes endorsing its internal magazine that is provided to 

patients throughout its hospitals nationally. CANSA’s 

website features online versions of the magazine.

Absa Cape Epic beneficiary – Ernst Viljoen, cancer survivor 

and experienced mountain biker together with model and TV 

presenter, Janez Vermeiren of Team Absa (title sponsor of 

the Absa Cape Epic) took part in the 2013 Absa Cape Epic 

in March 2013 in the Western Cape raising awareness and 

R56 000 for CANSA. CANSA is selected as one of the 

official benefitting charities on tier one for the Absa Cape 

Epic 2014.

Mobile Health Units doing screening tests in 
remote rural areas

Survivors Lap at media launch to announce national
partners

37



?

?

?
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Bulls ‘Get Your Pink On’ - thousands of rugby Vodacom 

Blue Bulls supporters, sponsors and stakeholders opened 

their hearts and wallets and raised R501 920 in support of 

the ‘Get Your Pink On’ Campaign during the first week of 

June 2012. The campaign, planned jointly by the Blue Bulls 

Company and CANSA enjoyed wide national coverage of a 

positive nature.

Ride for a purpose - the Momentum 94.7 Cycle Expo was 

held in November 2012 at the Sandton Convention Centre, 

where we conducted 281 Prostate Specific Antigen (PSA) 

tests to help detect prostate cancer and did 45 FotoFinder 

(skin cancer examinations) facilities at our stand. 
th10  Shavathon anniversary – we celebrated our 10th 

Shavathon anniversary in March receiving tremendous 

support from media country-wide. Coverage was achieved 

by Public Service Announcements (PSA)’s through the 

SABC and Primedia as well as other media houses. News 

around CANSA Shavathon was generated in news articles, 

radio and TV interviews, live radio broadcasts at selected 

venues and regular updates on social media. CANSA 

enjoyed the support of well-known sports and media 

personalities who were very supportive and represented 

CANSA in media platforms to help promote Shavathon.

Movember – staged annually during November, over 18 000 

men and women registered to support this Global charity 

which sees men grow moustaches for 30 days during 

November to raise awareness and funds. CANSA is the 

official beneficiary in South Africa, using income raised 

towards prostate and testicular support programmes. Media 

launches were held in Johannesburg, Pretoria and Cape 

Town with the support of Outsurance, Kulula and Clover as 

national partners. Also supporting Movember in 2013 was 

radio and TV personality, Mark Pilgrim who raised 

R250 000 with donations from Kia Motors, Standard Bank, 

USN, Tiger Brands and Virgin Active.

Staying ahead with industry trends - CANSA’s Head: 

Marketing & Communication was again invited by the Public 

Relations Institute of South Africa (PRISA) to judge the 

2013 PRISM awards, a programme that recognises public 

relations and communication management programmes 

adding value to the bottom line through a strategic and 

business-focussed approach. The Head was a board 

member of the International Association of Business 

Communicators (IABC) Africa organisation, in 2012. 

Interactive Online Community - our fully interactive CANSA 

website, not only provides reliable and accurate information 

to the public, it also makes use of social networking 

platforms such as Facebook and Twitter, as well as 

GivenGain's online fundraising tools, to stay in touch with 

our supporters. Queries and requests for support were 

logged and answered using the website's comment box 

functionality as well as via CANSA’s social media platforms 

Facebook and Twitter.

A total of 32 e-newsletters, including 14 media releases 

reached 1 146 120 recipients 

348 new e-newsletter subscribers 

22 539 SMS's were sent out in aid of provincial projects

CANSA’s website, consisting of an average of 900 pages of 

information, was successfully hosted on a new website 

platform allowing increased functionality. The 'Write on our 

Wall' and ‘Comments’ features as well as timeous response to 

queries, provide valuable platforms for the public to interact 

with us. In line with international trends, an ever growing 

number of people access CANSA’s website with mobile 

devices, smart phones and tablets.

?

Online by Numbers
?

?

?

www.cansa.org.za

Visits to website

Unique visitors

Number of pages viewed

New visits to website

Returning visitors

2011/2012

153 595

117 955

460698

109 759

43 836

2012/2013

156 888

123 333

488 058

112 468

45 101

-+%

+2.14%

+4.55%

+5.93%

+2.46

+2.88%

Web Traffic by NumbersWeb Traffic by Numbers

Average visits per day were 430 this past year. Visits to 

the website from mobile devices increased by 43%
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CANSA's Mini-Websites

Social Networking Platforms

The Shavathon mini-website was visited by 23 331 unique 

visitors during CANSA's 2013 Shavathon campaign to rally 

support from the public. Queries from the public were 

addressed via the mini-website's comments functionality and 

fun photo galleries were created and shared on the mini-

website as well as on the Shavathon Facebook Page and 

Shavathon Twitter account. A mini-website was successfully 

created for Relay For Life to promote Relay events and 

provide online features to enable fundraising and team 

registrations. A temporary mini-site was active from June to 

December 2012 for the Blue Bulls ‘Get Your Pink On’ 

campaign that aided in creating awareness to promote the 

event, as well as securing online donations. 

CANSA's eKick Butt mini-website – our online smoking 

cessation programme - is permanently accessible on CANSA's 

homepage. A total of 2 222 visits to the website were 

recorded in the last year.

Launched in 2009, social networking continues to be a 

valuable platform for CANSA's interaction with the public. 

CANSA has a presence on LinkedIn and utilises YouTube and 

podcasts to share information with the public. The planned 

launch of CANSA’s profile on Pinterest and SlideShare (in 

alignment with worldwide trends on social media) has been 

postponed to the next year due to the lack of dedicated staff 

to manage these profiles. However, to accommodate constant 

interaction and ensure we respond to the public quickly, the 

Social Media Coordinators’ post was extended to full-time. 

