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TIPS AND INSIGHT FOR YOUR BIZ 
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funding or franchising – we’ve got it 
covered across a range of articles.

It’s August and there’s the temptation 
to bring out the pink and the pedicures 
and give women in business a pat on the 
back for being so good (as an all-women 
team here we know we’re good) but 
we resisted because... 2017? Is it really 
necessary to differentiate between what 
men and women seemingly contribute 
equally on a daily basis? While research 
shows that the struggle still continues 
in the corporate sector, in our circle of 
entrepreneurship we see nothing but 
female success stories. On page 12 we 
celebrate some wonder women who 
represent African entrepreneurs, just 
three of thousands of truly inspirational 

individuals who are proving it is possible to build significant 
businesses, often in male-dominated sectors. And never has our 
continent needed them more. Women invest their success in family, 
community and other businesses, understand the value of mentorship 
and become much-needed role models for future generations. 

In this issue, we’ve focused on the topic of resilience – the ability to 
recover quickly from obstacles that threaten to upset the apple cart 
– a trait that all successful business owners appear to wield as their 
secret weapon. Read more about how being able to bounce back can 
help you in your business journey on page 16. And share your stories 
of how of you overcame setbacks too – we’d love to hear from you. 

Another key element in building a great business is knowing what you 
can do, and what you can’t – and getting the right experts in place to 
plug the holes. Our Business Booster feature from page 21 explores 
what it takes to help you find the tools and resources you need, as 
well as rounding up some support businesses that might offer just the 
right solution. And, if you’re keen to invest in a business but feel you 
don’t have the millions it takes, you may well be pleasantly surprised 
at what you can find in our Under 400k feature from page 34. 

Enjoy the read (and the pedicure, ladies) 

FROM THE TEAM
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LAURETTE 
PIENAAR, 
Nedbank National 
Franchise 
Manager, provides 
insight into 
what you should 
consider when 
working out your 
salary and other 
drawings. 

Before declaring a dividend, make 
sure that you fully understand the 
tax implications and charges on the 
business. Through your dividend, you 
can pay yourself what you deserve for 
your sacrifice, commitment and success.

When not to pay yourself
If the business is really struggling, and 
a pay cut could mean the difference 
between survival and failure, salary 
payments can be deferred. These 
payments must still be recorded on 
payroll and can be paid out in the future 
when the business is back on its feet.

Paying your staff
Incentive schemes are a great way of 
ensuring that your employees stay 
focused and committed to helping 
you grow the business. Setting fair 
bonus-linked milestones to be reached 
monthly, quarterly or annually will keep 
them motivated, and working towards 
specific goals. This all contributes to 
the creation of a competitive work 
environment that encourages constant 
improvement.

Any incentive scheme you introduce 
should not be too costly and all 
deadlines and milestones must 
be realistic, and take economic 
environment and industry norms into 
consideration. 

Failing to pay your employees is a 
sure route to franchise failure. If your 
business is carrying a lot of debt, 
you should cut back on personal 
expenses charged to the business or 
on drawing a large salary. This is likely 
to impress creditors who may want to 
look at management accounts when 
negotiating debt repayment.

For more information on franchising 
email: franchising@nedbank.co.za.

online news | www.bizmag.co.zafranchiseAdvice

As a franchisee, you should fully 
understand all the financial aspects of 
running a business. This includes how you 
will be paid, how much you will receive, 
and how you should be drawing these 
funds. A good accounting package and 
the assistance of financial and tax experts 
will help from a planning and monthly 
maintenance perspective.  

Reasonable remuneration  
as a salary
Franchisees draw a manager’s salary 
from payroll. This must be included 
as an expense at the planning stage 
and decided on when the franchise 
operation is established. Your salary is 
an operational expense alongside your 
rental, franchise royalties, security, 
cleaning and other staff costs.

The final figure will depend on various 
factors, including the location of your 
business, industry norms and what is 
reasonable based on the performance 
of the franchise. Discuss the matter 
with your franchisor and other 
franchisees within the network to help 
you settle on a number.

Pay yourself regularly, as long as the 
business can afford to do so. When times 
are tough, you may be tempted to reduce 
your salary. But the stress this adds – 
to you and your family – increases the 
chance of business failure. 

Payment by means of dividends
At the end of the financial year, you can 
choose to pay yourself a dividend from net 
profits. Before going this route, consider 
what percentage of profit may be required 
for the next financial year. Your growth 
plans and any investments needed must be 
budgeted for before you declare a dividend. 
The legal structure of the business may 
impact how this is done, as all shareholder 
requirements must be accommodated. 

What 
to pay 
YOURSELF
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Work 2.0 is Africa’s definitive work, 
people and office tech event and 
is taking place on October 3 and 4 
at the Sandton Convention Centre 
in Johannesburg. As the only event 
dedicated to the changing nature of 
work and the technologies that are 
transforming the workplace, conference 
delegates will gain insight into what the 
continent’s most innovative companies 
are doing to attract, retain and develop 
their staff, and be given the right tools 
to produce a happier and more engaged 
workforce in their own context.

Some of the world’s best keynote 
speakers have been recruited including 
Brady Pyle, Director of Human Resources 
at NASA, as well as executive-level 
representatives from Facebook, Levi 
Strauss & Co, MTN, Standard Bank and 
other big players in the corporate market. 

The conference runs alongside a free 
expo where visitors will get to enjoy 
on-floor seminar theatres as well as 
experience the latest cutting-edge 
solutions in enterprise mobility, modern 
workspace design and much more. 
Enter now and stand a chance to win 

              DOUBLE TICKETS to the
WORK 2.0 Africa conference
(Valued at R8 995.00 each)
Find out how the world of work is changing…

WIN

TO ENTER:
SMS: YBM + Work 2.0 + 
your name + email address 
to 45508 (each SMS costs R1.50)

Or

EMAIL: WORK 2.0 + contact 
details to competitions@
bizmag.co.za. 

Competition closes  
on September 19, 2017.  
*Terms and conditions apply. 
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two tickets worth R8995.00 each, which 
includes access to the dynamic two-day 
conference and exhibition, lunch and 
refreshments, the Work 2.0 networking 
app and the seminar theatres. 
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online news | www.bizmag.co.zafranchiseNews

3@1 Franchising has 
announced the signing of a multi-
store agreement for Uganda. This follows the 
conclusion of a similar agreement in Zambia 
and the recent opening of the brand’s first 
store in the country…

3@1 Franchising, the one-stop 
retail solution for print, courier, 
photographic and business 
service needs, launched 
its international expansion 
programme in 2015 with the 
opening of a store in Windhoek, 
Namibia. Additional outlets 
are planned for this country in 
the year ahead. 2016 saw the 
signing of a master franchise 
agreement for Zambia with a 
first store launching in Lusaka in 
June 2017.
 
“Ours is an established brand 
with a strong foothold in South 

Africa, and we see African 
expansion as one of the next 
major opportunities for growth,” 
says founder and CEO Chris 
Dunn. “My vision has always 
been for 3@1 Franchising to 
expand beyond our borders and 
become a provider of essential 
printing, courier, photographic 
and business solutions in our 
neighbouring countries.”
 
Founded in Cape Town in 1999, 
3@1 Franchising currently has 
more than 70 franchise locations 
open or under development.

WATCH 
THIS SPACE 
as 3@1 moves
across Africa

Master licensees sign for Uganda

Looking to  
do business 
in Botswana?
If you’re looking to expand 
beyond our borders, or introduce 
new products to the local market, 
the Global Expo Botswana taking 
from October 31 to November 3  
is a must-attend event…
Every year the Botswana Investment and 
Trade Centre (BITC) hosts this business-to-
business expo, which aims to offer multiple 
opportunities to exhibitors and visitors to 
promote their business and intra-regional 
business exchange activities.  

The expo will host a match-making programme 
with one-on-one meetings arranged for 
exhibitors. An international trade and investment 
conference will also be held alongside the 
expo. The organisers are targeting at least 200 
exhibitors and more than 5000 visitors. 

To book a stand or to find out more about 
attending visit: www.globalexpo.co.bw. 

New store opened  
in Lusaka
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Find out more about investing in and growing a 
business at #BuyaBusiness...

The TicketPro Dome in Northriding plays host to the #BuyaBusiness 
Expo from August 31 to September 2. For anyone looking to invest 
in a business or expand their business this is a great opportunity to 
delve deeper into the franchise and business opportunity sector and 
come face to face with a wide selection of service providers and 
industry experts across a variety of industries. 

The 2017 expo will feature an all-new Business for Sale Pavilion, a 
Distribution Pavilion and an E-commerce Pavilion. “#BuyaBusiness 
Expo now offers a broad range of business growth opportunities, 
and serves as an expanded platform for investing, buying and selling 
businesses,” says Carol Weaving, MD of expo organisers Reed 
Exhibitions.

E-commerce for the future
Helping businesses to expand into this potentially lucrative online 
space, the E-commerce Pavilion will feature service providers and 
solutions to enable web development and design, online payment 
and logistics to support successful online retail. 

At the new Businesses for Sale Pavilion, would-be entrepreneurs 
and business owners looking to diversify will be able to view 
existing concerns now for sale, with established business models 
and existing client bases, across a wide range of sectors from 
photo printing to restaurants. The new Distribution Pavilion will 
showcase producers, distributors and agency opportunities, putting 
vendors and manufacturers together with resellers and distributors. 
#BuyaBusiness Expo also serves as a business development 
hub, with event highlights such as the Nedbank Money Matters 
Theatre delivering financial and business trends updates, money 
management and business management advice to business owners 
throughout the three days of the expo.

The event will host a range of workshops across a broad range 

#BuyaBusiness Expo 2017:  
Your fast-track to BUSINESS  
OWNERSHIP 

of strategic and practical business topics, from 
workshops on franchising and investing in business 
opportunities, through to entrepreneurial bootcamps 
and a small business “development den” It will 
also facilitate networking between entrepreneurs, 
business support services and investors, to give 
businesses access to all the information they need to 
grow sustainably. In addition to adding value through 
targeted information sessions, the expo’s investor 
programme, business speed dating, online business 
matchmaking and networking areas deliver immense 
value add to exhibitors and local businesses.

In 2016, #BuyaBusiness Expo and the co-located 
Small Business Expo, which is presented in 
partnership with Eskom, brought in millions of 
Rands in deals for exhibitors and attracted around 
7000 visitors – a large proportion of them already 
business owners and investors seeking to grow their 
portfolios.

For more information, go to www.buyabusinessexpo.
co.za and www.smallbizexpo.co.za.





What better way to celebrate 30 years  
of business growth than by sharing a few 
of the strategies that have helped you 
to reach this milestone? Here RONNIE 
DICK, Cattle Baron founder, talks about 
perfecting the customer experience, 
evolving with the times, and plans for  
a new format.

What has been crucial when building 
a strong food franchise brand?
Building strong brand equity is vital for 
franchising and is based on the relationship 
between franchisor and franchisee; where it 
is essential to co-promote brand equity and 
customer satisfaction. Brand awareness and 
image are important as consumers use these 
to differentiate between competing brands, 
which ultimately impacts franchisee profits, 
sales growth and survival.

Our franchisees must recognise the need to 
deliver a superior product in order to increase 
customer loyalty, which will result in greater 
revenue streams and additional customers 
acquired. Understanding our target market is 
critical because it provides direction for the 
tone and reach of our marketing along with 
the overall identity of the brand.

While it’s certainly possible to build a brand 
in the short term, without passion it’s 
almost impossible to sustain it over the long 
run. Passion leads to enthusiasm, which is 
infectious. Consumers often become just 
as enthusiastic leading to word-of-mouth 
advertising and referrals. 

