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O u r  M i s s i o n

Business and Arts South aims to:

•	 Champion business investment in the creative sector

•	  Lead research that enhances commercial confidence.

•	 Build capacity through development programmes and 
funding.

•	 Expand and grow public-private partnerships.

O u r  V i s i o n

BASA’s vision is to be a connector-
catalyst intermediary organisation 
that effects social and economic 
change through transformational 
business-arts partnerships.

O u r  Va l u e s

Collaboration 
We value teamwork, partnerships, and sharing and learning 
because mutually beneficial partnerships are part of our 
DNA.

Innovation  
We explore new ideas for a sustainable future by prioritising 
research and technology-enabled creativity.

Diversity 
We hear every voice in inclusive, transformative, and 
representative ways.

Agility 
We respond creatively to our changing environment by 
being relevant and adaptable.

Integrity 
We behave ethically, displaying trust, consistency, and 
transparency.

BASA supports this shift by identifying, enabling, and 
amplifying shared-value partnerships. This includes platforms 
such as the Supporting Grants programme, sector-facing 
initiatives like the Debut Fund programme, strategic research 
and resources, advocacy and advice, special projects and 5

convenings, and events. Our membership network provides 
further avenues for businesses to engage directly with the 
creative sector and access tailored support.

Encouraging the private sector to view the arts as a strategic 
asset is central to BASA’s work - but so too is the ongoing 
development and capacitation of the arts sector itself. This 
dual focus ensures that partnerships are mutually beneficial, 
sustainable, and grounded in real-world impact. 

Beyond business strategy, BASA advocates for the arts 
as a key player in broader socio-economic development 
- contributing to education, skills building, regeneration, 
tourism, health, and social cohesion. From measurable 
outcomes like job creation to intangible impacts such as civic 
belonging and creative thinking, the arts remain an essential 
part of how we imagine, build, and sustain a thriving society.

A b o u t

Business and Arts South Africa NPC (BASA) was established 
in 1997 through a pioneering partnership between the (then) 
Department of Arts and Culture and the private sector. 
Its founding vision was to actively position the arts as an 
essential component of business strategy in South Africa 
- not merely for sponsorship, but as a driver of innovation, 
inclusivity, and economic growth.

BASA is constituted under the Companies Act. Since 
delisting as a Schedule 3 entity, BASA is VAT-registered and 
fully accountable to its stakeholders: government, the private 
sector, and the broader creative community.

At its core, BASA is a facilitator - unlocking the value of 
the creative sector within the business environment and 
enabling businesses to engage meaningfully with arts, 
culture, and innovation. Through strategic partnerships, 
research, and programmes, BASA acts as a connector and 
catalyst, enabling the private sector to identify high-impact 
opportunities that deliver both social and business value. 
In doing so, BASA champions the arts not as a charitable 
add-on, but as a sector with the power to co-create resilient, 
future-fit business and societal outcomes.

BASA’s commissioned research has shown that business 
investment in the arts has multiple drivers - from marketing 
and brand positioning to CSI, B-BBEE (particularly socio-
economic development, skills development, and enterprise 
development), and employee engagement. Increasingly, 
corporates are recognising the creative sector as a 
responsive, cost-effective driver of change and engagement 
that can touch multiple facets of business - a reach few other 
sectors offer.
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Strong institutions are built not only through 
capable leaders, but through effective 
governance.

Chairperson’s 
Message

The 2025/26 financial year marked a defining chapter in the 
evolution of Business and Arts South Africa. It was a year of 
renewal of leadership, governance and strategy, in which we 
laid many of the foundations that will shape BASA’s future for 
years to come.

While the financial statements reflect another challenging 
year for the organisation, they tell only part of the story. They 
capture the realities of operating in a constrained funding 
environment following the loss of a significant long-standing 
funding partner. These realities cannot be ignored, nor should 
they be. Responsible governance requires us to be honest 
about the challenges we have faced as an institution.

However, these statements fall short in fully reflecting the 
significant work undertaken to reposition BASA for long-
term sustainability, and the confidence that we as have in the 
organisation’s future.

One of the Board’s most significant responsibilities during the 
year was to ask this fundamental question:

To answer this question, we spent much of the beginning of 
the year reflecting and actively engaging our stakeholders. 
This process yielded the AMPERSAND Master Strategy 
2030; a bold strategic framework that reimagines BASA’s 
role within South Africa’s and Africa’s evolving creative 
economy. The strategy positions BASA more as connector 
catalyst and ecosystem builder that brings together business, 
government, investors and the creative sector to unlock 
shared economic and social value.

What must BASA become to 
remain relevant, impactful 
and sustainable over the 
next decade?

IMAGE:  NIZENANDE MACHI . 
PHOTO SUPPLIED
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The strongest institutions are not defined by the absence of 
challenge, but by how they respond to it.

I believe this year demonstrated that BASA has responded 
with leadership courage and a clear sense of purpose. We 
have rediscovered our strategic voice, strengthened the 
foundations of the organisation and positioned ourselves 
to build a financially resilient institution that will continue 
creating value for South Africa’s creative economy for many 
years to come.

We approach our future with confidence, albeit that the work 
is just beginning. Because we have the right strategy, the 
right governance and the right leadership, we will realise 
our imagined future of creative and cultural expression as a 
driver of African prosperity!

N i z e n a n d e  M a c h i , 
C h a i r p e r s o n  
B u s i n e s s  a n d  A r t s  S o u t h  A f r i c a

As we look ahead, we do so with measured optimism…

Our financial turnaround is not yet complete, and we remain 
clear-eyed about the work that still lies before us. Financial 
sustainability will require diversification of revenue and 
stronger partnerships, which must be underpinned by 
thoughtful stewardship of every resource entrusted to us. Yet 
we are equally confident that the essential building blocks 
are now in place.

BASA has a clear long-term strategy. We have renewed 
executive leadership. We have strengthened the governance 
of the organisation. We have broadened the expertise of the 
Board. We are expanding our influence through initiatives 
such as the Creative Futures Africa and deepening our 
partnerships across business, government and the creative 
sector. Most importantly, we have an exceptional team of 
people who share a deep commitment to BASA’s purpose 
and to the future of South Africa’s creative economy.

On behalf of the Board, I extend my sincere appreciation to 
Beth Arendse and the entire BASA team for their resilience, 
professionalism and commitment throughout a year of 
significant transition. I also thank my fellow directors for their 
generosity of service, wisdom and steadfast stewardship, 
and our members, partners, funders and stakeholders for 
their continued confidence in BASA.