We experienced increased interest and interaction, especially 

during international and national campaigns such as World 

Cancer Day in February and World No-Tobacco Day in May. 

During the peak of the Shavathon campaign in March 2013, 

@shavathon entered the list of top 10 trending topics in South 

Africa. Large numbers of the public shared their fun 

experiences and photographs on Twitter.

Facebook groups for 'Champions of Hope', 'CANSA TLC' and 

'CANSA Teens Living with Cancer' are aimed at individuals 

with very specific needs and serve as a support and 

counselling platform for cancer survivors, caregivers and those 

affected by cancer. The group format is suited towards 

member inputs and participation in discussions and serves as 

a platform to share care and support between members.

CANSA website - during the year, approximately R408 000 

was raised using the GivenGain platform for online donations. 

The CANSA mini-sites further generated more than R47 300 

through www.shavathon.org.za showing a growth of 79% and 

R100 through www.relayforlife.org.za

Online giving

Facebook

Fighting cancer in SA group

Shavathon Group & Page

Champions of Hope – CANSA 
Survivors

CANSA-TLC Group

CANSA-Teens Living with 
Cancer Group

Twitter

Twitter: @CANSA

Twitter: @Shavathon

2011/2012

1588

4360

232

840

109

946

535

2012/2013

2333

4782

370

999

146

3173

1261

-+%

+46.91%

+9.68%

+59.48%

+18.93%

+33.94%

+235.41%

+135.70%

CANSA Social Media 
Membership by Numbers
CANSA Social Media 
Membership by Numbers

Membership of CANSA social media platforms increased by 

an average of 77% in the past year

CANSA Social Media 
Membership by Numbers

CANSA Twitter Feed CANSA Shavathon Page
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Activists for CANSA - Although showing a decrease of 14% 

for online donations, the online income by ‘Activists’ increased 

by R283 396 showing a growth of more than 200%. Focus 

was placed on recruiting and nurturing online champions or 

‘activists’ who create, advertise and manage their own 

fundraising initiatives for CANSA through a GivenGain platform 

made available on our CANSA website. 

The total number of Activists registered, increased from nine 

to 23, and raised almost R402 500. Of these, 36 Activists 

registered specifically to support Shavathon raising almost 

R93 000. Currently, there are over 59 Activists raising funds 

for CANSA on the GivenGain platform.

The Road Ahead  

?Building on the website and offer new mini-sites for 

campaigns (iSurvivor, Cuppa For CANSA and CANSA 

Active) 

?Maintaining and enhancing efficiency by facilitating 

integration through regular monthly Marketing forum 

meetings

?Maximising online interactive community platforms 

?Maintaining networking and maximise partnerships to 

promote CANSA’s image and credibilty

Elim Clinic who registered on-line for
Shavathon 2013:
“Elim Clinic is a Professional Addiction 
Treatment Centre on the East Rand.  On Friday 
1st March we joined the rest of South Africa in 
hosting a Shavathon for our patients and staff. 
We are a NPO ourselves but we are so blessed with 
support from the business community and public, 
that we just had to "pay it forward" to your worthy 
cause. We commend you for the changes you make 
in people's lives. We knew it was a good idea, but we 
never knew how much fun is was going to be. 
Patients and staff members sat down together 
whilst two stylist from Dash & Co,  shaved and 
sprayed. One young patient came to me, to say 
that he wished he was with his father (who has 
brain cancer) on this day, but that he will be 
sending him photos of our Shavathon, to remind 
him of hope and love. So there we were, united as 
one, with our shaved and sprayed heads is a variety 
of shapes and colours.  Thank you CANSA for this 
wonderful and soulful initiative. We will 
definitely be back next year.”

“I just want to thank everyone that is offering up 
their hair to prove a cause, from the bottom of my 
heart. It means so much to us as cancer survivors to 
see you either cutting your hair off completely or to 
walk around with funny colours on your head. It 
means so much to me and again, Thank you for 
the support.”

Social media serves as a 
valuable platform to share 
positive comments of support 
for survivors 
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Together we Achieve
Sustainability

BUSINESS
DEVELOPMENT
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CANSA has shown a growth in support 

from communities and corporates who 

have remained dedicated in their support 

to help fight cancer in South Africa, even 

though it has been another tough year with 

the economic climate in a downswing.  

We placed special emphasis on enhancing 

our partnerships in the corporate 

environment with the second CANSA 

Relay For Life Corporate event, as well 

as the week-long corporate drive for 

Shavathon’s 10th anniversary. Relay For 

Life and Shavathon remained the largest 

platforms for income generation through the mobilisation of 

volunteers and the public.

We salute all the staff and thousands of volunteers that work 

tirelessly to ensure that all our national projects were once 

again successful, as well as the public for their support. 

Relay For Life remains our flagship project – we entered our 

eighth year of partnership with the American Cancer Society 

(ACS). In July 2012, ACS invited leader volunteer, Riaan 

Loubser, Chairperson for CANSA Relay For Life, Nelspruit  

and two CANSA employees to their annual Global Summit 

that was hosted in Nashville, USA. At the Summit, CANSA’s 

Relay For Life programme was acknowledged and rated as 

one of the top three international cancer organisations 

participating based on survivor involvement, team recruitment 

and income generation. 

Survivors at CANSA Relay For Life, PietermaritzburgCancer Survivor Milly Mulelu with her family at the
CANSA Relay For Life Corporate event 1-2 Sep 2012

Strategic 
Objective
Ensuring long-term sustainability 

of all income generating 

projects by creating dedicated 

structures through optimisation 

of income streams and 

strengthening of corporate 

partnerships and networks

The Relay For Life movement has become 

the largest and most successful community 

fundraising activity in the world, with four 

million participants in 6 000 communities 

across more than 20 countries.  CANSA is 

the first African organisation to join the 

global Relay For Life family. 