How have you ensured that the 
Cattle Baron brand keeps evolving?
Consistency has been the backbone of our 
franchise over the past 30 years. When 
customers return to a restaurant they expect 
the same level of quality experienced the first 
time they visited. That’s why it’s important to 
adhere to consistently high food and service 
standards. Gaining an edge isn’t easy for 
today’s brands. Franchisees have to become 
“mover and shakers” and work tirelessly 
towards building their brands and going above 
and beyond customer expectations. 

Another big part of being recognised as 
a distinctive brand is the ability to reach 
consumers through multiple channels. By 
developing a presence on networks such as 
Facebook, Twitter, TripAdvisor and Google 
consumers can be reached on all levels. You 
just have to know how. 

Consistency and innovation seem to 
contradict one another, but in fact they work 
together to allow Cattle Baron’s continued 
growth. Keeping core components consistent 
doesn’t mean that the products you sell, or 
the way you deliver them, has to stay the 
same. With a solid foundation and established 
processes, you can tweak your product to 
better serve your customers. Innovation 
stemming from responsiveness to customers 
and franchisees has played a big role in Cattle 
Baron fending off stagnation over the years. 

Cattle Baron’s product offering has evolved 
over the years thanks to some observant 
and innovative franchisees. To enjoy ongoing 
consumer confidence, we must continually 
develop and improve on brand processes 
and procedures. We need to communicate 
with, and listen to, our customers; it’s an 
invitation for growth and deepening bonds 
for the future. 

What measures have you introduced 
that have had a big impact on 
franchisee performance? 
Routine franchise inspections and on-site 
remedial franchise assistance contribute 
towards our franchisees achieving and 
maintaining the requisite standards.

Over the years, as consumer spending has 
fallen, Cattle Baron Franchising has assisted 
franchisees by introducing new in-store 
concepts and using unproductive hours.

The introduction of the pensioners’ buffet 
during weekday lunch periods is a popular 
innovation. These buffets also attract the 
business fraternity, and our Sunday Lunch 
Buffet is well supported. Various in-store 
promotions have followed, including 
Monday Burger Night, Tuesday Steak Night 
and others. Recently, the Early Bird Menu 
was introduced, once again capitalising on 
traditionally quieter trading times, offering 
a “no frills” inexpensive menu between 
5pm and 7pm. Our brand has become 
synonymous with generous value as a result 
of our legendary complimentary hot veggies, 
our Sunday Meal Deal Lucky Draws, our VIP 
loyalty card programme and our no corkage 
policy.

Where do you see growth coming 
from in the year ahead?
We plan to introduce the Cattle Baron 
Burger & Co, which is a smaller concept 
requiring a lot less expertise, and a lower 
capital investment, offering customers 
freshly prepared and tasty meals. We always 
put a lot of effort and emphasis into the 
taste profile of our products. We have a 
great team of qualified chefs that will be 
responsible for an extremely innovative 
menu. We intend to diversify, not dilute, our 
brand into new directions.

The man 
behind  
THE BRAND
Ronnie Dick, Cattle Baron originator and CEO
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WOMEN IN BUSINESS

Why it’s a great time to be a 
WOMAN ENTREPRENEUR  
 in Africa (or is it?)
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The answer to this question has to be 
a resounding yes; there has never been a 
better time to be a woman entrepreneur 
in Africa. And, with increasing socio-
economic challenges, nor has the 
continent needed them to succeed 
more than now. When the AU officially 
launched the African Women’s Decade 
(2010-2020) with the aim to advance 

gender equality and women’s 
empowerment, it helped to stimulate 
wider discussions around empowering 
women through entrepreneurship. 
Today, as we near the end of this 
designated Decade, it just makes for 
smart economics for the continent. 

Look around the world at any fast 
growing economy and women 
entrepreneurs are viewed as an 

amazing engine for economic 
growth. A recent McKinsey 

Global Institute report 
finds that $12-trillion 
could be added to 
global GDP by 2025 
by advancing women’s 
equality. Here on the 
African continent, many 
forward thinking African 
governments have 
shifted their economic 
agendas to focus on 
promoting the role of 
female entrepreneurs. 

Why? Because they 
know that compared 

to other regions of the world, sub-
Saharan Africa has the highest number of 
female entrepreneurs. That means if they 
are proactively supported in their efforts 
to grow sustainable businesses, then the 
economy benefits in so many ways. A 
recent Boston Consulting Group report 
shows women control about $39.6-trillion 
(about 30%) of the world’s wealth, and 
by 2020, they have the potential to 
control over $72-trillion globally. This 
trend offers a clear picture: The appetite 
and justification is there for women to 
gain more financial and economic power. 
Africa just needs to mirror that change 
within the SME sector by encouraging 
business leaders to capitalise on the 
potential of female entrepreneurs and 
support their growth.

Lionesses of Africa 
On September 6 this year, the Lionesses 
of Africa Annual Conference will be 
taking place in Johannesburg, attended 
by over 300 of Africa’s leading women 
entrepreneurs. The aim is to discuss 
some of the most important issues 
facing women entrepreneurs across 
the continent; to share the experiences 
and insights on what it takes to build 
high impact, sustainable and global 
businesses and brands here in Africa, 
and how to practically overcome many 
of the challenges facing women-owned 
businesses here. Opening the discussions 
will be a topic that is increasingly 
becoming top of mind for many emerging 
market economies in Africa – how to 
grow the manufacturing sector, and 
importantly, how to support the growth 
and development of more women 
manufacturing entrepreneurs. 

Today, there are some truly inspirational 
examples of highly successful women 
entrepreneurs on the continent who are 
proving it is possible to build significant 
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Melanie Hawken

continued on page 14





manufacturing businesses, often in 
male-dominated industry sectors. A new 
generation of women entrepreneurs are 
starting to blaze a trail in manufacturing, 
and some of them will be sharing their 
experiences at the conference, including 
Kofo Akinkugbe, founder of Secure ID 
(Nigeria); Monica Musondo, founder 
of Java Foods (Zambia); and Mayleen 
Kyster, founder of Africa Steel Holdings 
(South Africa). 

Women are also taking the lead in the 
green economy in Africa where they are 
creating high-impact, socially responsible 
eco-businesses that can solve major 
social and environmental problems, whilst 
effecting social change, and creating 

economic opportunity at the same time. 
The growing commitment to sustainable 
principles has increased the demand 
for new green products and services. 
Businesses and consumers are looking 
for better ways to reduce waste, minimise 
our impact on the environment and leave 
a cleaner, greener world for our children 
and grandchildren. The growing emphasis 
on protecting the environment translates 
into opportunities for entrepreneurs – 
women with ideas, energy and smart 
strategies to start and operate their own 
green businesses and organisations.  

Introducing Afro-Luxe 
There’s also an exciting new generation 

of creative women entrepreneurs taking 
African Luxury and artisan craft to the 
world, and it reflects the world’s current 
love affair with all things African, which 
is definitely growing. Also growing 
is the number of women Afro-Luxe 
brand builders who are establishing 
global names for themselves and their 
businesses, and growing loyal customer 
networks at the same time. Afro-Luxe 
is the intersection of an appreciation of 
African design, respect for provenance, 
fascination with ancient culture, and the 
genuine value association of artisan skills 
and ethical and sustainable production. 
Roll all of those things into a luxury brand 
and product and you have a winning 
combination. 

WONDER WOMEN 
in business Three entrepreneurs share their insights and give some advice based  

on what they learnt in starting and managing their enterprises...

THULI SIBEKO is the Co-
founder and Managing Director 
of Anglo African Events (AAE). 
She is also the Founder of Girls 
Invent Tomorrow which is an 
initiative dedicated to initiating 
programmes designed to 
empower, educate and mentor 
girls about the ICT sector.

Running a 
business is hard 
work; you are 

primarily responsible for so 
many elements from finding 
the right staff to managing 
cash flow and sourcing 
new business. When we 
launched 12 years ago, we 
were fortunate that clients 
wanted to spend money on 
events and activations, and 
our business did relatively 
well. When the first recession 
of 2008 hit, marketing 
budgets were slashed, and 

we had to be clever, so we 
restructured the business 
and our strategy. The 
timing was great. The one 
thing that I have learned in 
running a business is that 
you need to evolve with the 
ever-changing economic 
landscape. Things can change 
overnight; you just need to 
be resilient.

I always wanted to use AAE 
as a vehicle to empower 
the youth and girls through 
the projects we work on. 
The business has somewhat 
evolved and we are now 
focusing on creating events 
with a purpose. Currently, I’m 
involved with two key projects. 
Girls Invent Tomorrow is a 
registered NPO dedicated 
to initiating programmes 
designed to empower, educate 
and mentor girls about 
science and technology. The 
second project is theNEXTgen 
Leadership, a dynamic annual 
youth conference designed 
to create a platform for 

interaction amongst the youth. 
The conference is created to 
enable the youth to engage in 
a dialogue, share knowledge 
and learn from their peers.

We are on a drive to make a 
global contribution to youth 
and girl empowerment. Young 
people are the future and it’s up 
to us to provide them with the 
necessary tools and resources 
for them to take ownership and 
contribute towards social and 
economic growth.

Currently our funding comes 
from family businesses and 
we have found strategic 
partners who support and 
believe in our vision. In the 
future, I would like to see 
these programmes become 
self-sufficient. And, 10 years 
from now, I would like to see 
all the projects that we have 
started under the consultancy 
business being run by young 
people as I’m a strong believer 
in girl youth empowerment 
and mentoring.

Thuli Sibeko

MAKE A CONTRIBUTION
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Africa’s women entrepreneurs need more 
role models, other women entrepreneurs 
who know first-hand how to achieve real 
and lasting success in business, whilst 
at the same time successfully building 
families, communities and personal 
relationships.

There’s still a long way to go but the 
future looks bright. Success breeds 
success. When Africa’s women 
entrepreneurs achieve success, 
everyone wins.

Whether it is a luxury fashion item, or a 
piece of haute couture design, a bespoke 
perfume, or an exquisitely handcrafted 
item of jewellery, these Afro-Luxe brand 
builders are taking the world by storm 
and putting Africa firmly on the global 
luxury map. For example, the inspirational 
Bethlehem Tilahun Alemu, founder of the 
global footwear success story, soleRebels 
in Ethiopia; Carroll Boyes, founder of the 
unique decorative homewear brand that 
carries her name; the Ghanaian luxury 
handbag maker, Akosua Afriyyie Kumi, 
founder of AAKS; or leading Afro-Luxe 
exponent, Swaady Martin, founder of 
luxury tea brand, Yswara.

Much has been written in recent years 

about the impact value chain associated 
with successful women entrepreneurs 
in Africa. They invest their success in 
family, community, and other women 
entrepreneurs and their businesses. They 
become critical drivers of the move to 
achieve greater gender balance in their 
countries. They understand the value of 
mentorship, playing an important role in 
ensuring the next generation of women 
entrepreneurs who are coming after them 
can learn from the hard fought lessons 
they had to experience the hard way. And, 
perhaps most importantly, they become 
much needed role models, showing 
that success is possible with enough 
determination, sheer hard work, and 
the right business idea at the right time. 

Melanie Hawken is the founder and CEO of Lionesses 
of Africa, a social enterprise passionate about women’s 
entrepreneurship in Africa and works to empower the start-
up dreams of all women on the continent. 

However, entering the sugar 
category which is so well-
established was a big challenge. 
On one side, the industry is 
dominated by large producers 
and on the other, most people 
believe that the cheaper the sugar, 
the better. In addition, the range 
launched amidst the Banting 
craze. As a result, it was critical to 
devise an educational campaign to 
convey our key message that, “not 
all sugars are created equal,” and 
therefore, not all sugars are bad.

