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Turn to p69 and the inside back cover for more opportunities!
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ENTRIES OPEN FOR

OF THE YEAR
The 2018 Entrepreneur of the Year®
competition, sponsored by Sanlam and
BUSINESS/PARTNERS, is now in its
30th year and offers prizes valued
at over R2 million, which includes
cash prizes of R70 000 for each main
category winner, and R200 000 for the
overall winner. Competition winners also
receive valuable mentorship support,
networking opportunities and national
media exposure.
"The judges are looking for
entrepreneurs that have succeeded
against the odds, either by carving out a
niche market for their product or service
offering, or by succeeding in a very
competitive environment. Perseverance
and endurance, innovation and agility
are some of the qualities we look for
in the entrepreneur," says competition
spokesperson Kobus Engelbrecht.
Engelbrecht adds that there are also
a number of quantitative competition
measures, such as turnover growth,
profitability, owners' equity growth,
positive cash flows and job creation
that play a part in the competition's
judging process.
The competition is open to all South
African-based businesses and prizes are

awarded for the following categories:
Overall Entrepreneur of the Year®,
Emerging Business Entrepreneur of the
Year®, Small Business Entrepreneur
of the Year®, Medium Business
Entrepreneur of the Year®, Job Creator
of the Year and Innovator of the Year.
Engelbrecht adds that this year, the
2018 competition will also recognise
a South African entrepreneur for a
Lifetime Achievement award. "The
purpose of this specially nominated
award is to recognise an entrepreneur
who has made a significant contribution
to the South Africa economy and has
grown their business from a start-up
to a large-scale, perhaps even multinational corporation. We want to reward
the individuals who have dedicated
their lives to building our economy and
inspiring others to do the same."
Entrepreneurs are encouraged to enter
the competition and can do so by
downloading the entry form online at
www.eoy.co.za. They can also interact
with fellow entrepreneurs, past winners
and entrants on the competition's social
media platforms: www.twitter.com/@
EOY_SA andwww.facebook.com/EOY.
SA. The closing date for the competition
is 31 May 2018.

Inventor's Garage and Pitching Den
competitions invite entries
Startups can apply for the 2018
edition of the Inventor's Garage and
Pitching Den competitions from 1
February, with the last date for online
submissions being 1 June.
The Pitching Den is aimed at
companies with innovative techenabled solutions with potential to
make a significant impact on the
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continent. The Inventor's Garage on
the other hand is aimed at innovators
with working prototypes.
A panel of judges will select
between 20 to 25 finalists who will
get the opportunity to pitch their
businesses at the 2018 South African
Innovation Summit set to take place
in September.

#BuyaBusiness Expo
taking place 6-8
September
The annual
#BuyaBusiness
Expo will take
place on 6-8
September at
the Ticketpro Dome in Johannesburg,
and aims to connect entrepreneurs
and investors who are looking to grow,
diversify or enter into business ownership
with one of the business and franchise
opportunities available at the show.
Visit www.reedexpoafrica.co.za to
fill in an application form if you are a
franchisor or business owner looking to
exhibit, or to find out more about what's
on offer for prospective business owners.

1250 Entrepreneurs
Chosen for the Tony
Elumelu Foundation
2018 Programme
The Tony Elumelu Foundation has announced
its 2018 cohort of 1,250 African entrepreneurs
with the most innovative, high-potential
business ideas. More than 150,000 Africans
from 114 countries worldwide applied
to join the 4th cycle of The Tony Elumelu
Foundation's (TEF) 10-year, USD 100 million
TEF Entrepreneurship Programme.
TEF Founder, Tony O. Elumelu, commented:
"The number and quality of applicants, 151,000
in total, was outstanding – it illustrates the
strength and depth of entrepreneurial promise
and commitment on our continent. Selection is
never easy, and we profoundly regret that we
cannot help all." The selection comes along with
a USD 1Mn partnership with the International
Committee of the Red Cross (ICRC) to support
200 entrepreneurs in conflict and fragile zones
of Nigeria (the North East where the Boko
Haram scourge is felt and the Niger Delta
region which suffers environmental degradation
from oil spillage), USD 200K agreement
with the United Nations Development
Programme (UNDP) to support 40 pan-African
entrepreneurs and a USD 50K partnership with
Indorama to support 10 Nigerians.
Over the next nine months, the
entrepreneurs will receive online training and
mentoring and will use the skills acquired
to develop business plans prior to receiving
USD 5,000 in seed capital.

FASA is offering two readers the

opportunity to WIN TICKETS to the FASA
Convention and Franchise Expo, valued at
R6000. The tickets include a 2018 Franchise
manual.

SAITEX 2018:
Africa's largest
product sourcing
and trade show

TO ENTER: SMS: YBM1 + FASA + your name +
email address to 45508 (each SMS costs R1.50)
OR EMAIL: FASA + contact details to
competitions@bizmag.co.za.
Competition closes on 31 May, 2018.

Save the date for
FASA's
Convention
Following on the success of the 2017 FASA Convention,
which saw 45 speakers in concurrent sessions sharing
their challenges and successes, the FASA Convention
2018 will take place once again at the Kyalami
Convention Centre on Thursday 28 June. With more
speakers than ever before, the convention offers
concurrent sessions so delegates are free to pick the
lectures they are most interested in including: Marketing
& Technology, Growth & International Expansion,
Franchise Operations, Franchise Relationships, Funding
and Legal. Specific tracks for both franchisors and
franchisees will be offered. So, save the date – Thursday
28th June 2018 – to meet and greet and network with
all the movers and shakers in the franchise industry.
Visit: www.fasa.co.za.

Starting or growing a business?
The Business Show is the place
for you...
On 2 August 2018, The
Business Show, Africa's leading
one-day business expo,
conference and networking
event for anyone serious about
starting out and building a
bigger business takes place at
Johannesburg's Gallagher Convention Centre. Described
by organisers as "a melting pot of top-of-the-line speakers,
business experts, interactive exhibits, cutting-edge
solutions, amazing ideas, incredible opportunities, worldclass networking, in-depth education and off-the-chart
experiences", The Business Show will see more than 12 500
delegates and hundreds of exhibitors gather together under
one roof. To claim your free ticket, visit
www.bizstartupshow.co.za.

Africa's biggest event for
exporters and importers of
products from around the
world is forecast to be its
most successful in 25 years,
following a surge in business
confidence across Southern
Africa. President Ramaphosa
has pledged his support, along
with 44 other African countries,
for a new African trade bloc,
styled on the European Union.
He said the new deal will "yield
great benefits for all countries
on the continent as well as big
business, small companies and
micro-traders." Once in place it
would simplify Africa's current
import and export bureaucracy
and speed up cross-border
trade. But it also offers an
opportunity for importers from
across the world to enter Africa
with one product in one place.
This new business-focused
momentum is the heart of a
three-day conference at SAITEX
2018, the premier conference
and trade show that connects
exporters, leading brands and

manufacturers with
importers, distributors
and retailers. South
Africa is considered the
gateway to Sub-Saharan
Africa and SAITEX brings
more than 36 countries
to exhibit as well as
buyers from around the
world for three days
in Johannesburg. "But
SAITEX it is more than
a trade show – it is one
of the few events that
attracts international
government officials,
diplomats and business
leaders to discuss
trade partnerships
and agreements," said
Christine Davidson, Vice
President of dmg events MEA,
which organises SAITEX. "And
because of the fast-moving
economic changes in the
region, we have ensured this
established meeting place
facilitates further dialogue at
influencer level. This year there
is a new three-day conference
at SAITEX: The Trade
Development Forum. Alongside
it, the vast exhibition floor will
be packed with a wide range
of products from around the
world, everything from tools,
electronic goods and gadgets to
appliances, textiles and toys."
Other key subjects on the
discussion agenda includes
SADC country spotlights,
provincial showcases and key
programmes highlighted by the
Gauteng government.
SAITEX 2018 runs from
24-26 June at the Gallagher
Convention Centre, Midrand,
Johannesburg.
www.saitexafrica.com
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IDEAS vs REALITY
-Exploring the gap
How do some people manage to bring their dreams
to fruition, while others never seem to release them
from their imagination? Nikki viljoen sheds some
light to help us all...

An idea is "a thought or collections of
thoughts that generate in the mind. An
idea is usually generated with intent."
Reality, on the other hand, is defined
in the dictionary as "the state of things
as they actually exist, as opposed to an
idealistic or notional idea." For most of
us, we daydream about what we want
to achieve, or where we want to be, in
the future, and by doing that we are
able to find our 'idea'. These ideas can
be based on the lives of our heroes, or
come from within, in terms of an interest
or love for something that captures our
imagination, our passion and our hearts.
Think for a moment on someone like the
Wright Brothers. There was no-one who
had flown before them, they did not
have anyone to emulate, but they had
an idea and a dream and they had an
unflinching belief, not only in that idea,
but also in themselves and what they
were able to achieve.

The fine line
That said of course, there are those
few individuals who insist on living in a
fantasy world. Never allowing the reality
of life to touch their make-believe lives.
No words of caution or pleas will change
them and to those I say "It's your life
and you are entitled to live it the way
you see fit." I, on the other hand prefer
to live in the real world, where there are
facts and figures as opposed to fiction
or perceptions and expectations that are
too far-fetched to meet reality. That said I
really do believe that without our dreams,
goals cannot be set or met and success
will never be attained.
In fact, I believe in dreams to such an
extent, that I actually schedule some
"dreamtime" into my diary on a weekly
basis. There is nothing more fulfilling
that visualising where I want to be in a
month's time or a year's time or five years
from now. I see myself doing what I want
or being where I want to be – meeting
with those special clients and then seeing
them excited about what it is that I am
8 YOUR BUSINESS | April-May 2018

offering. I see them signing contracts
and I then watch myself doing the work
and see my bank account growing as the
money pours in.
Great dream hey? But that is all it is at
this point. It's merely a dream until the
client actually does sign the contract and
I actually do the work and the money
actually does pour into my account. You
see a dream or an idea without action
is just a dream or an idea. So how do
you close that gap? How do I turn that
incredible idea or dream into my reality?
Well the short answer is that it actually
is very simple.

It starts with a goal
I always start with the end goal. So in this
particular exercise I want the money to

pour into my bank account. I work out
what I would like to make as a profit on a
monthly basis, work out how many hours
I (and my team) need to work in order to
make that amount, work out how many
clients I would need in order to achieve
that profit and then target and find
those clients. That gives me the monthly
requirements and then I expand that
into an annual plan adding things such
as resources, expenses, training and of
course a contingency.
What I have now is a plan; sure it's a basic
plan but it's the start. I break it down even
further carefully ensuring that I have job
specs in place for the people that I want
to hire, who would need the necessary
skills that the job requires. The plan gets
broken down even further into bite-

sized chunks, so that it does not become
overwhelming and then it is put into the
diary, so that it can be executed daily, bit
by bit, step by step until the reality is that
it is all in place and I am good to go.
There is nothing sweeter than marking off
each step along the way and coming out
at the end with your 'end goal' staring at
you in the face. Remember always though
that it is important to keep the end goal
firmly in place and never waiver with
regard to what that end goal is, but you
do need to always be flexible with how
you get there.
Nikki is an Internal Auditor and Business Administration
Specialist who can be contacted on 083 702 8849 or nikki@
viljoenconsulting.co.za or http://www.viljoenconsulting.co.za
for any policies and procedures that you may require.
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Making waves
in the MEDIA WORLD
MINNIE-LEE TAGWIREI and TSHOLO MOKOBE own two very different companies, but their
challenges are the same: carving a niche in a competitive space, and convincing their clients
that marketing should not fall, even when times get tough. They tell us a little bit more
about what they do and why...
TAGWIREI started Minnie-Lee Media
World in 2017, offering Public Relations
services to SMEs.

There is nothing that
communication cannot do.
I firmly believe the statement above and
that is why I started a Public Relations
company. Bill Gates says: "If I was down
on my last dollar, I would spend it on PR!"
Unfortunately, SMEs tend not to realise
that in order to grow and stay relevant,
businesses need publicity. We assist small
businesses to get the word out that they
not only exist, but offer products and
services which consumers need. We help
craft their imaging and branding, and
manage all their communications, from
social media, to that first press release
and building profiles, and making sure that
their businesses have good SEO rankings.

As we are looking to
grow our clientele
base, we are currently
offering a small
business PR package
which consists of
branding, messaging,
profiling and a
business interview.
Contact info@
minnieleeworld.co.za
to find out more.

A duty to add value.
PR agencies should see that there is a
duty to add more value to clients, and to
know how to handle different situations
for their benefit. It's about controlling
and influencing messages to get the
right reaction, and to understand that it
is a cross-functional process, to develop
relationships with consumers and
stakeholders. At Minnie-Lee World we
see each customer as an individual, and
develop a tailor-made approach that'll
suit them best – based on envisioning
each project from its historical and
cultural perspective.

Content is king.
Minnie-Lee Tagwirei
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Everything you put out as a company or
even personally as the business owner
reflects on your business. So make sure
that it's content that you're proud of:

you might want to re-consider that next
Facebook post and what it says about you
and your business! Find a PR company
that understands your business and can
work within your budget. If you don't have
a PR budget, it is important to remember
that by promoting your company's image,
products and services you are basically
promoting your business publicly.
Mokobe started Atone Works in 2013,
offering a variety of media solutions
including special events management,
outdoor media, newsletters and PR.

A different approach to media.
With years of industry experience
under our belts, a group of like-minded
individuals and myself saw the need for

something different; we took a long
look at our client's real needs and the
way products were structured and
decided it was time to re-think. It was
in this pioneering and innovative spirit
that Atone Works was formed and we
haven't looked back. In order to provide
a personalised platform for our clients,
we play an intimate and proactive role in
coming up with uncomplicated solutions
that are tailored to their unique needs.
The five years I've invested in Atone
Works feels like a lifetime.

Discipline and perseverance.
Repeat.
Success came easily to us, and we
increased our sales by 400% in the first
year of business. Then the challenge
came, because having access to money
at a young age, with so many external
distractions, meant that my level of
discipline with my finances and time
would either make or break me. No one
was telling me to work, so I had to keep

Tsholo Mokobe

my working hours in check, and
separate out money for business and
personal use. Perseverance is the
second strength I had to become
good friends with, because I still had
to give it my all even when it felt like
there were no positive responses.

A passion for youth
development.
Much of our time in our business
is spent using media tools to
disseminate business opportunities
for black communities in rural areas
and townships in South Africa, to
address the issue of transformation.
We host exhibitions in the
agricultural sector to ensure black
farmers have access to markets and
agro-processing solutions, and we
host a bursary expo to assist private
companies in sponsoring bursaries
to learners in these communities.
We do the same across the legal and
property sectors.
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Bridging the SKILLS GAP
The way individuals sell their skills, and the way they are found
and used by those in need of them, has changed dramatically.
In a disrupted recruitment sector, we chat to entrepreneurs who
are building businesses doing just this...
I had in mind. I handed in my resignation, cashed in all my
savings and a month later started conceptualising Skills-R-Us.
At first I wanted to design an app, but the idea of a website
portal gained more traction. Getting an angel investor made all
the difference, and so in six months' time my business was a
reality, matching graduates with companies looking to hire.

What marketing tools have you used and what has
the response been like?

Q

Social Media like Twitter and our Facebook Page has helped
in spreading the word. We also have been in most commercial
and community radio stations as well as campus radio stations
to attract both the employer and graduates. The response has
been great, especially by graduates – we now need to focus on
companies registering. We are approaching 1000 registered
graduates, and have assisted 50 graduates with jobs.

What is your business model? Do candidates and
employers pay a fee to be represented on your site?

Kgotso Kobo

KGOTSO KOBO,
FOUNDER OF SKILLS-R-US

What inspired you to launch your graduate
placement portal, Skills-R-Us?
I spent a few years in Germany studying and working, and they
have a good strategy for employing graduates. When I came
back to South Africa I started working as a banker, and one day
when I was coming home from a work function my Uber driver
showed me a Masters qualification of his younger brother,
who was still unemployed after looking for a job for a year. It
dawned on me that it was time I did something about the idea
12 YOUR BUSINESS | April-May 2018

Registration for candidates is free; all they have to do is
register their profile on our site and search for jobs and we
also assist them in this regard. Employers pay a 5% placement
fee after the graduate is employed. Companies also post
jobs on our site, starting from R225 to R1200 depending on
how many jobs and days they want to put up. All prospective
clients are offered a free job listing for the first time. We also
offer training solutions to companies who want us to train
graduates on basic things like organisational culture, time
management, planning, excel and PPT advanced, dressing for
the job and presentation skills etc.

Can you describe a key challenge on your business
journey so far, and how you're overcoming it?
From the employer side, corporates have been sourcing
graduates in the same way for years, so we're trying to change
their perceptions and introduce them to this new way of
attracting graduates. With graduates, the challenge so far
is reach. We want to make our platform accessible to rural
people and those who have been previously disadvantaged,
but it requires data to register so this is proving to be an
obstacle. We are also trying to train our graduates as many
have unrealistic expectations, and we are mentoring them to
understand that they need to prove themselves first and then
take it from there.

Q

MICHAEL WHELEHAN, CARLY JACK AND SIMON TELIAN,
CO-FOUNDERS OF BOUNTLY

What inspired you to launch your task-based
platform, Bountly?
Considering the future of South Africa, we realised that youth
unemployment (and unemployment in general) is a massive issue
in our country. Bountly came about as an idea to try to bridge
that gap in the market, to provide a solution on a short-term
or permanent basis. People looking for a secondary or primary
income, traveling individuals seeking to make a part-time living,
people looking to gain work experience, full-time mothers looking
for part-time work, underprivileged individuals looking to build a
solid band of recommendations to prove themselves, and so on,
can connect with other individuals looking to attain these services,
via our online platform.

Can you give some examples of the type of services/
opportunities that would work well with Bountly?
We have identified that the highest volumes of outsourced work
in South Africa right now are: transport, administration, handyman,
electrical, plumbing, catering, eventing, and tutoring. We want to
expand on these categories and encourage our users to reach out
and post tasks with whatever they need help with: Stringing up your
Christmas lights around the house, surf lessons, personal shopping,
hiring a chef for a dinner party, hiring a local tour guide, hiring a
"Beer Runner" for the rugby. Think outside of the box; people are
so multi-talented in SA and we want to showcase this. We want
Bountly to be the one-stop shop to get things done!

Simon Telian

Can you describe a challenge you've experienced in
your business journey so far, and how you overcame
it/are overcoming it?
We have an overwhelming number of service providers ready and
willing to complete tasks; right now we are looking to balance
our supply and demand by appealing to the correct channels and
getting more people to post tasks on our platform. We suspect
once we have received our funding and developed our app, the
Bountly service will be more readily accessible. The second obstacle
we have encountered is the cost of mobile data. People in the
informal sector that we are trying to reach out to and be able to
help are struggling with the fact that mobile data is so expensive,
and this prevents them from wanting to load our website. We
are hoping to find a way of having a large service provider like
Vodacom or Cell C allocate reduced data for our site, in order to
help our cause of helping South Africans gain employment.

Carly Jack

What are some of the risks associated with using this
kind of platform and what provision have you made
to combat these?
Trust and security are major risks for South Africans on a daily basis.
Our collaboration with a leading identity management system hopes
to rule these fears out. Once a user has been through the four-phase
verification process (social media, mobile number, FICA documents,
police clearance), they will receive a blue verification tick on our
system. This indicates that they will be hired before someone who
does not have this, so it is in our user's best interest to go through
the process of obtaining this certification.
Bountly.co launched in Cape Town first and has recently launched in Johannesburg.

Michael Whelehan
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HOW TO FIND THE BEST
SOLUTION TO A PROBLEM
Use this tool when a problem DROPS
onto your desk, and build a solutions
mindset in your employees:

D - Describe the problem
R - Reasons behind it
O - Options to solve it
P - Pros and cons of each
S - Select best option
Source: The Manager's Coaching Toolkit by Dr David Allamby

Tools to keep your
business running efficiently
when working remotely
Working remotely isn't a new phenomenon - over the
years the desire for a better work-life balance has become
increasingly important to the average employee. While
a primary concern for business owners is that if people
aren't in the office, they aren't working, a recent survey
(Capgemini Consulting report) indicated that mobile
workers were clocking around 240 more hours each year
than those who are office bound. Robin Olivier, Managing
Director at Apple Premium Reseller Digicape recommends
the following mobile applications to better facilitate
communication between staff members, particularly within
the context of a more mobile workforce:

▪ PERDOO is an app that assists business when executing
strategies. "Not only does Perdoo promote collaboration
amongst the management team, it also offers a reporting
dashboard to quickly and easily assess the status of rollout," says Olivier.

▪ TRELLO or TEAMWORK are apps that can make

delegation, time management and progress tracking a
breeze.

▪ SLACK provides a platform to house all your team's

communication together, "creating a shared workspace
where conversations are organised accessibly," says Olivier.