The continuous growth of our successful 

programme, is based on the roll-out of 

annual committee training programmes, 

dedicated volunteers and committed staff 

members.  

A total of 86 events were hosted nationally during the last 

year.  

The ‘Relay Recess’ programme was introduced as part of 

Relay For Life – aimed at primary schools, it brings education 

and community service to the classroom in a fun and exciting 

way that also allows students to become healthy and cancer-

smart. Although unique, each school's event contains three 

basic components of education, fundraising and physical 

activity. Cancer awareness activities as part of the education 

component, is broken into four focus areas of nutrition, 

physical activity, SunSmart, and anti-tobacco. 

Students as ‘Superheroes’ against cancer

Events

Novice

Teams

Survivors

Media Monitoring - AVE 

Income

March 2012

79

23

3 736

4 095

R5 837 909

R13 322 716

March 2013

86

17

4 405

5 628

R7 075 985 

R13 884 118 

-+

8.9%

-26.1%

17.9%

37.4%

21.2%

4.2%

Relay For Life by NumbersRelay For Life by Numbers
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Partners join the fight

Global Heroes of Hope

Bokomo Weet-Bix (a Smart Choice Seal partner) and e.tv 

were officially introduced as national supporting partners for 

CANSA’s Relay For Life programme. This Corporate Social 

Investment (CSI) partnership spans over a three-year period to 

the value of R7 million, involving 11 Relay events in year one.  

Both partners identified Relay For Life as the ideal catalyst to 

spread national cancer awareness to urban and smaller 

remote communities. 

A media launch was held in July 2012 at the Southern Sun in 

Hyde Park, Johannesburg with Mark Pilgrim, cancer survivor 

and radio personality, as the MC. The partnership included 

airtime in the form of a Public Service Announcement (PSA) 

broadcast on e.tv from July to September 2012 and February 

to March 2013. Cancer survivors featured in the PSA are 

Mark Pilgrim, Nqobile Mahlangu, Samantha Brown, Milly 

Mulelu and Rita Naidoo. 

Bokomo promoted their involvement with Relay For Life on 

Weet-Bix cereal boxes reaching more than 30 million 

breakfast tables.  As part of their brand activation, ‘breakfast 

zones’ were hosted during the night at all events.

Special merchandise was produced bearing e.tv, Weet-Bix and 

Relay For Life branding and used at the following Relay For 

Life (RFL) events during 2012: RFL Mkhuhla (Durban); RFL 

Corporate; RFL Polokwane; RFL Bloemfontein 2012; RFL 

Mosselbay; RFL George; RFL East London; RFL 

Potchefstroom; RFL Upington 2013; RFL Nelspruit and RFL 

Vaal Triangle.

For the third successive year, Relay For Life South African 

cancer survivors were recognised as part of the Global Relay 

For Life ‘Heroes of Hope’ survivorship initiative. Three 

extraordinary cancer survivors representing courage and hope 

were awarded this great honour in 2012 – Obie Woolward 

from Worcester, Kobus Smit from Mossel Bay and Kedibone 

Bonoko from Gauteng.

While encouraging participation in Relay events, these Heroes 

of Hope are also ambassadors for CANSA by sharing their 

cancer journeys and messages of hope as well as spreading 

awareness about our care and support programmes.  

It’s with great sadness that we remember two Global Heroes 

of Hope who both passed away after a very long battle with 

cancer. Cenessa Stork, breast cancer survivor was our very 

first Hero of Hope (2010) who succumbed on 10 February 

2013. Danielle ‘Didi’ Coertze diagnosed with bone cancer that 

later spread to her lungs, (2011) also sadly passed away in 

April 2012 at the young age of 18. Cenessa and Didi were 

both inspirational and shared their messages of hope to many 

survivors. 

The fourth CANSA RFL Summit took place in Mosselbay from 

17 to 19 August 2012. This annual gathering serves as a 

platform to highlight best practice principles and encourages 

buy-in and positive interaction amongst Relay committees.  A 

total of 68 leader volunteers and 27 staff partners took part in 

workshops and discussions regarding expansion, team 

retention and health promotion at Relay events.   

The American Cancer Society (ACS) was represented by the 

Director: International Relay For Life - Iris Pendergast and 

leader volunteer - Laura McCormack. At the Summit, special 

recognition was given to Relay For Life events hosted during 

the financial year 2012/2013 to recognise outstanding efforts 

by committees and communities.

Remember

Growing our leader volunteers 

e.tv team at CANSA Relay For Life Mkhuhla 
25 Aug 2012

Kedibone Bonoko, Obie Woolward and Kobus Smit are
Global Relay For Life Heroes of Hope 2012
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Global Spirit of Relay For Life Awards 2012

Gauteng

Limpopo

North West

Free State

KwaZulu-Natal

Mpumalanga

Free State

KwaZulu-Natal

Mpumalanga

Eastern & Southern Cape

Northern Cape

Western Cape 

Eastern & Southern Cape

Northern Cape

Western Cape 

Overall Winner

RFL East Rand

RFL Potchefstroom

RFL Polokwane

RFL Senekal 

RFL Eshowe

RFL Lydenburg 

RFL Bethlehem

RFL Estcourt

RFL Middelburg 

No novice events held

RFL Diamond Coast

RFL Cederberg

RFL George

RFL Postmasburg

RFL Paarl 

Best Novice Relay

Best Relay

(2nd year or up)

Best Novice Relay

Best Relay

(2nd year or up)

Best Novice Relay

Best Relay

(2nd year or up)

Province/s

Gauteng

Limpopo

North West

No novice events held

RFL Lephalale

RFL Brits/Rustenburg

Northern Business Unit (Gauteng, North West and Limpopo Provinces) 

Central Business Unit (Free State, KwaZulu-Natal and Mpumalanga Provinces) 

Southern Business Unit (Eastern, Western and Northern Cape Provinces) 

Jaiden Le Roux - 4yr old Cancer Survivor at the
CANSA Relay For Life Brits/Rustenburg in March 2013

CANSA’s  Relay For Life programme received recognition in 

three of the four Global Spirit of Relay Award categories 

presented for the first time in 2012.  The four categories 

include Volunteer, Team, Event and Staff Partner.  Only one 

Relay per criteria could be nominated by each of the 19 

participating countries with a global panel judging the various 

nominations.