Strong institutions are built not only through capable leaders, 
but through effective governance.

During the year, we as a Board strengthened our own 
operating model by reviewing and refining our committee 
structures to better align with BASA’s operational priorities 
and strategic objectives. Our committees are active, 
engaged and stable, with clearly defined responsibilities 
that strengthen oversight, improve accountability and enable 
more effective support to executive management. This 
alignment between governance structures and organisational 
execution provides an important foundation for disciplined 
decision-making and institutional resilience.

Equally important has been the continued strengthening of 
BASA’s governance systems following the internal review 
undertaken during the previous financial year. Together 
with management, the Board has overseen improvements 
in financial oversight, internal controls, policy development, 
delegations of authority and organisational accountability. 
These investments may be largely unseen by those outside 
the organisation, but they are essential to building the trust, 
credibility and operational discipline required of a sustainable 
institution.

However, a strategy is only as strong as the people entrusted 
to deliver it.

The year therefore also represented an important period 
of leadership transition. Following the appointment of Beth 
Arendse as Chief Executive Officer in July 2025, BASA 
entered a new chapter characterised by strategic clarity, 
renewed organisational energy and a deliberate focus on 
implementation. We as a Board have worked closely with 
Beth throughout her first year, and we every confidence in 
her leadership, her vision and her ability to translate strategy 
into meaningful impact for both the creative and business 
sectors.

The Board itself also underwent significant rejuvenation. 
At the Annual General Meeting held on 1 October 2025, 
we welcomed three accomplished new directors whose 
expertise further strengthened the breadth of experience 
and strategic capability around the Board table. Following the 
resignation of our former Chairperson, I was honoured to be 
appointed as Chairperson of BASA. In March 2026 the Board 
completed its leadership transition through the appointment 
of a new Deputy Chairperson. Together, these appointments 
reflect an intentional succession process that has ensured 
both continuity and fresh perspective at a pivotal moment in 
BASA’s journey.

BASA ANNUAL REPORT 25/26
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hen I joined Business and Arts 
South Africa in July 2025, I 
inherited an organisation with a 
strong foundation, a respected 
legacy and a clear history of 
creating value at the intersection 
of business and the arts.

For almost three decades, BASA has helped build 
partnerships, unlock private sector investment, and 
strengthen the capacity of South Africa’s creative sector. 
That history matters. It gives us credibility, relationships, and 
institutional knowledge on which to build. At the same time, 
the environment in which BASA now operates has changed 
significantly.

Over the past five years, the creative economy has been 
reshaped by new technologies, changing business models, 
shifting patterns of consumption and the increasing 
movement of African creative content across borders. There 
is also a growing recognition that the creative sector is 
not peripheral to a country’s development. It is a strategic 
economic asset that contributes to employment, innovation, 
tourism, trade, place-making, social cohesion, and the ability 
of societies to imagine new futures.

BASA must evolve in response to this changing context.

The 2025/26 financial year therefore marked the beginning 
of a deliberate shift towards BASA 2.0: an organisation that 
remains grounded in its founding purpose, while responding 
more intentionally to the scale, complexity and opportunity of 
the contemporary creative economy.

This transition is guided by BASA’s new 2025–2030 
AMPERSAND Strategy. During the year, we developed a 
strategic implementation plan to translate the strategy into 
practical programmes, partnerships, operating priorities, 

CEO Review and measurable outcomes. The strategy positions BASA 
as a connector and catalyst between the creative sector, 
business, government, and other development partners. 
It also challenges us to move beyond individual projects 
towards interventions that can contribute to stronger 
creative-economy systems.

One of the most visible expressions of this shift was 
the repositioning of BASA’s membership programme. 
We introduced a free membership tier to make BASA 
more accessible  to  individual creatives, entrepreneurs 
and emerging creative businesses, while substantially 
strengthening the value offered through our other 
membership tiers. This new model recognises that our 
members have different needs and that access, support, 
intelligence, networks and strategic partnership opportunities 
must be designed accordingly. The shift is supported by 
a new AI-driven CRM platform that enables connections 
between members. The repositioned programme creates 
a clearer pathway from entry-level participation to deeper 
organisational and corporate engagement.

We also began reimagining our Supporting Grants 
Programme. The programme has historically generated 
considerable value by leveraging business sponsorship for 
the arts. Under BASA 2.0, this foundation is being expanded 
through catalytic grants that support experimentation, proof-
of-concept partnerships and the development of creative 
ventures with the potential to grow, generate income and 
attract further investment.

The first pilot cycle demonstrated the possibilities of this 
approach, and confirmed the value of engaging small and 
medium-sized businesses - not only large corporations -as 
meaningful partners within the creative economy.

This means using our networks, research, programme 
expertise and cross-sector relationships to contribute 
to priorities such as youth employment, enterprise 
development, investment mobilisation, institutional 
capacity, market access and the growth of sustainable 
creative businesses. It also means strengthening the 
evidence base through which the value of the creative 
economy is understood and supported.

Our relationship with the 
Department of Sport, 
Arts and Culture is also 
being recalibrated. BASA 
was established through 
a pioneering partnership 
between government and 
the private sector, and 
that partnership remains 
central to our mandate. 
Going forward, however, 
we are positioning BASA 
not simply as a recipient or 
implementing agency, but as 
a strategic ally capable of 
helping accelerate national 
development priorities.

BASA ANNUAL REPORT 25/26
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This work is not always the most visible part of institutional 
transformation, but it is among the most important. Ambitious 
strategies require strong systems. Sustainable growth requires 
sound governance. Partnerships require trust, and trust 
depends on transparency, accountability and the disciplined 
stewardship of resources.

The year was not without challenges. BASA operated within a 
difficult funding environment, and the reduction in government 
grant income placed significant pressure on the organisation’s 
financial position. We have not sought to minimise the 
seriousness of this reality. Instead, it has reinforced the 
urgency of diversifying our income, strengthening our value 
proposition and building a more resilient operating model.

BASA 2.0 is therefore not simply a programme refresh or a 
new brand position. It is a deeper organisational shift in how 
we understand our role, how we create value and how we 
contribute to the future of the creative economy.