▪ OFFICEVIBE is a cloud-based online tool which provides
a real-time overview of company culture. It measures
metrics such as engagement, personal growth, recognition
and satisfaction; offering two-way anonymous feedback
to give staff the confidence to raise issues they otherwise
would not.
14 YOUR BUSINESS | April-May 2018
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ON OUR BOOKSHELF
A quick pick of our top small business reads...
ON ENTREPRENEURSHIP AND
STARTUPS
Harvard Business Review RRP: R325

This is an easily-read 100 page
collection of ideas and best practices
drawn from The Harvard Business
Review (HBR). It succeeds in taking you
on a deep dive into relevant niche topics such as hiring
an entrepreneurial leader, writing a great business
plan and why the lean start-up methodology is
relevant for SMEs. Slanted towards the tech industry,
discussions and case studies include Marc Andreessen
and Reid Hoffman on what's next, Norman Winarsky
on lessons learnt in creating Apple's Siri, advice
for getting Venture Capital, buying your way into
entrepreneurship - and a lot more. A quick, accessible
read which punches above its weight.

ON LEADERSHIP LESSONS FROM
SPORTS
Harvard Business Review RRP: R325

If you thought Manchester United's
legendary Sir Alex Ferguson had a
lot to teach you, you were right. On
Leadership Lessons from Sports takes
the HBR's access to other legends across sporting
codes, soliciting advice and guidance on mostly, how
to win. Many aspects of leadership are universal, and
understanding its effect in a sporting context gives a
valuable perspective on how to apply it to your own
team. Management, innovation, sustaining growth and
teamwork are other focus areas in this easy-to-read
collection of articles.

HARVARD BUSINESS REVIEW
ENTREPRENEUR'S HANDBOOK
RRP: R305

Harvard Business Review
Entrepreneur's Handbook is an
excellent book to learn about
launching and growing your new
business. Starting with preparing for the journey, it
goes on to help you define your enterprise, finance
your business, scale up and look to the future. If you
see an opportunity and create an organisation to
pursue it, you truly are an entrepreneur - and exactly
the type of person this book was written for. A good,
easily-understood book, and one you can come back
to time and again for advice as you grow.

*See p49 & IBC for more...
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Two excellent medium crossovers:

What's your flavour?

clearance and 50/50 4x4 lock to get you
over fairly gnarly routes, but it is not
a hardcore off-roader, although it will
tackle small dunes with aplomb.
The range starts at 2.0 Visia R369 900,
but we drove the 1.6 dci Tekna 4WD at
R457 900.

FORD KUGA

Nissan X-trail

Sports Utility Vehicles (SUVs) and
Crossovers are really the flavour of our
time, and have been virtually the only
segments to show sales growth the last
three years. The difference between
crossovers and SUVs is their ability to
tackle real off-road conditions. SUVs
are more 'jeep' like; crossovers more
like cars but riding higher than a normal
sedan. Most of the cars we call SUVs
are actually crossovers; and so it is with
the two stunning cars we are looking
at this month, both of which have new
models this year.

Wallace du Plessis

The Nissan X-trail and Ford Kuga are
both top-class C-segment size cars
which are styled between a station
wagon and a real off-road vehicle. Both
have decent, but not massive, boot
space; good leg room at the back and
are wide enough to be comfortable for
four adults. It goes without saying that
the performance and safety are both
excellent for these two cars.
These two medium-sized crossovers can
easily replace something like an Audi
A4, BMW 3 Series, VW Golf or Mazda
3. Both manufacturers offer a small
and a medium crossover. In the case
of Nissan it's the Qashqai and X-trail,
and Ford offers the EcoSport and Kuga
respectively.
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NISSAN X-TRAIL
Nissan call it a crossover. No claims to
real SUV ability. I like that, even though
it has arguably more off-tar capability
than many "SUVs". Nissan are the market
leader, X-trail is the number 1 selling
"SUV" in the world, and pioneer in this
segment and it shows.
This new medium Nissan crossover has
a class-leading cabin and dash. Design,
layout, equipment, materials, fit and
finish are all top class in the range,
topping Tekna configuration, which I
tested. If you are looking for a premium
crossover that offers comfort, versatility
and smart technology, look no further. It
is really that good.
I particularly liked the data display in
front of the driver which has seven
different pages which you scroll through
with a button on the multifunction
leather steering wheel. The bigger
display is only used for the maps, setting
your radio and phone up, manoeuvring
and cameras.
The new X-trail is fitted with active trace
control, active ride control; all the latest
braking tech and a lovely suspension
setup. You can even go a little off the
beaten path. The car has 209mm ground

This 'new' Kuga is pleasant to drive
and appears to have exemplary road
manners. Three specification levels are
available, starting off with the valueoriented Ambiente, the mid-level Trend
and the range-topping Titanium. There
is a choice of two petrol engines; the
1.5-litre and 2.0-litre EcoBoost petrol
units, as well as the 2.0-litre TDCi
turbodiesel engine. Depending on
model, there is the option of front-wheel
drive or all-wheel drive models, and
manual or automatic transmissions.
The interior has been improved and is
very pleasant. It has a simple but smart
ambience and feels well put together.
The seats and driving position are very
comfortable and highly adjustable.
Visibility is excellent and together with
the blind spot warning in the mirrors
means you have 360° awareness.
The trip computer display between
the speedometer and rev meter gives
you a very complete picture of the
car's performance. One of the best
on the market. The Kuga has a good
compromise between rear leg room and
boot space. The interior is really well
packaged and has enough space for
four adults.
Quite interesting for owners with
more than one driver is Ford MyKey®
technology which allows you to
programme a key to a restricted driving
mode setting that promotes good habits,
such as seat belt use, limiting vehicle
top speeds, early fuel reminder, a speed
reminder chime at various pre-set

whistles you will expect on a car
costing R100k more. It is a good buy.

Ford Kuga

speeds and decreasing audio volume.
A Driver Assistance Pack is available as
an option on the Trend and Titanium
models. This pack also includes Adaptive
Cruise Control, Blind Spot Information

System (BLIS), Lane Departure Warning
and Lane Keeping Aid, as well as
Advanced Active Park Assist. This new
Kuga is a well handling, nippy, easy to
drive car with most of the bells and

The cheapest Kuga is the 1.5
EcoBoost Ambiente Auto FWD at
R381 900. We drove the 1.5 EcoBoost
Trend Auto FWD at R427 900. Both
cars are loaded with safety gear and
new technology.
The competition to both cars
includes the Mazda CX-5, which is
my favourite in this segment, the VW
Tiguan, Peugeot 3008, Toyota Rav4,
Kia Sportage and Hyundai Tucson.

MAHINDRA PIK UP A REAL WORKHORSE
I drove the original version of the 2.5
diesel Mahindra bakkie a number of years
ago in Johannesburg and thought it was
a capable light workhorse truck. It was
fine to drive and quite comfortable, but
no match for the Japanese competition.
Mahindra have recently launched the new
updated version of their bakkie which they
now call Pik Up.I can really recommend
the new Pik Up for any business, but
particularly if your bakkie will live on
gravel roads and in tough conditions.
Don't be put off by the old-fashioned
military truck looks.
The engine has been impressively updated
and is now a 2.2 litre four-cylinder mHawk
turbodiesel producing 103 kW and 320Nm
through a six-speed gearbox. Pik Up will
also be available with 4x4 transmission
with low range. The entire range of the
Next Generation Mahindra Pik Up are
fitted with a MLD (Mechanical Locking
Differential) as standard. These bakkies
are designed mainly as workhorses and
use their power efficiently so don't worry
about the figures on paper. Performance is
almost nippy for a light truck. But beware
the turning circle is as wide as a Bulawayo
street. I found the fuel consumption to
be very good. Expect around 8 L/100km
in general use and around 9 in town. This
bakkie feels very solid in the way bakkies
used to be built.
The new model has been brought up
to date from a looks perspective to a

Mahindra Pik Up

certain extent, as well as the electronics.
The front and the rear have both been
remodelled. I think it is an improvement.
Mahindra have added safety features like
ABS, EBD, Dual airbags on some models
too as well as auto wipers and intelligent
headlamps. The interior has been
extensively redesigned. Improvements
include a full colour six-inch touch screen
display, remote central locking, cruise
control and the upholstery is in a different
class from before. The cabin is much more
comfortable than the first generation.
The Single Cab Pik Up's are available in
two different specification levels.
The S4 Single Cab 4x2 is available from
R187 995.00 (with an optional service
plan).
The S6 Single Cab 4x2 is available from

R239 995.00 and S6 4x4 from R284 995.00
The Mahindra Pik Up Double Cab S10 4x2
starts from from R324 995.00 and for the
S10 4x4 from R354 995.00.
Good prices.
The pricing includes a 4 Year /120 000 km
Warranty and roadside assistance, and a 5
Year / 90 000 km Service Plan. Services are
at 20 000 km intervals or every 12 months,
whichever comes first.
If it is tough workhorse you need, with a
few luxuries thrown in, look no further.
Wallace du Plessis is the epitome of
a petrol head. He also has a passion
for small business and helping them
turn their dreams into a reality. He has
managed SME publications, worked
in TV and now writes for the web and
Your Business.
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SANHA taking
a stand for
clean, safe
food

PIZZA HUT
on track with
ambitious African
expansion
Pizza Hut's African growth story
continues as the restaurant
chain celebrates the opening of
its 100th store in sub-Saharan
Africa in the historic Ghandi
Square, Johannesburg. A division
of global giant Yum! Brands Inc.,
the pizza franchise entered the
African market three and a half
years ago with its first restaurant
opening in Johannesburg, and
ambitious expansion plans for
the continent.
Pizza Hut restaurants now
trade in 13 sub-Saharan African
countries, with an additional
90 stores in Morocco, Egypt
and Algeria, bringing the total
to 190 across the African
continent. According to the
brand, this aggressive growth
in Africa reflects the untapped
opportunities offered by
emerging markets for the chain,
which already has over 16,700
restaurants in more than 100
countries.
General manager of Pizza Hut
Africa, Ewan Davenport, says,
"We are on track with the
African growth story we started
in September 2014 and we are
hugely proud of our progress. As
we expand our footprint in these
markets, we continue to add and
develop strong local supply chain
partners so that we can bring
our top quality, affordable pizza
to customers in African regions
where pizza is not as prevalent
as elsewhere in the world."
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The recent outbreak of
listeriosis in South Africa made
the front pages of world news,
with the largest food-borne
outbreak ever recorded in
human history. Tragically
it left at least 180 people
dead and about a thousand
cases of infection. Traced to
the manufacturing facilities
of Enterprise and Rainbow
brands of processed meats
in Polokwane and the Free
State respectively, polony was

identified as a definite source
of the bacteria. Other products
such as viennas, Russians,
frankfurters, sausages and cold
meats could also be affected
due to the risk of crosscontamination.
While the South African
National Halaal Authority
(SANHA) has no association
with these factories, the
organisation felt it important
to urge all stakeholders to take
a lesson from this incident
and do everything in their
capacity to strive towards
procuring, preparing and
serving humanity with clean,
wholesome, nutritious food.
"Halaal Dietary Law is an

all-encompassing Divine
regulation which not only
governs the legal status of
permissibility or otherwise of
a food item, but also focuses
on issues of hygiene and
public health safety. Food
items prepared according to
Halaal procedures would be
rendered Haraam (unlawful) if
determined to be hazardous
and injurious to human
health. Halaal is thus an
all-encompassing standard
and cannot be dismissed as a
simple matter of food safety
when lives are lost.
A single death is too many,"
said SANHA spokesperson,
Ebi Lockhat.

VAT increase a headache for unprepared
retailers
If you own a retail outlet,
you no doubt scrambled
to get your price tags
updated for the 1 April
VAT increase from 14%
to 15%. While larger
retailers using electronic
shelf labels could perform
this change quite easily
with electronic systems,
changing every single
price in smaller retailers
still using paper price
tags is no mean feat. The
cost implications of new
labels, not to mention the
extra staff needed to do
the change-over will have
had an impact on small
business.
According to the website
www.thevatlady.co.za,
here are five tips about

the VAT increase:

▪ While prices advertised

are deemed to include
VAT, SARS says they
understand that some
vendors may have
difficulty changing systems
and things. Vendors will
be allowed to advertise
or mark their prices as
excluding VAT, but must
display signs in prominent
places that this is the
case. They are allowed to
do this till the 31st May
2018.

▪ If you submit two

monthly VAT returns and
your VAT return covers
the March/April tax
period, SARS says they
will produce a VAT return
that sees to this problem.
They don't say yet how

it will look, just that
more information will be
communicated.

▪ You may not claim

15% VAT on expenses or
purchases on which 14%
VAT has been charged!
Remember to check your
tax invoices from your
suppliers to ensure they
have charged you the
correct rate of VAT.

▪ If your supplier charges

you 14% VAT after 1 April
2018, then you are only
entitled to claim the 14%
and not recalculate and
claim 15%. So ensure your
suppliers get it right.

▪ You may adjust your

prices to cover the VAT
increase, but SARS doesn't
say that you must.

FranchisingNews

Advertorial

Why you need to build cash
reserves for your franchise
upgrades. Do keep in mind that your
turnover is expected to be lower during
this time due to the inconvenience
caused to customers.

Major revamps
Franchise outlet agreements require
revamps and upgrades of trading spaces
every five to seven years. Therefore, in
addition to monthly maintenance and
repairs, you have to set aside savings to
accommodate major periodic revamps.
These revamps usually entail a full
makeover of the store and can include
everything from new wallpaper or paint
to a complete restructure and expansion
of the store with new equipment. It could
also include new signage to comply with
brand standards and requirements.
Laurette Pienaar

As a franchisee, like most other business
owners, it is of great importance for you
to build up cash reserves and savings
for future projects and unexpected
expenditure. With franchises specifically,
you have to plan for and consider certain
factors when putting those hard-earned
funds away.

Small revamps and repairs
Small in-store revamps and monthly
maintenance payable from monthly
cash generated from your business are
encouraged, and can include replacing
old furniture, buying new equipment, as
well as servicing and repairing existing
equipment.
As a franchisee you need to have a
cashflow that can accommodate these

The cost of a major revamp can vary from
R300 000 to R4,5 million, depending on
the concept and size of the store. Always
remember to take cashflow implications
into consideration for the time that your
store will be closed.

Expansion
Most franchisors encourage multi-store
ownership in the current South African
economic environment. Strategically, this
gives existing franchisees the opportunity
to own, expand and diversify a portfolio
of stores as opposed to owning only
one store. You will, however, have to be
prepared financially with the minimum
required unencumbered funds to open
more stores.
First right of refusal will usually be given
to the closest franchisee in a specific
geographical area. If you do not have the
required funds available, this opportunity

will unfortunately be passed on to the
next qualifying franchisee with the
available funds.
Also remember that the investment
amount of franchise concepts might
increase over time, and are often
influenced by inflation, fluctuation in
commodity prices, the cost of securing a
site, changes in the franchisor structure
or ownership and location-specific
requirements.

Seasonality and predictable
fluctuations
Most franchises experience some form of
seasonality or fluctuation in their trading
throughout the year, which may influence
your cashflow negatively or positively.
Some seasonal periods are easy to
predict, such as school holidays, winter
and summer months, festive seasons,
religious holidays and special events
taking place in your area, and you can
plan in advance.
However, unexpected factors, such as
fickle weather conditions and natural
disasters, can affect your business. This
is why it is important to do research
and to take unexpected fluctuations
into consideration when retaining cash
reserves.
Speak to a Nedbank relationship banker
for advice on innovative savings plans
and to discuss your future requirements
for working capital facilities or required
capital expenditure.
For more information on how Nedbank can assist please
contact Laurette Pienaar, National Franchise Manager,
Nedbank Business Banking. Tel: +27 (0)11 294 2829,
email: franchising@nedbank.co.za.

Nedbank provides flexible, relevant and cost-effective financial packages that take into account your company's
present position and future goals. Lending forms an integral part of business success and Nedbank provides packages
customised to the needs of each franchise concept. These finance packages include funding for new store setups,
financing for resale transactions, financing of multisite franchises, as well as revamps.
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Opportunity over obstacles,
business over barriers
ReichmansCapital is
committed to helping SMEs
get the funding they need to
boost their performance...
Where traditional banks find ways to
say 'no'; ReichmansCapital looks for
ways to say 'yes' to business owners
who need a viable additional source
of funding in order to maximise
growth opportunities and enhance
their assets. "Larger corporate entities
have access to funds, banking lines or
parent companies that can support
them, but SMEs don't have the luxury
of that kind of support; they need a
stable financier to support them" says
Glenda Reynhardt. Delayed payments
from clients has a negative impact on
cash flow and is a risk to the business.
Continuity in supply is broken, and
their credibility is at stake both with
suppliers and clients. Not having
access to cash reserves also puts
business owners on the back foot, and
disqualifies them from benefitting from
early settlement discounts or special
prices. "For example, when dealing with
branded items from overseas, we are
often a season behind, and retailers are
willing to sell a container of end-ofrange items for half price. The items
will move very well in our local market,
but if entrepreneurs don't have the
cash on hand they can't take advantage
of these kinds of offers; while their
competitors may very well be able to."

Filling the gap
ReichmansCapital has a variety of
products on offer to fill the funding
gap, from trade finance through to
asset and equipment finance and
debtor finance, with specific products
in between. "We're not a 'one-sizefits-all' solution, but prefer to structure
funding that suits the client's unique
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Where traditional
banks find ways to say
'no'; ReichmansCapital
looks for ways to say
'yes'.
needs. ReichmansCapital have
successfully facilitated management
buy-outs with combinations of their
products. ReichmansCapital stands
apart from other financiers in that
our consultants have vast business
knowledge and experience to draw
on, and will consult with clients, do a
business analysis, and advise on the
very best combination of products
to take the business forward," says
Reynhardt. "We develop a close
relationship with our clients and they
value the expertise and perspective
that we are able to give them."
ReichmansCapital target SMEs and
understand that lengthy turnaround

times and bureaucracy are not
conducive to efficient operations. They
rely on more than balance sheets when
making decisions and prioritise speed,
responsiveness and innovation when
granting credit. "Ease of transacting
– with a dedicated person to process
payments, and a flat-line structure
which allows for easy access to
decision makers, are some of our trademark characteristics, which have added
to our strong brand and reputation in
the market," says Reynhardt.
Reynhardt says that ReichmansCapital's
role is to channel the enthusiasm that
an entrepreneur possesses in the right
direction, and give them the solid
administrative background on which
to build their growth. "If you're looking
to accelerate your business, make sure
you partner with an institution that
understands your business and with
whom you can work well. This can
make all the difference."
Call +27 11 286 8275 or
visit: www.reichmanscapital.com
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How to get
your business

FUNDING
READY
Here's how to get your
company ready for and
worthy of investment…

You have an earth-shattering business
idea. You're convinced it will stir up the
marketplace. But you can't find a banker,
venture capitalist or angel to invest in the
concept. Who's to blame? The economy,
the legal system, the bankers, the Guptas?
The truth is it's probably your fault for
not presenting funders with a bankable
business; it's your dream in the form of a
gambling proposal.
In the words of Gary Player: "The harder
you work, the luckier you get". To get
"lucky" at raising funds, you have to work
incredibly hard at getting your business
funding ready.

14 Tips to get you started

Here are some simple steps to help you
get your business ready for and worthy
of investment:

1

Write your own business plan

A business plan is not a funding
request. It should outline your strategy,
focus, growth path, key performance
indicators and risk management style.
It is a working document that must
become part of your daily business life.
Appointing someone to write you a
business plan completely mitigates the
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very purpose of the document. That said,
there is nothing wrong with obtaining
expert advice on certain critical areas, in
fact it is a good idea.

2

Show traction

Money follows money, and investors
want to invest in a scalable concept.
So you need to show them how you
plan to grow. Even if you can't sell your
mind-blowing invention as yet, show
business acumen by either selling related
products or by starting the patent
registration process and running market
workshops. They want to see some
kind of evidence that you've got a real
business in the making.

3

Invest in yourself

If you lack financial knowledge, take a
course. If you don't know how to sell, take
a course. Show potential investors that
you are willing to learn what is needed
to make better decisions and build a
successful business.

4

Stay on top of admin

Up-to-date financial records, current
financial statements and personnel
records are all required during the due
diligence process. It's a hurdle many

small business owners fail to clear.
Comprehensive, referenceable records
will not only make the due diligence
quicker and less painful, but they also
show that you are serious about managing
and growing your business. If you don't
respect your business enough to stay on
top of the necessary admin, how can you
expect an investor to take you seriously?

5

Communicate well

Great communication skills are
crucial when introducing your product or
service to the market and encouraging
your clients to purchase. Your ability
to communicate is also a key factor in
gaining the trust of potential investors.
They want to know that you will
communicate all news – good and bad
– honestly and consistently, whether to
them or your customers.

6

Know your market

Your brother-in-law and six braai
buddies may think your idea is earth
shattering, but this a tiny sample – and
they are probably too polite to critique
your concept. Investors require more
than this, they want proof that you have
listened to consumers and have in-depth
knowledge of their needs and wants.

Joining related associations, supplier
groups and going to networking events,
are all great ways of finding out more
about your potential market. Importantly,
you will be required to provide proof that
you have done your market research.

7

Build a team

For a business to grow, you have to
have a strong and dynamic team. Illustrate
your ability to build teams, even if it was
in past businesses. If you are pre-funding,
develop a personal profile that shows
the behavioural traits of the next line
of recruitment, details your induction
processes, and shows the investor that
you can build and lead a strong team.

8

Establish a board

All corporates have boards. Why?
Because as a business owner you can't
be everything to everyone. You need
strong people to advise and assist
you. If your company is too small for a

Doing all the hard
yards to present your
business in its best
possible light, as well
as staying humble, will
go a long way towards
getting you the funding
you need.
board, establish a team of advisors who
can assist you during once a month or
quarterly strategy meetings. A typical
advisory board would consist of your
accountant, your attorney, a business
mentor (someone with experience in the
industry) and business coach. Although
the exact make-up will depend on your
industry and exact requirements.