?

?

?

Global Spirit of Relay For Life Volunteer - Anil Sookraj, 

Chairperson for CANSA RFL Estcourt

Global Spirit of Relay For Life Event – Richard Patten, 

Chairperson for CANSA RFL East London 

Global Spirit of Relay For Life Staff Partner – Anita 

Snyders, Staff Partner for CANSA RFL Pretoria

From left to right: Laura McCormack (Leader Volunteeer
ACS) Anita Snyder (CANSA) & Iris Pendergast (ACS)

Two awards per province were presented - Best Novice Relay and Best Relay 2nd Year or up
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Shaved it, Sprayed it, 
Stencilled it, Gelled it or 
Wrapped it!
The first CANSA Shavathon was held in the Eastern Cape in 

2003 as a way to show solidarity or support for those touched 

by cancer as losing hair is a common side effect of cancer 

treatment. Participants showed their support by donating a fee 

to shave or colour-spray hair.  

thWe celebrated our national 10  Shavathon from 25 February 

to 2 March 2013 receiving great support from workplaces, 

shopping centres, schools, partners and suppliers. CANSA 

also introduced colour hair gel and launched our CANSA 

Wraps. More than 300 workplaces took part and almost 250 

schools, churches and sports clubs. Over 54 000 tins of spray 

were used and 5 800 hair gels while 100 pony tails of hair 

were donated. 

Many famous faces (and heads) supported the campaign at 

various workplaces and shopping centres across the country - 

cancer survivor and radio personality, Mark Pilgrim, well-loved 

SA comedian, Marc Lottering with many others including Mark 

Haze, Sizwe Ndlovu, Natalie du Toit, Daniel Baron and Zane 

Maqetuka. Well-known singing sensation, Mi Casa, pledged 

their support by providing the right to free music license of 

their hit song for TV and radio ads. ‘These Streets’ was used 

in the ads to promote Shavathon and the voice over recorded 

by well-loved radio personality from Metro FM, Carol Ralafeta 

while Marc Lottering was the voice over for the ‘thank you’ 

ads.

Coverage was achieved nationally through Public Service 

Announcements (PSA)’s provided by SABC and Primedia 

radio stations, as well as other media houses at no charge. 

Live radio broadcasts were held with KayaFM, 94.7, 94.5 

KFM, Radio Chai and Radio Tygerberg over the weekend of 2 

and 3 March 2013. 

Supporting Shavathon online

Shavathon 2013 Online Winners

Overall winner (Activists):

?

?

?

Winners of online donations:

?

?

?

Winners of Facebook:

?

?

?

 Winners of Twitter

?

?

thAs part of our 10  year celebrations, competitions were run 

via CANSA’s website and social media platforms to promote 

awareness and raise funds. A total of 25 corporate - 

individuals activists and donors raised R101 787 online.

Special mention must be made of all Holiday Inn Express 

Hotel branches that took part. The Pretoria branch raised 

R13 685 as the overall winner. Members of this branch were 

truly motivated by the support of their General Manager.  

st1  place - Holiday Inn Express Hotel, Pretoria raised 

R13 685
nd 2 place - Clickatell (Pty) Ltd raised R5 500
rd3  place - Alta Cloete, author, who shaved her head raising 

R5 100

st 1 place - Team IPG (Gustav Fichardt, Rahsad Ismail and 

Luke Choate who all shaved their heads) raised R10 000
nd2  place - Ameeta von Delft, shaved her head raising 

R9 040
rd3  place - Nelia van Loggerenberg Hulin raised R7 800

Entrants for the social media platforms had to show their 

participation in Shavathon 2013 by posting on Facebook and 

Twitter, as well as include a message of HOPE to cancer 

survivors. 

st1  place - Rosalind Kubie February
nd2  place - Lurika Bal
rd3  place - Dawn Wallencamp

st1  place - Carla Pegg
nd2  place - Sibongile Ndlovu

From left to right: Daniel Baron, Sizwe Ndlovu, 
J-Something and Mo-T from Mi Casa

Mark Pilgrim at the live broadcast of the 94.7 Kia 
Take 40 SA at Eastgate Shopping Centre
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Many thanks to our dedicated suppliers and sponsors: all 

shopping centres country-wide, Wahl Clipper South Africa, 

Aerosol & Cosmetic Works, Globeflight, Newsclip Media 

Monitoring and Limegreen Online Design Print.   

We are also grateful to the following for their support towards 

the 2013 Shavathon campaign: 

FiveFM, Metro FM, Radio Good Hope, Radio Lotus, SAFM 

and Radio 2000, Radio Today, Primedia, YFM, Red Cap 

Radio, Radio Retail, Edcon, Pick n Pay Radio, Die Burger, 

Montagu Dried Fruit & Nuts, Media 24, Sheer Bliss 

massages and Nisim FAST Shampoo, as well as numerous 

regional media partnerships country-wide. 