I am grateful to the BASA Board for its stewardship and 
support during this transition, to the team for its commitment 
and willingness to work through a period of significant change, 
and to our members, partners, funders and stakeholders for 
continuing to believe in BASA’s purpose.

We are building on a strong foundation. But we are also clear 
that legacy alone will not carry an institution forward.

The next chapter requires courage, relevance, partnership 
and the willingness to rethink established approaches. I 
am excited to champion this transition and to work with our 
partners to position creativity not only as a source of cultural 
expression, but as a strategic force in Africa’s economic and 
social future.

An important part of 
preparing BASA for 
this next chapter has 
been strengthening the 
organisation itself.

Our ambition extends beyond South Africa. Through 
Creative Futures Africa, BASA has begun positioning itself 
as the holder of an important pan-African space for creative-
economy development. The platform is intended to bring 
together creatives, investors, business leaders, policymakers, 
researchers and institutions to address the structural issues 
that no single organisation or country can resolve alone.

Creative Futures Africa reflects our belief that the continent 
does not lack creative talent. What it often lacks are the 
systems, financing mechanisms, markets, institutions and 
cross-border partnerships needed to translate that talent 
into sustainable economic value. BASA’s role is not to claim 
ownership of this agenda, but to convene, connect and help 
build the partnerships required to move from fragmented 
interventions towards coordinated action.

The internal audit conducted during the previous financial 
year identified areas requiring focused attention. We have 
treated these findings seriously and used them as a basis 
for a comprehensive governance and policy refresh. During 
the year, significant work was undertaken to strengthen 
financial oversight, decision-making processes, delegations 
of authority, reporting, risk management and organisational 
accountability.

BASA ANNUAL REPORT 25/26
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A minimum of four Board meetings is held annually, 
and these meetings are duly constituted and quorate. 
An Annual General Meeting (AGM) is also held, and it 
is duly constituted and quorate.

Governance

All Board and Committee members 
served on a voluntary basis and 
received no remuneration from 
Business and Arts South Africa 
(NPC) for their time and expertise.

FOR THE YEAR ENDED 31 MARCH 2025

Audit and Compliance Committee 
Lindiwe Letwaba (Chairperson), Lionel Adendorf, Simon 
Camerer and Ntsoaki Nsibanyoni.

Marketing, Advocacy and Insights Committee 
Simon Camerer (Chairperson), Phumza Rengqe, 
Nizenande Machi, Thando Philison and Beth Arendse.

Governance Committee 
Lionel Adendorf (Chairperson), Thando Philison, 
Nizenande Machi, Monene Moila and Beth Arendse.

Business Development and Grants 
Estee Roodt (Chairperson), Nizenande Machi, Thato 
Shuping, Ntsoaki Nsibanyoni and Beth Arendse.

Board Committees
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Total Operating Expenditure R 7,650,263

Personnel Costs incl. benefits and UIF (excludes director remuneration) R 3,195,475

Skills Development Levy Exempt

Average personnel cost per year (based on 9 permanent staff at BASA head 

office - considering resignations during the year)
R 355,053

Human Resource Management

Labour Relations 
EMPLOYMENT EQUITY

Management

2 White female 
3 Black female

Middle management
1 Black female
2 Black males  

Office administration and 
Support Staff
3 Black females

Fixed-term contract staff
3	Black females 
1	Black female (Intern)  
1 Black male (Intern)

Personnel costs 2025/2026

HIV/AIDS Prevention and Health Promotion 
Given the small size of Business and Arts South Africa (NPC), no formal programme 
has been instituted, separate from the HR policy. A complete HR policy is in place, 
which includes health and safety.

Strategic Overview
In the year under review, BASA adopted its 2025–2030 AMPERSAND Strategy 
and developed a strategic implementation plan to guide the organisation’s transition 
towards BASA 2.0. The strategy repositions BASA as a catalytic intermediary, systems 
enabler and ecosystem builder, with a mandate that extends beyond programme 
delivery towards shaping the conditions required for a stronger, more investable and 
sustainable creative economy.

BASA’s role is to operate as a connector and 
catalyst between business, government, 
the creative sector and other development 
partners. Through research, advocacy, 
investment mobilisation, capacity building 
and strategic convening, the organisation 

aims to unlock value-driven partnerships and position 
creativity as a legitimate and transformative economic force.

The organisation’s strategic direction is guided by four core 
goals:

1.	 TTo create value-driven partnerships between business 
and the arts and develop scalable projects that deliver 
measurable value for both sectors.

2.	 To mobilise investment and resources and strengthen 
pathways through which creative practitioners and 
businesses can become investment-ready, access 
capital and grow sustainable enterprises.

3.	 To lead and define the intersection of business and the 
arts through research, advocacy, sector intelligence and 
strategic convening.

4.	 To strengthen BASA’s internal systems, governance and 
operating model to ensure long-term organisational 
resilience and sustainability.

R e p o s i t i o n i n g  B A S A’ s 
M e m b e r s h i p  M o d e l
During the year under review, BASA redesigned and 
relaunched its membership programme to provide more 
relevant and differentiated value to individual creatives, 
creative businesses, intermediary organisations and 
corporate partners.

14
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The organisation’s programmes and partnerships are 
therefore increasingly being designed to contribute not only 
to arts and culture outcomes, but also to wider economic, 
social and institutional development objectives.

C r e a t i v e  F u t u r e s  A f r i c a

The development of Creative Futures Africa represents 
an important expansion of BASA’s strategic role. Through 
this platform, BASA is positioning itself as the holder and 
convenor of a pan-African space dedicated to the growth and 
transformation of the creative economy.

Creative Futures Africa is intended to bring together business 
leaders, policymakers, investors, creatives, researchers 
and development institutions to address the systems 
and structural conditions that affect the sector across the 
continent.

The platform recognises that Africa’s creative economy 
requires more than isolated programmes. It requires 
coordinated thinking around investment, markets, intellectual 
property, data, technology, policy, skills, infrastructure and 
cross-border collaboration.

BASA’s role within this platform is to create the conditions 
for dialogue to lead to practical partnerships, investment 
opportunities and collective action. The strategy specifically 
identifies pan- 18

African convening, investment mobilisation and insight-led 
advocacy as important elements of BASA’s future role.

R e s e a r c h ,  I n s i g h t  a n d 
A d v o c a c y

Research has been repositioned as a central strategic 
capability across BASA’s work. Rather than operating 
primarily through occasional standalone reports, 
research and sector intelligence are being integrated into 
programmes, partnerships, advocacy, communications and 
stakeholder engagement.