9

Know your real capital
requirements

Don't make the mistake of expecting
your fund to figure out your real capital
requirement. An over-funded business
will struggle to repay its investors, and
an under-funded business will constantly
need capital and run short. Understanding
your real capital requirement to move to
the next phase is crucial.

10

Fund only the necessities

Investors aren't there to fund
your lifestyle, or your need to keep up
with the Jones's. Don't plan to buy a
factory, when you can rent one. Don't
ask for funding for a new Navara when
a demo NP 300 would do. Don't include
massive salaries for you, your wife and
the family dog. You need to demonstrate
the ability to utilise your investors'
capital frugally and effectively. A penny
saved is a penny earnt.
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11

Identify appropriate funders

Apply to the funders based on
your financial requirements, and make
sure you understand all the different
types of funding that is available. Don't
approach short-term funders for when
you want to buy equipment; apply for
the appropriate funding product for the
requirement. At the end of the day you
may need to apply to more than one
funder to meet your requirements.

12

Understand your financials

Funders will expect you to be able
to defend your financial assumptions and
answer basic financial questions. So, be
sure that you understand your financials
and your forecasting assumptions.
Prepare to be interrogated. Understand
margins, break-even figures, mark-ups,
and the difference between a balance
sheet and income statement. Also
demonstrate a firm understanding of
your sales cycles and industry cycles, and
include these in your financials.

13

Show where the money is going

Show the investor what you
intend to do with the capital and how it
will fuel your growth. You should also be
able to explain how previous capital was
spent and how it has taken the business
to its current level.

14

Make yourself bankable

Start by making yourself bankable
if you want to get the nod from investors
and grow your business.

No competition? Not possible!

The three statements below are sure to
scupper any funding deal you have on
the go:

product/service or business has
▪noMy
competition. All this statement proves

is that you haven't carried out in-depth
market research, and no investor will fund
an entrepreneur who hasn't done the
necessary legwork.

▪ These figures are conservative. They

aren't. You probably sat and engineered
your financials until you thought they
looked good, and then told yourself that
they were conservative.

market info. "In Pretoria
▪EastTop-down
alone there are over 100 000 people

that braai. So, if only 5% buy my widget,
we can all retire." The only thing this
statement proves is that you haven't done
your market research.
Doing all the hard yards to present your
business in its best possible light, as
well as staying humble, will go a long
way towards getting you the funding
you need. It's a slog, but it'll be worth it.
Good luck!
John Fogwell is an expert in international
corporate structuring and Pan-African
business development. With over ten years
of in-the-trenches experience and over
30 successfully launched ventures,
Fogwell is fast becoming known as the
undisputed expert on African business
and offshore business development.
Email: john@fogwell.co.za.

HOW DID YOU GET FUNDING-READY?
We posed this question to two entrepreneurs who were category winners in last year's
Entrepreneur of the Year competition...

ITUMELENG PHAKE,
Founder of Zenzele Fitness Group

SIZWE NZIMA AND SIRAAJ ADAMS,
Founders of Iyeza Health

"I put together an extensive
market intelligence document as
well as an acquisition and strategy
plan, together with a business
plan. I had no background in
my industry but my funders
were willing to back me as an
entrepreneur, because of the
execution plan I had put together.

"In our first year we prepared
several business plans and
presentations, but no one wanted
to fund a township logistics
business. We bootstrapped that
year until in our second year we
landed material contracts that
generated revenue. We realised
that being able to show that we

To date I have been able to raise
over R20 million for the business.
Entrepreneurs need to know that
having a great idea is important
but not critical. What is critical is
having the ability to show your
potential funders a sound route
to roll out your business."
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had clients was the best way to
project our credibility to investors.
We recommend that
entrepreneurs looking to
fund their businesses join an
accelerator, and gain market
access as quickly as they can,
to cement their authenticity."
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Are you a responsible borrower?

When you hit a
speed bump in your
business, or you want
to take advantage of an
opportunity to grow, it's
common to reach out to
friends, family, banks and
alternative funders to
get hold of the funds you
need. The problem there
is that the institution
you're borrowing from
doesn't always act in

the customer's best
interests – are they
ensuring affordability,
transparency of terms
and conditions, and
supporting you in
what you want to
achieve? While a
perfectly responsible
lending sector is
ideal, it is also critical for
you, as the borrower, to
understand that you are
clear on the details of the
loan that you are taking
out. Here are some do's
and don'ts:
Don't engage in
stacking – this means
taking on more than one
short-term lender. Having
several loans open with

▪

a number of lenders can
cause a business's demise
instead of their prosperity.
Do be honest with
yourself and ask yourself
if your business can afford
the repayments, especially
if income fluctuates.
Do find out if the
interest rates are fixed,
and if not, what will
happen to your business if
they increase over time.
Don't engage with
a lender who is not
interested in your
business plan, or
developing a customer
relationship with you.
A responsible lender will
look to take on an adviser
role in your business.

▪
▪

Know your
financing terms

▪

When you're looking for the right finance
to fill your funding gap, you'll need to
navigate the jargon out there too. Here
are some of the types of funding and what
they refer to:

Association established to encourage
transparent lending
The South African SME Finance
Association has been set up to promote
good lending practice in the unregulated
SME Finance Sector. The association
was launched given the rapid growth
of the SME Funding Marketplace in
South Africa, in order to create industry
standards to ensure SME customers are
fairly treated and the reputation and
sustainability of the sector maintained.
SASFA welcomes applications from
all SME finance providers, including
regulated entities within the South
African banking sector, to become
members and stand together in the
adherence of roles and responsibilities
to protect customers and prevent the
industry from falling into the same traps
as micro-lenders.
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"It will put pressure on less scrupulous
players to provide a fair and transparent
product to SMEs," says Trevor Gosling,
CEO of Lulalend, a founding member
of SASFA, together with Karl Westvig
of Retail Capital and Dov Girnun of
Merchant Capital. "One of the challenges
in this industry is that there are low
barriers to entry and it can be a high
margin business," says Westvig. "It is also
a fairly unregulated industry as deals fall
outside the National Credit Regulations."
Dov Girnun notes the importance of
having best practice guidelines "on
pricing, disclosure, risk assessment and
collection, amongst other things."
Web: www.sasfa.co.za

Trade finance: These are flexible, short-

term borrowing facilities, linked to specific
import or export transactions. They
are available for firms regardless of the
method they use to trade, whether open
account, collections or documentary credit
basis.

Asset & equipment finance: This is

funding to help companies invest in capital
equipment, in order to increase their
production capacity.

Debtor finance: This is an umbrella

term used to describe a process to fund
a business using its accounts receivable
ledger as collateral.

Asset-based lending: This is a business

loan secured by collateral (assets). The
asset-based loan, or line of credit, is
secured by inventory, accounts receivable,
equipment, and/or other balance-sheet
assets.

Specialised growth funding: This can

be a medium-term loan, repaid in fixed
monthly instalments, that is a viable
alternative to equity funding for specific
projects.
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A boost for your business
when you need it most
Merchant Capital helps entrepreneurs achieve
smooth cash flow cycles, in good times and bad...
"Take advantage of the current optimism
and positive sentiment in South Africa,"
says Dov Girnun, Founder and CEO of
Merchant Capital, when asked for advice
for entrepreneurs looking to set up a
retail outlet in 2018. "Ensure that you
have sufficiently researched your target
market, competition, margins, regulation
etc and develop a product offering that
is unique, and also scalable." Of course,
every business owner, both aspiring and
current, knows that any future business
growth requires upfront investment, and
that is the gap that Merchant Capital
seeks to fill with its business funding
product. They're there to help when
business owners of retail outlets get
presented with certain opportunities that
typically require disposable cash. "Some
examples would be a supplier offering a
discount on goods for a limited period of
time or another location or franchising
opportunity becoming available at a good
price. Conversely, as in life, unforeseen
emergencies occur such as fire or flood
in the retail store, a key staff member
becoming sick or a new competitor
setting up shop down the road. As with
the opportunities, these emergencies
can only be dealt with by having cash on
hand," says Girnun.
Furthermore, most retail businesses
typically encounter some form of
seasonality in their business cycle,
whether it's a business that is busy in
summer and quiet in winter, operating
out of a shopping centre undergoing a
renovation, a franchisee having to do
a refurbishment as part of its franchise
agreement and so on, explains Girnun.
"This seasonality has a significant effect
on the business turnover resulting in
volatile cash flow. The problem comes in
during the months when their turnover
is down and the business still has the

same fixed expenses
that they need to pay;
rent, staff salaries,
loan repayments and
insurance premiums etc."

An easier way to pay
The Merchant Capital
offering is specifically
designed to make the
application process as
quick and simple as
possible (approval and
funding in 2 working days)
but more importantly, the
unique Pay as You Trade
collection mechanism,
collects directly in line
with future turnover. So,
when turnover is slow, the
repayments to Merchant
capital reduce and when
business picks up, the
repayments increase.

Take advantage
of the current
optimism and positive
sentiment in South
Africa.
Merchant capital does not charge an
interest rate but rather agrees a fixed
cost to access the funds which is agreed
upfront and remains fixed over the
period. Consequently, there is no fixed
repayment term and the upfront fixed
fee remains the same irrespective of the
term. "The price of the Merchant Capital
product is comparable to unsecured
loans offered by the larger financial
institutions," says Girnun.

Dov Girnun,
Founder and CEO,
Merchant Capital

While the company has been intensely
focused on getting this alternative
funding solution into the hands of the
people who need it most, this year they
are also looking at adjacent products
where the repayments are in line with
turnover, in order to smooth the cash
flow issues faced by the majority of
business owners. "One such product is a
small business insurance product where
Merchant Capital has partnered up with
Hollard and First Equity to offer a product
called Hollard Merchant Insurance
("HMI"). Similar to the fluctuating cash
advance repayments, the HMI product
facilitates premium repayments in line
with how the business trades. Watch
this space for more!" ends Girnun.
Call 0861 6227 4825, email:
info@merchantcapital.co.za or visit:
www.merchantcapital.co.za
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Keep it flowing
It's imperative to prioritise cash in your business.
Read on for some tips on how to better manage
this crucial element…
Cash flow is one of the major concerns
that keeps small business owners awake
at night. Indeed, few would argue that
having a good cash flow is the very
lifeblood needed to keep a business
going; and that without it, it won't be long
before the enterprise withers and dies.
WHAT MAKES CASH FLOW?
There are four components that make
up the cash "inflow" to your business.
These include the sales of products and
services, loans or credit card proceeds
(either that have been borrowed by the
business or in a personal capacity; as
well as money owed by debtors), asset
sales (vehicles, computers etc) and
dividends paid by owner investments. On
the flipside of this are the amounts that
cause cash to flow out of the business
– business expenditures (day-to-day
running costs, salaries etc), loan or credit
card payments, asset purchases and
owner withdrawals (taken out of the
business for personal use). Cash flow also
fits into three main categories – operating
(sales and expenses), investing (assets
bought and sold) and financing (loans and
withdrawals).
Understanding where and how your cash
flow takes place will give you a good
indication of how healthy your business
is. For example, most of the money that
you generate should be from the sale
of your product or service – if it's from
investing or financing, alarm bells should
sound that your business is not in a
sustainable situation.
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KEEP IT HEALTHY
To get a good handle on your business's
cash flow, you need to have a "real-time"
grasp of where things are at – you cannot
simply wait till month-end to realise you
are out of cash; cash flow management
needs to be proactive rather than
reactive. A simple way to do this is to
use an accounting package to generate
a cash flow statement for you. Cash
flow projections are essential in order to
help you understand the way your cash
operates – what times of the month
will be "cash crunch" times and what
expenses need to be paid before then.
Knowing where your money is coming in
from and where your money is going out
is key to controlling your cash flow.
Once you've ascertained this pattern,
you can institute principles that will help
make provision for a healthy flow. These
might include:

▪ Matching debtor and creditor terms

Ideally, you'll be able to structure your
debtor and creditor terms in such a way
that cash is collected from debtors before
creditors are due to be paid. It is also
favourable to negotiate short payment

terms with your debtors (get the cash
in as quickly as you can) and longer
payment terms with your creditors (hold
on to the cash for as long as you can).

▪ Manage your clients

Considering the set-up above, when
you take on a big client you need to
check that they will be in a position to
pay you in the way that you need to be
paid. Check out their payment track
record and make sure that they are clear
on when and how you need to be paid –
for example, getting an electronic funds
transfer is quicker than waiting for that
cheque in the post.

▪ Consider a deposit or down payment
You can cushion the effects of a late/
uncertain payment by requesting an
upfront deposit from clients. It will
also help you to cover critical initial
expenses without having to rely on
working capital finance.

▪ Consider debtor finance

This financing option meets the needs
of businesses that need to free up
cash but don't want a traditional credit
facility. It essentially gives access to
funds against invoices that are yet to be
paid. This is a popular financing option
overseas but is still immature in the
South African market.
It's clear that keeping the cash flowing
in your business relies more on tenacity
and diligence than on rocket science.
Once you understand how the cash
works in your business, you can make
provision for the flows and manage it
to avoid a cash-dry situation. A lot of
cash flow management comes down
to speeding up your cash collection.
Do whatever it takes –write down your
terms from the start, invoice early, follow
up quickly and consistently, make it easy
for people to pay you – to get the cash in
as quickly as you can. Good luck!
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The cash your business needs, now
Retail Capital offers a flexible,
accessible and convenient solution
to boost your business growth...
"Small businesses tend to not have
deep entrenched structures built into
their operations; they often work from
month to month and do not have cash
reserves to deal with unanticipated
expenses or seasonal fluctuations in their
business," says CEO of Retail Capital,
Karl Westvig. "What's more, they don't
tend to have assets that they can easily
sell, or expenses that they can easily
cut, so it can be fairly tough managing
unpredictable cash flow cycles. Traditional
financial institutions are not an option as
they offer secured lending products, so
when SME owners have shortfalls they
rely on friends and family for help."
In response to this funding gap, Retail
Capital launched into the market in 2011,
with a cash advance product, which allows

business owners to access
that the business owners
funding lines against their
that we deal with are
future cash flows. As a
commercially savvy and
solution to many of the
are using the investment
challenges entrepreneurs
to fund significant growth.
face when they don't
They are expanding to new
have the upfront capital
sites, or refurbishing and
to assist them with their
revamping their restaurant
business operations like
or retail store. We see up
the purchasing of stock,
to a 20% improvement
repairing equipment or
in turnover as a result of
renovating their stores;
freshening up the interior
Retail Capital grows
and facade of an outlet.
Karl Westvig, CEO, Retail Capital
businesses through
Even if a business could
partnerships and funding.
access traditional funding,
"We don't require security, but look at your the delay would mean they would miss out
trading history and make a decision based
on significant opportunities, especially over
on that. As the amount of information
seasonal booms."
required is minimal, the turnaround is very
quick at within five days," says Westvig.
If you're looking to boost your business's
"We consult with all our prospective clients performance, contact Retail Capital,
and ensure that the return-on-investment
who have advanced over R1.2 billion
will be worthwhile; if your business won't
to thousands of businesses including
profit from the funding, we don't advise
restaurants, retailers, beauty spas and
taking the cash advance. We find though,
medical practitioners.
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Enabling an environment
for SME

SUCCESS
Through providing a
comprehensive offering of
outsourced services and solutions,
the Innovative Solutions Group™
is able to ensure that businesses
reach their full potential...
Arnoux Maré had been employed in the
corporate environment for many years,
and noticed that HR departments across
the board shared similar problems. While
these large companies had human capital
specialists on hand to deal with these
complexities, he realised that the same could
not be said for SMEs. This gap – between
expertise and resources – is what the now
8000-staff strong, R780 million turnover
Innovative Solutions Group™, seeks to fill
on a daily basis, across a broad spectrum of
company functions.

AN EXPANDING ENTERPRISE
Maré took on the challenges he saw in
the human resources realm by becoming
a South African labour law expert, and
consulting to clients on cases that had
been taken to the CCMA. Within a year
his workload had mushroomed to include
services to companies in the areas of fair
labour practices, labour legislation and
industrial relations, and led to the start-up of
Innovative Solution Group's first subsidiary,
Innovative Staffing Solutions, in 2013. More
subsidiaries followed, so that now the group
is able to offer a "one-stop shop" for business
owners to outsource various functions of
their business; with Innovative Accounting
Solutions, Innovative BEE Solutions and
Innovative PPE (Personal Protective
Equipment) Solutions complementing the
offering into a full turnkey service.
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Arnoux Maré, CEO,
Innovative Solutions Group™

"The basis of our group is the idea
that outsourcing is the key to business
success. For instance, why should a
firm of lawyers be occupying their time
employing cleaners, security guards, IT
technicians and secretaries or spending
excessive hours on balancing their
books when they should be maximising
consulting hours at a far higher rate of
revenue? The same principle applies in
almost every sector of our economy,"
says Maré.
"We believe that business owners and
entrepreneurs should have trustworthy
service providers who act as their proxy,
assuming the same level of responsibility
and accountability as the company itself
would had it been providing the service.
We have grown rapidly both organically
and through acquisition by seeking out
individuals and companies who share the

While many companies say that their
employees are their greatest asset,
Innovative Solutions Group™ would say
that while great employees are certainly
a business's greatest asset, staff can also
be a greatest liability. Employees not only
bring with them their skills and abilities
but can sometimes also offer unforeseen
complications, says Maré. The challenge
of management is to translate those
competences into increased workforce
production. "You may have the most
advanced business technology, services or
goods but these will only be as effective
as the weakest link in your workforce.
Even companies with a track record of
success can suffer stagnation at the hands
of incompetent staff. Only a business
with a motivated, flexible, capable and
satisfied workforce is properly equipped
to deal with the forever increasing
competitiveness of the markets."

dealing with staff impediments," says Maré.
We understand the industry is all about
relationships that can become the
foundation for successful partnerships
– internally and externally. We can
proudly say that we are trusted by our
staff, our clients, organised labour and
our suppliers. We have highly-trained
Contract Managers who are on call
24-hours a day, seven days a week. Your
business is as important to us as it is to
you so we don't keep office hours. We
continuously strive for improvement
on targets and exceeding clients and
employees' expectations. While the
industry standard is that an employee
query be resolved within five days,
we insist on doing so within 24 hours.
We believe that a happy workforce is
a productive one, which makes for an
equally happy client."

We believe that business owners and entrepreneurs should
have trustworthy service providers who act as their proxy,
assuming the same level of responsibility and accountability as
the company itself would had it been providing the service.
same vision. Such entrepreneurs have
the guts, instinct and entrepreneurship
to start their own business. With
resources to their disposal, our
expanding group of companies have
found that they can experience faster
growth, while simultaneously providing
Innovative Solutions Group™ with a
broader portfolio of offerings tailormade to suit each client. A single word
describes all our subsidiaries and the
quality which distinguishes us from our
competitors – passion."

Today's SME landscape is a competitive
and dynamic environment that demands
diligence and wit, and success is
dependent on a stable, skilled, dedicated
and productive workforce. For many
companies looking to boost their
competitive edge and to consolidate
costs, outsourcing has become a reality. In
South Africa, where many industries are
affected by a workforce mostly driven by
organised labour, outsourcing can become
one of the best survival strategies in their
business toolkits.

YOUR GREATEST ASSET –
AND LIABILITY

FREED UP TO FOCUS

Maré's word to entrepreneurs on what
has helped his company achieve its
phenomenal growth is exactly this –
happy clients equal success. "One just
needs to ensure that you are the service
provider of choice through impeccable
client service and service delivery.
Remember that your success is not tied
to the current economic climate. We have
managed to thrive amid very tough times,
and all the challenges we've faced have
in fact led to unexpected opportunities.
If you're serious about business growth,
don't dwell on problems, but look for
solutions, and be sure to capitalise on the
right moment when it presents itself."

"Outsourcing your work force needs to
Innovative Staffing Solutions, allows you
to free yourself and your company from all
the administrative clutter, leaving you to
focus on your core business, rather than

To find out how Innovative Solutions™
Group can assist your business reach its
full potential, call 012 0100 414 or visit
www.innovative-group.co.za.

Maré goes on to explain that when
dissecting the fundamentals of a
company, the financial and human
resource pillars of the business are
the backbone of most organisations.
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What your business does
vs why it matters
What matters to your customers should become the heart of what matters
to your business...
What does your business do? That's an
easy question to answer. It invests money
on behalf of clients. It manufactures
kitchen cupboards. It is a bakery. But why
does it matter? That's a more difficult
question to answer. For two reasons, as
far as I can tell. Firstly, it means putting
yourself in your customer's shoes and
experiencing the world from his or her
point of view. For the first time, you must
look at what you do from a different
perspective. You must imagine being the
receiver and user of what you do. Why is
your product important? What difference
does it make in a person's life?