In order to convince consumers 
to change a lifetime habit of 
using white or standard brown 
sugar required perseverance, as 
well as tactical planning from 
professionals in marketing. I have 
a PR Agency generating coverage 
as well as a social media team that 
assists me. As a retail product, 
we also have a strong focus on 
in-store promotions.

KATE SHEPHERD is the founding owner and creative 
director of Something Different and Something 
Desired, specialising in décor, design and the creative 
conceptualisation as well as execution of very big 
events. She managed to launch her business using just 
her own funds 13 
years ago. 

Have 
a plan. 
This is 

the most important. 
Understand what 
you need and 
when, how long 
you are going to 
stick at goals, set 
yourself achievable 
– but stretching – 
targets and have 
quite an important 
life and business 
co-plan, for six 
months, one year, 
five years and 10 
years. As a woman, 
you may want 
certain personal 
goals of children or 
even travel. Plan 
these in and review regularly, these will all help you 
stay focused and also proud of when you do achieve 
your targets. Even ten years ago I had a ten-year plan, 
and although not everything works the way you plan, 
if you put it down in writing and commit to it, you are 
far more likely to get there. Even at a young age, clear 
vision was drilled into me by my mentors and I believe, 
made me more focused in creating a business and not 
just pursuing my dreams of something creative, but 
building it. 

Shaheen Rajabally

Kate Shepherd

SHAHEEN RAJABALLY is the 
founding owner of Natura 
Sugars, the only truly unrefined 
sugar available in South Africa. 
She launched Natura Sugars into 
the highly competitive market 
three years ago, and now sells 
her range of unrefined sugars in 
leading retailers nationwide. 

Believe in your 
product. I have always 
been convinced that 

the superior taste, quality and 
health benefits associated with 
our sugars would win consumers’ 
hearts. I also believe that people 
across all economic walks of life 
should be given the opportunity 
to consume the best quality 
products. 

BELIEVE 
IN YOURSELF

PLAN AND REVIEW
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How to be more 
RESILIENT when 
things get TOUGH 
Want to bounce back better? Business coach and False Bay College 
incubator director STEVE REID has some tips to help you stand 
back up when life 
knocks you down...

St
ev

e 
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id
INSPIRATION

What is resilience? It is the capacity to 
recover quickly from difficulties; it is 
mental and emotional toughness. It’s the 
ability of a substance or object to spring 
back into shape; elasticity. Resilience gives 
people the psychological strength to cope 
with stress and hardship. It is our mental 
reservoir of strength that we call on in 
times of need to carry us through without 
falling apart. 

Dealing with change or loss is an inevitable 
part of life. At some point, everyone 
experiences some form of setback. Some 
of these challenges are minor; others have 
a far bigger impact.  

Why is it important?
According to American psychologist Dr 
Russ Newman, research has shown that 
“resilience is not an extraordinary thing 
but is rather ordinary and can be learned 
by most anyone”. So, you can build your 
resilience by practicing some of the 
common characteristics of resilient people, 
but you should also remember to build on 
your existing strengths.

Over the last 12 years and after interacting 
with more than 200 entrepreneurs, 
business owners and managers within 
public and private enterprises, it’s clear 
that no-one is exempt from the curveballs 
and challenges of life. And, no-one 
is exempt from the effects of stress. 
Sometimes success itself is the source of 
the stress. Everyone responds differently 
to challenging times. Some seem to 
maintain their “cool”, no matter how big the 

storm. These resilient people 
harness their strengths and 
skills differently in order to 
bounce back from persistent 
problems.

I have seen a variety 
of challenges knock 
entrepreneurs at the most 
inopportune times. From 
financial stress to marital or 
relational challenges and even 
serious health challenges; they 
can hit any time. Somehow, 
many of these entrepreneurs 
managed to maintain their 
equilibrium, and didn’t 
become overwhelmed by the 
issue or challenge. 

Is it possible to learn how to be resilient, to 
bounce back faster, and to get up quickly 
after being knocked down regularly? It 
appears so, and there is a lot of research 
and reading material to help you build up 
your reserves. Here are five characteristics 
I’d suggest you foster: 

Grow a support network. When a group 
of entrepreneurs were asked what they 
attributed their success too, they gave the 
answers you’d expect: Seeing and taking 
opportunities, gathering the resources to take 
on new opportunities, and managing the risks 
and fears associated with the new venture. 
But, they all also acknowledged the role 
that a strong supportive environment can 
play. Incubators, accelerators and business 
mentors/coaches can provide invaluable 

support, so be purposeful when building 
your own support network.

Learn to manage emotions effectively. 
We all have different personalities, and 
process and demonstrate emotions 
differently. Generally speaking, it is the 
emotionally stronger person that is able 
to bounce back faster. They have learnt 
to process and manage their emotions, 
and are not managed and constrained by 
their emotions.

Emotional Intelligence (EI) measures our 
ability to understand our own emotions, 
as well as the emotions of others, and 
to manage them in a productive and 
healthy way. When facing crises or 
stressful situations, the resilient amongst 
us respond, rather than react. Reacting 

RESILIENCE: the ability to 
get knocked down 99 times 
and get up 100. Learn to 
fail forward, in other words, 
let the failure inform future 
decisions. Let the failure help 
you hone your skills as an 
entrepreneur. Get up, dust 
yourself off, and try again. 
Learn to build an array of 
problem solving skills.
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is an unconscious process where we experience an 
emotional trigger, and behave in an unconscious way 
that expresses or relieves that emotion. Responding 
is a conscious process that involves noticing how you 
feel, and deciding how you want to react. 

Own your vision, purpose and goals. Being 
passionate about your business and life, and having 
an unwavering commitment to personal growth is, in 
my experience, a strong antidote to discouragement, 
anxiety and a host of other draining emotions that 
can shipwreck your dreams. Entrepreneurs who have 
pushed through to three, five, seven years and more, 
all seem to display this focus and passion. They also 
know when they are “leaking” and pull out the stops 
to attend to this.

Mindfully expose yourself to material and people 
that challenge you. “You will be the same person in 
five years as you are today except for the people you 
meet and the books you read.” These words from 
motivational speaker Charlie “Tremendous” Jones 
are ones I live by. When I’ve been discouraged or 
overwhelmed; good books or conversations with 
mentors have made all the difference. At times, my 
thinking and perspective needed to be challenged. 
The words were not always easy to read or hear, but 
once I had got over myself, the shift happened and I 
was grateful for the challenge.

Reframe failure and stress, and tap into past 
successes to face new challenges. Failure is going 
to happen. As an entrepreneur you need to accept 
this. Clients are going to say no. The bank manager is 
going to say no. Cash flow will cause issues. You will 
struggle to make a profit. But, as an entrepreneur you 
need to be resilient.

When facing a new challenge, or a persistent 
roadblock, you may be intimidated, fearful and even 
think you are unable to take on the challenge. At 
times like this, remind yourself of some of your past 
successes and how you managed to successfully 
navigate the journey to achieve that success.  The 
winner of the City’s #YouthstartCT competition, 
Yandisa Langa (featured in the June/July 217 issue of 
Your Business), is a great example of this. He took the 
lessons learnt in other entrepreneurial competitions 
to heart, and walked away a winner in this latest one. 

Our former president Nelson Mandela perhaps 
expressed it best: “Do not judge me by my 
successes, judge me by how many times I fell down 
and got back up again.” It’s a great maxim for an 
entrepreneurial journey. 

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.

In 2008 MORONGWA MAKAKANE 
hit rock bottom. Her management 
consulting business, which had 
achieved great success, was heavily 
indebted in millions of Rands, and 
she’d reached the point where 
she had no other way to turn. 
Frivolous spending and some poor 
decision-making had left her worse 
off than when she’d started up... “I 
had failed myself, my employees, 
society; my family. I cried to the 
point of having no tears left to 
cry – and blamed everyone around 
me for what had happened. It was 
undoubtedly the worst period of my 
life and I couldn’t see a way out of 
the dark and gloom.” 

YARON ASSABI was flying high in the 
heyday of the dot com boom. His 
company Digitalmall.com had been 
sold to iTouch, which had gone public 
on the FTSE (The Financial Times Stock 
Exchange) in London UK in 2000, and 
he and his management team found 
themselves in a different country 
every week as they expanded the 
business across the globe. And then, 
suddenly, the dotcom market crash 
happened in 2001. As the share price 
dropped to below its initial public 
offering (IPO) price, the team had 
no option but to do a management 
buy-out, shut down their international 
offices and return home, with no 
financial gain and bearing the burden 
of having to retrench staff members.

HERE’S HOW WE DID IT

From STRESS  
to SUCCESS
Three entrepreneurs share their insights on 
how they manage the challenges and setbacks  
of business ownership and why resilience  
is the entrepreneur’s secret weapon...

  It was 
undoubtedly 
the worst 
period of 
my life and I 
couldn’t see 
a way out of 
the dark and 
gloom.Morongwa Makakane
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FIND THE POSITIVES IN YOUR 
FAILURES
Searching for inspiration, Makakane found 
herself at a global speaker’s conference 
and heard a phrase that stuck with her 
and subsequently changed her life. 
“International speaker Justin Cohen said: 
Every one of us has a story; and you can 
use your story of success or failure to 
educate and inspire others. The message 
really hit home. I realised that only I could 
get myself out of the mess I’d created; that 
it was time to take responsibility for my 
actions and begin a journey of personal 
transformation,” she says. 

Makakane began reviewing her life and 
identifying what she could have done 
better – without focusing on what she’d 
done wrong. She realised she’d need the 
help of a professional to bring about lasting 
change, and so enlisted the services of a 
business coach. They worked together for 
12 months and slowly Makakane began 
rebuilding her life. 

TURN SETBACKS INTO 
OPPORTUNITIES
In September Assabi will celebrate 19 
years in business with the Digital Solutions 
Group (DSG), his digital and on-demand 
integrated customer experience group that 
has won numerous industry awards and 
delivers services to a diverse client base. 
He is quick to point out that, without the 
challenges faced with his first business, DSG 
would not be as strong as it is today, and 
that overcoming those setbacks laid the 
foundations for learning many lessons and 

  We had to concentrate 
on not getting stuck into 
what happened, but rather on 
how we could get out of the 
situation, and how we 
could grow from it. 

creating successful businesses thereafter.

“When we bought the business back, we 
had to let go of what happened, and re-
focus on the skills and assets we had, as 
well as our customers,” he says. “We had 
to concentrate on not getting stuck into 
what happened, but rather on how we 
could get out of the situation, and how we 
could grow from it. We were too early with 
Digitalmall.com (omni-channel commerce is 
only really starting to take off now); so we 
became focused on what is relevant for our 
customers right now and provided digital 
solutions to their existing problems, rather 
than creating a business that we felt our 
customers would want.” 

The dictionary defines resilience as the 
ability to recover quickly from illness, change, 
or misfortune; buoyancy. It is the property 
of a material that enables it to resume its 
original shape or position after being bent, 
stretched or compressed. “When we use 
the term resilience to refer to a person, 
it is an individual’s capacity to withstand 
stress or catastrophe, which may result in 
the individual ‘bouncing back’ to a previous 
state of normal functioning, or simply not 
showing negative effects. Other terms often 
used are resourcefulness, mental toughness 
and hardiness,” writes psychologist Claire 
Newton in her article Resilience: The Bounce 
Back Factor (www.clairenewton.co.za). 

LESSONS IN RESILIENCE
Resilience is not something you’re born with, 
it’s a characteristic that develops as we grow 
and gain knowledge, better thinking and 
self-management skills, says Newton. It is 
found in a variety of behaviours, thoughts 
and actions that can be learned and 
developed across the life span – it certainly 
doesn’t mean going through life without 
experiencing stress and pain, but rather 
working through the emotions and effects of 
difficult events, and not avoiding them. 