The Sanlam Cancer Challenge series celebrated its 20th year 

and is recognised as the biggest amateur golf tournament in 

Africa. Together with the Sages Senior Golf Series (Veterans) 

and the younger participants in the Glacier Junior series, this 

Sanlam-sponsored partnership has become an outstanding 

vehicle for education and awareness that draws together golf 

unions, clubs, amateur players, as well as staff and volunteers 

of all ages. 

?

Beat cancer with your best shot - Sanlam 

Cancer Challenge

Additional income was raised with a raffle competition offering 

a car sponsored by Tempest Car Hire and Ernie Els Wines 

that were auctioned at prize giving events. 

Overall Men’s winner (A Section) with 39 points:

Wynand Fereira from Breda Club in Boland, Western Cape

Mens C Division winner - Bob Baisley, Keymouth Club

Mens B Division winner - Koos van Niekerk, Koster Golf 

Club

Overall Women’s winner (A Section) with 67 points:

Michaela Fletcher from Maritzburg in Pietermaritzburg, 

KwaZulu-Natal

Ladies C Division winner - Geraldine Bricknell, Walmer Golf 

Club

Ladies B Division winner - Ria Joubert, Pollock Park Club

We are grateful to Sanlam, all participating golf clubs and 

players who raised almost half a million rand more than the 

previous year. Our further appreciation to Patron Ernie Els, a 

superb role model and one of the country's most successful 

professional golfers, who spearheaded the campaign of HOPE 

to encourage participation and support. 

The Sanlam Cancer Challenge finals took place in October 

2012 on the fairways of the Gary Player Country Club at Sun 

City for the third time, facilitated by Synergy. 

Congratulations – Winners

?

?

?

?

?

?

Shopping Centres

Workplaces

Income

2011/2012

300

400

R7 082 563 

2012/2013

307

551

R6 717 459 

-+

2%

38%

-5.2%

Shavathon by NumbersShavathon by Numbers

Temba Mvusi (left) Chief Executive Market Development,
Sanlam with Sue Janse van Rensburg, CANSA CEO

From left: Brian Ireton (lucky draw winner), 
Michaela Fletcher, Ernie Els, Werner Ferreira, and 
Pat Taylor (lucky draw winner)

Clubs participating

Players taking part

Men

Ladies

Income

2011/2012

429

28 000

5 400

R 2 509 354

2012/2013

461

22 088

4 207

R 2 925 274

-+

7%

-21%

-22%

+16.6

Sanlam Cancer Challenge
by Numbers
Sanlam Cancer Challenge
by Numbers
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Join us for a Smart Cuppa 
Cuppa For CANSA is a fun campaign that encourages people 

to enjoy a cup of their favourite beverage while giving a 

donation in support of a great cause. The theme was ‘Make 

Every Meal a Smart Choice’ with the spotlight on leading a 

healthy, balanced lifestyle. Together with our main Cuppa 

sponsor, Shoprite Checkers, we produced a leaflet with a 

health message on how to make healthy choices. These were 

available at CANSA Care Centres countrywide and at Shoprite 

and Checkers stores across the country.

Campaign launches were held in June at CANSA Care Homes 

nationally where Shoprite Checkers donated R15 000 to 

Keurboom, Eikenhof, Olea, Theunis Fichardt and Mkhuhla 

Care Homes each. They also hosted Cuppa events at 

Shoprite Checkers stores nationally that raised R669 855.

A competition was introduced for Cuppa hosts with prizes 

sponsored by Russell Hobbs, Argilla and Laager Rooibos who 

also supplied gift hampers as well as over 6 000 teabags. 

Le Creuset, one of our cause-related partners ran a Cuppa 

competition for CANSA in September and October 2012.  

Cuppa host winners received Le Creuset cake stands and the 

overall winner (Sue Goslett) won a SMEG fridge to the value 

of R20 000.

Partnerships in Action 

CANSA Sport events

Bulls ‘Get Your Pink On’

CANSA created a new platform for health awareness by 

becoming involved in large sporting events like the Cape 

Argus Cycle Tour, Midmar Mile, Absa Cape Epic, Comrades 

Marathon and the Momentum 94.7 Cycle Challenge. Our 

presence was optimised through our online platform allowing 

for participants to register and raise funds. 

Vodacom Bulls played in their ‘very berry’ coloured match kits, 

going pink for CANSA in the Vodacom Super Rugby clash 

against the DHL Stormers on 2 June 2012 at Loftus Versfeld 

in Gauteng. The DHL Stormers rallied behind the campaign by 

wearing pink armbands throughout the match. Thousands of 

Vodacom Bulls supporters, sponsors and stakeholders opened 

their hearts and wallets in support of the ‘Get Your Pink On’ 

campaign. The Vodacom Foundation donated R100 000 

towards the tries scored by the Blue Bulls and sponsored a 

sms line for Vodacom subscribers for donations. A total of 

R100 000 was donated by the Executive Mayor of the City of 

Tshwane.  

A competition was also held where spectators won seven 

Vodacom Bulls jerseys at halftime presented by the Bulls 

babes to the ‘best dressed’ supporters while donors won 15 

official jerseys autographed by the entire 2012 Vodacom Bulls 

team. Ticket holders wore pink and a mini-website was set up 

to raise awareness and online support. CANSA had a mobile 

health unit at the game for clinical breast and skin 

examinations and hosted ‘Sprayathons’ spraying spectators 

heads.

A thank you function was hosted in August 2012 by the 

Vodacom Bulls to thank all supporters including Vodacom, the 

City of Tshwane, SAB, Puma, SAIL and Oasis. The grand 

total from online, text, sponsor and corporate donations and 

contributions was R501 920.