BASA’s ambition is to become a trusted knowledge and 
intelligence hub that can translate data, sector experience 
and emerging trends into useful insights for creatives, 
businesses, investors and policymakers.

This work is intended to strengthen commercial confidence 
in the creative economy, influence policy and investment 
decisions, identify market opportunities and improve 
the evidence base through which the sector articulates 
its contribution and value. The AMPERSAND Strategy 
identifies insight-led research as one of BASA’s primary 
differentiators and as a critical foundation for its advocacy 
role.

BASA ANNUAL REPORT 25/26

proof of concept, enterprise development and the creation 
of partnerships capable of attracting further investment or 
generating sustainable income.

A key objective of the pilot was to engage small and medium-
sized businesses as partners in the creative economy. All the 
business partners participating in the first cycle were SMEs, 
demonstrating that meaningful business-arts partnerships 
are not limited to large corporate sponsors.

The pilot also produced tangible social and economic 
outcomes and leveraged additional private-sector 
contributions against BASA’s grant investment. These results 
affirmed the potential of catalytic funding to test new ideas, 
develop creative products, build business relationships and 
create pathways towards scale.

S t r e n g t h e n i n g  t h e 
G o v e r n m e n t  P a r t n e r s h i p

BASA was established through a pioneering partnership 
between government and the private sector. During the year, 
the organisation began recalibrating its relationship with the 
Department of Sport, Arts and Culture to position BASA as 
a strategic ally in advancing national development priorities.

This approach moves beyond a conventional funder-recipient 
or implementing-partner relationship. BASA aims to use its 
networks, specialist knowledge and cross-sector convening 
ability to assist government in addressing priorities including 
youth employment, enterprise development, organisational 
capacity, investment mobilisation, market access and the 
sustainability of creative businesses.

The revised model introduced three membership tiers: 
Connect, a free entry-level tier designed to extend access to 
creatives and emerging businesses; Connect+, an enhanced 
offering for cultural entrepreneurs, micro businesses and 
creative-sector organisations; and Corporate Membership, 
a premium strategic offering enabling businesses to engage 
more meaningfully with South Africa’s creative ecosystem.

The introduction of a free tier reflects BASA’s commitment to 
widening access, while the expanded paid tiers offer greater 
value through research, learning opportunities, strategic 
support, networking, platforms and access to BASA’s flagship 
programmes and events.

This shift recognises that meaningful engagement requires 
more than a transactional membership model. BASA is 
moving towards a relationship-based approach in which 
members are connected to knowledge, markets, partners 
and opportunities suited to their stage of development and 
strategic needs.

R e p o s i t i o n i n g  S u p p o r t i n g 
G r a n t s

BASA also undertook a significant recalibration of 
its Supporting Grants Programme. While the historic 
sponsorship-matching model has generated substantial 
value and remains relevant, the programme was expanded 
to include catalytic micro-grants that support prototype 
partnerships between creatives and businesses.

The repositioned model is intended to move grant-making 
beyond once-off project support towards experimentation, 

BASA ANNUAL REPORT 25/26
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I n s t i t u t i o n a l  S t r e n g t h e n i n g 
a n d  S u s t a i n a b i l i t y

The transition to BASA 2.0 has also required significant 
internal work. Following an internal audit undertaken during 
the previous financial year, BASA initiated a comprehensive 
review of its governance, policies, systems and operating 
practices.

The governance-strengthening process includes the revision 
and development of key organisational policies, clarification 
of delegations of authority, improved financial controls, 
stronger risk oversight and more consistent reporting and 
accountability mechanisms.

Institutional strengthening is not separate from BASA’s 
strategic ambitions. It is a necessary condition for delivering 
them. As the organisation expands its partnerships, 
platforms and programmes, it must also ensure that its 
internal governance and operating systems are capable of 
supporting growth responsibly and sustainably.

The financial challenges experienced during the year further 
reinforced the need for a more resilient business model. BASA’s 
strategy therefore includes a clear commitment to diversifying 
revenue, developing scalable and income-generating 
platforms, strengthening membership and partnership income 
and reducing overdependence on grant funding.

C a p a c i t y  B u i l d i n g  a n d 
M a r k e t  A c c e s s

Capacity building remains an important part of BASA’s 
mandate, but its purpose is being broadened. While 
individual skills development remains necessary, BASA 
recognises that creatives do not always require training or 
grant funding alone. They may require access to markets, 
distribution, investment, procurement opportunities, 
business partnerships or infrastructure.

BASA is therefore adopting a whole-value-chain approach 
that connects capacity building to commercial viability, 
investment readiness and market access. The aim is to 
support creatives and creative businesses not only to 
improve their skills, but to participate more effectively in the 
economy and build sustainable careers and enterprises.

This approach is reflected in BASA’s commitment to mobilising 
capital, supporting partners to incubate and develop creatives, 
creating market access and demonstrating how creativity 
contributes to business innovation, brand relevance and 
social impact.

L o o k i n g  A h e a d

The 2025/26 financial year was a period 
of both delivery and redesign. BASA 
continued to implement programmes, 
support creative practitioners 
and facilitate partnerships while 
simultaneously laying the foundation for a 
substantially repositioned organisation.

The transition to BASA 2.0 is not simply a change in language 
or programme structure. It reflects a more fundamental shift in 
how BASA understands its role within the creative economy.

BASA’s purpose is to hold the space where business, 
government, investment and creativity meet; to translate the 
value of the creative sector into terms understood across 
the wider economy; and to help build the partnerships, 
systems and institutions required for creativity to contribute 
meaningfully to South Africa’s and Africa’s future growth.

BASA ANNUAL REPORT 25/26
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M e m b e r s h i p

2025/26 was a year of repositioning rather than expansion. 
Rather than pursue growth on a model that had reached its 
limits, the department rebuilt the foundations: how BASA 
segments its members, what it offers business, and how it can 
scale without scaling headcount. That work is substantially 
complete. The year ahead is about execution.

C h a n g i n g  t h e  A s k

South Africa’s cultural, creative and sports industries 
contributed an estimated R271 billion to GDP in 2023, 
representing approximately 4% of the national economy, and 
supported approximately 1.4 million jobs. At this scale, the 
sector is comparable to mining.