Research shows that resilient individuals 
think differently to those who are less 
resilient. They have a set of skills that 
allows them to persevere, manage stress 
and triumph in the face of challenge. 
According to Newton, resilient people can 
adjust emotions, thoughts and behaviours 
to situations and conditions of change, and 
focus on positive aspects and opportunities. 

Yaron Assabi
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They pursue everything with energy and 
drive, build and maintain good relationships 
and networks, know when they need help 
and ask for it, and manage conflict and 
criticism effectively. 

For Makakane and Assabi mastering a resilient 
mindset was fundamental to their recovery. 
For Makakane the process began with self-
acceptance, recognising that things happen, 
in fact, life happens, whether we like it or not. 
“Understanding that in life you will encounter 
challenges, meet setbacks, face roadblocks 
and experience tragedy, and that, as a 
business owner, things will be tough, means 
that you will need to have a more practical 
approach. You know that you will fail at some 
point but that it is about standing up, brushing 
yourself off and then changing the things that 
got you to that point in the first place.” It is 
when you realise that your circumstances 
do not define you, but that you define your 
circumstances, irrespective of where you are 
and what is happening – that you’ve become 
resilient, she says. 

Assabi agrees that resilience is about a 
mindset. “All great entrepreneurs have 
gone through some sort of failure before 
they succeed; it’s important to understand 
that you’re not a failure and to re-focus 

your mind on progress. Focus on small wins 
and victories to build confidence, surround 
yourself with positive people and mentors 
and see the setback as “school fees” – what 
lessons have you learnt that will make your 
next endeavour stronger?” Assabi lives 
by the Zig Ziglar motto: “Expect the best, 
prepare for the worst and capitalise on what 
happens.” 

“Looking back on the past 20 years with 
all its ups and downs I’d say it’s been a 
rollercoaster ride, but it’s been amazing and I 
wouldn’t have had it any other way.”

HOW TO THRIVE IN THE FACE  
OF CHANGE
Setbacks come in all shapes and sizes. Nick 
Stodel, MD of Stodels Nurseries, believes 
in the “adapt or die” approach. While the 
current drought in the Western Cape, the 
worst in over a century, is a huge challenge 
for any garden centre, he believes that 
success in business is all about being 
proactive, dynamic and having an adaptive 
business strategy, regardless of what comes 
your way. 

“For me, resilience is understanding when 
change is necessary and when to resist the 

urge to change. My father started Stodels as 
a flower bulb mail order company, expanded 
into selling roses via mail order and 
eventually opened our first garden centre 
in Kenilworth. Later he sold the flower bulb 
business and focused only on garden centres. 
When I joined the business in 2000, four of 
the five centres had closed, but today we are 
back up to five. Each tough decision along 
the way has ensured the long-term survival 
of the brand. Had my father not been willing 
to make the organisation smaller when it was 
required, the Stodels story may have been a 
less positive one,” he says. 

Stodel had anticipated water shortages and 
have been planning this eventuality. This has 
meant focussing on selling waterwise plants, 
as well as decorative products. They’ve 
also reduced expenses and stock holding to 
match reduced sales, which could well be the 
“new normal”. 

“We’re fortunate in that people will always 
want to have beauty around them. We have 
to understand what this means in drought 
conditions. As we understand this concept 
we can adjust, plan and merchandise 
accordingly.” Positive, practical and well-
planned – does that not sum up resilience 
exactly? 

Nick Stodel
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As an entrepreneur you likely wear 
many hats and handle tasks that 
should probably be farmed out to 
the experts. Savvy business owners 
know that success is made possible by 
relying on a community of product and 
service providers who are skilled in 
their niche fields. 

Office space and equipment, accounting, 
marketing, legal services, mentoring – 
these are just a few aspects of support 
that every business needs, both to get 
out the starting blocks and to grow. These 
tools and resources not only enable the 
business to function, but can also create 
efficiencies and help owners make smarter 
business decisions and market more 
effectively to their target audiences. 

In order to help you find the tools and 
resources you need, we’ve rounded up 
some businesses that devote significant 
time and talent to help their clients. 
Before engaging in long-term work with a 
service provider, it might be a good idea 
to start with a once-off, shorter project 
in order to gauge whether expectations 
will be met on both sides and if you 
can see yourselves working together 
on an ongoing basis. As with most 
business relationships, the rapport and 
“chemistry” between client and provider 
are at the heart of determining whether 
the partnership will last.

BUSINESS BOOSTER

HOW CAN WE  HELP?
[BOOST YOUR BUSINESS]

Every SME needs a network of support services...
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BUSINESS BOOSTER Cover Story

For most companies, the ability to find 
potential customers is the difference 
between growth and bankruptcy. It 
certainly was for Phillip Gimmi and 
Jared Koning when they left the 
relative security of the corporate sector 
– Gimmi was a marketing analyst at 
Yoco South Africa, and Koning is the 
Founder of the iGrow Academy and 
former head of marketing at Educate24 
– to launch their digital marketing 
brand Fatality. “We had the experience 
and we knew a few people, but those 
first customers were not easy to close,” 
says Gimmi. “We literally had to eat our 
own dog food those first few months.” 

Lessons in dogfooding
“Eating your own dog food” is a 
regularly used phrase in the tech 
world that refers to the practice of 
being an actual user of the products 
and services your company sells. The 
result? A greater understanding of your 
clients’ needs and how you can best 
meet these. And for Gimmi and Koning 
the launch of a new lead generation 
and appointment setting venture under 
the umbrella of the Fatality brand. 
“The more insight you gather on your 
client’s needs and the roadblocks they 
experience, the better you can respond 
to these – and the better the outcome 
for the client,” says Gimmi. 

The Art Of 
THE LEAD

Starting a small business can be 
hard. Growing a small business 
is even harder. Entrepreneurs 
PHILLIP GIMMI and JARED 
KONING have ticked those 
boxes... and are now using the 
tactics they developed to grow 
their start-up to help other SMEs 
find the right clients.

Phillip Gimmi

Jared Koning
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THE PARETO PRINCIPLE
Vilfredo Pareto was an italian 
economist who lived at the 
end of the 19th century and 
discovered that roughly 80% of 
the wealth of the country was 
distributed to the top 20% and 
that 80% of the population only 
had 20% of the wealth and this 
“rule” remained historically 
true. He called this discovery 
the Pareto’s principle, it’s also 
commonly referred to as the 
80/20 principle.

Years later after studying Pareto’s 
principle, an entrepreneur/
management consultant by the 
name of Richard Koch realised 
the principle could be applied 
to management as well. He 
discovered that 20% of work done 
gave roughly 80% of the return, 
whereas the other 80% of the 
work done only gave about 20% 
of the return on the business.

This research by Richard Koch 
was taken one step further by 
life-long learner and adwords 
expert, Perry Marshall. He 
discovered that the 80/20 
principal was just the tip of 
the iceberg. He spent months 
analysing his adwords account 
and realised that there was an 
80/20 inside of the 80/20.

In other words 4% of all the 
search terms he used across all 
his accounts that he managed 
brought in roughly 64% of the 
qualified traffic. This applied 
to all industry and multiple 
countries. He further elaborated 
that there is an 80/20 to 
everything we do, so what we 
really need to do is take the time 
to work on our business rather 
than just in our business.

The duo’s goal of becoming the number 
one sales support agency for small 
businesses is not a small one. But 
they’re building their business on an 
even bigger premise; becoming trusted 
advisors to these clients, whether they 
pay them or not.

As proponents of marketer and 
entrepreneur Jay Abraham’s “pre-
eminence” concept, Gimmi and Koning 
are aiming to become an indispensable 
resource for their 
clients. Preeminent 
businesses focus on 
helping the client 
to the best of your 
abilities, even if  
it means losing a sale. 
“Our goal is to provide 
the best source of 
guidance for our 
clients, and to always 
fulfil on our promises,” 
says Gimmi. 

Case in point: Clients are charged based 
on performance. Fatality identifies suitable 
prospects, educates them, and then 
sets an appointment if the prospect is 
interested in seeing the client. If they’re 
not, the client isn’t charged. What they 
don’t do is the actual selling – that’s up 
to the client. “We can guarantee that 
every appointment we send you to, they 
want to see you, they know what you are 
about, and are interested in your service or 
product offering,” says Gimmi.  

Fatality doesn’t compete with other lead 
generation companies in terms of price; 
in fact they are more expensive than 
the competition. Instead they offer a 
quality guarantee – they will help your 
business get in front of the decision 
makers. The price is set per industry, but 
on average, a client can expect to pay 
R1500/appointment. Fatality works with 
international clients too and the different 
regulations around cold calling in some 
markets can push the price up.  

“We think of ourselves and our agents 
as relationship specialists,” says Koning. 
Indeed, step into Fatality’s offices and 
you’ll realise that this is no call centre. 
Instead of the clamouring phones and 
chattering call-handlers, there’s a calm 
professionalism as agents connect with 
clients and prospects, and actually listen to 

them too. The team has grown to include 
nine agents.

“Trust building starts at the very 
beginning – when we first sit down 
with a client – and continues through to 
every conversation we have with them,” 
says Koning. “People don’t buy from 
businesses, people buy from people, and 
we want them to buy from us.” Clearly 
Fatality is doing something right because 
they haven’t lost a customer to date. 

What we’ve learnt from  
our clients
“Most of our clients are very good at 
the technical aspects of producing their 
product or service, but perhaps lacking 
in other areas. When we spend time on 
things we are not good at, we are taking 
precious time away from what we are 
good at,” explains Gimmi. “We realised this 
in building our own business and had to 
start to prioritising. Growing a business 
is not about ticking every box; it’s about 
ticking the right box.” 

Gimmi says the other challenge that these 
business owners have is that they are too 
busy working in their business and not 
spending enough time working on their 
business. “Ironically, they are only as busy 
as they are because they don’t spend 
enough time to find ways to do things 
more efficiently.” 

Gimmi and Koning overcame these 
challenges in their own business by 
choosing the right type of partner to fill 
any gaps and by hiring people that could 
assist in the areas in which they are weak. 
From their own experience, the two 
identified lead generation as a crucial area 
in which many entrepreneurs fall short, 
and the rest, as they say, is history. 

Contact Fatality on 021 012 5166  
or visit: Fatality.co.za

  People don’t buy from 
businesses, people buy from 
people, and we want them  
to buy from us. 
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where everyone is looking out for one 
another and working together to serve a 
bigger purpose, there is certain strength 
in (clever) numbers. As entrepreneurial 
skills develop and experience is gained, 
the strongest entrepreneurs embrace 
collaboration as a way to seek out and 
include diverse views, and effectively 
distribute workload for productivity. 
Learning, working, and innovating, 
together, is going to make a bigger and 
better difference to South Africa sooner.

Locally and globally, working to act 
upon and enable these internal and 
external opportunities of communication, 
information and collaboration is a sure-
fire way of achieving reputable and 
distinctive business eminence. 

If you’re an entrepreneur, and especially 
if you’re just starting out down the path, 
collaboration isn’t just important, it is 
as important as your idea itself. Finding 
a way to make collaboration part of 
your planning, and incorporating it into 
your mindset, will make you a better 
entrepreneur, and South Africa  
a better place. 

Louw Barnardt CA(SA) is the co-founder and MD of Outsourced 
CFO, a financial management boutique that renders a technical 
and visionary financial function service to ambitious SMEs.