Mark Varder

Secondly, it is surprisingly difficult for
human beings to put their finger on why a
product matters to them. What role does it
play in their life? Why does it matter? Any
reason beyond the most superficial is hard
to bring to the surface. Take an example.
Old Mutual. We know what Old Mutual
does. It invests people's money. It provides
a comprehensive list of financial services.
But why does Old Mutual matter to my
nephew? Is it because of its 173 years of
experience? Is it because the company is
solid and reputable – and when it comes
to handing over his money those qualities
matter a great deal? Or is it because
investing with Old Mutual makes him feel
that he is being responsible? Or does it
make him feel proud that he's stepped up
to the mark and he's associated with one
of the most respectable institutions in the
history of South Africa?
Quality, pricing, efficiencies, innovation,
distribution – the intrinsic properties of
what a business like Old Mutual does –
are of course essential. But with those
factors in place and constantly improved,
why the business matters to millennials
like my nephew will determine its
fortunes. The more it matters, the more
they will value the business.
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But mattering to people runs deeper.
Why you matter – and why you could
matter a whole lot more – is a crucial
understanding.
The answer will form the core of your
strategy. The answer will explain –
to anyone who cares to ask, from
employees to investors to managers –
how and why your business is valuable.
And the answer will animate and guide
everything you do.

Write it down.
You know what your business does –
that's the easy part. But it's not enough
to have a vague idea of why your
business matters. You need a thorough
understanding.

Why does
your business matter?
The answer will:

▪ Form the core of your
strategy

▪ Explain to anyone who cares
to ask – from employees to
investors to management –
how and why your business is
valuable

▪ Animate and guide
everything you do.

The more you matter to your
customers, the more they
will value your business.
You need to write down the answer.
Writing down that seven or eightword sentence, in simple English, on
a whiteboard, will not be easy. It will
require re-visiting far more often than
you thought possible. The exercise
will take you on a journey – often a
frustrating one – that could well open
your eyes, make you reassess your
strategy and re-focus that simple thing:
what you do. At the very least, it will
create the foundation from which you
market yourselves. Quite possibly,

you will need an outside perspective.
Someone who will know when you are
on the right track and when you have
wandered into the woods. You know,
someone like me.

Mark Varder is a brand strategy
consultant and has worked with
companies of all shapes and sizes
from Miller's Company to SABMiller.
He is the co-founder of the consultancy
Varder Hulsbosch.
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Tuning into the essence
of INNOVATION

Simplify, keep your eye on your target market, use the resources
that you have and stay ready to execute.

Amantle Mokubung

Innovation has become one of the most
misused words in corporate and business
environments. Count yourself lucky if
you miss a mention of the word in the
space of 24 hours. However, should you
decide to take a rain check on applying
it in your business, you might be out
of business soon. Often, the idea of
innovating can be daunting and bring
about the pressure of creating something
out of the ordinary that does not
necessarily complement your strategy,
let alone address your customers'
ever-changing needs. By revisiting the
meaning of the word innovation, you
will be reminded that it simply means
"a new method, idea or product" – here
are some ways to power that up to
create ideas that deliver value to your
customers and are connected to profit.

1Simplify

With the rise of minimalism - a
simplified lifestyle that is time rich and
experience-driven - comes the hunger
for brands that help support this type
of thinking through simplicity, leaving
customers with more time to focus on
other things. Innovation can simply mean
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simplifying – being clear, human and
useful to your customers. According to
the 2017 Global Brand Simplicity Index,
over 60% of consumers are willing to
pay more for simpler experiences and
are more likely to recommend them. You
want to be part of the list. Find ways to
simplify your company's way of doing
things internally and of servicing your
customers. You could find that while you
have the best product range on offer,
your prospects find it draining and time
consuming to complete what could be a
simple form on your website.
When last did you review your company's
customer journey? While designing your
processes, put yourself in the shoes of
your customers – starting from their first
line enquiry, right through to invoicing
and experiencing your total offering. A
lot of start-ups go the route of handling
enquiries digitally without the stress
of having one person inundated with
calls. For a second, it is reasonable
until customers are stuck with the
frustration of not having the option to
urgently change their personal details
online (because life happens) and no
call centre agent to reach out to for

assistance. Not to mention the autoreply that let's them know that "we will
be in contact with you within 24 hours".
In the age of m-commerce (mobile
commerce), 24 hours feels like a month
and your competitor is always a click
away, waiting for you to drop the ball.
I recently experienced the frustration
that comes with this and felt like pulling
my imaginable hair out of my bald head
when an online store's courier company
attempted to deliver my parcel to my
home address while I was at work for
two days in a row. Twitter ultimately
became my saving grace. So if you choose
to go the route of solely servicing your
customers online, the expectation is that
you reply to enquiries timeously.

more than just a
2It's
month-end report

Find meaning in your employees' stack
of month-end reports. Disclaimer: I'm
not trying to win your team's hearts, I
promise. If you are not as dedicated to
engaging with your team on their monthly
reports as you are to reminding them of
the submission deadline, this could be the
best time for you to start working on it.

response to trends, but it will also help
eliminate the dependency on a one or
a few people within the organisation
to release stats as and when required.
In addition to this, the dashboard will
minimise the margin for human error
when compiling the analytics reports
that you depend on to direct the
business' next major move.

Build and nurture
3
a cross-functional
innovation team

You hired the cream of the crop to be part
of your team; now make the effort and
the time to analyse their submission and
start taking note of what works within the
business and what needs to be reviewed
and fine-tuned, then implement.
Depending on your company culture, that
might be their only opportunity for them
to provide you with in-depth feedback,
recommendations and the insights that the
business requires to move up. The magic
lies in real-time reporting and the speed
of your response through implementation.
With a handful of multi-skilled employees,
team bonds are stronger and individuals
are more open to stretching themselves
professionally. The cherry on top is having
shorter approval processes as compared to
larger organisations.
Encourage your teams to keep their finger
on the pulse when it comes to real-time
reporting tools and their updates and
upgrades. You cannot afford to wait for a
30-day cycle for you to be able to identify
low-hanging fruit for profit. Start building a
dashboard that will help key stakeholders
gain access to critical company stats 24/7.
Not only will this accelerate the speed of

Over the past couple of months,
technology has given organisations a
wake-up call which has seen marketing
teams become the new innovation
hub in companies. While we were
previously seen as merely crafting
marketing communication, the rise
of sophistication in our marketing
performance tools has elevated us to
become the source of many answers
that companies need to incorporate
market disruption into their growth
strategies. Bless technology!
Be careful not to leave this entirely
to your marketing team. Instead,
establish an innovation hub within the
business. Bring on board champions
from different teams to provide you
with a wealth of knowledge and
insights from across the business.
The platform will not only help
promote team cohesion, but will also
enable members to exchange ideas,
unlock the resources that they can
tap into and bring forward the new
ideas that their respective teams have
had on hold for a while. Soon, you'll
have change agents actively helping
you cultivate a culture of innovation
and an enabling environment for
people to thrive.

Amantle Mokubung,
Marketing Strategist.
Website: www.amantle.co.za
Twitter: @Amantle_

MANAGEMENT

How to convert employees
into INTRAPRENEURS

Steve Reid

A culture of intrapreneurship means an empowered workforce that is ready to step up
and help grow your business. And, who wouldn't want that?
"Intrapreneurs" – employees who are
constantly looking for ways to make
improvements, introduce new initiatives
or change the way a company works
– are important to have alongside you
when building a successful business.
Indeed, studies have shown that
intrapreneurial companies outperform
non-intrapreneurial companies in critical
areas, like sales growth, profitability and
market share. It's clear that if you want
to keep on growing and innovating,
you'll need to encourage a culture of
intrapreneurship in your business.
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WHY ENCOURAGE
INTRAPRENEURSHIP?
Employee engagement levels have hardly
moved in almost two decades. Research
company Gallup, which has been tracking
employee engagement since 2000, says
that while there have been some slight
ebbs and flows, "less than one-third of US
employees have been engaged in their jobs
and workplaces during these 17 years".
These employees have direct contact
with your customers, competitors and

stakeholders. And, are often bestpositioned to assess what's really going
on at the coalface and how to respond in
order to improve results. By encouraging
intrapreneurial thinking in your company,
you can empower your people to actively
pursue those ideas with the highest
potential of adding real value to the
bottom line.
Consumers can be great advocates of
brands they love, but you can't buy that
loyalty. You have to earn it by being
transparent and caring. Consider these four

The economic landscape is continuously
changing. Many large and established
companies are trying to adapt to this new
context by embracing intrapreneurship in
various ways within their organisations.
They are leveraging the creativity and
passion of their people, because they
understand they have to be more flexible
and agile to stay competitive. There's no
reason that you as the owner of a small
business can't do the same.

HOW TO ENCOURAGE
ENTREPRENEURIAL THINKING
The following are five easy ways that
you can empower your employees to
act like entrepreneurs and create an
entrepreneurial culture in your company.

1
truths about service from Karl Albrecht,
author of The Only Thing that Matters:

▪ Today's consumers are more educated,
sophisticated, demanding, and less
tolerant than ever before.

▪ Customers are no longer "wowed" by

the basic levels of service – the basics are
the minimum; what you promised them.
That's why you must be moving toward
the kind of astonishment that builds
lifetime customer loyalty.

▪ We have to earn the right to do

business with our customers over
and over again. Every day is another
opportunity to reinforce the relationship
we have with them.

▪ The way you treat your people and the

way they treat each other, is the way they
will eventually treat the customer. You
can't do service well externally over the
long-haul until you first learn how to do
service well internally.
Consumers want to see tangible action,
and intrapreneurship is the best way to
deliver on that expectation.

BUILD PASSION. Entrepreneurs are
passionate about their work, which is
the key to success and fulfilment in any
field or position. If an employee lacks
passion in what they're doing, consider
how you can help them discover what
they are truly passionate about. By
identifying their strengths and those
activities that make them come alive,
they can slowly demonstrate those areas
where they will add most value. This may
open new opportunities they have not yet
considered.

2

PROVIDE LEARNING
OPPORTUNITIES. Entrepreneurs
take advantage of every resource and
opportunity to learn something new,
brainstorm ideas, and get comfortable
with the unfamiliar. They then leverage
that collective knowledge into new ideas.
In your business, create opportunities for
employees to learn new skills and move
outside their comfort zones. Think how
you can encourage personal growth, or
improve interpersonal skills, critical and
creative thinking, and practical skills.

3

FOCUS ON WHAT SETS THEM
APART. Entrepreneurs focus on the
things that set them – and their products
– apart. Encourage your employees
to highlight the things that they do
differently and better than anyone else.
Encourage them to share this knowledge
as a learning opportunity for their peers.

4

ENCOURAGE OWNERSHIP. At the
Centre for Entrepreneurship (CfE)
at False Bay TVET College, selection for
entrepreneurial competencies is key. One
of the factors we look for is a high inner
"locus of control". This is the amount of
control you believe you have over what
happens in your life. An external locus –
the kind where the world is against you
– is a common fault among unsuccessful
business owners. These people are more
likely to blame employees and colleagues,
or chalk their failures up to bad luck. They
see success as something that is outside
their control, and don't acknowledge
their role in mistakes made. An internal
locus is when you take ownership of your
business failures and learn from them. As
a result, you learn to adapt and how to
avoid mistakes in the future. Only one of
those mentalities works in business.

5

LET THEM TAKE RISKS.
Entrepreneurs know business
ownership is all about risk. There are
no rules when it comes to building a
business and there are no guarantees
of success. Allow your employees to
propose and take smart risks in their
various business areas. Share how
you have taken risks in growing your
business. Acknowledge that failure
will happen, and that often the biggest
lessons of all come from these failures.
By encouraging your employees to
become intrapreneurs, you'll enable
them to start reaching their full career
potential. And don't be surprised, or
despondent, if they start dreaming
about starting their own businesses,
and taking the next step to become
entrepreneurs in their own right.
We're building our economy one small
business at a time, and mentoring
the right mindset in people makes an
invaluable contribution.
Steve Reid has been involved in
business coaching for the past 15
years with four years dedicated to the
establishment of a successful business
incubator in Port Elizabeth. He opened
a Centre for Entrepreneurship for False
Bay College in 2015; with a Rapid
Incubator Hub launched in 2016.
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Power to the people

THABANG LEGOKO of Lehoko Energy tells us what it's taken to build a business
that aims to employ at least 200 of South Africa's youth in five years...
"Our mission was to establish a dynamic
new role-player within this competitive
environment, servicing the SOEs, marines,
mines and multinational conglomerates
across Sub-Saharan Africa. We saw vast
opportunities in the private and public
sector, along with a lack of young, black,
previously disadvantaged entrepreneurs in
mainstream business," explains Legoko.

A fresh start

It is during our
failure that we
discover our true
desire for success.
It's about just
taking the first
step with faith, and
remembering that
the way you think
creates a reality for
yourself.
Thabang Legoko,
CEO and Founder, Lehoko Energy

Patience, focus and willingness

are the ingredients that Thabang
Legoko, CEO and founder of Lehoko
Energy, believe have helped him to
build up a multi-national corporation
within the traditionally monopolised
petroleum wholesale environment.
Lehoko Energy, a division of Lehoko
Holding, was established in 2015 and
is aimed at become South Africa's most
preferred licensed wholesale supplier of
petroleum products.
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Legoko himself is no stranger to
disadvantage, and experienced first-hand
the challenges of working for his father as
a taxi driver, and then having to drop out
of school when his father passed away
and he could no longer afford to pay his
fees. "I was made to believe that I was no
good and would never achieve anything
in life," he says. "That's when I decided
to re-locate from Duduza, Ekurhuleni
where I was born and raised to stay at
a backroom in Davyton with nothing – I
couldn't even get employment because I
was blacklisted for my unpaid school fees.
I took some of the advice I now pass on to
other young people struggling; and made
the decision to create my own way, to stop
complaining, be positive and just make it
happen. I started afresh and set up my first
business of hiring out tents and chairs."
Legoko admits that becoming an
entrepreneur without any business
knowledge, experience, funding or
understanding of the market was no easy
task, but through the difficulties and by
working with different people every day,
he developed a perseverance which is
what kept him going. "It is during our
failure that we discover our true desire for
success. It's about just taking the first step
with faith, and remembering that the way
you think creates a reality for yourself."

World-class products and
services
Legoko's reality is now a 9-person
strong team, offering a wide range of
comprehensive petroleum products
namely; diesel, petrol, aviation gasoline,
liquefied petroleum Gas, Paraffin and oil.

"We combine the best of our client's
industry-specific needs with our years
of entrepreneurship experience and
expertise – we find that people usually
want to do business with people they
know, trust and can deliver to their needs,
with our background in the industry we
are in a position to provide world-class
service and products to our customers.
This is achieved through the effective
implementation of a network of trusted
local and international manufacturers,
individualised branding options and skills
development programmes."
In terms of their fleet, they have
partnered with industry leaders in the
distribution and delivery of petroleum
products, in order to honour the
commitment to serve clients with
premium quality. "Compliance with
Hazchem Safety Standards and ISO
accreditation, as well as an impeccably
maintained fleet of tanker trucks and
our trained personnel, contribute to the
delivery of quality products combined
with quality service. We have capacity
to deliver between 5 000 and 120 000
litre capacities to meet our clients'
individual needs, and since we have an
open-hand approach to the market, we
have capacity to increase our fleet on
demand," says Legoko.
When it comes to collaboration, the
company has a unique and individual
commitment to driving strategic BEE
partnerships to greater heights. They
are registered as a 100%, Level 1 BEE
contributor, fully black owned business.
"This milestone achievement serves
testament to our philosophy that says
'there's no hard work that goes without
reward'" says Thabang Legoko. For him
though, he says the greatest reward for
his efforts is being able to meet each day
with the drive and passion to succeed,
and being able to reach beyond his
comfort zone and educate himself about
his client's needs and expectations. He is
living out his very own success story.

FOCUS ON

Home, Building and Office Services

The right tools to
build a business
There is growing and varied demand in the home, building and office sector, as clients look to
improve on their investment. Buying into an established franchise brand, with all the technical
skills and training you need, can lay the foundations for faster, greater success.

Home ownership in South
Africa is high in global terms,
at about 80%. The fact
that homes change hands
on average every five to
seven years is good news
for home improvement
entrepreneurs and
franchisees, as every
change of ownership
tends to usher in a
refurbishment cycle. And
when it comes to office
development, one only
has to take a look at the
landscape of our major cities
to see that construction
is everywhere. All of these
premises require a wide range
of services – from plumbing
and electrical through to
flooring, blind installation
and more.
Because the demand in
this sector is so varied
and includes projects of
all budgets and sizes,
entrepreneurs looking
to invest have a wide
selection of specialised
areas they can choose
from. What's more, while
some franchise and
business opportunities
require industry
experience, many
provide all the
necessary training to
get candidates without
technical skills up
and running. In return

they expect prospects to show a
willingness to learn and the ability to
follow a system.
As is true of starting up any sector, if
you've identified the home services
market as one that suits your skillset
and temperament, you must be
very careful in identifying the right
service or product offering to take
to market. For example, products or
services that can easily be replaced
with DIY solutions are best avoided.
Large home centre chains like
Builders Warehouse and Makro are
entering the industry and represent
serious competition for specialised
firms. The level of skill or experience
needed to start up will, of course,
depend largely on the nature of the
service to be offered. If you are new
to the sector, a franchise opportunity
may be the right route as these
systems offer specific skills training,
as well as business management
training in many cases.
Many business opportunities also
offer operator training, so be sure
to find out what is included in the
package, how far training extends,
and how long it takes. It may be
a good idea to speak to existing
franchisees to find out if the training
on offer was sufficient. Speaking to
existing franchisees should form part
of your investigation into a franchise
opportunity before you commit to
joining the network. A franchise
opportunity also offers the benefit of
a tried and tested product/ service,
as well as franchisor support and
continued on page 42
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continued from page 40

brand awareness. Clients may choose to
go with a franchise, simply because they
are part of a bigger franchise network and
not a fly-by-night operation.

What it takes to get ahead
Quality workmanship. The quality of your
workmanship will set you apart in this
sector. Badly finished buildings, poor
paint jobs and ill-fitting units will detract
from the value of a home, and won't be
accepted by homeowners – and word can
travel fast. Cutting corners is not the way
to build your business, so make sure you
have what it takes to be detail-orientated
and committed to quality workmanship.
Superior service. Service levels play a very
important role. This starts with the ability
to work alongside your clients and listen
to their needs. And, then translate this
into a finished product.
This is often where the benefit of being
an owner-managed operation or having a
strong owner/manager influence can be
a key point of difference. When money
is tight, consumers look for even more
value for their money and companies this
makes it essential that you deliver what
you promise. Followups and keeping the
customer informed about the progress of
the project is crucial. Being on time for
meetings and delivering the job on time
is also critical. As you will be working in
people's homes – often when they are
there – you should focus on causing as
little disruption to the homeowners as
possible. If you can, do the bulk of the
work off site and then come in to fit.
A sound reputation. Remember that
"word-of-mouth" and referrals are still
the most powerful tools for a home
improvement business to build a solid
reputation. And, a happy customer is the
best advert you will ever have for your
business.
The right pricing structure. One of the
greatest challenges for the home services
industry as a whole is the pricing model.
There is no standard pricing for home
services. A lot of research and planning
needs to go into understanding the
prevailing trends and fixing a price for
your particular home service. Again, this is
where operating as a franchisee can have
its advantages. Margins can be fairly low,
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depending on the business, because of
very strong price competition. So keep a
close eye on your overheads and labour
components, which can escalate if you
don't monitor them.
Planning for the off-season. Seasonality
impacts many opportunities with the
home services sector. Landscaping
services are probably the hardest hit
with demand from residential clients
greatest during the spring and summer
months. If you cater to commercial client
and body corporates, you will, however,
most likely be paid on a monthly basis.
Other building projects also fall off during
the rainy season, and home service
contractors need to plan carefully to
ensure that they stay afloat during the
leaner months. Weather volatility in
general is a key challenge in the sector.
Whichever end of the market you choose
to target, there's clearly money to be
made by offering a service that will
help with the building, renovating or
maintenance of people's homes. And the
advantage of starting up or buying into
a business in this industry is that initial
costs are relatively low. If you possess
the necessary skills it is simple to start
and you can operate from home, given
that you will be on site most of the time.
As with any business opportunity, it's
important to understand exactly what
the prospect entails, and to research the
company's background and track record.
Analyse the franchising agreement
in great detail, and be sure to run
everything by your lawyer before you
sign any contracts.

PRIVATE SECTOR BUILDING
ACTIVITY STATS
Building activity in the South African
▪market
for new private sector-financed
showed some marginal improvement
on a year-on-year basis in both the
planning and construction phases in the
first seven months of 2017, based on
data released by Statistics South Africa.

The number of building plans
▪approved
for new housing increased by
1,8% year-on-year (y/y), or 594 plans,
to a total of 32 857 plans over the
7-month period up to July 2017.
Plans approved for new houses
▪smaller
than 80m² increased by

11,2% y/y since January, but the
number of plans approved for
houses equal to or larger than 80m²
dropped by 7,3% y/y, whereas the
flat and townhouse segment showed
negligible growth of only 0,8% y/y
since the start of the year.
In the construction phase the
▪number
of new housing units reported
as being completed showed little
growth of only 1,2% y/y, or just 261
units, in January to July this year.
The segment for houses of 80m² and
larger showed a contraction of almost
19% y/y, or 1 305 units, to 5 667 units
over this period. Both the segments
for houses less than 80m² and flats
and townhouses recorded growth of
around 10% y/y in the seven months
up to July.
The average building cost of new
▪housing
increased by 9,2% y/y to an

average of R7 040 per square meter
in the first seven months of
2017 compared with R6
449 per square meter
in the corresponding
period the year before.
In real terms, i.e. after
adjustment for inflation,
building costs increased
by 3,5% y/y, based on consumer
price inflation that averaged
5,5% y/y over the
7- month period.
Source: Absa report compiled by Property
Analyst Jacques du Toit, September 2017.