The way business funds the sector does not reflect this scale. 
Total corporate social investment reached R13.1 billion in 
2025, remaining flat in real terms. Arts and culture attracted 
1% of average CSI expenditure and was supported by only 
14% of surveyed companies, down from 20% the year 
before, among the smallest allocations of any development 
sector.

A sector the size of mining, 
funded like a rounding error. 
This is not a fundraising 
problem. It is a positioning 
problem, and positioning can 
be changed.

This insight is the foundation of BASA 2.0 as it applies to this 
department. We will not succeed by competing harder for a 
declining share of a static philanthropic pool. Our repositioning 
moves the creative economy out of the CSI line item and into 
budgets that are larger, growing and board mandated:

•	 Enterprise and Supplier Development: 
The highest-weighted element of the B-BBEE 
generic scorecard, targeted at 2% of net profit after 
tax for supplier development and 1% for enterprise 
development. Creative micro-enterprises are precisely 
what these instruments exist to build.

•	 Skills Development:  
A priority element targeted at 6% of leviable payroll. The 
World Economic Forum ranks creative thinking among 
the human capabilities rising in importance to 2030 
because it is what automation does not substitute.

•	 Innovation, brand and market intelligence:  
Commercial budgets rather than compliance budgets. 
Creative services now represent 19% of all global service 
exports, up from 12% a decade ago.

•	 Procurement: 
The most underused channel. Every corporate 
buys design, film, content, photography, sound and 
experiential services. Whether that spend reaches 
transformed creative suppliers is a matter of visibility and 
process, not goodwill.

Reframed this way, we are not asking business for a 
donation. We are asking business to route existing, budgeted 
expenditure through a sector that returns commercial value 
alongside developmental impact

Sources: South African Cultural Observatory, Capstone Report 2025; Trialogue Business in 
Society Handbook 2025 (28th edition); Amended B-BBEE Codes of Good Practice; World 
Economic Forum, Future of Jobs Report 2025; UNCTAD, Creative Economy Outlook 2024.

A  T h r e e -T i e r  M e m b e r s h i p 
M o d e l

The revised model replaces an organically grown structure 
with three clearly differentiated tiers, separating the 
economics of scale from the economics of relationship.

Two design principles matter here. First, the free tier is not 
a concession; it is infrastructure. A creative sector member 
base at scale gives BASA a live, consented dataset on how 
the creative economy actually operates, which makes our 
advocacy credible to government, our research saleable to 
business and our matchmaking useful to procurement teams. 
Second, corporate membership is not the transaction; it is 
the doorway. Once a corporate is a member, we are inside 
a relationship in which projects, sponsorships, enterprise 
development programmes and research partnerships can 
be built. Membership converts a prospect into a partner.
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CONNECT CONNECT+ CORPORATE

Individual 
creatives, cultural 
entrepreneurs, arts 
administrators, 
researchers and 
sector professionals

Registered creative 
micro-businesses, 
SMEs and the 
intermediary 
organisations that 
support them

Business, from mid-
sized enterprises 
through to large 
corporates

Free, retained 
through participation 
in BASA’s sector 
surveys (Minimum of 
2 surveys annually)

Fee-based (R5 000 
annually)

Fee-based (R55 000 
annually)

Sector intelligence, 
masterclasses, 
funding and 
sponsorship toolkits, 
supplier directory 
listing, grant eligibility 
(up to R100 000)

Event and networking 
access, research 
insights, business 
strategy support (& 
all connect listed 
benefits)

Executive access 
and convening, 
research and 
market intelligence, 
recognition, and 
a platform for co-
designed projects, 
Event & Networking 
access

Fully self-service Self-service Relationship-man-
aged
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The infrastructure was built this year. The year ahead is about volume, discipline and proof, and about becoming not only 
the most connected organisation in South Africa’s creative economy, but the most useful.
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W h a t  W e  B u i l t  T h i s  Ye a r

•	 Membership architecture. Three tiers were designed 
and approved, with distinct value propositions and 
service models.

•	 Legal and data foundation. A Corporate Membership 
Agreement and POPIA operator framework were 
developed, together with a graduated consent model 
giving members control over how their data is used. 
BASA remains the Responsible Party; that accountability 
does not transfer to a service provider.

•	 Platform development. Work commenced on a self-
service member platform covering registration, payment, 
digital benefit delivery, supplier directory access and an 
administrative dashboard. This is the mechanism that 
makes growth possible at current headcount.

•	 Corporate value proposition. A research-anchored 
proposition and a structured partnership catalogue, 
giving the team consistent commercial language and 
partners clear entry points.

•	 Partner-delivered member value. Benefits expanded 
through partnership rather than expenditure, materially 
improving the offering at limited cost.

•	 Reciprocal membership. Arrangements were initiated 
under which partner organisations make Connect 
membership available to their own members, converting 
acquisition from a marketing cost into a partnership 
outcome.

•	 Pipeline discipline. A weighted new-business pipeline 
with target close dates replaced informal prospect 
tracking, giving management a forward view of revenue. 
 
BASA closed the financial year with 125 members at 31 
March 2026.

BASA ANNUAL REPORT 25/26

Priority Intent

Grow the corporate base Significantly increase and diversify corporate members’ base, prioritising financial 
services, telecommunications, retail, technology, media, professional services, 
FMCG, mining, logistics and development finance. Each membership will be treated 
as an entry point to project partnership.

Scale the creative base Increase Connect and Connect+ members, driven through reciprocal membership 
partnerships and institutional channels rather than marketing spend.

Launch the platform Move Connect and Connect+ to fully self-service, releasing team capacity for 
corporate relationship management.

Build the CRM as an intelligence 
engine

A single system of record for members, partners and engagement, generating 
sector intelligence as well as administrative records.

Shift the funding conversation Position BASA propositions systematically against ESD, skills, procurement and 
innovation budgets, supported by partner-specific business cases.

Activate procurement Develop the Creative Supplier Directory into a working pipeline connecting 
corporate buyers to verified, transformed creative suppliers.

Sustain engagement Quarterly corporate roundtables and insight briefings that hold partners between 
flagship events.
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that knowledge and research move from academic or 
institutional environments into active, public and transferrable 
knowledge, with clear insights and tangible information 
providing accessible architecture for persuasive, grounded 
value propositions and value driven investment strategies.