BUSINESS BOOSTER

OUTSOURCING  
makes business sense
Starting and running an operation is such 
a multi-faceted process. Entrepreneurs 
face a uniquely steep learning curve 
and enormous risk when starting a 
business. They are expected to have skills 
as diverse as pitching skills to growth 
management in HR to tax compliance. 
Besides having natural talent, more 
difficult qualities like acquired skill, 
tenacity and resiliency are demanded of 
entrepreneurs. In a challenging economic 
environment, it is more important than 
ever for entrepreneurs to work both 
smart and hard to create, and successfully 
cultivate, change as quickly and 
effectively as possible. 

Luckily, advances in technology have made 
access to information and communication 
on a global scale easier than ever before. 
Gone are the days of single-handedly 
building an empire; the latest quality 
demanded of entrepreneurs who are 
working towards a South African purpose, 
where time is of the essence, is the ability to 
successfully action on these opportunities 
of information and communication. The 
culmination of these two opportunities is in 
networking, collaborating and partnering: 
working together with others to achieve 
incredible goals faster.

For entrepreneurs time is almost as 
valuable as money, as both a measurable 

cost internally, and a means of exchange 
externally. Enter outsourcing and 
collaboration. 

Internally, outsourcing lends leaders 
the opportunity to better focus on their 
talent, their team and the core aspects 
of their business. By managing their 
resources carefully, entrepreneurs are 
better able to drive optimal efficiency and 
effectiveness, creating room for creativity 
and innovation. 

Outsourcing non-core activities 
can improve the following:
■ Improve staff efficiency, 
■ Cut overall operational costs,
■ Drive faster turnaround times, 
■ Streamline capabilities, and 
productivity,
■ Increase competitiveness within an 
industry,
■ Improve job satisfaction, as staff will 
be doing more of what they love, not 
burdened by the stress of doing work 
they are not confident, comfortable or 
motivated doing, and
■ Improve internal culture, creating one 
of pride and innovation, where staff will 
hunt for new ideas and further training 
out of a want instead of a need.

Externally, in a supportive eco-system 

The day your business 
stops growing is the 
day your business 
starts dying. But 
growth takes time and 
resources; time and 
resources you may 
not feel you have. 
Outsourcing could 
provide the answer…
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Customer relationship management (CRM) 
company LoyaltyPlus has launched 
iGainLoyalty, a hosted cloud-based loyalty 
offering that allows SMEs to easily configure 
and a run a customer rewards programme, 
without the need to invest in expensive 
software licenses or hardware. This low-
cost marketing alternative transforms the 
business owner’s ability to get to know 
their most valuable asset – their customer. 

iGainLoyalty will enable them to access 
crucial information on purchasing behaviour 
and profiling with ample standard reports, 
and offers exceptional add-on value with 
iGainLoyalty Analytics, a data interpretation 
tool. 

“The business owner now gets to know 
more about their customer base than 
their competitor and can now talk directly 
to them with marketing campaigns,” says 
LoyaltyPlus Marketing Director Frik Van 
Der Westhuizen. This targeted marketing, 
is key in promoting repetitive loyalty, bigger 
share of wallet and market segment growth. 

A FRACTION OF THE COST
A cutting edge entry level loyalty 
platform, with all the components usually 
associated with larger and more complex 
implementations, can now be configured 
and managed by low IT-skilled operators, 
meaning that a business owner is able to run 
the programme for a single, multiple store 

or community model without any assistance 
from a third party. The cloud-based shared 
methodology enables SMEs to benefit from 
economies of scale and own a functionally-
rich, easy-to-operate solution at a fraction 
of the cost of traditional software. 

The cost and what it offers is one of the 
elements that sets iGainLoyalty apart from 
other similar products in the market, says 
Van Der Westhuizen. Another is the fact 
that it has the backing of the LoyaltyPlus 
support team, with extensive experience in 
more traditional customer engagement. The 
product does not require much after-sales 
service, but this is available if necessary. 
“The service is rendered to any SME within 
South Africa, provided they have internet 
access. In iGainLoyalty we’ve packaged the 
vast scope of LoyaltyPlus’s functionality 
into a contained, user-friendly product 
– it is a must for any growing enterprise.” 
iGainLoyalty can be upgraded into a fully-
fledged CRM loyalty software solution.  

iGainLoyalty has been tailor-made for 
SME business owners to configure and 
run their own reward programmes...

Gain crucial customer insight

FEATURED SOLUTION advertorial
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Unsurprisingly, digital innovators around the 
world are now seeking to “Uberfy” various 
business models with convenient on-demand 
mobile services that match demand with 
supply. Tap your phone, get service. Charge 
the credit card. Watch your entrepreneurial 
fame and fortune rise. 

Indeed, when the world’s best known 
transport company doesn’t own a single 
vehicle (Uber), the biggest retailer doesn’t 
own stock (Amazon), and the most admired 
travel company (Airbnb) doesn’t own 
property, it’s no wonder that digital leaders 
and entrepreneurs are trying to replicate 
the model in various other sectors. Yet 
while some will certainly succeed, albeit 
with iterations, most will fail, simply 
because current alternatives to traditional 
business and service models are actually 
inconvenient and offer poor value. Their 
model is missing a trick. 

Removing ownership
The key element of the original Uber model, 
and the other digital behemoths noted 
above, is that Uber doesn’t own a single 
car. They essentially manage a taxi service 
for you. It’s the same with Mr Delivery and 
Uber Eats – they don’t own any restaurants 
or delivery vehicles, they simply provide a 
service in an efficient way and address a pain 
point for consumers. 

In the business realm, this is commonly 
known as Managed Services. Today, 
countless businesses follow this model 
without even being aware of it. Take the 
telecommunications provider Turrito 

Uberfication is shaping and 
promoting managed services
Uber, the on-demand 
“driver for hire” mobile 
service (ODMS) has 
become the poster-child 
for digital disruption  
and convenience tech…

Streamlining services, improving 
outcomes

Adopting Managed Services is seen 
to be an efficient way to stay up to 
date on technology, gain access to 
key skills and address a range of 
issues related to cost, quality of 
service and risk. 

Also, as the IT infrastructure 
components of many SMB and large 
corporations are migrating to the 
cloud, many MSPs (managed services 
providers) are looking to adjust their 
own approach to service delivery. As a 
result, a number of MSPs are providing 
in-house cloud services or acting as 
brokers with cloud services providers. 

Notably, a recent survey found that 
a lack of knowledge and expertise 
in cloud computing (rather than 
client reluctance) appears to be the 
main obstacle to this transition. For 

example, in the transportation sector, 
many companies are facing significant 
increases in fuel and carrier costs, driver 
shortages, customer service requests 
and global supply chain complexities. 
In addition, managing day-to-day 
transportation processes and reducing 
related costs come as significant 
burdens that require the expertise 
of transportation managed services 
(or managed transportation services) 
providers. 

So while the “Uberfication” of many 
businesses today is perhaps a knee jerk 
(and often unwise) reaction to digital 
disruption, the emergence of Managed 
Services is clearly a sustainable and 
savvy operating model for businesses 
looking to evolve and remain relevant in 
a challenging global environment. 

Colin Thornton launched the business division of Dial a Nerd 
in 2002 to specialise in supporting companies with between 
10 and 300 users. With its SME focus and specialist team of 
engineers, managers and a world-class helpdesk, it is able to 
provide a full breadth of IT services for any SME. Co
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Networks, 
for example. 
Turrito offers 
connectivity 
solutions, but 
unlike their 
competitors, they 
don’t actually own 
and operate a 
network. In fact, their 
key differentiator 
is on-demand, 
customised and high 
quality service. Similarly, 
Dial a Nerd provides a host of connectivity 
and IT management solutions for homes, 
schools and businesses using the Managed 
Services model.

Put simply, Managed Services is the 
practice of outsourcing management 
responsibilities and functions on a 
proactive basis, and adopting a strategic 
method for improving operations and 
cutting expenses. It is also an important 
alternative to the break/fix or on-demand 
outsourcing model whereby the service 
provider performs on-demand services and 
bills the customer only for the work done.

Under this “subscription” model, the client 
or customer is the entity that owns or 
has direct oversight of the organisation 
or system being managed; whereas the 
Managed Services Provider (MSP) is the 
service provider delivering the managed 
services. The client and the MSP are bound 
by a contractual, service-level agreement 
that states the performance and quality 
metrics of their relationship.
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As the largest provider of digital signage 
solutions in South Africa, One Digital 
Media is leading the technology evolution 
in retail. Founded in 2007, the company 
provides innovative digital solutions in 
over 3 000 retail outlets and restaurants 
across the country, enabling retailers, 
franchisors, franchisees and store owners 
to create a truly compelling in-store 
shopping and dining experience, and 
allowing them to communicate with their 
consumers in a dynamic and exciting way. 

A full turnkey solution  
With offices in Durban, Johannesburg 
and Cape Town, One Digital Media is able 
to offer customised, tailor-made solutions 
to the in-store marketing challenges 
faced by business owners, guiding them 
with their extensive knowledge and 
expertise. “While you look after your 
clients, staff and suppliers, we take care 
of in-store promotion and analytics,” 
says Jason Thorold, Head of Internal 
Operations. “We run a full turnkey 
solution – we supply and install the 

hardware, create the content, manage  
the content strategy and offer excellent 
after-sales service and business 
analytics.” 

With a dedicated field service team  
and a large network of contractors,  
One Digital Media is able to offer  
on-site assistance whenever clients need 
them. In addition they have a dedicated 
HelpDesk team with expert insights. 

For business owners looking to invest 
in digital signage, Thorold recommends 
finding a partner who understands the 
industry and takes time to understand 
the individual business. “The partner you 
choose must be ready to evolve as your 
business does, and be by your side to 
lead innovation based on collaboration 
with you and your service providers. 
Ensure the partner you choose has 
knowledge of industry trends and 
pedigree in the industry, as well as a 
passion for digital signage. They should 
be authentic in all their dealings and 
agile to meet your needs.” 

One Digital Media offers unique 
marketing solutions for your outlet...

Join the 
DIGITAL 
SIGNAGE 
revolution

FEATURED SOLUTION advertorial
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Broad-Based Black Economic 
Empowerment (B-BBEE ) legislation has 
been in place since 2007, which means 
the private sector has had 10 years to 
familiarise itself with empowerment 
legislation. Given South Africa’s history, 
how do we grow the economy when 
the majority of the population does 
not have the means to participate in it? 
Empowerment legislation was introduced 
to ensure effort goes into empowering 
previously disadvantaged individuals 
in order to allow them access into the 
economy and opportunities that were 
denied them previously. 

When were the Codes of Practice 
amended and have they been 
effective?
The amendments to the Codes of Good 
Practice, which were gazetted in October 
2013, introduced tougher targets. As 
a result, organisations that had aimed 
for a minimal performance of level 04 
could find themselves non-compliant. 
A concerted effort is now required to 
achieve a good B-BBEE level. At Tran-

Source we’re very proud of the fact that 
none of our clients have dropped a level 
after implementing our recommendations. 
The minimum targets imposed on 
Ownership, Skills Development and 
Enterprise & Supplier Development 
ensure that critical areas of the Scorecard 
receive much-needed attention, and that 
the objectives of transformation are met. 
 
The Codes of Good Practice have 
been effective, but they do have their 
limitations. For example, some companies 
have opted not to get BEE Certificates if 
they have a monopoly, or are one of only 
a few suppliers providing good quality 
and price. Some enterprises have opted 
to create middle companies, which are 
automatic level 04 entities. And if they 
have more than 51% black ownership, 
achieve level 02. In many cases this 
is fronting, and is subject to criminal 
prosecution. 