FEATURED OPPORTUNITY
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IT'S A KIND OF MAGIC
The BRICKTILE MAGIC concept is winning over customers across South Africa,
and is a business opportunity not to be missed...
The Bricktile Magic franchise is a very
unique concept that has been running
for the past 12 years, with franchisees
offering clients unique solutions that save
them money and last a lifetime. Bricktile
Magic cuts real facebrick into 9mm
tiles, which create an attractive quality

cladding that is both weather-proof and
maintenance-free.
The Bricktile Magic product solves rising
damp instantly, allowing the walls to
breathe. Bricktiles give a facebrick finish
without the rebuild process; the bricktiles
are only applied once versus painting
every 2-5 years. Bricktiles are
guaranteed to last a lifetime. They
can be applied to most structural
surfaces and used for both interior
and exterior applications.

GROWING A
NATIONAL FOOTPRINT

The Bricktile management team
have more than 20 years' combined
experience and welcome new
franchisees into the family with all
the support and assistance needed
to build a successful business.
With seven franchises already sold

since 2017; the head office has a vision
of adding five franchises per year to work
towards the goal of a national footprint.
The ideal franchisee has the funds and
cash flow to establish the business; and
while industry skills are not required, they
serve as an advantage in growing one's
licensed area.
The franchise investment cost is
currently R295 000, with no royalties
charged. There is only a fixed monthly
amount of R3 500 to assist with Google
Ads and Facebook marketing, which
comes into effect after six months. Inhouse financing is on offer for qualified
new buyers, and the module allows the
franchise owner to run and operate the
business without any staff, through the
use of contractors. Initial training covers
every aspect of the business, with on-site
training for owners, and contractors with
certification. Ongoing training is available
when needed with 24/7 access to Head
Office for assistance. Franchisees have
access directly with the franchisor!
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BLIND GUYS

BRICKTILE MAGIC

Blind Guys is South Africa's fastest growing
blinds, shutters and awnings re-seller
and installation company. Servicing many
locations throughout the country, they strive to supply clients with
the best quality products and professional service. Blind Guys was
established in 2009 in Secunda, Mpumalanga, and by the beginning
of 2018 the group had grown to five company-owned and eleven
franchised outlets. They are looking for new franchisees to get on
board as they work towards a comprehensive national footprint.
The business is home-based, which enables franchisees to keep
their overhead expenses to a minimum, although an office and safe
storage space is required. The franchisor provides the franchisee
and their staff with product training as well as sales and business
skills. Customer-focused individuals with great communication
skills and selling ability are ideal prospective franchisees.

The Bricktile Magic concept offers franchisees
the opportunity to invest in a business that
provides a unique, maintenance-free solution
for property owners by cutting real facebrick into 9mm tiles.
This creates an attractive cladding that is weather-proof "NO
MORE PAINT EVER AGAIN" The brand is on an expansion path,
and looking to secure five new franchisees in limited areas. An
investment cost of R295 000 is required for new franchisees,
with in-house financing on offer for qualified new buyers. Initial
training covers every aspect of the business, with on-site training
for owners, and contractors with certification. Ongoing training
is available when needed with 24/7 access to Head Office for
assistance. For more information, contact Jacques van Tonder.

Contact details
Tel
Email
Web

071 672 0358
wynand@blindguys.co.za
www.blindguys.co.za

Contact details
Tel
Email
Web

084 912 9245
jvt@jvt.co.za
www.bricktiles.co.za

DRYSTEAM SUPREME

ASDA ACADEMY

Dry-steaming offers an extremely effective,
eco-friendly cleaning solution, generated
by DrySteam's state-of-the-art Italian-made
machines which clean, sanitise and degrease most domestic, industrial
and commercial surfaces. Hardly any water is used in the process,
and chemicals and detergents are generally not required. DrySteam is
proven to kill 99.87% of known bacteria, germs, bed bugs and other
pathogens. Entrepreneurs looking to start their own business can
invest in either a profitable mobile car wash, or a dry-steam cleaning
service. With access to DrySteam's innovative technology and business
knowledge, you will be able to differentiate your business in either of
these sectors. Full training is provided, along with ongoing support.
There are no ongoing royalties or monthly marketing or franchise
fees, enabling you to maximise your profits as you grow your business.
Interested parties can contact Henri Pereira for more information.

The ASDA Academy curriculum equips
students with practical artisanal skills
to make them employable in the
commercial sector or to become entrepreneurs in their own rights.
A number of courses spanning different industrial trades are offered,
including boilermaking, bricklaying, professional painting and
carpentry. In addition, the training centre provides individuals with
the necessary assistance in preparing for their trade test. Ekurhuleni
Artisans and Skills Training Centre (EASTC) is a proudly approved
ASDA Training Provider, and provides opportunities for hands-on
investors to become 'principals' of their own training colleges. The
business package includes a turnkey college, including the setting
up of the workshops for the courses that the licensee has chosen to
implement.

Contact details
Tel
Email
Web

083 226 5599
info@drysteamsupreme.co.za
www.drysteamsupreme.co.za

44 YOUR BUSINESS | April-May 2018

Contact details
Tel
Email
Web

011 394 2751
cathlene@asdapty.co.za
www.asdapty.co.za
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Climb your way to

business success

Loft-E-Ladder is expanding and invites passionate entrepreneurs to join...
Founded by Raymond Moore, the
worldwide loft ladder concept has been
successfully manufactured and marketed
for the past 22 years in South Africa,
allowing clients to expand and utilise
expensive space within their residential or
commercial property without extending
the existing building. An automated loft
ladder for luxurious premises has also been
developed, and a number of consulates
and high profile hotels and restaurants
proudly boast De Luxe Loft Ladders. In
addition to loft ladder installations, Loft-eLadder specialise in mezzanine floors, loft
conversions and storage spaces.
The head office team have embarked on a
national expansion and marketing campaign
to appoint business partners in Gauteng,
KwaZulu-Natal, Garden Route, Somerset
West, Overberg and Bloemfontein. As such,
they are looking for franchise partners with

business acumen, honesty and integrity
who are able to recognise business
opportunities and bring them to conclusion.
They need to be self-motivated and have
good people skills; with some sales skills
being beneficial. A knowledge of technical
drawings and carpentry is important.

The package on offer
Loft-E-Ladders franchises are available from
R50 000 ex Vat, which includes a sample
ladder, a branded shirt, 250 business
cards, 250 marketing leaflets, all stationery
templates necessary to run the business, as
well as all leads from two mature websites
passed on to area franchisees. Working
capital of R50 000 is required and royalties
of 10% are payable monthly, based on the
order value.
Training is comprehensive and is presented
over three days in Cape Town. During

Mezzanine floor for study

the technical component of the course,
prospective franchisees will be trained to
install ladders, mezzanine floors and do loft
conversions. An operations and procedures
manual will be provided on a flash drive.
The marketing and sales session addresses
marketing strategies, expos, branding and
social media, while the financial training
covers cash flows, bookkeeping, BEE status,
Vat etc. Full telephonic support is given
for the first three months, followed by two
months on Skype.
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ENVIBIN

INSPECT-A-HOME

EnviBin is South Africa's leading home
and commercial environmentally friendly
bin cleaning service with agents across
the country. We have developed a water wise mobile unit where
water is recycled and purified throughout the day. What makes
this opportunity unique is the fact that we source clients on your
behalf! Clients pay by debit orders, so your R 60 000,00 income
per month is secured. Secure your franchise today for R200 000.
Don't delay, opportunities to become part of this successful
brand are going fast – there are only 5 agencies still available
at the discounted rate. For more information please contact
Andrew van Zyl.

Inspect-A-Home franchisees inspect
residential, commercial and industrial
properties for prospective buyers and home builders, helping them
save money and untold stress. Founded in 1986, the InspectA-Home network currently includes 31 franchises nationwide.
Franchisor Eric Bell has been involved in the building industry
for over 30 years, and uses this experience to ensure all his
independent franchisees are fully trained to the highest standards.
All Inspectors receive rigorous initial and ongoing training. Regional
courses are also held regularly to ensure that franchisees are up to
date with the latest developments and technologies in the building
industry.

Contact details
Tel
Email
Web

082-442-8850
andrew@digimm.co.za
www.digimm.co.za/business-opportunities/envibin
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Contact details
Tel
Email
Web

083 375 5588 / 031 266 7271
eric@inspectahome.co.za
www.inspectahome.co.za
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START A BUSINESS

- and solve the skills gap
ASDA offers a unique opportunity for motivated, passionate entrepreneurs...
The ASDA Academy curriculum equips
students with practical artisanal skills to
make them employable in the commercial
sector or to become entrepreneurs in their
own rights. The courses span different
industrial trades like boilermaking,
bricklaying, professional painting and
carpentry.
This chance to train tomorrow's workers
and build the economy is also a lucrative
business opportunity for a prospective
academy owner. Ekurhuleni Artisans and
Skills Training Centre (EASTC) became a
proudly approved ASDA Training Provider
in 2014 and has since won numerous
awards; upping their income significantly
and growing their student total from 304
to 3750 per year in a short period of time.
Interested investors should have a burning
desire to succeed in business, along with
business and financial management skills,

which are a big advantage. "Academy
owners must be hands-on operators and
be committed to and enthusiastic about
getting involved in the business," says
Founder, Marthie van Rensburg. People
management skills are also important.
Academy Owners will have access to
the award-winning training methods and
curriculum developed by ASDA, and will
act as the 'principal' of their own training
college. Full training, covering the skills
required for running and managing the
Academy and assistance in recruiting staff,
is provided. Pre-and post-launch marketing
assistance is also available to ensure things
run smoothly.

franchisee has chosen to implement.
The set-up cost for an Academy is
approximately R2.8-million (excl. VAT)
depending on its size and location.
A site of somewhere between 1500m² to
2500m² is required and it is recommended
that it be close to public transport.
Prospects must also be able to access
approximately R1.4-million (excl. VAT) in
unencumbered funds. This is required once
a space has been identified in the area of
choice.

The business package includes a turnkey
college, including the setting up of the
workshops for the courses that the

Our country's youth present an enormous
challenge. But with every challenge comes
opportunity; and ASDA offers exactly that.

All the support you need
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A-Z ADVERTISER PROFILES

KILL-A-BUG

LOFT-E-LADDER

Kill-a-Bug specialises in services such
as termite treatment, fumigation, weed
control, bush clearance and other sanitation solutions. New to
the concept is the supply of cleaning chemicals and equipment at
very affordable prices. Kill-a-Bug began franchising in 2006 and
has a full training programme and continuous service support
system for all prospective franchisees. If you have the willingness
to learn, are self-motivated and own your own LDV and computer,
the opportunity exists to develop a sustainable and profitable
business. Investment capital from R124 950 plus VAT (depending
on the area) is required, as well as at least R10 000 working capital.
Training, support, all equipment, marketing, administrative and
management support is included. Kill-a-Bug is a member of the
South African Pest Control Association (SAPCA) and a member of
the Franchise Association of South Africa (FASA).

The worldwide Loft-E-Ladder concept has
been successfully manufactured and marketed for the past 22 years
in SA, allowing clients to expand and utilise expensive space within
their residential or commercial property without extending the existing
building. In addition to loft ladder installations, Loft-e-Ladder specialise
in mezzanine floors, loft conversions and storage spaces. The head
office team have embarked on a national expansion and marketing
campaign to appoint business partners in Gauteng, KZN, Garden Route,
Somerset West, Overberg and Bloemfontein. As such, they are looking
for franchise partners with business acumen, honesty and integrity
who are able to recognise business opportunities and bring them to
conclusion. They need to be self-motivated and have good people
skills; with some sales skills being beneficial. A knowledge of technical
drawings and carpentry is important. Loft-E-Ladders franchises are
available from R50 000 ex Vat, which includes everything needed to run
a successful operation, including comprehensive training.

Contact details
Tel
Email
Web

011 768 1962
leon@kill-a-bug.co.za
www.kill-a-bug.co.za

Contact details
Tel
Email
Web

079 457 8136
lofteladderam@gmail.com
www.loft-e-ladder.co.za

MICA

NEW TREND TRAILER HIRE & SALES

Mica is one of Sub-Saharan Africa's largest
hardware franchises, specialising in hardware,
power tools, paint, garden, pool care, building
supplies, bathroom, outdoors and much more. With 140 stores
nationwide, you can invest in a brand name that customers know and
love, and have access to competitive deals on quality products in the
DIY, home improvement, building material and garden markets. Mica
offers franchisees access to a number of world-class systems and
communication platforms, which includes an online ordering system,
product masterfile and point of sale systems. An experienced team that
boasts years of experience with dedicated departments for finance,
marketing, merchandise and business development is on hand with
support, and full training takes place in every area of the business.
Become a part of a brand that is owned and run by the man who
owns the store, and has input into the business – Mica doesn't just sell
hardware, it understands it.

New Trend Trailer Hire & Sales offers business
opportunity packages ranging from R550 000
to R1 000 000, depending on the number
of trailers bought. The starting package includes 16 trailers of
different sizes, which enables operators to offer robust equipment
to their customers. Each trailer is designed and developed by the
team of mechanical engineers with years of experience in the trailer
manufacturing industry. The trailers offer a lot more durability than
those built for domestic use. A unique selling point of this business
is the "one way" trailer hire option, which allows customers to
rent from one agent and drop off at another, across the extensive
national network. Agents receive all the necessary marketing
material initially. For more information please contact
Andrew van Zyl.

Contact details
Tel
Email

+27 82 746 4773 (Armand Feldtman), +27 82 778 6064
(Mark Reeves) or +27 82 778 6062 (Alan Reeves)
armand.feldtman@mica.co.za, mark.reeves@lrbrands.co.za,
alan.reeves@lrbrands.co.za | Web: www.mica.co.za

Contact details
Tel
Email
Web

082 442-8850
andrew@digimm.co.za
www.digimm.co.za/business-opportunities/new-trend-trailers

SKIPGO

ZHAUNS

Skipgo is the largest mini skip drop-andcollect service with more than 90 agencies
throughout South Africa. Operators
currently dispose of 20 000m³+ rubble per month responsibly.
An investment of R239 000 includes a 3000kg GVM double axle
trailer and ten 2m³ skips (R199 000), as well as the agency business
pack for R40 000. Monthly agency fees are R1 200 (no royalties
charged). Agents receive all the necessary marketing material
initially, which includes vehicle branding, corporate clothing and
printed material. They also get a web page with their direct contact
details on it, along with online marketing support. For more
information please contact Andrew van Zyl.

Are you looking to start your own business?
Then Zhauns Business Opportunity Machines,
South Africa's No.1 supplier of machines for
the SMME market, could have the solution to set you on the path to success.
The company sells an extensive range of machines which produce products
that are in daily demand. You can start one of the following businesses in
the Building and Home industry: Roof sheet (IBR and corrugated sheets)
manufacturing, door frames and down pipes manufacturing and hollow/
interlocking bricks and block manufacturing. Automatic wall plastering
machines, roof/tile machines, barbed wire machines, diamond mesh fencing
machines, borehole drilling machines and many more machines are available
for you to start up in this business sector. There are showrooms in Cape
Town, Johannesburg and Durban.   Free training and installation is provided.   
For a comprehensive range of unique machines in other business sectors
visit www.zhauns.com for more details.

Contact details
Tel
Email
Web

082 442-8850
andrew@digimm.co.za
www.digimm.co.za/business-opportunities/skipgp
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Contact details
Tel
Email:
Web:

021 447 3665
info@zhauns.com
www.zhauns.co.za

*See p15 & IBC for more...

FOCUS ON

Home, Building and Office Services

OUT OF THE BOX
				 marketing ideas
In this issue our regular contributor on neighbourhood
marketing tips, Basil O'Hagan, gives some creative food
for thought on how to stand out from the crowd...
BOX CLEVER WITH
PROMOTIONAL MATERIAL
Today there is a wealth of point-ofsale and merchandising material out
there. Thanks to advances in printing
and materials, just about anything can
be branded. So be creative! You could
brand a massive couch, and have some
young ladies chilling on it next to a major
intersection - the possibilities are limitless.

Basil O'Hagan

CREATE YOUR OWN
CURRENCY
This is your store's own parallel cash, or
one that you share with several other
non-competing retailers. To work well,
it needs to be a community effort/local
store marketing effort with numerous
outlets being involved; or with a large
franchise that has outlets across the
country. Give away, say, 'Durbanville
Dollars' as a cash-back incentive that
can only be spent in the local community
at pre-determined retailers. Perhaps
100 Durbanville Dollars equals R1. This
currency could be coins or numbered,
watermarked paper 'money'. The
businesses running this promotion would
place in a trust account the equivalent
in Rands with which to refund the real
money to participating retailers. The
retailer would receive 95c real money
for each Durbanville Dollar redeemed
through their outlet – that is about the
equivalent of a credit-card fee. The
corporate equivalent is incentives like
eBucks etc., but if managed well, this idea
can also be a powerful neighbourhood
marketing opportunity.
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Indoor promotional material includes X
Banners, pop-up banners, Z-Up banners,
hanging banners, demo tables and
branded ottomans. Outdoors, you could
look at gazebos, sharkfin, or teardrop
banners, telescopic banners, double-side,
pop-up A-frames, branded umbrellas,
director's chairs, back-pack banners and
X-banners. If you're a franchisee, your
head office may have these available, but
it's worth investing in branded items of
your own. Just one teardrop banner on a
corner might be enough to lure someone
beyond the stop street and into your shop.

PREMIUM POSITIONING
In many markets, especially in
economically challenged South Africa,
it's best to compete on price. However,
in other segments, it is premium brand
positioning that sets you apart. An Aston
Martin dealership, for instance, will never
try to compete on price against the Toyota
dealership down the road. They quite
proudly price their products at a level
only affordable to the super-rich. This,
combined with the quality of their cars, is
part of what gives their brand its power.
By extension, in every store it is also
worth having some premium offerings. In
your store, you might not want to discount
every item. Sometimes it's good to also

have premium-price products and services
that appeal to customers who want only
the very best.
Here are some examples of premium
options in otherwise affordably priced
stores.

▪ An imported dress
▪ Apple electronic products
▪ Golden-circle concert tickets
▪	Top-end shock absorbers that will last
a lifetime!

▪ Fillet steak
▪ Single-malt whisky
PREMIUM PROMOTION
A good way to encourage customers to
spend more is to institute savings that
only kick in after a certain expenditure.
This is a premium promotion. For
instance, South African beverage vending
equipment company Adapt Group held
a promotion where they gave away an
attractive 12-pack cooler box worth R1
700 for every online purchase that was
greater than R15 000. Better than just
a free gift, this would be a personalised
cooler. The cooler box then also becomes
an exclusive item, not just a freebie.
When your target audience lives in close
proximity to your business, there are a host
of marketing ideas that can work simply
and without too much fuss. Let us know if
you have had any luck implementing some
of our tips so far!
To order Basil O'Hagan's book 415
Action-Packed Neighbourhood
Marketing Tips or to have him speak
at your next event, contact 011 467
2358/083 412 4459, email:
basil@bohmarketing.co.za or visit:
www.bohmarketing.co.za.

FEATURED OPPORTUNITY

Advertorial

The Importance of

inadequate, and it could
possibly collapse. As a result
the 250m2 upstairs concrete
slab had to be condemned
and was demolished, costing
the owner over R1.2 million to
rebuild."

PROPERTY INSPECTIONS
"Calling on the professionals,
Inspect-A-Home, to inspect
a property before you buy is
crucial today! Most houses
both new and old, will have
some form of defects although
not all may be serious but its
very important to know which
ones will cost you serious
money to rectify, turning your
'dream home' into your biggest
nightmare!" says Eric Bell,
CEO of Inspect-A-Home. For
only a few thousand Rands,
an inspection of the entire
property can be carried out by
professionals who know what
to look for and who can put
your mind at rest. Wouldn't you
rather know about the potential
problems before you move in?
"If an Estate Agent is reluctant
to use our services, it's likely
they're concerned as to the
extent of the defects and are
fearful of losing a sale. This
need not be the case as very
few sales have been lost due to

defects being listed and brought
to the fore. Sales go sour when
the seller or agent covers up
and/or does not disclose the
known defects and they're only
discovered after occupation!",
Bell continues.
Building standards have
dropped drastically in the last
10-15 years, and many semiqualified and unscrupulous
builders will take short cuts in
the build to save their costs but
will increase yours and only
manifest after a few months or
even years later.
Be aware that accepting a quote
from a builder registered with
the National Home Builders
Registration Council (NHBRC)
or The Master Builders
Association (MBA), does not
unfortunately guarantee you
that it will be built to good
standards.
"As an example, one of our
inspectors recently inspected

This goes to show just
how important it is to have
someone look after your most
expensive investment...your
home!"
an upmarket house being built
in the Midlands and found
over 100 reinforced steel bars
(re-bars) lying in long grass at
the back of the site (this was
just after the upstairs concrete
slabs had been poured). When
the builder was questioned
about the steel he said they
were surplus to requirement.
This was not the case at all,
as when we conducted tests
on the concrete we discovered
that the steel bars were too
few and all the steel lying in
the grass should have been in
the concrete slab! This meant
that the slab was structurally

If renovating or building new,
call in Inspect-A-Home, who
will look after the quality
issues of your new home and
will do regular quality control
checks that will ensure that your
"Dream Home" is built to high
standards and with integrity"!
"Inspect-a-Home is on call
country wide to assist you with
your building and renovation
needs. Contact Eric Bell on 083
375 5588.
Inspect-A-Home is Nationally
based franchise operation and
has professional Inspectors
waiting for your call on
0861 400 400 or
www.inspectahome.co.za
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How to upsell
in a tough economy
If you know what your customers value, you can create offerings to meet their needs...
Businesses need to think outside the box to generate leads,
whether you are in a competitive industry, a tough economy,
or a combination of the two. And remember – new business
doesn't have to come from new clients; there are ways to
provide maximum value to existing customers and increase
your revenue.