Future plans include the revitalisation of formal research 
frameworks, renewed partnerships with institutions 
and sector experts, and the development of accessible, 
regular outputs that respond to the evolving needs of 
our stakeholders. Working collaboratively with research 
and knowledge institutions in South Africa and Africa, the 
ambition is clear: to build a research and advocacy function 
that not only captures knowledge but actively shapes the 
future of the creative sector in South Africa and beyond.

In this next chapter, BASA will seek to transform research 
into a dynamic resource—one that amplifies the value of 
creativity, enables data-informed advocacy, and translates 
lived experiences into tangible strategies for change.

and will be an annual event) has also been a key positioning 
structure for BASA both as a collective laboratory for research 
and insights but also in the establishment of a collaborative 
cross border, multi-stakeholder and cross sectoral convening 
from which new ideas, models and co-ordinated action can 
flow. The Creative Futures Africa model has assisted BASA in 
surfacing some of the most pressing and current needs of the 
creative economy while reading the pulse of its evolution and 
the gaps and opportunities within these shifts.

In parallel, BASA continued to share knowledge through 
thought leadership pieces, consultative engagements with 
members, and the commissioning of strategic commentary 
and reports in partnership with aligned stakeholders. These 
outputs, while not exhaustive, have supported BASA’s 
continued relevance as a sector connector and trusted voice 
in creative economy discourse.

As the organisation moves forward, research has been re-
prioritised as a vital pillar of BASA’s work. It is also essential 

In this transitional period, BASA began to reposition research 
as an active and agile intelligence arm—responsible not only 
for the collection and curation of data, but for contextualising 
and sharing insights that can empower creative entrepreneurs, 
influence policy, and inform both public and private sector 
investment in the arts. This shift has involved reframing the 
role of research from an occasional activity to an integrated 
way of thinking across BASA’s programmes, partnerships, 
and communication outputs.

Aligned with these objectives, BASA has recalibrated its 
data management approach and is working to create a 
strong dataset across all of its projects. Research objectives 
have been integrated into programme design and delivery 
creating a positive feedback loop that assists BASA in 
framing the right questions toward incremental advancement 
of organisational and sectoral goals.

The Creative Futures Africa Summit (the first iteration was 
convened towards a creative sector G20 submission in 2025 

Research And Sector 
Intelligence
Within the broader recalibration of BASA’s organisational purpose, the role of research has 
been fundamentally reimagined—not only as a support function but as a cornerstone of 
strategic decision-making, sector development, and partnership engagement. While capacity 
and resourcing limitations constrained the execution of large-scale research initiatives over 
the past year, the groundwork has been laid for a more deliberate, focused, and long-term 
approach to embedding research at the heart of BASA’s impact model.

BASA is set to take up a wider 
role in lobbying, advocacy, 
public discourse and policy 
advisory in pursuit of 
actionable change and real 
investment in the creative 
economy.
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Programmes

BASA Debut Fund 
Programme

Building on the successful foundation laid in 2024, the 
BASA Debut Fund Programme’s third iteration continued 
to drive skills development and economic participation 
within the cultural and creative sectors in 2025 and early 
2026. The programme continued its mission to equip young 
creative entrepreneurs with the necessary tools to thrive 
professionally, moving them from amateur practitioners to 
established business owners within the creative economy.

In 2025, the programme entered its next critical phases: 
the Leadership & Coaching Programme and the Catalyst 
Phase. Following the initial Kickstarter and Hlanganisa 
phases, a strategic gap was identified among the Top 100 
participants where the Programmes Team discovered there 
was need for advanced soft skills and strategic capabilities. 
To address this, an intensive 8-week online Leadership & 
Coaching Programme was incorporated and delivered from 
September to October 2025. This virtual module, structured 
as ten sessions, focused on building leadership skills, 
resilience, and digital marketing expertise. In partnership 
with Common Purpose, ICRD Group and Digify Africa, the Top 
100 participants received high-quality training in leadership, 
entrepreneurial resilience, and digital marketing from the 
abovementioned experts. This bridging programme ensured 
that participants were not only equipped in the fundamentals 
of running a successful business but also possessed the 
necessary tools for their long-term personal and professional 
development.

The programme’s commitment to nurturing top talent was 
further demonstrated with the selection of the Catalyst Top 
53, the most exceptional creative entrepreneurs to emerge 
from a highly competitive journey. This cohort progressed 
from the initial 450 participants, through rigorous Pitch Den 
presentations, to reach this elite group. The final and most 
intensive stage, the Catalyst Phase, commenced in November 
2025 and is scheduled to conclude in April 2026. This 
phase is comprised of two core components: the Catalyst 
Mentorship Phase and the Catalyst Bootcamp Phase. The 
Catalyst Mentorship Phase provides eight weeks of structured, 
personalised guidance with six accomplished arts mentors. 

The Catalyst Top 53 were split into six disciplines, each led 
by an accomplished arts practitioner in their field of speciality: 
Amogelang Ditlhale (Crafts), Athi Petela (Film & Multimedia), 
Mandla Mlangeni (Music), Modise Sekgothe (Literary Arts), 
Nqobile Sipamla (Performing Arts) and Siwa Mgoboza (Visual 
Arts).

To celebrate the programme’s sustained impact, the 
#MyDebutStory Alumni Event was hosted in partnership 
with YFM, bringing together over 50 alumni from all three 
iterations. The event featured powerful panel discussions and 
testimonials that validated the programme’s long-term value. 
As part of the panel discussion at the event, alumni Siphokazi 
Jonas, Bularah Chopo and Shikombiso Bila provided evidence 
of transformative outcomes, transitioning from artists to 
entrepreneurs who employ others and export South African 
culture. 

The event reinforced the Debut Fund Programme’s success 
in setting the foundation for entrepreneurs, as well as BASA’s 
role as a connector within the creative economy.

Looking ahead, the Catalyst Bootcamp Phase is scheduled 
for April 2026. This intensive four-day in-person conference 
will focus on advanced business planning, networking, and 
sustainability, leading up to the Debut Graduation where the 
Top 53 will receive certificates of completion. The 2025/2026 
period has proven that the Debut Fund Programme is not 
a one-off intervention but a sustainable engine for creative 
entrepreneurship. It continues to build a resilient pipeline of 
talent, generating economic value and emphasising BASA’s 
strategic priority of strengthening South Africa’s creative 
ecosystem for long-term opportunity and growth.
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BASA’s growing influence within the sector was further 
recognised through its inclusion among Bizcommunity’s Top 
10 Most Viewed Press Offices, reflecting the organisation’s 
increasing visibility and its role in shaping conversations 
around the creative economy, arts-business partnerships and 
sector development.