Shoprite Checkers stores 

Total income

2011/2012

R600 079

*R2 072 764

2012/2013

R669 855

R2 010 258

-+

+11.6%

-3%

Cuppa For CANSA by NumbersCuppa For CANSA by Numbers

*Total income for 2011/12 was under reported by 

approximately R500 in the previous annual report

Toll-free 0800 22 66 22      www.cansa.org.za
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Absa Cape Epic 2013 in support of CANSA

Etana DaREDevil Campaign

Ernst Viljoen, cancer survivor and experienced mountain biker 

together with model and TV presenter, Janez Vermeiren of 

Team Absa (title sponsor of the Absa Cape Epic) took part in 

the 2013 Absa Cape Epic from 17 – 24 March 2013 in the 

Western Cape. Their goal was to raise funds and awareness 

for CANSA as they both share personal encounters with 

cancer. Ernst successfully recovered from prostate cancer in 
th2011 while Janez’s mother is a cancer survivor. It was the 10  

anniversary of this event and Absa generously donated 

R1 500 for every stage of the 2013 Absa Cape Epic that each 

of them successfully completed, totalling R20 000 for finishing 

second and R36 000 was raised online. CANSA is selected as 

one of the official benefitting charities on tier one for the Absa 

Cape Epic 2014. 

On 2 November 2012, hundREDs of guys of all shapes and 

sizes took to the streets of Johannesburg, Pretoria, Durban 

and Cape Town and in Dullstroom on the 3rd, in nothing but a 

RED Speedo, all for the same cause – to promote awareness 

around testicular, prostate and other male cancers as part of 

the Etana DaREDevil campaign. A total of R200 000 was 

donated towards CANSA’s Men’s Health programme.

CANSA held health education exhibitions at all of the events 

across the country, promoting healthy living and early 

detection, as well as offering Prostate Specific Antigen (PSA) 

tests for prostate cancer. We’re grateful to Etana for their 

continued support as they also support our Shavathon 

campaign annually.

Cause-related Partnerships

?

?

?

CANSA has been growing its cause-related partnerships and 

providing the opportunity to touch the lives of the employees 

of companies by getting their involvement, awareness and 

interaction. Our consumer orientated partnerships assist in 

raising funds and awareness for all CANSA initiatives and 

programmes. Through our partners, customers interact with 

our brand when they buy stationery, style their hair or select 

which jewellery to buy. Cause-related partnerships further help 

improve brand recognition and create a competitive edge 

within the consumer market, as well as encourage positive 

media coverage and increased customer loyalty.

CANSA is grateful to all our cause-related partners as at end 

March 2013:  

Academy Brushware, ATV Products, Bestmed, Bumi Hills 

Group, Diane Carmichael, Finesse magazine, Fisher brands, 

ghd, Great  Lengths, Harmless House, Honey, Le Creuset, 

MSA Africa, Nisim, Old Mutual, Paperpro, Papillon, Pentel, 

Polo, Questria Watches, Rexel, Ruffitz, Satin Pillow cases, 

Style IQ and Tele-Call Promoters.

CANSA deeply appreciates the support and engagement of all 

our partners and donors who have contributed to our cause:

2CTelecoms, Absa, ABSA Foundation

Airports Company South Africa (ACSA), Altron, BHP Billiton, 

Blue Bulls, Charities Aid Foundation, Citizen Watches, City 

Lodge, City of Tshwane, Clover, Denel, Dis-Chem, eNuus, 

e.tv, ER24, Etana, Finesse Project 'Hoop’, Focus Rooms, 

Giving Organisation Trust, Global Golf, GreaterGood SA, 

Hollard, Industrial Development Corporation, Insurance 

Zone, Kia Motors, Kulula, Lions - ADS 24, MAD network, 

Makro, McCarthy, Miladys, MSC Sports, MTN Foundation, 

Nashua Mobile, Nivea, Outsurance, Pick n Pay, Pioneer 

Foods, Pringle of Scotland, Round Table, Sanlam, Shoprite 

Checkers, Southern Sun, Standard Bank, Steward and 

Lloyds, Telkom, The Giving Organisation, The Golfers Club, 

The Trust, Tiger Brands, Unipoint.com, USN, Virgin Active, 

Vodacom Foundation and Woolworths.

The Road Ahead 
?Retaining the current global status of an international 
flagship Relay partner by optimising the roll-out of Relay 
Recess events, introduction of CANSA Bark For Life events 
and establishment of the Relay Advisory Network (RAT) 

?Growing and maximising our corporate partnerships by 
positioning CANSA as a preferred non-profit partner

?Developing and optimising CANSA Active as a brand in the 
sporting area with ‘Feel Good Fun’ and being SunSmart  as 
our main health messages.  

?Generating and establishing new sustainable and diversified 
income streams

?Establishing new and optimising existing community based 
programmes with specific focus on social networking

Cape Town DaREDevil Run in aid of Men's 
Health awareness
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Achievement of Employment 

Equity Ratio Targets

?

?

CANSA serves a diverse population in 

terms of race, gender, age, religion and 

culture. CANSA is therefore aware of the 

importance of diversity when employing 

new staff and engaging volunteers. We 

always strive to ensure that the diverse 

needs of all communities are met and aim 

to ensure that our workforce reflects the natural demographics 

of our workforce in the communities that we serve. 

EXCO remains fully committed to the strict adherence of the 

policy to promote equity. All external white appointments are 

to be authorised by the CEO on motivation by senior 

management and the appropriate directorate (COO or CFO). 

When a senior white person reporting directly to the CEO is to 

be appointed, motivation is to be submitted to the 

Remuneration Committee (REMCO) for consideration. A report  

on the equity status is quarterly submitted to REMCO as well 

as the Board. 