But before we look at ways to upsell, let's unpack what it means,
and how it differs from cross-selling. Upselling is the practice
of encouraging customers to buy a higher-end product or
service than the one in question; whereas cross-selling tempts
customers to buy related products that satisfy additional,
complementary needs.
A simple example of cross-selling is when you order a quarter
chicken from Nando's, and they ask whether you want a side or
drink with it. Chips, wedges and a side salad all complement the
meal. The same applies when you're checking out of an online
store; the shop often lists similar or complementary products
that you may add to your cart, or buy next time.
Consider American airline, JetBlue's "Even More Space" initiative,
which allows passengers to buy seats with more legroom. This
upsell was projected to net JetBlue $190 million in additional
revenue in 2014 (compared to $45 million in 2008, when it first
launched). On a broader scale, one can look at statistics from
the travel industry: 48% of airline passengers and 59% of hotel
guests are interested in upgrades and additional services, which
means that you could be leaving money on the table if you
neglect to research upsell options in your industry.
The key to success in both cases is to understand what your
customers value and then respond with products, services or
features that meet those needs.

Build strong relationships
Long-standing relationships and loyal clients are worth gold.
Nurture them, and never side-line dedicated customers when
you are busy with new business development. Constantly overdeliver and exceed expectations. Make yourself 'irreplaceable'.

Identify clients' needs
Don't presume you know what your customers want or need –
ask them. You need to understand their hopes, dreams, fears and
challenges. To do this, set up one-on-one calls; catch up over
coffee; or email them a quick survey to complete.

Emma Donovan

Also be aware and find out what else your clients' and your
competitors are doing to address these needs. Find solutions (or
be the solution) for these anticipated problems.

Define your offering
Next up, figure out how you can help them achieve their goals
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or overcome challenges. You need to find ways to really add
value to make the additional expense worthwhile. Also make
sure your pricing is fair and competitive, without selling
yourself short.
For example, one of the products we upsell at Yellow Door
Collective is a succinct, professional and beautifully designed
Company Profile document. This is useful for businesses to
have on file to send to suppliers, investors and a whole host
of other partners; rather than sending them an overview of
the brand via email each time.

Paint a picture
To excel at upselling, you need to help customers visualise
the value they will get from the higher-priced item. Whether
it's a 30-second video, an infographic, or a well worded email
– take the time to explain not only what the product is, but
how it will benefit them or their business.

Incentivise
Giving away a reward or incentive can increase your upsell/
cross-sell conversion rate. For example if you have an online
store, you can offer free shipping above a certain price point.
You could also offer a discount if they purchase two or more
products or services.

Upskill
Ensure your team has the knowledge and expertise to
implement or create the relevant service or product. Another
great option is to find a non-competing service provider
to complement your offering and agree on a referral or
commission structure. This way you can expand your offering
without increasing the number of staff you employ.
In closing, remember that there's more to upselling and
cross-selling than just pitching add-on products. Focus
on your customers' needs, and then craft your approach
accordingly. Try to upsell quality rather than quantity.

Emma Donovan and Dominique Sandwith joined forces in 2014,
when they founded Cape Town based digital agency Yellow Door
Collective. With her big picture thinking and ambitious ideas,
Emma ensures that YDC keeps growing without losing touch of their
values. She keeps their clients happy while always looking for new
opportunities, and still manages to stay on top of her day-to-day
tasks without breaking a sweat.

MARKETING

Are you
growing the
most important
asset in your
business?

Busi Raphekwane

Hint: You're it!

When entrepreneurs start a business,
the majority would think about
developing a great product or service,
ensuring that it is known in the market,
exploring how this will generate an
income, seeing how the business will
grow and sustain its profitability from
these products and services, hiring
the right people etc. While these
fundamentals are important to consider,
there is one critical question to ask:
"How do you as an entrepreneur grow
yourself to ensure that you remain an
asset to your business?'' While many

might say that finances are the backbone
of the business and cash flow the life
blood of the business, I believe that
the entrepreneur is the ''engine'' of
the business. This principle has been
proven many times, when potential
investors want to invest in the business,
they often say that they do not only
look at the potential and performance
of the business; what is important to
them is the entrepreneur behind that
business. They are saying: ''Bet on the
jockey (entrepreneur) not the horse (the
business/idea/product)''.

In this vehicle called your ''business",
you are the engine that determines
the destination of thebusiness, its
performance, its speed, its effectiveness
etc. In all vehicles, the engine is the
most valuable asset and without it,
the vehicle is worthless and nothing
moves. The performance of this vehicle
is determined by the quality of its
engine and the quality of the engine is
determined by how well it's maintained.
Therefore, personal growth can be
seen as the process of maintaining the
engine of the business as the most
continued on page 58
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Onwards and upwards in 2018

3@1 Business Centres continues its expansion path and invites budding enthusiastic entrepreneurs to join the ride...
2017 was a bumper year for the 3@1 group;
with expansion into Africa and in all areas
of the business. This well-established retail
opportunity offering a strong selection
of services like graphic design, fast digital
printing, wide format printers for hardhitting poster campaigns and eye-catching
marketing, business cards and flyers. Now
boasting more than 76 franchises with a
proven business model, developed and
refined over 20 years, 3@1 also ensures that
the customer's Courier and Photo printing
needs are met due to cemented relationships
with DHL International and Kodak Express
Easy needs are covered.
In terms of format options, the kiosk offering
was introduced last year, with franchisees
now having three set-up options to choose
from. The 3@1 Business Centre kiosk can
be established in any major food retailer,
in a service station, or as an independent
3@1 Kiosk in a regional mall. Existing 3@1
Business Centre Express and 3@1 Standard
Store options remain popular choices.

3@1 stores now also help their customers
to register businesses, obtain VAT clearance
and many other SARS services. Another new
addition is 3@1 Business Centre franchise
very own counter-to-counter Courier service
offering via Dawn Wing.

Ahead of the trend
The 3@1 head office team is always
evaluating retail trends to access
technological advancements that can be
incorporated into their model. Customers
can download the Kodak Moments app
and then easily edit and manipulate photos
before printing them; they can assemble and
print photobooks on the spot, and with a few
clicks put a collage together for immediate
print via the in-store wide format printers.

Last year saw the brand's expansion into
several African countries such as Zambia,
starting with the conversion process of
several PostdotNet stores, as well as the
establishment of more shops in Kampala,
Uganda. A second mega 3@1 Business
Centre franchise opened in Windhoek's
Mega Centre and 3@1 Walvis Bay
franchisees are now welcomed.
The concept set-up is affordable at under
R1 million, with a simple business model to
follow and the lowest royalties in the market.
Another benefit of the 3@1 Business Centre
franchise set-up is the low cost of sales.
Opportunities nationwide, into Africa and
Worldwide.
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critical fundamental in the business.
There are three critical things that every
entrepreneur should consider to ensure
that they remain a valuable asset to
their business:

The process of personal growth starts with
you getting a good understanding of who you

1

are. This will help you know exactly what you

The process of personal growth starts
with you getting a good understanding
of who you are. This will help you know
exactly what you bring to your business
to make it a success and what you may
bring to the business that could become
a barrier to its growth. Self-awareness
refers to conscious knowledge of
one's own character, values, strengths,
talents, capabilities, vision and desires.
Successful entrepreneurs have a good
understanding of their strengths and
weaknesses and know how to master
who they are and harness their inner
strengths. This brings tremendous value
to the business as the entrepreneur is
able to align what the business requires
with their strengths - and to bring in
others in their areas of weakness.
It's important for every entrepreneur to
know that the business resembles the
character of the entrepreneur; therefore
you need to know what character traits
can create a barrier for the growth of the
business and which ones will result in
exponential growth for your business. If
you want your business to succeed, you
need to start the process of knowing and
understanding yourself.

and what you may bring to the business that

Gain an in-depth
understanding of
who you are

This can be done using different methods
from formal, to informal methods:

▪ You can do a 360 assessment of

yourself by asking key people who know
you (such as colleagues, clients, family,
friends etc) to give you feedback.

▪ There are various profiling tests

available online which you can take to
assess yourself.

▪ Spending quiet time regularly to

connect with yourself to run through
some of the things you are great at and
those that require improvement.

▪ Seeing a mentor or coach is

tremendously valuable in the selfawareness process.
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bring to your business to make it a success
could become a barrier to its growth. Selfawareness refers to conscious knowledge
of one's own character, values, strengths,
talents, capabilities, vision and desires.
personal development
2Set
targets

When you know yourself well you are
able to identify which areas require
outsourcing, improvement, enhancement
or advancement. In order for you to start
the process of actively growing the most
important asset in the business; you
need to set development targets which
will also incorporate the process you will
embark on to develop yourself.
For example, you may know that you have
poor people skills and as a result you lose
your temper when dealing with difficult
clients. You need to review this and decide
whether this aspect of the business can
be outsourced, improved, enhanced or
advanced. If the nature of your business
requires that you speak to clients daily,
you may need to outsource the function
to someone with good people skills.
Therefore the goal might be: to find a
client liaison employee with great people
skills. Should this not be an option for your
business, you may need to improve this
aspect of yourself and in this case the goal
might be to attend communication classes.

your personal
3Measure
growth

''What doesn't get measured, doesn't get
done'' (author unknown). Every month
you would review the performance of
your business by looking at your income,

your expenses, your profit, your cash
flow, how much tax you have to pay
etc. All of this is done to assess how
your business is performing against your
targets and this process is crucial to
the sustainability of the business. It is
also important for you to measure your
personal growth against the personal
development goals you have set for
yourself, to ensure that you are on the
right track. Remembering that you too
are an important asset to the business,
measuring your personal growth will
give you an idea of how far you are from
reaching your targets and how much of
an asset you are to your business.
It is important to always remember
that as an entrepreneur, you are the
most valuable asset in the business
and the business will not go further
than where you find yourself. Your
personal growth plays a significant
role in the success of your business.
If you would like to see your business
succeed, the process starts with you
constantly asking yourself: "Am I an
asset to my business?''

Busi Raphekwane is an entrepreneur
development expert and founder of
The Transformation Legacy. Contact
her at: busi@transformationlegacy.
com, 010 005 5753 or visit:
www.transformationlegacy.com.

FEATURED OPPORTUNITY
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The Daily Coffee Café Franchise Group
Exceptional franchise opportunity!

Distinct and exceptional

The Daily Coffee Café Franchise Group
is a fast-growing and truly South African
franchise business based on world-class
standards, currently comprising 24 coffee
cafés.
Recognised as an industry leader, we're set
to further expand nationally and keen to
meet with those who are interested to join
us as franchisees.
We offer more than a mere franchise
opportunity – we present a premium
platform to invest in South Africa's
lucrative and booming coffee café industry,
an industry driven by a modern lifestyle
and an ever-growing number of coffee
enthusiasts demanding good coffee and
branded lifestyle coffee destinations.

Reasons to join us
• Affordable and profitable. A low initial
financial outlay offering a high return on
investment.
• Investing in a fast-growing industry.

NSBC

National
Our coffee cafés stand out as
Franchisor of
they are different from others.
the Year
These fine enterprises offer
2017
a professional, yet intimate
ambience and a coffee experience
where traditionalists, modernists, purists,
the finicky and the easy going feel equally
at home. The Daily Coffee Café is certainly
not your average coffee shop – it is informal
and casual, yet with a corporate elegance
and flair.

• Becoming part of the favoured and
expanding The Daily Coffee Café brand.
• Turnkey start up with ready-to-dobusiness coffee cafés from opening day.
• Franchise fees are not fixed, but linked
to turnover.
• Ongoing skills transfer and support by
the franchisor.
• Franchisees are allowed a degree of
autonomy.
• With our own roastery, we fully control
the quality of our coffee beans.

Contributing to this experience is the
inspiration that we draw from the café
life so prevalent from Cape Town to New
York, and our pleasing and much talked
about New-York-meets-Karoo décor theme.
This distinctive theme takes patrons on
a visual journey where they can expect
to come across hints of upmarket Big
Apple urbanism, combined with shades of
customary down-to-earth South African
appeal.
And we serve good coffee!
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NO BETR way to
kickstart your business
Invest in South Africa's
No.1 windscreen repair system
and start turning profit now...

As the industry leader in the
manufacturing and distribution
of professional autoglass repair
and restoration systems, No
Betr Autoglass Repair Systems
are designed to be operated
by anyone, are completely
portable so that entrepreneurs
can work from anywhere and
are packaged with everything
needed to turn the investment
into profit. And, with a oneday training session with one
of the company's experts,
investors can start work
immediately.

No Betr products have all
specially manufactured to be
durable, and basically consist
of a complete business in
a toolbox. The Windscreen
Repair system consists of
a battery-operated system
that facilitates the repair of
chips and cracks of almost
any size, with two repairs a
day giving a R9000 a month
profit. The toolkit costs R5500.
The Headlight Restoration
system, with an investment
cost of R4000, helps restore
headlights to near-new
condition, with a special
coating that cures and bonds
to the lens. The glass polish kit
removes scratches from any
glass surface including vehicle
glass, shop fronts, patio doors,
show rooms, display windows
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and more. At R7500, it
includes a complete glass
restoration system with
abrasives as well as a polish
system with polish pads.
Entrepreneurs looking to
start their own businesses
using the No Betr system
should love to be around
people and be prepared
for the physical nature
of the work. "They also
need to be self-disciplined,
and if they want to grow

their businesses they should be
focussed on profit rather than just
earning a salary," says business
owner Frik Liebenberg. All the
systems are great companions
to anyone working within the
motor industry who are looking
to provide exceptional service to
customers. They also come with
a 100% quality guarantee. "We
have the right system for anyone
wanting to start an affordable but
profitable business, so contact
us today to get started," ends
Liebenberg.

FEATURED OPPORTUNITY
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The business of caring
Join Assisted Home Nursing in one
of the fastest-growing sectors in the
service industry...

Backed with the skills you need

While national marketing is part of the
franchise package, franchisees also have a
local marketing budget. Franchisees also
receive a mini website which can be used
to generate interest from potential clients
who are looking for quality care in their
area. Care sector companies must abide
by a range of statutes and regulations.
And, Assisted Home Nursing ensures
that franchisees and their staff meet all
necessary regulations. Medical malpractice
cover is also available to protect franchisees
from any litigation matters.

Assisted Home Nursing offers a 24/7
professional, personal and compassionate
home-based caring service for the elderly or
disabled in the comfort of their own home.
The range of services enables the elderly to
retain an optimum degree of independence
and dignity, thus reducing unnecessary
stress for the individual and their family.
Most importantly, caregivers provide a
level of companionship which prevents
loneliness and isolation.
For investors with management experience,
as well as the desire and aptitude to run a
high-quality homecare business, Assisted
Home Nursing has developed a robust
franchise model and is on the expansion
path with a number of territories available.
A franchise costs R250K plus Vat, which
gives franchisees a turnkey package

or from an office, depending on their
requirements.

including a full induction programme
and ongoing support and systems. The
company's state-of-the-art caregiver
monitoring system, which allows daily tasks
to be easily monitored, is part of what sets
the brand apart from other operators in the
home-based care sector. The franchisee
can operate the business either from home

If you want to serve others while building
your own businesses, now's the time to
take up a unique opportunity in a booming
industry, driven in part by an increase
in average life expectancies as well as
the demand for specialist care for those
suffering from conditions such as dementia
and Alzheimer's.
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Out with the old, in with the new
Change management tips to keep things running smoothly in your business...
The marketplace is changing at a
rapid pace. Businesses are required to
continuously evolve, in order to outwit the
competition. Each function and process
should thus be carefully evaluated to see
how it can be improved to contribute
to both internal and external customer
satisfaction -the long-term survival of
your business depends on it. Adopting
a pragmatic approach to implementing
change is key. Here are some tips to help
you get started:

▪ Understand the change
agenda

Stakeholders, such as investors and
employees, need to understand the reason
why the change is being implemented. The
need for change must be clearly articulated
in order to assist with creating a shared
vision. Use the following questions to
guide you:
What process must change?
Why is it important? Here it is important
to state the facts and the benefits of the
change must also be highlighted.
How will the change affect the
stakeholders and how will it be
implemented?
When will the change be implemented?

Terine Lott-Cupido

▪ Get Top Management buy-in

Your top management staff must be
committed to the change initiative. Leaders
of the business must lead by example
through their actions.

▪ Identify change champions

Change champions are employees that
assist in communicating and implementing
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the change effort. They must be identified
and involved in bringing about the
change from the onset. It is important to
establish their buy-in before the actual
implementation of the change initiative.

▪ Policies and Procedures

Policies and procedures must be reviewed
and aligned to ensure that the change
initiative is incorporated and embedded
within the procedures of the business.
Using the previous example, once the
change champions are identified, ensure
that the induction procedures are updated
where applicable. Thereafter train the
relevant staff on how to apply the updated
policies and procedures.

▪ Develop a communication
strategy

A communication strategy details how
staff and key role players will be informed
of the change initiative. There should
be formal communication at different
phases of the change initiative; prior to the
implementation, during the implementation
and post implementation phase of the
change initiative. Using different forms of
communication can also help reinforce the
change initiative and assist with addressing
misinformation and resistance to change.
For example, having a team briefing and
then posting a written notice detailing the
key points discussed.

the change being implemented and staff
should be given sufficient time to give
their input.
Manage resistance to change
There will always be some form of
resistance to change, for a variety of
reasons. Whether it is due to the fear of
change or simply because your employees
are in a comfort zone; it needs to be
addressed. Tips could be for example,
firstly to adopt a positive approach despite
resistance and negativity, listen to reasons
for resistance, reiterate the shared vision,
assist with training, and use their feedback
to further improve the change initiative
and also to promote involvement.

▪TrialTrial
the change initiative for a period of

time, and then ask for feedback from the
various parties involved. Do your best to
incorporate this feedback, in so much as it
falls in lines with your business's policies
and procedures.
Change is at the heart of meeting your
evolving customer expectations. Your
business' ability to adapt and align your
product and service offering to the
changing expectations of your clients, is
key to facilitating your business survival
in the long run. Good luck with your
change efforts.

▪ Participation

All the experts on change management
strongly recommend involvement. For
example, sharing the need for the change,
the benefits and asking staff for their input
on how they believe the change can be
implemented. This should be done prior to

Terine Lott-Cupido is the Managing
Director at EmpowerLink Services, a
Human Resources consulting company,
focused on providing HR solutions to
small business. For more information
visit www.empowerlinkservices.co.za.

FEATURED OPPORTUNITY

Advertorial

A RISING
SUCCESS STORY

The COOKIE WORKS concept has been baked to perfection
and is ready for expansion...
A first of its kind in South Africa, the
Cookie Works concept enables customers
at Cookie Works outlets to experience
the baking of their own creation of
uniquely flavoured cookies, right in front
of their eyes in less than ten minutes.
With a choice of different flavours
of dough, and a variety of mix-ins to
choose from, customers are limited only
by their own imagination – chocolate
marshmallow cookie sandwich anyone?
Ricus van der Merwe opened the first
store in Stellenbosch in 2014, and the
business grew so quickly that soon the
Cookie Works factory was set up.

THE SECRET RECIPE

As a franchise concept, the Cookie Works
head office has a passion for people and
business. Franchisees become a part of

the success story, gaining
the knowledge they need to
run their own independent
operations. Initial franchise
training starts with a twoweek programme at the
Cookie Works factory, where
franchisees learn how to bake Cookies
Works products, serve customers and
get upskilled in the essentials of setting
up and running a Cookie Works store. As
the sweet delights are accompanied by a
menu offering both cold and hot drinks,
franchisees will also receive training from
the Cookie Works Coffee Partner on
how to make an awesome cup of Cookie
Works coffee. Once a franchisee has
set up their new store, ongoing support
and training is on offer throughout their
business journey.

Franchises start at R695K, which
includes the Cookie Works store and
equipment, operations manual, menu
and supplier network, as well as the
right to use the Cookie Works name and
legal documentation and training. If you
are an entrepreneur who is passionate
about people and creating memorable
moments, then Cookie Works is for you.
The franchisor is looking for energetic
operators who are good team players
and who understand the importance of
customer service excellence...
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It takes more than money to
keep employees MOTIVATED
Here are some tips on how to keep their real needs met...
Money can be a great motivator, but
it's not the only or most effective one.
Employees who receive an increase can
generally be expected to be motivated
for a short period of time. If other
aspects of their working environment
aren't right, this monetarily-generated
happiness will quickly dissipate.
According to Frederick Herzberg's
dual-factor theory, employees may
generally be satisfied at work
when their 'hygiene' or lowerorder needs are met with
adequate salaries, job security,
pleasant working conditions
and good company policy.
However, they are more likely
to be highly motivated when
higher-level psychological
needs such as achievement,
recognition, responsibility,
stimulating work and
advancement are gratified.