Marketing efforts throughout the year continued to support 
BASA’s strategic shift towards becoming a connector, 
systems builder and knowledge partner, ensuring that 
creative practitioners, businesses and public sector partners 
remain informed, connected and equipped to unlock new 
opportunities for collaboration and shared value across the 
creative economy.

Through an integrated communications approach, BASA 
engaged its national network of artists, creative organisations, 
businesses and partners with regular updates, industry 
insights, programme opportunities and thought leadership. 
Marketing activities included institutional campaigns, digital 
communications, publications, strategic media engagement, 
stakeholder events, panel discussions and partnerships that 
positioned BASA as a trusted intermediary within the creative 
ecosystem.

A key highlight during the year was the promotion of the 
Debut Fund Programme, delivered in partnership with the 
Department of Sport, Arts and Culture (DSAC). Through 
a strategic collaboration with YFM’s Mind Your Hustle 
feature, BASA showcased the entrepreneurial journeys of 
emerging creatives while positioning the programme as a 
platform for building sustainable creative enterprises. The 
#MyDebutStory campaign extended the programme’s reach 
through broadcast interviews, digital engagement and a 
national competition, connecting with young creatives and 
increasing awareness of opportunities available through 
BASA.

Marketing
Special ProjectsMarketing and Communications continued to play a strategic role in advancing the BASA 

2.0 vision by strengthening the organisation’s profile, amplifying the value of arts-business 
partnerships, and connecting stakeholders across South Africa’s creative economy. Creative Futures Africa

During the year, BASA served as an anchor partner in the 
launch of Creative Futures Africa, alongside Jozi My Jozi, 
Andani.Africa and Creative Capital. The platform was 
established to create a sustained pan-African space for 
leaders across the creative sector, business, government, 
investment and development institutions to shape a more 
coordinated agenda for Africa’s creative economy.

The inaugural Creative Futures Africa Summit was held in 
Johannesburg on 10 October 2025 as a G20-related event. 
It brought together creative entrepreneurs, policymakers, 
investors, researchers and industry leaders to consider how 
the cultural and creative industries can be positioned more 
deliberately within economic growth, trade, technology and 
development frameworks.

The summit focused on moving beyond fragmented 
interventions towards coordinated action. Discussions 
highlighted the need to make existing capital more accessible, 
strengthen intermediary institutions, improve investment 
readiness and connect policy commitments to practical 
implementation. Eleven interconnected priorities emerged, 
including intellectual property ownership, data sovereignty, 
appropriate financing mechanisms, intra-African trade, digital 
infrastructure, AI governance and stronger cross-sector 
collaboration.

A key outcome was the development of a summit report 
consolidating the discussions, supporting research and 
actionable recommendations. These outcomes were 
submitted to the G20 Culture Working Group and to Business 
Unity South Africa’s B20 process, ensuring that perspectives 
from Africa’s creative economy were carried into wider 
national and international economic policy discussions.

Following the summit, expert working groups were convened 
to take priority issues forward, deepen collaboration and 
develop an ongoing evidence base to support future policy, 
investment and programme interventions. This work is 
intended to ensure that Creative Futures Africa functions not 
only as an annual convening, but as a continuous platform for 
research, coordination and practical action.

Creative Futures Africa reflects BASA’s broader strategic 
shift from programme delivery towards systems leadership 
and strategic convening. Through the platform, BASA is 
helping to position the creative economy not as a peripheral 
cultural activity, but as economic infrastructure capable of 
contributing to investment, employment, innovation, trade 
and sustainable development. The summit’s central message 
was clear: unlocking Africa’s creative potential will require 
partnership rather than patronage, and coordinated systemic 
action rather than isolated projects.
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Grants 
And Report 
Back Status

During the year under review, BASA undertook a fundamental 
repositioning of its flagship Supporting Grants Programme, 
moving from a model of once-off sponsorship-matching for 
events and productions to include catalytic micro-grants 
that seed prototype partnerships between creatives and 
businesses, generate proof-of-concept outcomes, and build 
the foundation for scalable, investable creative ventures. 
Over more than two decades, the original model generated 
significant value, leveraging over R590 million in private-
sector sponsorship against R46 million in grants, but had 
become increasingly transactional, weighted toward large 
corporates and Gauteng-based partners, and limited in its 
capacity to build long-term, innovation-led collaboration. 
While we intend to keep working with the original model as it 
provides genuine value, we have expanded the Supporting 
Grants to the first pilot cycle of Supporting Grants 2.0 ran 
from November 2025 to March 2026, funding eleven 
projects in Gauteng, Mpumalanga, the Western Cape, and 
KwaZulu-Natal, with individual grants ranging from R70,000 
to R100,000. The portfolio spanned more than ten creative 
disciplines, including publishing, augmented reality, textile 
design, public art, exhibition design, literacy and storytelling, 
community arts, digital platforms, creative markets, and XR 
filmmaking.

An evaluation of the pilot cycle, presented to the Board in 
June 2026, found the repositioned model to be viable and 
generative. Of the eleven projects, all but one delivered 
tangible prototype outcomes within the funding period. 
Standout results included the ResetHER Author Incubator, 
which published four first-time rural women authors and 
achieved an Amazon #1 New Release ranking; Stories in the 
Grass, which piloted the first augmented-reality interpretive 
trail in a South African nature reserve; Material Memory: 
NKOSAZANA, which produced a sell-ready woven textile 
prototype translating animation IP into a retail-ready product; 
and Art in the Sky, which converted commercial digital 
billboards in Emalahleni into a curated public art platform 
reaching an estimated 50,000 daily viewers.

A central strategic objective of the redesign – engaging small 
and medium enterprises, rather than only large corporates, as 
genuine partners in arts-business collaboration – was strongly 
realised. All business partners across the eleven funded 
projects were SMEs, spanning sectors including printing, 
outdoor media, property development, events, recycling, and 
technology. The cycle also extended BASA’s reach beyond its 
traditional Gauteng base into Mpumalanga, the Western Cape, 
and KwaZulu-Natal, with the Eastern Cape, Northern Cape, 
North West, Limpopo, and Free State flagged for targeted 
outreach in the next cycle.