The current equity targets within CANSA are:

50% of workforce to be of colour

30% of management to be of colour 

Strategic 
Objective
Optimising our human capital 

through diversity, a sustainable 

knowledge base, leadership and 

a high performance culture

Staff Category

Asian

Black

Coloured

White

2012

2%

36%

12%

50%

2013

2.3%

32.1%

14.4%

51.8%

-+

+0.30%

-3.9%

+2.4%

+1.8%

Employee Equity Status
at 31 March 2012 vs 2013

201275%

25%

EE

Managerial Equity Status 
as at 31 March 2012 vs 2013

White

Managerial Equity Status 
as at 31 March 2012 vs 2013

Employee Equity Status
at 31 March 2012 vs 2013

On 31 March 2013, we had 340 staff with a 

48.2% employment equity ratio – this is 1.8% 

below target and less than the previous year 

201371%

29%

74.8% white, 25.2% EE - 2012 

70.56% white, 29.44% EE 2013

CANSA is currently focussing on managerial equity status 

and all managerial appointments are strictly managed. 

Although slightly below target (29.44%), the managerial 

equity status has improved by 4.22% since 2012
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The reasons why CANSA is struggling to maintain the set 

equity targets: 

High demand for professional skills within the private sector 

as well as public sector with more attractive salary 

packages offered to these limited resources (junior 

management level)

In general, less interest shown in fundraising positions by 

equity candidates 

CANSA also not able to compete with the salaries and 

benefits offered to middle management with specific 

reference to regional managers

A new Head: Human Resources was appointed in October 

2012 following an extensive search to comply with equity 

requirements. During March to September, we made use of 

external HR consultants to assist mainly with industrial relation 

matters. 

CANSA’s goal remains to decrease employee turnover, 

thereby decreasing cost pertaining to training, recruitment, loss 

of talent and organisational knowledge. It is difficult for 

CANSA to offer salaries similar even to that offered by 

government. With 95 exits, retention of staff remains a 

challenge, as our annual staff turnover has increased during 

the last year, however the monthly turnover remained stable at 

an average of 2.2%. At end March 2013 the annual turnover 

was 26.4% compared to that of 24.5% at the end of April 

2012. 

The reasons for exist remain similar to that of the previous 

year and is primarily due to difficulties in adjusting to the non-

profit work environment often associated with poor 

performance, as well as resigning for better packages in the 

corporate sector. The latter is evident especially from the 

fourth month onwards when the pension deduction becomes 

effective and nett pay is less. CANSA is currently addressing 

the rule with the service provider to accommodate a more 

affordable premium.

?

?

?

Staff Turnover

High Performance Culture
South Africa non-profit organisation (NPO) salary survey 

Rewarding performance

CANSA again participated in the annual salary survey 

conducted by Averile Ryder Reward specialists that covers 

international and Southern African region organisations with 

operations or offices in South Africa that include independent 

NGO’s and state funded organisations. These findings are 

used as a guideline to determine entry levels for salary scales 

and together with the bi-annual performance appraisals 

results, it guides salary increases. 

Performance appraisals are conducted bi-annually and the 

results are used to performance manage staff. Employees with 

a score of less than 60% (with targets not met) are 

performance managed through additional in-service training 

followed by corrective actions if no improvement is evident 

within a year. Only employees with ratings above 60% qualify 

for scaled increases. In April 2012, the 5% budget for salary 

increases was mainly used for alignment of salaries as per 

the Averile Ryder survey results. Performance appraisal 

results of staff were also taken consideration - staff achieving 

over 70% (exceeding targets) received up to a 5% increase 

and those below 60%, no increases except if they were 

remunerated below entry level. 

CANSA Performance Rating ResultsCANSA Performance Rating Results

0%

20%

40%

60%

80%

<60%
(not met)

60-69%
(meet)

70-79%
(meet to exceed)

>80%
(exceed)

Ideal Rated

4% 0% 30% 15% 56% 75% 10% 10%
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Coach, grow and retain talent

Internships and development

Training and Development – Health and 

Welfare Sector Educational Training 

Authority (HWSETA) 

?

?

?

?

?

?

?

?

We place emphasis on core competencies and development 

of staff through training, coaching and guidance to promote 

leadership and realisation of personal potential. Recognising 

the importance of staff retention, focus remains on resource 

optimisation and skills development taking into account the 

existing needs and requirements within the organisation. 

CANSA promotes the development, training and practical 

experience of students of accredited institutions, by facilitating 

internships at Head Office and many other departments 

nationally. Students are mainly accommodated in the spheres of 

social development, health, marketing and communication, with 

further bursaries to post graduate students in the cancer field.

Training and development of staff towards a high performance 

culture is a priority for CANSA. The CANSA Workplace Skills 

Plan (WSP) and Annual Training Report (ATR) for the period 

April 2013 to March 2014 was submitted to HWSETA by an 

outsourced consultancy, EDGE Media, within the prescribed 

legislative parameters. Approval of the previous year WSP and 

ATR was received from WHSETA in the first quarter of 2013 

following an unfortunate non-compliance of a prior two years.

The period reflected in the ATR (April 2012 to March 2013) 

displayed CANSA’s commitment to the development of its 

employees and volunteers. Training focussed mainly on: 

health promotion

counselling

community mobilisation 

management skills

administrative skills

fund raising

logistics and supply chain management

social media 

In terms of the year ahead (WSP- April 2013 to March 2014), 

development is to focus on: 

computer literacy (basic & intermediate)

on-going CANSA 3D training

management and leadership 

advocacy

volunteer training

administrative skills

clinical training and health promotion

on-going community mobilisation

fund raising

counselling 

first aid

life skills 

Dr Theo Nell, a member of the REMCO conducted a climate 

study free of charge in late 2012 of which 243 of 320 CANSA 

staff completed the questionnaire. The areas that were 

addressed included: purpose, structures, leadership, 

relationships, rewards, helpful mechanisms, attitude towards 

change, relationship dimensions, rewards and recognition.