Ivy Gura and Chipo Mashava

The fluctuating economy and
political uncertainty has forced
many South African businesses to
tighten their belts. This means that
giving regular or large increases is not
always an option, even when employees
are performing well.Employers need to
know how to motivate their employees,
even under the most trying economic
circumstances. This is especially the
case if they want to retain talent. In this
respect, nurturing a work environment
that encourages growth and self-worth is
critical. According to former US president,
Theodore Roosevelt, "no one cares what
you know, until they know that you care."

Acknowledgement
is key
Everyone needs to be
acknowledged. Too often,
employees are only noticed
when they make a mistake,
like the naughty child
in school who is always
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admonished by the teacher. Highlighting
employees' strengths by noticing when
they are doing well – and acknowledging
it verbally or via written communication
– is a powerful motivator. By caring
enough to acknowledge an employee, the
employer is sending a powerful message
that says "you have unique qualities and
what you do is important and adds value
to the organisation.
In the same light, no-one goes out of
their way to mess up, but mistakes do
happen. Wherever possible, employers
should work with employees to help
overcome their weaknesses when failure
is experienced on the job Acknowledging
an employee's efforts, even in times
of failure, ensures that the failure
strengthens the employee rather than
demotivating them.
Provide clarity on career paths
Employees need to know there is a
clear and intended growth path ahead
of them. They need to know what steps
they can take to move up the ranks in
the organisation. Ideally, suitable career
paths should be planned in conjunction
with the employee. Providing them
with a well-defined job description and
proposed growth trajectory up-front is a
powerful heads-up that they are expected
to succeed. Care enough to help create a
career path that promotes their growth,
empowers them and makes them more
loyal to produce their best work and
progress faster.
Training and ongoing mentorship form
part of this process. Not only do they
benefit the employee by expanding their
knowledge and skills, they benefit the
organisation by ensuring improved and
better informed quality of work. Notably,
in South Africa, businesses also benefit
from tax incentives for every employee
they train.
Ensuring that employees are on the
right growth trajectory can be assessed

through regular performance appraisals.
This allows the employer to highlight
areas of strength as well as those that
need improvement. It also allow the
employee to review their growth path and
request a move or training that will help
them evolve in the workplace.
There is also something to be said for
bringing motivational speakers into the
organisation to inspire employees once or
twice a year. A good motivational speaker
can make employees feel like they can
conquer the world.
Caring about family and health
The assumption that employees have an
on/off switch that allows them to leave
work issues at work or personal issues
at home is naïve. The truth is much more
complex than that. Without going into the
psychological examination of the human
psyche, it is safe to say the two worlds
will overlap from time to time.

Employers who know more about their
employees than how they deliver on their
deadlines or what type of car they drive
will have a head start over those who
don't. Showing an interest in employees
beyond the quality of their work can pay
huge dividends. An employee who feels
his boss is interested in him as a whole
person is likely to feel more committed,
motivated and loyal. Giving employees
time off when they've worked long hours
every day or arranging a baby shower for
someone's pregnant wife demonstrates a
deeper level of interest and engenders a
sense of compassion. When the employer
needs all hands on deck in an emergency,
there will be many more takers.
In addition, encouraging work/life balance
is beneficial to employers and employees.
A healthy workforce is a more productive
one and healthy employees are happier.
Wellness programmes and company
outings such as sporting events go a
long way towards encouraging healthy

lifestyles and building strong teams.
It's the small things that count
Small, thoughtful gestures can build
enormous employee equity such as
remembering their exam dates with a
'good luck' pack or wishing them well
with a goodie bag when they take part in
a race.
Knowing what employees do in their
spare time and acknowledging their
various successes, whether it's achieving
a personal best time in a cycling race,
completing a watercolour painting or
celebrating a child's academic success is
key to creating a nurturing and productive
environment.

Ivy Gura and Chipo Mashava are Audit Seniors at BDO
Pretoria. BDO is a group of accounting firms operating
throughout Southern Africa, offering accounting, auditing,
secretarial, tax, financial services and risk management.
www.bdo.co.za
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Your FIRST HIRE
As an entrepreneur, you
may feel that you cannot
afford to take on a new
employee. To be able
to afford it, you have to
earn more money, but
to do that, you actually
need more employees
in the business. So, how
do you get out of this
vicious circle and create
a platform on which
your business can grow?
If you want to create a business that
creates more value than a single person
can produce, the only way forward is to
take on more employees. There are just not
hours enough in the day to for you to do
everything that has to be done by yourself,
if you want the business to run itself and
if you want it one day to operate without
being dependent on you. Furthermore, if
you really have a good business idea, you
will be ignoring your potential if you do not
have the resources to take advantage of
whatever the market offers. The problem
is that many entrepreneurs are probably
very good at getting ideas, at selling and at
delivering the goods, but often have almost
no experience with Human Resources.

David Madié

The step towards growth
So, what do you have to do to be able
to recruit a new employee who'll be a
good investment and create value for the
business? The first step is to evaluate what
needs to be done to cover the investment.
For a startup business, the first employee
will usually be one of the following three
types: The first type is a bookkeeper/office
assistant who can save you the time to
focus on sales and deliveries. To make this
profitable, you must increase turnover by
at least the amount of the new employee's
salary. The second type is a production
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You must decide whether you want
to continue as a one-man business or
take up the challenge to develop from an
entrepreneur into a business manager.
or service employee who will be in charge
of producing or delivering your product.
Here, you just need to be sure that the new
employee can earn his/her salary and you
must include a training period. Finally, the
third type of employee is a salesperson who
will take over the entrepreneur's own sales
work or will be given the task of cultivating
new markets or selling new products. Again,
the question is whether the salesperson can
contribute enough to cover sales costs, their
salary and maybe a bonus.

Reducing uncertainty
Even though you have reached the point
where it is worth taking on the next
employee, it can still be very risky; what
if the orders do not come in as expected?
Many entrepreneurs reduce the financial
risk by ensuring that they have some "long

contracts" with their customers. If you have
set up this security and know that "expenses
are covered for the rest of the year", you will
be more willing to make the investment.
Financial uncertainty is not the only
barrier to taking on new employees in
startup businesses. There are often some
more emotional barriers that make the
entrepreneur hesitate before recruiting
the first or subsequent employees. One
of these barriers can be the feeling that
more employees will restrict your freedom.
You may be used to life as an entrepreneur
where you feel as free as a bird, you can
work in the office or at home, any time of
the day or night. When there are suddenly
employees in the office, you may feel
obliged to be there yourself from 9 to 5.
Even more important is the obligation
you will then be under to contribute to

performing tasks and building up a good team and involving
more people in your decisions. In order to break down this
barrier, you must decide whether you want to continue as a
single man's business or take up the challenge to develop from
an entrepreneur into a business manager.
Another well-known emotional barrier to taking on an employee is
the fear of losing this employee again, especially if you are thinking
of employing a salesperson. It can be a blow, if the employee stops
again after having built up customer contacts and spending time
getting into the market.
One final emotional barrier to recruitment is that you have no
clear overview of the task and therefore you do not feel ready
to get started. However, just like most of the tasks in a startup
business, it is something that can be done. A professional
recruitment process is also the best way to ensure that the
employee stays in the business.

The recruitment process
Compiling an internal job description, a personal profile of the
person you are looking for and a job notice that you can use as
an advertisement to send around in your network is the first step
in the recruitment process. It is really beneficial to define five to
ten main areas of work, specify the expected daily tasks, and also
describe the employee's short, medium and long-term objectives,
in order to ensure the description is comprehensive. If you have
done this work, you also have a really good tool for both the
employment interview and the regular employee reviews. When
you (hopefully) have a number of applications for the job or have
come across some people in your network, you must get started
on the next set of tasks. These include holding job interviews,
maybe testing people, choosing the right applicant, negotiating
the right salary and drawing up a good employment contract. Be
sure to avoid beginner's mistakes such as not checking references
sufficiently, and making an emotional decision as opposed to an
objective one. Once the contract has been signed, you'll need to
give your employee a good introduction and training, together
with diarised reviews and feedback sessions.

A new routine
Every new staff member that joins will change the daily routine in
the business. As time goes on, this process will become easier and
more fun for employees and owner. The pre-condition for being
able to do this is, as already mentioned, is to work to secure your
turnover in the future and not just from month to month, so that
the risk of more employees is reduced. You must also find out
exactly what type of employee the business needs, what the daily
tasks are and finally, you must develop your recruiting skills. In this
way you will become a good manager and be able to create the
best possible platform for the business's next employee.
Good luck!

David Madié is the founder of GrowthWheel International Inc. and
created and designed this visual toolbox and cloud-based platform
used by business advisors to help client companies make decisions
and take action. Visit www.growthwheel.com for more info.

TECHNOLOGY

How to make

your website work for you
Have the right mechanisms in place to generate sales from your online platform...
A website is the first level of marketing
any business can use. It acts as a first
point of contact between a business and
a potential client – when someone hears
about a certain business of interest or
if they search for a service or product
on the internet, the first thing they do
before they call is to check the website
provided by the search results. So, as
your website is the most visible part
of your business to potential clients, it
needs to give a clear picture of who you
are and how you operate, before they
even call you or visit your office.

Trust Gumise

A website is a digital form of your
company profile with added features that
make it easy for the client to interact with
you. On your website a client should be
able to complete a form with their details
so that you can contact them at a time of
convenience, buy products, sign up for
events, book for appointments, register
for your services, and most recently chat
to clients in real time! The list is endless.
Recent technologies have allowed
us to be able to utilise a drag and
drop mechanism in building websites.
Technologies like WordPress have made
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it easy to build a website, just take a
theme and add content then voila! You
have a website. The truth of the matter is
it's not that easy. A website is made up of
various moving parts that work together
to create that remarkable outcome we
see on our computer screens. There
are two main parts to a website, The
Frontend and the Backend.
The Frontend is what we interact with
▪when
we visit a website on our mobile
phone or laptop. It is made up of text,
images, shapes and colours. All these
different parts come together to form a
visually appealing, easy to use website.
Frontend designers are usually people
who understand the psychology of
your clients, have a keen eye for detail,
are able to produce visually appealing
designs and can make it as painless as
possible for your clients to navigate
around your websites. Designers are
not always developers. All they do is
just come up with a perfect design
with regards to your business goals and
your client's trends when it comes to
interaction on the internet.
Backend is where most of the
▪dirtyThework
is. The backend is not visible

to the end user. Databases, API's, and
other services link to the website via the
backend. The backend contains what we
call the logic of the website. '

6 WAYS to generate more
sales via your website:

1

Engage your clients
There is nothing that beats a great
landing page experience. Easy navigation,
clear major points to note, direct call to
action sections, summarised important
text with easy redirection to additional
resource pages, easy-to –see important
features and perfect colour balance.
These are some of the things that capture
the intended audience and will make
clients stay longer on your website.

2

Add video content
You can never go wrong with videos
on your website. The truth of the matter
is, consumers may prefer information in
video format to information that comes
in form of text. Who can blame them?
Brains process visual information faster
than text. So why read when you can
simply sit back, watch and listen? If your
company website lacks in video content,

now would be a good time to include
them as part of the package. Statistics
reveal that consumers tend to stay
longer on sites with videos and are most
likely to return. This content can include
engaging product videos, how-to
tutorials, ask-us-anything conversations,
client testimonials and even work space
and behind-the-scenes tours. The
advantage of video content is that you
don't necessarily have to spend money
(unless they really want to). Videos can
be shot by anyone in the office using
smartphones with good picture quality
and you are good to go. Obviously using
a professional will increase the quality
standard.

3

Have a blog
A blog is a good way of getting
more traffic to your website. We live
in an age where people need readily
available useful information right at their
fingertips, and if your website provides
that you are likely to win with clients.
The trick is to make sure you only post
relevant and useful information that can
make your clients lives easier.

4

Be available
We operate on different schedules
and sometimes, time-frames. Assuming
that consumers only access your website
during working hours is a mistake. Your
website should be open 24/7 so your
clients can interact with your business
when it suits them. It will mean a lot
to them to know that they can access

your services at any given time without
actually having to call or contact anyone
directly. Being available therefore means
that your top priority is to make sure
that there are no down-times on your
website. It has to be working perfectly
at all times. Imagine the frustration of
being up at two in the morning trying
to access a website that gives you
problems. Consumers should be able to
'walk in' to your website without hassles.

5

Use Google AdWords
Google AdWords helps you to attract
more customers, reach the right people
at the right time and advertise locally
or globally. What are Google AdWords,
you may ask. Google Adwords is the
online advertising platform owned
and operated by Google. AdWords
works mainly through the use of
keywords. Keywords are words or
phrases that users enter into Google
when performing a search to find the
information they need. What happens
with Google Adwords is that advertisers
(that's you) bid on keywords that are
relevant to their business and get the
chance to display their advertisements
to users who enter those keywords into
Google. Before you can start advertising
on Google AdWords, you first need
to set up an account. This is a simple
process. You can either set it up using
an existing Google account or you can
create a new one specifically for this
purpose. Then you specify some basics
for your account, such as your location
and time zone before finally setting up

your billing details, so that Google can bill
you every month.

6

Use Search Engine Optimization (SEO)
SEO is not as complicated as it sounds.
In fact, it's one of the most effective
ways of advertising on your website. SEO
is a marketing tool focused on growing
visibility in free search engine results. All
major search engines such as Google, Bing
and Yahoo have primary search results,
where web pages and other content such
as videos or local listings are shown and
ranked based on what the search engine
considers most relevant to users. In order
for your website to rank higher, you have
to make changes to your website that make
it easier for search engines to understand
your content. This is where SEO comes in.
SEO helps to ensure that a site can be
accessed by a search engine. Webmasters
and web content producers use SEO
practices to help them achieve a better
ranking in search engine results.
Keeping your website presence up to
date and well-maintained takes time and
investment. But don't fall into the trap of
thinking it's a 'nice-to-have' – in today's
digital age it is an absolute necessity!
Trust Gumise is the CEO & Founder
of infinIT Technology Solutions, an
IT company that helps small business
achieve more using IT based tools
and products. Email Trust on trust@
infinittech.co.za, call 010 534 6469
or visit www.infinittech.co.za for
more information.
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How to effectively measure
your digital marketing efforts
Track and measure your
results to drive sales, draw
in new customers and
grow your business…
If you're a small business owner, you've
been told many times by now that
social media and digital marketing are
non-negotiables when it comes to your
marketing efforts. It's fairly easy to set up
a website and social media platforms, and
start using them to build your brand, but
how do you know they're working?
Here is a list of tools and metrics to help
you navigate this minefield.

YOUR WEBSITE
Google Analytics is the most well-known
and widely-used analytics tool for website
statistics. It is cloud-based and as such,
you can log in from anywhere in the world
to track the relevant metrics. It is also
simple to set up, so any web developer
can add the code to your website once
the site is up and running.
Besides the most obvious metric – how
many people have visited your website in
a certain time-period – the other popular
metrics are:

▪

Audience. Insights into the
characteristics of your website users
(visitors), such as their demographics,
geolocation, the device they're using, the
browser and operating system they used
to access your site, whether they've been
to your site before, and more.

▪

Dominique Sandwith

Acquisition. How your users (visitors)
came to your website, i.e. from Google
search (organic), another website
(referral), an email newsletter, a paid ad,
social media or by directly typing your
URL into their browser.

▪

Behaviour. Information on what
pages your users are visiting, the time
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they spent on each page and what they
clicked on.

What Is A/B Testing?

▪

Conversion. Tracks when a user does
something that you want them to do, i.e.
buy a product, submit an enquiry, etc.
This needs to be specifically set up by
using a piece of code on your website.

A/B testing (also known as split testing or
bucket testing) is a method of comparing two
versions of a webpage or app against each
other to determine which one performs better.
AB testing is essentially an experiment where
two or more variants of a page are shown to
users at random, and statistical analysis is
used to determine which variation performs
better for a given conversion goal.

The tool allows you to create your own
custom dashboard, so you can just adjust
the time period when you log in and
immediately see the data that you want
to measure. There are also other software
applications available for you to collate
this information into easily digestible and
visual reports – check out Swydo and
Supermetrics.

Source: www.optimizely.co.za

SOCIAL MEDIA
One of the biggest appeals of social media
is the fact that you can track customers
and customer relationships in a meaningful
way. However, many business owners get
bogged down with the idea of tracking
vanity metrics, such as the number of
Facebook fans and Twitter followers. While
these are nice-to-haves and definitely
necessary to gain reach, they shouldn't be
the only things to look at to see if you are
succeeding on these platforms.
Across all platforms, the metrics that
matter are the reach of your content
(sometimes called impressions), the
engagement that it receives and the
number of clicks through to your website
(click through rate). While the metrics are
similar for most platforms, there are some
that are worth noting:

▪

Facebook. The interesting thing about
this platform is the amount of personal
information it can gather about your
audience. Facebook is the number one
social media tool for consumer marketing
due to the fact that the targeting of
content and advertising is so detailed.
The metrics that are available on your
page include the age, gender, location and
interests of your audience.

▪

Twitter. The use of hashtags is the
main differentiating factor of Twitter
analytics. From the platform's analytics
dashboard you can find out what the
most talked about topics are such as
events like International Women's Day
and big sports events. You can then join
the conversation by creating a campaign
focusing on one of these topics.

▪

Instagram. The native dashboard of
metrics for Instagram is fairly simple as it
is done purely on your phone, however
there are plenty of tools available to
delve deeper into your statistics such
as Hootsuite and Sprout Social. These
tools allow you to track your hashtag
performance, how many people engaged
with the hashtags in your posts and which
ones performed the best. Owlmetrics is
another useful tool and offers access to
rich analytics that you can use to improve
performance.

▪

LinkedIn. As one of the only businessto-business social networks available,
the metrics here are a little different. The
LinkedIn analytics dashboard shows the
demographics of your page by industry
and seniority of role allowing you to see
who your customer really is and targeting
your content accordingly.
Another important way to measure social
media results is to test the content on
different audiences. Conducting split
testing or A/B testing with your content
can be hugely beneficial to finding out
what works and what doesn't. Remember
to test only one metric at a time and to
give it time to achieve results.

EMAIL MARKETING
Newsletters, when done well, are still a
very effective way of reaching customers
directly and are extremely measurable.
Using platforms such as Mailchimp,

Constant Contact or Campaign Monitor
you can track your subscription rate,
number of opens on a certain email
campaign, number of clicks and where
the user clicked on the newsletter as well
as the number of users who unsubscribe
after each campaign.
The important step, and one that
business owners often forget, is to
study the data to change behaviour and
get better results in future. A study by
the SMB Group found that the biggest
technological challenge facing small
businesses is getting better insights using
the data they already have access to.
Once you have a better understanding of
the metrics and how to find this data it is
important to document the information
in a format which can be compared over
different date periods.
Each platform should have objectives
and goals in place to gauge whether the
platform is bringing in a good return on
investment. The goals should be realistic
and aligned with your business goals.

Problem solver and people manager,
Dominique Sandwith is the co-founder
of Yellow Door Collective, a Cape Town
based full-service digital marketing
agency offering strategy, content
creation, website design and graphic
design. Visit: www.yellowdoorcollective.
co.za to find out more.
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The great big

CYBER-THREAT
Carey Van Vlaanderen, CEO of ESET, answers some questions
on ensuring online safety in your business...
What should a small business
owner's primary concerns be
when it comes to online safety?

example, despite the fact that extended
support for the OS ended more than 3
years ago.

Following on from last year's spate of
safety attacks, I would say be aware that:

What are some of the latest
trends in the online safety
space?

Attacks are random and unpredictable:
Cyber-attacks cannot be predicted,
unless we're talking about very specific
targets which constantly come under
fire. When it comes to small businesses,
however, cyber-attacks do not have
specific patterns and can pretty much
come at any point.
You should never assume you're safe:
If you are a small business, you also
have the responsibility of protecting
your users. Perhaps the most common
mistake made by small businesses in
regards to cyber security is assuming
that they are too small to be of concern
to hackers. The reality is that plenty of
hackers target small businesses because
they are small. Hackers know that many
businesses won't protect themselves and
so consider them easy targets.
It's important to treat the cause and
not the system: Preventing a cyberattack is a far more logical process
than attempting to treat its symptoms.
For those affected by WannaCry, for
example, there is no good course of
action: those encrypted files are not
recoverable, and paying the ransom is
inadvisable and extremely unlikely to
have any success.
Security should not be neglected:
Security should not be neglected for
any reason – you may think downtime
is unbearable but losing important files
or having customer records leak is,
without a doubt, a worse fate. Some of
the computers affecting with WannaCry
were still running Windows XP, for
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Critical infrastructure attacks on
the rise: Cyberthreats to critical
infrastructure jumped into the
headlines in 2017, starting with a
Reuters report in January that a recent
power outage in Ukraine "was a
cyber-attack". We expect that in 2018,
infrastructure attacks are expected to
continue to generate headlines and
disrupt lives.
Supply chain issues: Large companies
are waking up to the threat of cyber
attacks with security teams receiving
increased backing to improve measures.
But SMEs continue to struggle with
these new concerns, and since they
may also supply goods and services to
larger organisations, security gains are
often negatively impacted. These types
of supply chain problems affected the
entertainment industry earlier in 2017;
among the incidents included was the
attempted extortion of Netflix over a
new season of the series "Orange is the
New Black". Supply chain security can
affect a whole industry.
Personal data in the new age of
technology and legislation: Data is
the new currency, with consumers
expecting to enjoy software at little or
no cost. This has led vendors to enter
the data-collection business, increasing
the risks connected with data privacy.
Advancements in IoT can lead in a
similar direction with every device
capable of telling a story and producing
a full picture of the user's life if multiple
connected devices are combined.