How exactly is fronting defined? 
Fronting refers to a transaction, 
arrangement or other act or conduct 

that directly or indirectly undermines 
or frustrates the achievement of the 
objectives of BEE legislation, or the 
implementation of any of the provisions 
of the Act. Any company representative 
who had knowledge of the matter and 
who did not provide the person involved 
in fronting with the knowledge they 
need, can be prosecuted. This includes 
government representatives, consultants 
and BEE auditors in addition to company 
employees. 

Can you explain Preferential 
Procurement and SMME 
development? 
The revised Codes of Good Practice 
sought to introduce a streamlined 
process for introducing new black-
owned companies into the supply chain. 
The highest incentives are offered to 
enterprises procuring from black-owned 
organisations to ensure that effort 
goes into developing and utilising these 
organisations. A sub-minimum target 
of 40% of total procurement has been 
put in place for Procurement, as well as 
against the 3% net profit after tax target 
for Enterprise and Supplier Development. 
There is a risk of SMMEs being developed 
simply for the sake of targets; as a result 
we advise our clients to focus on existing 
supplier development beneficiaries, 
and not to introduce new beneficiaries, 
particularly if they don’t have proven track 
records of success. 90% of SMMEs fail 
within the first 3 years.

How does Tran-Source approach 
Socio-Economic Development?
Tran-Source has incorporated a non-profit 
organisation called Thabisha Centre for 
Learning and Development. The aim is to 
facilitate access to learning facilities, as 
well as learning resources to rural areas. 
During the year 2017 with funds received 
from clients, 100% of the funds were 
utilised to buy over 800 matric books. The 
beneficiary school, Mahoai High School, 
had on average 25 books per subject 
for a class of over 100 
students. We were proud 
when the students’ pass 
marks improved from 82% 
to 93%, becoming the top 
performers in the district. 

Critical BEE QUESTIONS 
answered...

OLIVER PETE from Tran-Source talks B-BBEE...
Oliver Pete

FEATURED SOLUTION advertorial
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In order for the coaching journey to 
be an inspiring and enjoyable one, 
both parties – coach and coachee 
– need to agree on and adhere to 
certain expectations and terms and 
conditions, with success depending 
as much on the coach’s skill as the 
coachee’s commitment. Having been 
in the business coaching industry for 
10 years, the one conclusion I have 
drawn is that the more successful the 
individual, the more they benefit from 
their coaching sessions. A few simple 
factors can contribute significantly to 
the coaching experience and the value 
it can add. Finding the right coach is an 
important step in the process. Simply 
liking your coach is not enough. A coach 
is there to push you beyond your normal 
boundaries and must be comfortable 
with being unpopular at some stage of 
the game. Some of the coaches I liked 
the least added the most value.

Chemistry sessions 
Before diving into a coaching 
relationship interview him/her as you 
would any other important service 
provider. Even if she comes with an 

excellent reference, a 30-minute 
chemistry session will soon reveal if this 
is someone you feel comfortable with, 
confident in and who has the necessary 
acumen, IQ, experience and pace to 
encourage growth. Trust between the 
coach and coachee is paramount and 
this can soon be determined. Most 
coaches will meet for a 30 to 60 minute 
chemistry session at no charge, so 
don’t be shy to request this. This is your 
opportunity to ask your potential coach 
a few important questions. 

Explore your options 
There are many approaches when it 
comes to coaching, and a sample session 
will allow you to experience the modality 
in action. This can be done during the 
initial chemistry session and shouldn’t 
take more than 20 minutes. Coaches 
work in different ways. Some may 
offer monthly group sessions, weekly 
newsletters, ongoing email contact or a 
private, group Facebook page to further 
support their clients between sessions. 
Some coaches will include an assessment 
of sorts and use this as a tool to guide 
one through the coaching process.

BUSINESS BOOSTER

COACHING 101 

An increasingly common business support service, coaching, 
provides many benefits to the growing and developing 
entrepreneur, and can fast track your progress significantly. 

CHECK THEIR CREDENTIALS

To better help you find the right 
coach, here are a few considerations: 
■  Is the coach qualified? What is the 
coach’s personal background and own 
success track record? This may not be 
an adequate indicator of the coach’s 
proficiency but could be an important 
factor in choosing a coach. 

■  What experience does the coach have? 
Is the coach suited to the type of coaching 
you will require? For example a life coach 
may not be familiar with business terms 
or experiences, and may not relate to your 
situation or needs.

■  Does the coach adhere to a code of 
ethics such as those prescribed by one of 
the coaching bodies such as COMENSA or 
ICF? This factor indicates how serious the 
coach is and how committed he/she is to 
the profession of coaching and adhering to 
industry norms and standards.

■  Where will your sessions take place? 
Make sure that you are comfortable with 
this arrangement and feel that it adheres 
to your expectations. Restaurants or hotel 
lobbies can be distracting and not provide 
the kind of privacy one would expect when 
sharing personal stories.

■  How often will sessions take place? 
Weekly, bi-weekly or monthly sessions 
are a norm. It is important to keep the 
momentum of coaching through attending 
regular sessions.

■  What kind of support can be expected 
between sessions? 

■  Will there be assignments to bridge one 
session to the next? (Highly recommended)

■  How does the coach deal with a breach 
in integrity and hold one accountable to 
commitments?

■  Make sure to share with your coach 
any circumstances that could possibly 
be inhibiting your growth or personal 
breakthroughs.

■  Ask the coach for client referrals and 
testimonials and check their Facebook 
page and website. 
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Mintor is a youth placement platform that helps businesses 
find qualified skills, carefully matched with their business 
needs and culture. They engage with thousands of students 
and graduates nationwide, leveraging skills-profiling 
technology to ensure quality matching; handle all the 
administration involved and facilitate up to 90% subsidies for 
intern salaries. This enables a business to gain young talent 
with minimal effort or financial commitment. To date they 
have supported over 300 businesses, from the latest start-up 
to big brands. 

Interns are typically eager to work hard and learn on the job, 
which can significantly benefit a company’s bottomline. What’s 
more, research shows that 60% of internships are converted 
to full-time employment, resulting in the long-term acquisition 
of well-trained, loyal employees. 

Mintor is also a proud supporter of the EOH 702 Youth 
Job Creation Challenge and committed to improving Youth 
Employability by supporting job entrants to build their skills’ 
credibility. 

In order to effortlessly tap into entry-level talent for quick 
jobs, part-time tasks, internships or graduate positions, 
email info@gomintor.com (or call 073 540 1390) with your 
requirements and within a matter of days your ideal candidate 
could already be at work. 

Mintor - Matching youth  
and businesses for growth

FEATURED SOLUTION advertorial

Commit to the process 
Coaching is a formal, 
contractual relationship 
between two individuals. It is 
normal for a coach to provide 
the client with a contract and 
expect commitment from the 
client. The client’s expected 
commitments would be:

■ To attend pre-planned and 
booked coaching sessions or to 
reschedule well in advance

■ To participate actively in the 
coaching process

■ To complete any 
assignments committed to 
during the session

■ To be honest throughout  
the process.

Coaching is an important 
investment of your time, 
money and energy. The 
coaching relationship is a 
sacred one which requires 
the right combination of 
chemistry and trust, openness 
and vulnerability. It can also 
be one of the most exciting, 
life-changing journeys of your 
life. Grab it with both hands, 
step in, invest, commit and 
get maximum value from the 
experience.  

Mel Tomlinson is a business and 
consciousness coach and CEO of Performance 
Booster (Pty) Ltd. She is also a registered 
COMENSA (Coaches and Mentors of South 
Africa) member.
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John Fogwell & Associates will help your business achieve maximum impact.
To John Fogwell, creating “out of the 
box” differentiators to help companies 
grow and develop is the very lifeblood 
of his business. As such, he has 
dedicated his professional life to 
helping entrepreneurs take the next 
step in their businesses – his mission 
is to help people unleash their full 
potential through maximising creativity 
and providing them with the tools to 
bounce back when needed. His practice 
is grounded in the expression: “What 
gets us into trouble is not what we don’t 
know. It’s what we know for sure that 
just ain’t so.” 

Breaking down misconceptions around 
running a business is just one element 
of the targeted coaching and mentoring 
services that the company provides. 
The following support programmes 
can be delivered to clients at various 
stages of their business with the explicit 
aim of having a significant impact, thus 
guaranteeing a long-term return on 
investment:

StartUp. Are you starting your business 

or have you just bought your business? 
The StartUp plan will assist you to work 
on your business in a structured way to 
ensure steady strategic growth. 

StepUp. Are you ready to take the 
next step? Unsure of what the next 
step should be? Then the StepUp Plan 
is perfect for you. By first assessing and 
truly understanding your personal and 
business goals, the team at John Fogwell 
& Associates will co-develop a strategic 
growth plan to take your business 
further. 

CleanUp. Frustrated? Feel like you 
are just spinning in your business? 
The CleanUp strategy can help you 
better understand the complexity 
of your business. From optimal time 
management and staff development to 
cleaning up lines of communications. 

ImpactPlus. Do you have a team, 
division or structure that is frustrating or 
underperforming? A specialist team and 
network can come in and be that impact 
player you need. 

ValueBooster. Your business is 
probably your biggest asset. That said, 

over 70% of businesses sell for much 
less than they should. The ValueBooster 
plan helps you get the maximum value 
for your business for both you and the 
buyer. 

TheShrink.  Feeling that running 
your own business is a bit lonely? 
Need objective advice from time to 
time? Come and discuss your business 
frustrations with John Fogwell himself. 

The company has built a solid reputation 
as a provider of specialist expertise to 
the SME sector. “We have over the last 
12 years been incredibly fortunate to 
have been able to contribute to some 
extremely exciting entrepreneurs and to 
enjoy their growth journey with them,” 
says Fogwell. Practice, not theory, lends 
the company’s its competitive edge. As 
Fogwell puts it: “Simple, honest, direct 
advice and services based on in-the-
trenches experience accompanied by 
academic muscle, constant research, a 
strong trusted network and a passion 
that makes your business obstacles our 
business obstacles.” 

Fast-track  
your success in 2017...

THE GROWTH PLAN
Many entrepreneurs struggle to focus on their business as 
everything just requires so much time. As a result, many great 
ideas and plans remain unimplemented. This is an area where 
the John Fogwell & Associates GrowthPlan can add great value 
to your operations. 

From implementing a task-based solution to a turnkey 
strategy, John Fogwell & Associates can help you implement 
those strategies and plans that are always on the agenda 
but not properly implemented. From co-developing your 
marketing and advertising strategy, to developing your sales 
cycle and support infrastructure, along with training sales and 
support personnel and coaching management team during 
the reporting process, we can take the headache out of 
implementing strategies and develop them in such a way that 
they become part of the company DNA.

John Fogwell

advertorialFEATURED SOLUTION
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your success in 2017...
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The process is not always a 
conscious one, but when I break 
it down with my coaching clients 
we see similar habits, disciplines, 
beliefs, strategies, decisions and 
actions going into most, if not all, 
resilient, profitable and leveraged 
businesses.

Over the next few issues, we will 
unpack these habits or pieces of 
the puzzle that go into ensuring 
that the business you’re building 
is following the rules of best 
practice and that you are setting 
it up for optimal success. This will 
help you end up with the business 
you want and need, and not the 
business that you get by chance. 
In this series we’ll be focusing on:

■   5 Ps – the “fuel” you 
need in your business vehicle, 
from planning to prospecting, 
processes, people and practice. 

■   4 Cs – how to get a ROI on 
performance and to grow talent, 
these refer to clarity, competence, 
consequences and character. 

■    3 Ts – these are the three 
tools that no business can do 
without.

■    2 Bs – what needs to be true 
about everyone who works with 
and for you? 

■    1 Me – you are critical to the 
success of your business, so what 
needs to be true about and for 
you?