On average, 23 departments reacted positive on most areas, 

nine were neutral and 12 departments reacted more negative. 

Areas of concern include insufficient rewards and recognition, 

lack of promotional opportunities plus leadership and 

relationship challenges with reference to regional offices. 

EXCO have been placing focus on addressing the lack 

of effective management in the indicated regional areas. The 

lack of communication is currently addressed in existing 

forums with emphasis on more focussed and structured in-

service - and communication training. A more defined 

programme on succession planning as well as that on talent 

management had been initiated in the last year. The incentive 

programme is to be reviewed in 2013.

?

?

?

?

?

?

?

?

?

?

?

?

Staff Morale
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Zero Tolerance Culture

Fair Labour Practices

?

?

?

Partnership to promote a safe space

The internal audit process is on-going and outcomes are 

addressed monthly at EXCO level to ensure that a Zero 

Tolerance culture regarding non-performance and misconduct 

is maintained. Consequence management is applied where 

appropriate. A total of 17 staff were disciplined including one 

dismissal due to fraud, and 10 receiving final written warnings 

due to internet abuse, on-going non-performance and on-going 

non-adherence to policies and procedures as well as 

undermining of authority. Non-adherence to policies and 

procedures, as well as misconduct, is mainly exposed through 

internal audit and management processes. 

We recognise the importance of employee entitlement to fair 

labour practice, including the right to dignity and privacy to 

promote a safe emotional environment within the workplace.

A total of nine people made submission to the Commission for 

Conciliation, Mediation and Arbitration (CCMA) based on 

alleged unfair dismissal. 

5 dismissals based on non-renewal of contracts – one 

settlement reached with payout of two weeks salary, 2 

cases won and 2 withdrawn

2 dismissals based on restructuring, settlements reached of 

1 and 2 months

2 dismissals based on misconduct, settlements reached of 1 

and 2 months 

Occupational health and safety is of high importance to 

CANSA as we need to ensure a safe physical environment for 

employees while, at the same time, complying with the 

Occupational Health and Safety legislation. 

Maintaining a safe 
work environment

Makrosafe Holdings, as our CSI partner, does bi-annual 

assessments of our compliance to the Occupational Health 

and Safety Act (No 85 of 1993) at all CANSA offices. As 

reported, our compliance with the basic requirements has 

increased from 77% at the end of March 2012 to 90% and 

92% respectively in September 2012 and beginning of 2013.  

Based on economic challenges, MakroSafe had renegotiated 

our partnership in January 2013 to a very cost effective 

service of R190 000 per annum that will include continuous 

evaluation of 10 CANSA properties, as well as training of 60 

staff members on OHS related knowledge and skills in their 

official accredited courses. In addition, six other CANSA 

properties will be evaluated annually. 

ContinuitySA, a regular supporter, provides CANSA’s Head 

Office and offices in Gauteng with a business continuity 

solution as part of its corporate social investment programme. 

Thanks to the agreement with ContinuitySA, they were able to 

assist us in June 2012 when a fire broke out at Head Office, 

limited to the Marketing and Communications section, which 

was caused by an electrical cable in the ceiling that 

overheated. This is despite of our recently renewed certificate 

of compliance, as arranged by CANSA’s Health and Safety 

representative as per the Regulation 7(1) of the Electrical 

Installation Regulations, 2009. It caused extensive damage, 

with printers, laptops and other office equipment rendered 

useless. The fire brigade advised that the section of the 

building affected by the fire should be evacuated for at least a 

week as there was the danger of toxic fumes and smoke 

residue. The damage to the building also had to be repaired 

and new equipment purchased and installed. The 

ContinuitySA Recovery Centre in Midrand, were quick to 

respond and supplied CANSA with office space equipped with 

all the necessary facilities to keep the organisation running. 

We are also grateful to Insurance Zone, CANSA’s insurance 

provider – for their immediate response and assistance in 

guidance and provision of laptops and other vital equipment 

so that our service could continue. 

Fire Fire... 
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Celebrating Performance

?

?

?

?

CANSA rewards its staff every year for their contributions 

towards improving CANSA in various fields. The following 

received rewards for excellent service:

Patient Service: Tertia Fourie

CANSA Care Home: CANSA Olea Care Home 

(Bloemfontein)

Team Work: CANSA Upington Care Centre Team (Christa 

Stadler, Esti Lindner, Joey van der Merwe and Chrisna 

Roos

Support Service:National Service Delivery team (Gerda 

Strauss, Gavin Kester, Vlooi Venter, Marita Swart and Vera 

van Dalen)

The Road Ahead 
?On-going adherence to Employment Equity control 

measures to improve equity targets

?Improving the existing incentive programme with the 

input of the Executive Management Team (MANCO) 

?Implementing of the skills development plan 

?Updating and reviewing of HR policies and 

procedures

?Reviewing of pension fund providers 

?Implementing of HR software programme to include 

self-service and administrative automisation

GOLD
WINNERS

?

?

?

?

?

?

?

Sustainability: Leatitia Jordaan

Client Service: Lucy Balona

Most Improved Unit: Northern Business Unit (Gauteng, 

North West & Limpopo)

Best Performing Unit: Southern Business Unit (Eastern, 

Western & Northern Cape)

Leadership awards: Junior – Stefan Brink and Senior – 

Olivia Curlewis 

National Employee of the Year: Tania McKay 

CEO Innovation Award: Gerda Strauss 
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