Across the portfolio, the pilot generated meaningful social 
and economic impact at modest budget scale: four rural 
women published for the first time, over 200 printed 
books in circulation, 50 Grade 5 learners reached through 
a literacy festival in Standerton, more than 170 youth 
workshop attendances in Empangeni, and 54 employment 
and participation opportunities created through a township 
creative market activation. Business plans were developed 
to support future scaling, and several projects have already 
begun generating income beyond the grant period. 

The evaluation also identified areas to strengthen ahead 
of Cycle 2, including more consistent and evidence-based 
completion reporting, standardised financial disclosure, 
faster disbursement of grant tranches, and a digital feasibility 
assessment for technology-dependent projects. The Board 
has been asked to endorse the Cycle 1 findings and a set 
of refinements to programme design, selection criteria, and 
monitoring for Cycle 2, with a particular focus on extending 
reach into under-represented provinces and developing 
formal case studies for use with the Department of Sport, 
Arts and Culture (DSAC) and prospective funders.

BASA’s investment of R1 million 
leveraged an additional 
R369,000 in private sector 
contributions, generating a 
total programme value of 
R1.369 million. This represents 
a 37% leverage of BASA’s 
investment through business 
sector participation.
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Project ResetHER Author Incubator

Lead Creat ive The Reneal Effect

Business 
Partner Prosperity Printing Shop

Project 
Decscription

Rural author incubator supporting women and 
youth to develop and publish their first books 
and author brands.

Locat ion Western Cape – Brackenfell

Grant  (R) R 100,000.00

Project Material Memory – Threads in Motion

Lead Creat ive Studio Yezi

Business 
Partner Creative & Tech Hub

Project 
Decscription

Proof of concept translating animation IP into 
a limited-edition fashion merchandise line 
inspired by Studio Yezi’s animated worlds.

Locat ion Gauteng – Pretoria

Grant (R) R 100,000.00

Project Art in the Sky

Lead Creat ive Purple Grandeur

Business 
Partner Deevine Media

Project 
Decscription

Public art pilot transforming digital billboards 
into open-air galleries showcasing local artists.

Locat ion Mpumalanga – Emalahleni

Grant (R) R 100,000.00

Project Stories in the Grass: Art meets AR

Lead Creat ive Marilyn Ross–Adams / The Kingdom

Business 
Partner Modderfontein Reserve

Project 
Decscription

Pilot augmented reality art trail integrating 
digital artworks into a nature reserve to test 
immersive cultural tourism experiences.

Locat ion Gauteng – Johannesburg

Grant (R) R 100,000.00

Project Hybrid Art Spaces

Lead Creat ive Phumelele Kunene / Still Imagery

Business 
Partner WAGI Ochre

Project 
Decscription

Proof-of-concept hybrid exhibition combining 
physical pop-up galleries with VR/AR digital 
experiences.

Locat ion Gauteng – Johannesburg

Grant (R) R 100,000.00

Project Trash to Talent

Lead Creat ive Phephanepeni

Business 
Partner Godivah & ReCyclean

Project 
Decscription

Youth environmental arts pilot combining 
recycling initiatives with creative workshops 
and a touring theatre performance.

Locat ion KwaZulu-Natal – Empangeni

Grant (R) R 80,000.00

Programme Reach Geographic Spread Sector Diversity

11 projects funded

5 provinces represented

10+ different art forms

Gauteng (6 projects)

Western Cape (2 projects)

Mpumalanga (2 projects)

KwaZulu-Natal (1 project)

Publishing, AR/tech, textiles

Public art, exhibitions

Literacy & storytelling

Community arts, film-tech

Creative markets

Social & Cultural Impact Economic & Sector Impact

4 rural women published for the first time

200+ printed books in circulation

140+ community members at book launches (Western Cape)

50 Grade 5 learners reached in literacy festival (Standerton)

172+ youth and children workshop attendances (KZN)

116+ final showcase attendees (Trash to Talent)

50,000+ daily billboard viewers reached with public art 
(Emalahleni)

4 public exhibitions and 7 radio interviews (Western Cape)

12 AR features deployed in a Johannesburg nature reserve

5 artists featured in Hybrid Art Spaces ‘HOME’ exhibition

54 employment and participation opportunities (Echoes & 
Enterprise)

49 arts practitioners and organisations engaged in ILALI 
onboarding session (Western Cape)

~80% book sales within weeks of publication

Amazon #1 New Release (Teen & Young Adult, Afrikaans 
ebooks)

Sell-ready woven textile prototype produced

First AR platform deployed in SA nature reserve (new market)

12 artists gained billboard exhibition exposure (Emalahleni)

New paid service line created (Author Clarity Sessions)

28 creatives and vendors participated in market activation

10 SME business partners engaged across 5 provinces

Multiple projects generating income beyond grant period

10 business plans developed for scaling
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Project Storyworld

Lead Creat ive Nzambenang Film Production NPC

Business 
Partner One27One Events

Project 
Decscription

Pilot literacy project using themed storytelling 
spaces and puppetry to make reading engaging 
for children in rural communities.

Locat ion Mpumalanga – Standerton

Grant (R) R 80,000.00

Project Echoes & Enterprise

Lead Creat ive Envynient Projects

Business 
Partner Omphile Turnkey Solutions

Project 
Decscription

Pilot township pop-up creative markets 
activating renovated spaces for local artists, 
SMEs and community audiences.

Locat ion Gauteng – Johannesburg

Grant (R) R 100,000.00

Project ILALI Prototype

Lead Creat ive Assitej SA

Business 
Partner ILALI (tech startup)

Project 
Decscription

Prototype digital marketplace enabling families 
and schools to book arts-based extramural 
activities.

Locat ion Western Cape – Cape Town

Grant (R) R 90,000.00

Project CineSync.Africa

Lead Creat ive Mouzetrap Entertainment

Business 
Partner Eyethu Films

Project 
Decscription

Prototype AI-powered platform connecting 
African creatives to global buyers while testing 
content matching and IP protection tools.

Locat ion Gauteng – Johannesburg

Grant (R) R 70,000.00

Project Short Film Lab

Lead Creat ive Creative Nestlings Foundation

Business 
Partner 180by2

Project 
Decscription

Pilot XR filmmaking lab using smart glasses 
technology to test new production tools and 
creative-tech partnerships.

Locat ion Gauteng – Johannesburg

Grant (R) R 80,000.00
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