CREATE  
the business  
you want 

Great businesses 
don’t just happen, 
they are built 
purposefully. 

(It takes planning)

BIZOPPS UNDER R400K



Take action and chase  
what you want
Jim Rohn, renowned business 
philosopher and internationally-
acclaimed author, famously said: 
“Achievement is not about luck 
or willpower or disposition – it’s 
really a science.” And when we 
unpack what goes into making 
a successful business (that will 
fund a successful life), it’s clear 
that this is true. Successful 
business owners engage 
with what’s behind growing 
a business, which starts with 
quality thinking and planning. 
Without this, there is no way 
that action can be focused, 
disciplined, intentional and 
effective.

As entrepreneurs we much 
prefer to dive in and often don’t 
take sufficient time to do the 
research, to look at what the 
test and measure is telling us, 
to map out where and why and 
how, and to apply our brains to 
a roadmap that best gets us to 
our destination. But if you want 
to build a resilient enterprise, it’s 
time to put aside the excuses, 
and put in the effort to learn how 
to master competencies around 
thinking and planning, and to be 
disciplined about writing it all 
down.

Abraham Lincoln told a story 
about a wood chopping 

competition between a young, 
strong newcomer and the wise 
veteran, from which we can learn 
a lot:

The day of the competition dawned 
bright and at the start early in 
the morning, the woodsmen were 
all gathered and waiting. The 
youngster was boasting about his 
strength and youth and the veteran 
who he was to be up against was 
unusually quiet. When the whistle 
went, the youngster was off first 
and fast and went at the task “hell 
for leather”. Before long his age and 
relative strength had opened up 
an impressive lead. The veteran on 
the other hand was slow to start 
and went steadily, stopping every 
fourth tree to sharpen his axe. By 
lunchtime the veteran was rather 
far behind. As they went into the 
afternoon though, a different story 
started to emerge. The sharper axe 
and well-paced breaks began to 
bear fruit for the veteran and slowly 
but surely the gap between the 
two competitors started closing. 
By the end of the day the veteran 
had once again proved his worth by 
winning handsomely. 

Lincoln finishes off his story by 
stating that if he had six hours to 
chop down a tree, he’d spend the 
first four of them sharpening his 
axe. So, how does this relate to 
planning you may ask? Here are 
five good ways:

   Achievement is not 
about luck or willpower 
or disposition – it’s 
really a science. 
- Jim Rohn

continued on page 36
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Kathi Clarke is an industrial psychologist, award 
winning and certified ActionCOACH Business 
Coach and a business growth expert. With over 
25 years’ experience in growing businesses in 
five different African countries, over the last 
48 months she has successfully helped more 
than 150 entrepreneurs to significantly grow 
their profits.

1Research proves that a plan is to your 
business what a sharpened axe is to a 

woodcutter. It’s the pre-work and the tool that 
help immeasurably with economy of action, 
focus and direction, which all make a real 
difference to the final result.

2The opportunity to take time out from 
your in-the-business demands to map 

where you’re going, provides the time to 
invest in skills and a mindset, which will see 
you outperform those who dive straight in. 

3Developing the “habit” of working to a 
plan will give you a much better chance of 

arriving where you want to be, and will help 
you to assess your environment differently 
and better.

4Not only is planning the “sharpened tool” 
that enables you to chop wood well, it 

is also the means to elevate yourself to a 
position amongst like-minded “woodsmen” 
whose company you should be seeking out. 
These “woodsmen” or business owners will 
help you to drown out and replace self-
limiting beliefs that can get in the way of 
your growth and success, particularly in light 
of the current state of national and global 
economy and political landscape. 

5Growing your business, like chopping 
down the most trees, is not about how you 

start, but how you finish. And, how you finish 
is about working smarter not harder, and 
working on your business plan from the start 
is smart. 

Bringing a dream to fruition doesn’t just 
happen. Anything lasting, be it a relationship 
or a business, is a result of planning and 
intention. And, if you don’t plan you’ll have 
to make do with what life delivers, instead 
of what you want. So, as a business owner, 
planning is critical part of your work. Are you 
equipped to do it, and do it well? 

10 STEPS TO CREATING A 

SOLID PLAN
1Start with a destination in mind. Where do you want to be 

10 years from now, why and how much will this cost?

2What has to be true about the business in the form of the 
vision (where and why) and the mission (big how’s) to get 

you there?

3What are the “forever trues” of your business – the values 
that will flavour and be present in every single task/action 

in the business? Try to express these as verbs, and keep the 
list short so you can “live” them well. 

4Looking five years down the line, what will we “see” if we 
walk through the doors of your business? Or, how will 

your key goals relating to your people, processes, prospecting, 
performance and products/services play out on the way to 
your 10 year destination?

5Take each of you five-year goals and confirm what stage/
goal/finished piece of action will have been reached in 

each of these categories by year three.

6Break down your three-year goals and confirm what 
stage/goal/finished piece of action will have been reached 

in each of these five categories by year one.

7Next, consider what you want to have achieved in each of 
these areas at the end of next 90 days?

8Taking your five-year goals, outline the top five brutal 
facts and the top five opportunities over which you have 

a measure of control, which could either sink your plan or 
see you outperform it. Also identify your five strengths and 
weaknesses that you need to play to and protect yourself 
from. 

9 Now consider your dashboards. First up is marketing; 
identify how you will secure the targeted number of leads, 

the tactics you will use to reach these leads, and what it will 
cost you to do so. On your financial dashboard, consider what 
targets you need to set in terms of turnover, gross profit, cost 
of sales, expenses and net profit.

10Finally, consider three broader-based issues: a) what 
you will need to commit to in terms of personal 

development b) developing your brand promise to customers 
and c) your elevator pitch (a 30- to 60-second compelling 
summary) that you will use every time you’re asked: So what 
do you do? 

Do you have a plan for your business? If not, what’s your 
excuse for not investing in one? As Winston Churchill said: 
“Why not let our advance worrying become advance thinking 
and planning instead – you’ll be better off.” 

continued from page 35
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4 A KID 

Agency opportunity: As a sole distributor of 
imported brands and local baby products, 
4 A Kid offers you the chance to sell their exclusive range, either 
as a part-time agent in your area in your own time OR through 
your retail outlet, shop or online store. 4 A Kid has some of the 
highest quality baby and kids products available on the market 
today. These products include a range of trendy baby accessories, 
kiddies clothing, pregnancy items, child safety products and 
more. There is no pressure for targets and being a 4 A Kid agent 
gives you the opportunity to earn an extra income, while doing 
something worthwhile, fun and flexible. 4 A Kid takes pride in their 
partnerships and business relationships. To join this dynamic team 
with endless possibilities contact Ally Cohen today.  

CONTACT DETAILS

Tel 011 656 8290 
Email info@4akid.co.za  
Website www.4akid.co.za

Assisted Home Nursing

Assisted Home Nursing is expanding 
nationwide and offering its homecare and 
assisted living concept to prospective franchisees with a similar 
desire to serve others while building their own businesses. 
Franchisees provide a wide range of services aimed at making the 
elderly, disabled, sick or those recovering from surgery more self-
sufficient within their own homes. The type of care can be tailored 
to suit the needs of the client and their family. Includes helping 
with mobility and providing support to those who have more 
complex medical needs. Assisted Home Nursing has developed 
a robust franchise model and has a large number of territories 
available throughout South Africa. For more information please 
contact Chris.

CONTACT DETAILS

Tel 0861 359 834/082 857 1053
Email info@assistedhomenursing.co.za  
Website www.assistedhomenursing.co.za 

Autoscreenz™

Autoscreenz™ is the perfect start-up business 
opportunity, making it possible for any 
entrepreneur to enter the motor industry while 
providing a valuable service that all vehicle 
owners will need sooner or later. The service enables the repair 
of any sized windscreen chips and cracks, headlight restoration 
and polishing, vehicle light restoration and tyre sealant protection 
are also options to add to the offering. An Autoscreenz™ business 
can be run from home, added to an existing workshop, carwash or 
garage, or operated as a mobile unit servicing clients right where 
they are. Apart from individual customers, Autoscreenz Partners™ 
can also target businesses and fleet owners – there really are no 
limits; every vehicle owner on the road is a potential client. 

CONTACT DETAILS

Tel 084 207 5528
Email enquiries@autoscreenz.co.za 
Website www.autoscreenz.co.za 

Buy a business
BUDGETon a

Always dreamed of being your own boss 
but lacked the capital to take the plunge? 
The good news is that in today’s market 
there are a number of opportunities out 
there that can see you invested, trained 
and fully set up to start shop for anything 
from a few hundred rand. We’ve rounded 
up over 120 of the hottest picks under 
R400K for you to choose from, across 
a diverse range of sectors. Everything 
from print services to home nursing; 
there’s guaranteed to be something that 
suits your interests, skill set and needs. 
Remember 
to do your due diligence 
before investing – 
review all 
legal documents, 
consult with an 
attorney and an 
accountant, and  
talk to as many  
current and former  
franchisees as you  
can to learn about  
their experiences.  
It always pays to  
think before  
you ink! 
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Chip ‘n Dip

Since its founding in 1990, Chip ‘n Dip has 
pioneered the mobile vending concept in South 
Africa. Now at more than 150 units across 
the country, the company envisions extending 
its presence by bringing additional franchisees on board and 
expanding into our neighbouring countries. Fixed site packages 
are also available, alongside the brand’s traditional and instantly 
recognisable mobile units. The concept is simplicity itself – fried 
chips topped with a delectable range of sauces served in a 
patented checkered red and white cone, which makes the brand 
instantly recognisable. The red fork is also a trademark item, 
allowing for a devilishly good experience and easy eating. The 
franchise package includes on-site training covering all aspects of 
business operations.

CONTACT DETAILS

Tel 011 454 4018/9
Email info@chipndip.co.za 
Website www.chipndip.co.za

Chip Twister

CONTACT DETAILS

Tel 011 454 4018/9 
Email info@chipndip.co.za  
Website www.chipndip.co.za

With the Chip Twister mobile concept – 
brought to you by Chip ‘n Dip – operators 
serve up spiral cut potato chips on skewers 
alongside a range of tasty seasonings, including spicy, aromat, 
chutney, salt and vinegar and cheese and chives. The novel snack 
always draws attention and is a popular attraction at sporting and 
other events. With the Chip ‘n Dip brand having established its 
first franchise in 1990, the company’s experience and expertise 
is evident in their ability to train franchisees. Training covers 
accounting aspects and the control systems considered imperative 
to the success of the operation. Also included is on-site training at 
an established outlet.

Bottle Craft SA

Bottle Craft SA is the manufacturer and supplier 
of bottle cutting kits, accessories and equipment. 
Bottle Craft SA offers the unique “Business-in-
a-Box” kit for you to start your own business 
creating hand-made products from recycled glass. 
The Standard kit, @R500 (plus postage) is perfect for crafters or 
hobbyists and includes a cutter, DIY manual, instructional DVDs, 
design ideas, sanding and polishing paper, UV cure glue, etching-gel 
and lubrication oil. The Deluxe Kit, @R1200 (plus postage) is ideal 
for small business owners, hobbyists and includes all of the above 
plus more. For a full brochure or for more information contact Jo 
Kearney. 

CONTACT DETAILS

Tel 074 207 1721 
Email jo@educraft.co.za  
Website www.bottlecraft.co.za
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Create-a-Book SA

Create-a-Book SA, established in 1989, 
is the perfect home-based business to 
suit anyone seeking a low-risk investment, with the ability to make 
money from day one, while putting smiles on little faces. Imagine 
the look on a child’s face when they realise they’re the heroes of 
their very own story...this unique and exciting concept is loads 
of fun and appeals to a huge market. The R15 500 investment 
includes the lifetime license, all assembly equipment as well as 
start-up stock, and there are no further royalty or ongoing costs, 
other than purchasing your own stock to make up the books. Full 
training is also given at the time of the package handover, and 
each licensee is supplied with a marketing manual with guidelines 
on how to best market the products. For more details contact 
Nathenia. 