How should a small business
owner go about selecting the
right cyber security measures
for their business?
Know your enemy: For the workforce
to protect itself against a wide range of
threats, it first needs to know the enemy.
Information about the most common
threat like malware, phishing, ransomware
and social engineering, as well as how they
all operate, helps employees to understand
the problem and be less susceptible.
Consider password safety: Frustration over
creating and remembering passwords means
the vast majority of people use the same
password for everything. It's not just the
same password for every account, but using
the same passwords as everyone else. The
type of prompts users receive when creating
passwords don't help, and often mean
people use easy and insecure passwords.
Think before you click: This is one of
the most underestimated threats-a form
of psychological manipulation where
cybercriminals trick people into handing
over personal and sensitive information,
usually through deceptive, and fraudulent
means. A common phishing scenario: you
receive an email that appears to be from
your bank or PayPal. It asks you politely
to check the settings of your account
and, via the included link, provide your
credentials and further information. But
it is not your bank, or PayPal that will
receive your personal details – it will be
the cybercriminals behind this attack.
While companiesneed to wake up to the
threats of hackers, becoming cyberresilient is a straightforward process.
Realising that remaining secure is
everyone's responsibility means training
staff in even the most basic skills should
be a top priority.

FEATURED SOLUTION

Advertorial

Can you create a logo for your business?
How about a website or an animated brochure?
Of course you can! Read on to find
out how to embark on a design
journey to change your business...
Whether you're starting up as a oneman show or a business owner with a
marketing budget, possessing design
skills can put you in a position of great
advantage. Being able to put together a
simple brand for yourself, or producing
some professional collateral for your staff
can save you thousands, and ensure that
your ideas are visualised exactly as you
intended.
The team at ofcourseyoucan.com have
taken their 22 years' experience in
design and web development training,
and combined the best aspects into a
superb creative journey. Through a digital
game board, called "your journey", you

can work your way through a series of
recorded webinars, according to the pace
and level of expertise you desire. Each
1-2 hour session introduces a variety of
creative concepts, where you are shown
how to work with creative software
and given the tools needed to harness
your creativity. The journey consists
of different levels, and with every level
reached you will gain a new skill; so that
by diligently working your way through
the levels, you will become proficient in
web and/or graphic design.

Harnessing your skills

"If you think you've never had any
creative ability, then fear not – there
are ways to create incredible work,
even without a lot of artistic talent,"
says ofcourseyoucan.com founder and
trainer Rudolph Pieterse. With a degree
in Information Science, Adobe Certified

Expert qualifications in InDesign, a
Master's Degree in e-Commerce and
Certified Webmaster qualifications,
Pieterse focuses on outcome-based
training, which means you will be able
to deliver on a project straight after each
session. "And for those of you with a
knack for design, there are tutorials that
will show you how to harness those skills
properly to become better and wiser."
In this digital age of mobile apps and
website advertising, entrepreneurs can't
afford to be left behind. "And should you
still wish to work with a creative agency
after completing your journey, you will
at least be able to understand their
lingo, way of working, and the
possibilities available to you and to
them," ends Pieterse.
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SAFETY FIRST
Why you need a robust social media policy (and how to create one)…
Social media represents both an opportunity
and a threat. You can, for example,
broadcast both personal and company
views, and build rapport with customers or
potential customers. And, customers can
use it to publicly praise your brand. But it
can be harmful to the brand. Like when
Yelp employee Talia Jane went online to
protest against low pay, writing an open
letter to the Yelp CEO. Closer to home,
we've seen politicians making statements
which have resulted in a backlash from the
public and apologies from their parties.
There are many stories like this; scenarios in
which companies have suffered enormous
reputational damage from online rants and
individual social media "campaigns".

Colin Thornton

While it's nearly impossible to maintain full
control, and arguably, you should not aspire
to do so; these policies can be used to
educate employees on the dangers of social
media. They should be designed to protect
the integrity of both employees and the
companies they work for. And, they should
provide guidelines to help your team to stay
on the right side of the increasingly blurred
line between personal and professional
social media use.

WHY YOU NEED A POLICY
A social media policy outlines how your
business and employees should conduct
themselves online. It helps to safeguard the
brand's reputation and should encourage
employees to share the company's message
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in a responsible and intelligent way.
Because social media is constantly evolving,
the policy should be considered a living
document; updates, edits, changes, etc., will
be necessary.
Aim to provide guidelines that are easy to
follow. And while the rules may be bent
and mistakes made, the guidelines are there
to keep everyone within bounds and the
organisation out of trouble.
Whether your company is established on
social forums, or just beginning to build a
presence online, you should have a robust
social media policy in place. A good policy
document helps to:

▪ Guard against reputational damage. By

clearly explaining to your employees how
best to represent the company online, and
including what they can and cannot share
or post, you will mitigate the threat of
irreversible reputational harm. In addition,
a clear social media policy will explain what
action needs to be taken in the event of
online shaming, social media bullying or
toxic comments.

into your company and its mission.
Clear guidelines will help your employees
understand how to use social media
to promote the brand. And if you plan
to use your social media policy as an
employee advocacy tool, make sure that
the document outlines best practices for
sharing company content on social, as
well as commenting online.

WHAT TO INCLUDE
Your document should include policies for
the company's official accounts as well
as employees' personal accounts. While
there may be some overlap, each requires
individual attention.
RULES AND REGULATIONS: In
this section, outline your company's
expectations for appropriate employee
behaviour and conduct (on behalf of
the company or personal) on social
media. For example, restricting the use
of profanities or controversial opinions
when posting about the company. A few
specifics to include:

Brand guidelines: How to talk about your
▪ Encourage employees to become brand ▪company
and products.
ambassadors. Your social media policy can
be enormously helpful when it comes to
brand amplification. It taps into your biggest
advocacy group; your employees. Indeed,
company messaging is often considered
more credible when it comes from actual
people, particularly if they genuinely buy

▪ Etiquette and engagement: Outline

how you want employees to respond
to mentions of your brand (positive and
negative).

▪ Confidentiality: Defines what company

information should never be
shared on social media.
ROLES AND
RESPONSIBILITIES.
Here you should outline who
is responsible for specific
social media governance
tasks. A simple way to do this
is to create a table and divide
it into two columns. The
first column should include
a specific responsibility or
task; brand guidelines, for
example. And, the second
should name the person
responsible for governing this
area; the brand manager.
POTENTIAL LEGAL RISKS.
To help avoid any legal
blunders, your policy document
should provide guidelines for
handling all areas of potential
concern. For example,
preventing an employee from
posting information that may
be protected by an NDA (nondisclosure agreement). Do your
research and be sure to involve
legal counsel in this process.
SECURITY RISKS.
From phishing scams to
ransomware attacks, the
risks are high. As a result,

you need to be hypervigilant when protecting
your online presence.
Social media policies can
help guard against these
risks by making employees
aware of the threats, how
to avoid them, and what to
do should an attack occur.
Your policy should provide
guidelines on creating secure
passwords; avoiding phishing
attacks, spam, scams, and
other malicious threats;
responding to a security
breach or attack; and posting
business-specific information
that could be used in a social
engineering hack.
ACCOUNTABILITY.
Your employees are responsible
for what they put online.
Remind them to exercise
caution and common sense
– whether they're posting on
behalf of the company or on
their personal channels.
Your social media policy
requires a significant
investment of time and
resources, but it is crucial
element when running a
successful business.

Colin Thornton is Managing Director of Turrito Networks and Dial a
Nerd. The companies merged in 2015 to create an end-to-end IT
and communication solution for SMEs. From supplying a laptop
right through to designing and delivering a fibre connected
geo-redundant hybrid-cloud solution.
Visit: www.dialanerd.co.za or www.turrito.com for more.
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Secrets to tech and online

start-up success

Serial entrepreneurs MICHAEL ZAHARIEV and JAMES GREY divulged some lessons
learnt on their rise to online business success...
African startups are experiencing
positive growth. There's been a yearon-year increase of 51% in funding
for companies (US$195 million) with
159 startups securing capital on the
continent, according to a 2017 report
released by Disrupt Africa, the African
Tech Startups Funding Report.
While the continent has seen positive
advances, locally in South Africa
there's still a reluctance to start our
own ventures. According to the Global
Entrepreneur 2017 Market Report,
only 2.5% of South Africans between
the ages of 16 - 65 established a new
business between 2016-2017.

James Grey

Michael Zahariev
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South Africa's "entrepreneurial unicorn"
Michael Zahariev says he can attest
to the difficulties of starting your own
business domestically, but also feels like
he's been able to prove conventional
thinking wrong, by starting B Online, an
online marketing agency, while studying
and establishing HiCarByeCar.com, a
third party car auction website, and a
few more, before the age of 26.
James Grey comes from the vantage
point of vast having learnt countless
lessons on his journey as an
entrepreneur that started at the tender
age of sixteen. As an angel investor he
has a deep level of understanding of the
tech space, as well as the retail industry,
and has combined his strengths to
set up Laybycafe.co.za, together with
founding partners. This simplified
online platform makes it both easy
and cost-effective for the consumer to
navigate the layby process, which in a
period of six months since inception
was able to boast over two thousand
merchants and well over one hundred
thousand consumers.

South Africa –
a different landscape
Arguably, no sector evolves and changes
as quickly as the tech sector, says
Zahariev. Often local entrepreneurs
latch onto the latest international
disruptive tech model and copy and
paste it into their own offering. These
tech entrepreneurs tend to forget that
the international companies they want
to emulate operate in a completely
different marketplace. Zahariev says that
M-Pesa is an example of what happens
when you don't take into account that
our marketplace is very different, even
between countries on our own continent.
M-Pesa is an SMS money transfer system
that was launched in Kenya in 2007. It
quickly become a market leader as access
to smart devices was out of reach for the
majority of the population. However South
Africa is different story with nine in 10
South Africans owning a cellphone with
a third of them being smartphones. The
take-up was extremely slow. This problem
was then compounded when M-Pesa
partnered up with Nedbank, whose main
target demographic is middle-class to highincome earners. This meant that the target
audience wasn't reached and the audience
who was reached wasn't interested in
using the service because they had access
to services that were easier for them
to use. This disconnect between the
service and target market meant that the
company did not see the growth they were
expecting. M-Pesa can survive because it
is a multinational. If you were just a startup
company and made the same mistake
you'd have to close shop.
Copying and pasting an idea, and hoping it
works locally, is a recipe for failure. Make
sure that you've tailored your offering

and that the market you've targeted both
want and can afford the service, advises
Zahariev.

Build and leverage
your network
Grey points out the importance of
building a network of entrepreneurs,
suppliers and investors over time, and
then understanding how to leverage this
network in the most optimal way to make
your business grow.
"Follow tech blogs, read books and
attend seminars. And then bridge the gap
between theory and practice by directly
contacting successful entrepreneurs
within the industry that you want to
venture into," says Grey. "Respect their
time and prepare ten key questions that
you want answered. When you phone
these movers and shakers, tell them how
much time you will ask of them and be
direct and concise."

The right staff on board
"I believe that the time it takes to hire,
train, and develop personnel is the
single most influential factor in any
business. Keeping competent employees
is a challenge, especially if you're
starting a business. After all, as with any
competitive industry, there is a shortage
of raw talent," says Zahariev.
Locally, the largest hurdle to overcome
when hiring staff is competing with large
corporations who are viewed favourably by

many working professionals, says Zahariev.
This means that staff members are often
tempted to jump ship to larger salaries and
perceived growth opportunities.

capital investor. With this valuation we're
determined to acquire capital to grow
the business nationwide by enticing new
consumers to use the service.

"For my industry in particular, we
have a problem keeping international
companies away from our talent pool
as local IT professionals have a great
international reputation. Combining these
two elements together you can see that
keeping staff is a problem. Retaining
talent is a constant business task.
Ensuring that staff members are happy
is key for growth, especially when you're
starting a business."

Securing funding can be achieved in a
number of ways, but the most notable are
seed funding; when an investor financially
backs your idea, and venture capital
boosts; when an investor financially backs
the company to advance development.
"When it comes time to secure funding
make sure you're able to prove that your
company addresses a sustainable market,
and you have a staff that's able to deliver
on promises. Remember, once the funding
is secured you'll need to make sure you
are able to deliver, otherwise the chances
of securing funding in the future will be
little to none," says Zahariev.

Grey points to the importance of defining
the problem at hand carefully within your
team; as the problem becomes clearer the
solution automatically becomes clearer
too. "The rate at which you solve problems
can not only influence how quickly you
get to your breakeven point during the
start-up phase but also positively influence
your team and build confidence from your
consumers and suppliers," he says.

Cement your funding
Securing funding should always be a
secondary activity, after proving you've
secured the right market and staff,
says Zahariev. "While it is my least
favourite task, its importance cannot
be underplayed, as every company
needs capital. Recently HiCarByeCar.
com was given an 8 figure valuation
from a Swiss private-equity and venture

Grey gives the statistic that forty one percent
of all tech start-ups fail within three months,
not due to a lack of entrepreneurial acumen,
but due to a lack of funding. He advises all
tech start-ups to account for the fact that
it takes between six months to a year for a
start-up to gain sufficient traction, in general,
and to carefully plan your start-up budget
accordingly.
Lastly, Zahariev reminds those looking to
start up in the tech and online space to
keep a positive attitude. "There are always
positives on which you can capitalise in any
market. Keeping a positive attitude means
you're able to identify bankable gaps in the
market and succeed while others sit around
and complain."
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Blockchain – legal tips

Louw Bothma

for your start-up
It's a complex
arena, but,
remembering solid
good business
principles can help
bold entrepreneurs
navigate this
territory effectively...
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Blockchain was all the rage in 2017
and seems poised to explode (or is it
implode?) in spectacular fashion in 2018.
Whether you are about to dip your toe in
to test the waters, are already in kneedeep, or are totally engulfed by the raging
river that is the world of cryptocurrencies
and blockchain-inspired crowdfunding
ventures (known as initial coin offerings
(ICO's)) - taking stock of the following tips
might prove useful.
While the potential quandaries faced
by entrepreneurs are endless, and are
not comprehensively addressed, here
are some basic legal considerations that
start-ups should bear in mind when
progressing from a market research

investigation into a business venture. This
includes Setup, Intellectual Property (IP),
Regulations, Product and Investment (the
SIRPI approach).

SETUP
Irrespective of the type of business
you are starting, certain things remain
standard, such as deciding on your
preferred business entity (partnership,
company, trust, etc.), registering it
according to its legal requirements and
drafting the constitutional documents for
your chosen vehicle.
In blockchain ventures it is common
that up to three business entities are

venture. During this process you will
be creating IP and therefore a crucial
consideration is to make sure you
protect this IP adequately. If you do not
consider this upfront, it can expose you
to unnecessary risks and be a rather
cumbersome dilemma to solve going
forward. As such, be aware of it, consider
your options and decide in advance
how you are going to manage this very
important aspect.

REGULATORY ADVICE
There is still a lot of uncertainty as to
what existing laws and/or regulations
govern and enforce the practical
application of blockchain and distributed
ledger technology in South Africa. As
such, carefully considering the current
legislative framework (and more
importantly, the purpose behind it) may
provide a helpful understanding of the
things entrepreneurs should consider
when developing their business models
for the market. Although it is not usually
favoured by entrepreneurs, getting
regulatory support to ensure compliance
with the most recent legislative and
regulatory concerns is advisable. Such
support may include investigations into
any of the following:
created, especially for ICO's. This typically
requires the creation of: 1) an operational
company (OpCo), which launches an
ecosystem and sells crypto-tokens and/
or cryptocurrency; 2) a "trust"-like entity
(usually referred to as a Foundation),
which holds any cryptocurrency on behalf
of outside third parties looking to invest
into the OpCo or participating in ICO's
(and only releasing funds to the OpCo on
specific conditions being met); and 3) a
development company (DevCo or ManCo)
which manages day-to-day processes and
back-end services of the OpCo. Given the
potential number of entities involved and
complexity of the structure, planning this
phase properly will help to solve various
potential problems going forward.

INTELLECTUAL PROPERTY (IP)
Although you are essentially starting out,
chances are that your new business will
aim to solve a market problem by using
a dazzling method based on blockchain
technology. In layman's terms, you have
a great idea and you are attempting to
develop this into a commercially viable

■ FICA, anti-money laundering and
know-your client (KYC) legislation;

■ "Business of a Bank" and collective
investment schemes regulations and
legislation;

■ the Financial Advisory and

Intermediary Services Act (Twin Peaks
Financial Sector Regulation Bill);

■ Exchange Control Regulations;
■ the Companies Act;
■ consumer protection laws; and
■ tax legislation.
These are merely a few legislation and
regulatory aspects entrepreneurs would
have to consider for their ventures –
each venture will obviously require a
personalised approach.

PRODUCT
You've done and completed all the
structural matters. You've created your
platform, done your alpha and beta
launches, and are poised to launch.

Before this, however, you will have to
prepare the documents which describe
and explain your blockchain venture
or ICO (commonly referred to as a
"White Paper"). You will also need to
prepare the documentation required to
manage the contractual relationships
between you and your potential client
/ ICO participant/ employees. These
last-mentioned documents usually take
the form of employment, independent
contractor, service, software-as-aservice (SaaS), participation or purchase
agreements. You may even need to enter
into agreements with service providers.
Being aware of these agreements, aligning
their terms to fit into the context of your
venture and, most importantly, limiting
your risk profile is crucial to the success
of your venture.

INVESTMENT
While investments may occur at a later
stage, it is important to know how to
prepare for this right from the early stages.
As a matter of good practice, always keep
careful track of all official documents
relating to your venture by ensuring that
everything is neatly, safely and coherently
saved on file and kept on record. Should
an investment opportunity arise, this will
ensure that you have easy access to the
relevant information required during a
due diligence investigation by potential
investors. And hopefully, the preliminary
steps for any investment can commence
without risk or delay.
Although the above list is not exhaustive,
we hope that these basic tips provide
entrepreneurs who are contemplating
a venture into blockchain and related
industries, with some practical guidance
as to what to consider. There are
various levels of uncertainty regarding
the practical and legal implications of
these new disruption industries and
so it is advisable to get in touch with
service providers who have the interest,
knowledge and experience to sufficiently
assist with this process.
Louw Bothma joined Dommisse
Attorneys in 2016 to begin his articles
of clerkship. Dommisse Attorneys is a
fully specialised corporate finance and
commercial law firm, with a strong
focus on providing start-ups with the
legal support they need. Visit
www.dommisseattorneys.co.za.
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Downturn or UPTURN?
Know how to lead your team through different economic times...
After years of what could only be
described as a tough economic climate,
South Africa's business confidence has
taken a turn for the positive. Knowing
how to navigate your staff through this
changed mindset will keep you one step
ahead of the competition...
When the chips are down
Leaders show confidence even in the
hard times. So, to guide your employees
and business through an economic
downturn, be sure to:

▪ Do a reality check - do not deny

reality. Focus on your customers and
being in touch with the team through
relationship building is top of the priority
list.

▪ Focus on your staff - have

motivational rituals on a regular basis to
keep tabs on their outlook.

▪ Focus on cost saving - with strategic
.

intent You will still need to grow in a
downturn so do not cut costs in areas
that will affect you talking business from
opposition.

▪ Quickly identify key opportunities –

choose three or four and move on speed
with them. Much wealth and growth has
happened by those businesses. Owners
who seize opportunities and have the
ability to read the shifts and trends in
their market place win. Have the courage
to take the risk to make the decision, to
take action.

▪ Reset your priorities and focus - focus
on communication to your staff, and the
type of communication.
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▪ Act with discipline and urgency -

speed is critical, ensure you and your
staff are accountable for results. Have
consistent reviews and status meetings this creates urgency, focus and feedback.

a sound grasp of where they're
▪at –Have
be sure to know their expectations,

as well as their hopes and fears. These
would have all been shaped while getting
through the downturn.

Remember different perspectives
▪ Remember business and market cycles ▪– two
people can look at the same
have become shorter - one reads this all
the time, smaller in some instances, so
look at time frames for implementation of
your new action plans.

▪ Keep your top skilled staff and

headhunt other top talent from
competitors - savvy companies focus on
their greatest asset, staff and clients, in
a downturn. Your top performers will/
should have the character to weather the
storm with you.

Blue skies ahead
Some leaders do not want to tell their
staff the "total" status – research has
shown that timing and in what context
you communicate various situations to
your employees is important, and can
affect how quickly you move into the
upturn phase. When the future is looking
rosy, be sure to:

▪ "Reset" their perceptions – You

could implement some different rituals,
for example, task teams to discuss the
various market opportunities on the
horizon. This can be informal, but often a
formalised session works better.

situation, but see different realities
and situations. Open communication
really does help to clarify and improve
perceptions.
Leadership at all times is about
▪having
a positive focus on the future,

mobilising staff behind a vision, inspiring
people to achieve the right results, and
implementing change on an ongoing
basis. Go forth and conquer!
Guy Daines is the founder of Scotrho SME Business Coaching.
He has 35 years' experience in business, marketing, and
sales management across various industries and markets.
Contact him on guy@scotrho.co.za.

*See p15 & 49 for more...