CONTACT DETAILS

Tel 011 465 9062 | Fax: 011 465 9234 
Email info@createabook.co.za  
Website www.createabook.co.za

Creative Minds®

A Creative Minds® training centre 
enables franchisees that have a passion 
for training and technology to set up a 
computer skills learning centre, either 
at home or in a commercial space. Ideal licensees should have a 
passion for training and technology and be able to conduct courses 
in a fun and caring environment that can be personalised to 
meet the requirements of any individual or business. While some 
computer skill is an advantage, all necessary training is provided 
over a three-week period, and there are a number of licensing 
models available to meet varying requirements. The franchise 
network was established 19 years ago and has 30 centres across 
South Africa.

CONTACT DETAILS

Tel 021 939 6344/082 785 7763
Email info@minds.co.za  
Website www.minds.co.za/www.mindscampus.com
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Formed out of founder Gerhardt 
Becker’s experience in the 
vehicle accident industry, FICS 
(Facilitating, Investigating, 
Consulting Services) works with 
insurers, law firms, corporations 
and other service providers to 
streamline accident investigations, 
with a particular interfacing 
with the Road Accident Fund 
environment. 

Innovative app  
offers accurate data 
To help shorten the time frame 
between claim and receiving 
compensation, FICS has developed 
a mobile app to help motorists 
to collect all relevant information 
at an accident scene. The app 
uses geo-location technology to 
pinpoint exactly when and where 
the collision happened and allows 
road and weather conditions to 

be recorded. Photographs and 
videos are recorded directly within 
the app and there is a place for 
witness statements and their 
contact details to be collected. 
FICS owns and safely stores all 
information captured on the cloud.

Once accident information 
has been uploaded, the FICS 
franchisee in the area in which 
the accident occurred will receive 
a summary of the data so that 
they can approach and offer their 
services to the relevant insurance 
company or law firm. FICS 
franchisees earn a passive income 
from the app and build steady 
income streams from paralegal and 
other data generating work done. 

The search is on…  
for the right franchisee
Becker says prospective 

franchisees should ideally 
have legal, accounting or 
investigative backgrounds. 
Full training is included in the 
franchise package and consists 
of theoretical as well as in- field 
sessions. Role-play is used to 
familiarise franchisees with 
workplace challenges. Once 
the training is completed, 
franchisees spend time working 
with an experienced “mentor”. 

There are currently seven 
franchisees up and running 
and a further three are signed 
up and ready to go. FICS aims 
to have 40 franchisees up and 
running by the end of the year. 

The FICS Mobile app can be 
downloaded for free at www.
fics.co.za and is compatible 
with all iPhone and Android 
devices. 

Inside FICS’ plan for GROWTH

South Africa’s first 
national investigation 
and consulting franchise 
group wants to be 
everywhere. And to 
achieve this, the brand 
is looking to establish  
a network of franchisees 
across the country… 

FEATURED OPPORTUNITY advertorial
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GOOD NEIGHBOURS

Getting your business 
off the ground can be 
an expensive exercise – 
and that’s even before 
you start marketing. 
As a small business 
owner, the best place 
to start is by focussing 
on potential customers 
in your community or 
neighbourhood. But, 
how do you reach them? 

We’ve identified a few great hyper-local, 
low-cost efforts to get you started:

Welcome to the neighbourhood
If your store is in the suburbs of a major 
city, then hundreds of people are moving 
into your neighbourhood and your store’s 
feeder area every month. They’re new to 
the area and are keen to quickly establish 
a network of businesses and suppliers who 
cater to their needs. Get in there quickly 
by targeting them with flyers and mailers 
welcoming them to the neighbourhood and 
inviting them to take advantage of your 
Welcome Specials.

Data analysis companies like P:Cubed 
(www.p-cubed.co.za) are recognised, 
approved-database companies that can 
tell any retailer who has moved to within 
five to 10km of their store during the last 
three months, for example. They are able 
to supply databases of consumers you are 
legally allowed to approach with digital 
and physical mail offers. The database is 

approved for use under the Protection of 
Personal Information Act.

New home owners have needs related 
to DIY and home improvement and can 
be directly targeted for these. A new-
homeowners list can be obtained from 
direct-marketing and data-analytics 
companies.

With many of us living in sectional-title 
complexes these days, the role of the 
managing agent has become important. 
Many managing agents carry advertising on 
their websites, or run listings of suppliers 
in their areas. Consider advertising on 
these platforms, or becoming one of their 
preferred suppliers. If you are a plumber, a 
garden service or a building contractor, this 
relationship can become invaluable.

Neighbourhood post box drop
There are many ways to distribute physical 
flyers. Dropping them directly into the 
letterboxes of homes in your neighbourhood 
is certainly one way. Like any marketing 
message, whether it’s sent via email, SMS 
or post box, success depends on the actual 
offer, the headline and whether it’s catchy 
or not. “Mother’s Day Hotel Special”, for 
example will certainly catch someone’s 
attention. So would headlines like “Cape 
Town for R900 return” or “Top Liquor 
Brands at Wholesale Prices”. While letterbox 
drops have their place, they are waning 
in popularity – not least because more of 
us are living in complexes and apartment 
buildings where marketers have limited 
access to letterboxes.

Give to local charities
Consider donating a percentage of profit 
to a charity for the period of a promotion. 
And, be sure to link in with a charity that 
is within your neighbourhood. This way 
the members, supporters and staff of the 
charity can reciprocate the gesture and 
support your business. This is key. Also, by 
supporting a local charity you make your 

Everybody needs 
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gesture a newsworthy one. You can then 
mention your support for the charity or the 
handover of the funds in the local paper, 
local radio and other media.

If you choose to support a large national 
or international charity without a local 
presence you may not enjoy maximum 
exposure. Keep it in the neighbourhood. 
You need not offer the discount on 
every product you sell, but you could do 
it on selected products. Always offer a 
special deal to members of the charity to 
encourage them to shop at your store.

Systematic Sampling
Sampling is a recognised way to promote 
your business in your neighbourhood. 
But like all good business methods, it 
really comes into its own when done 
systematically. So make sampling part of 
your job description, or assign the task to a 
member of your team. Tell them you’d like 
them to spend one morning a week visiting 

neighbouring businesses and sampling 
them with gifts or products. Samples 
should be inexpensive, and fairly relevant 
to your business. You should include a 
bounce-back gift certificate or discount 
voucher with the samples. Here are some 
ideas for a variety of store types:
■ If you’re running a clothing boutique, 
perhaps you can sample a small make-up 
bag in fashionable fabric donated by one 
of your suppliers.
■ A tech store might want to hand out 
branded USB memory sticks, or charger 
sticks. These are super-handy as load-
shedding becomes a part of life.
■ A plate of eats from your bakery or 
restaurant is an obvious sample idea, or a 
voucher for a sandwich.
■ If you have a sports store, perhaps you 
can sample a small sachet of training-
supplement shake mixture.
■ A chemist might want to hand out 
vitamin supplements.

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.

■ A photo store can hand out vouchers 
for a free A5 photo enlargement.
■ A music and DVD store might sample 
free downloads of a song by a new artist. 
This would work best on social media.

You will know what product exemplifies 
your store and is affordable or can be 
sponsored by one of your suppliers. 
They should be keen to get involved, 
because in giving out their products 
you’re also doing neighbourhood 
marketing for them. If you’re sampling 
products instead of vouchers, always 
remember to include a bounce-back 
voucher with the product. 
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Dancing Doughnut Factory 

Dancing Doughnut Factory mobile operators 
serve up trays of mini ring doughnuts all 
freshly prepared in front of the customer 
and covered with a choice of toppings and 
sprinkles. The brand is part of the Chip ‘n Dip stable of mobile 
franchises, which also includes Hot Dippety Dog, Doughnut Pops 
and Chip Twister. A Dancing Doughnut Factory can be operated as 
an add-on to a Chip ‘n Dip outlet, or as a standalone unit. As part of 
the franchise package, franchises receive comprehensive training 
that incorporates accounting aspects and the control systems 
considered imperative to the success of the operation. Also 
included is on-site training at an established Chip ‘n Dip outlet.

CONTACT DETAILS

Tel 011 454 4018/9 
Email info@chipndip.co.za 
Website www.chipndip.co.za

Digit Vehicle Tracking 

Digit Vehicle Tracking is a strong annuity-
based business opportunity in the rapidly 
expanding vehicle tracking and fleet management solutions 
(FMS) industry. Even with limited or no knowledge of vehicles, 
electronics or telecommunications, if you possess the right 
attitude and are willing to make an effort, Digit Vehicle Tracking 
can help you achieve the success you desire. A key attraction 
for franchisees who want to get off to a good start, Digit Vehicle 
Tracking offers access to three possible income streams – the 
profits on hardware sales, the installation thereof, and the annuity 
income from customer subscriptions. For every tracking system 
installed the franchisor charges the franchisee a small monthly fee 
for accessing their servers, and the franchisee carries the cost of 
the SIM cards. For more info please contact Lee Bester.

CONTACT DETAILS

Tel 011 316 3264 
Email lee@digicell.co.za 
Website www.digicell.co.za
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Soapbox provides an 
extensive range of 
promotional clothing and 
gifts – ranging from clocks to 
folders, pens to calculators 
and special items through to 
a vast selection of shirts, caps 
and other garments as well 
as outdoor products. With 
a fully functional office in 
Silverton, Pretoria, Soapbox 
has launched its franchise 
opportunity into the market 
with plans to have five 
franchises up and running 
by the end of 2017. The aim 
is to grow each franchise 

to the point that it reaches 
at R300 000 turnover per 
month within the first six 
months, and to extend the 
franchise network to ten 
outlets by July 2018. 

Prospective franchisees 
should be customer-oriented 
self-starters with a sales/
marketing background, who 
are looking for a home office 
opportunity that can be 
extended according to one’s 
input. The launch special 
investment cost is R250 000 
with suggested start-up 
cash of between R50 000 
and R100 000. Royalties 
range between 5% and 
7% according to turnover. 
While Soapbox doesn’t 
offer finance, they can set 
up meetings with finance 
companies. 

The support you need 
Initial training includes a 
week of mixed theoretical 
and practical sessions at 
supplier showrooms and 
factories, a business plan 
building session together with 
ActionCoach (value R50 000), 
and ongoing support both 
with the franchisor and 
through quarterly meetings 
with ActionCoach to review 

previous goals and set new 
goals. The franchisor has 
invested heavily in online 
quotation systems and 
CRM (customer relationship 
management) software, 
and franchisees will benefit 
from these as well as from 
Soapbox’s discount levels, 
assistance in B-BBEE and 
PTY registrations, as well as 
area-specific and national 
marketing. 

As one of the largest 
distributors of corporate 
clothing and gifts in the 
country by turnover and 
discount levels, and the only 
company in the country 
with a 24-hour money-back 
guarantee on embroidery, 
investing in Soapbox is a great 
opportunity to get set up for 
success in this growing sector. 

Get on your SOAPBOX
And tell the market 
where to find great 
quality promotional 
clothing and gifts...
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Doughnut Pops 

Little fried balls of doughnut deliciousness 
drizzled in a sweet sauce and served with a 
sprinkling of stars in a paper cone. It’s not 
hard to see why customers at sporting events, school functions, 
and corporate and cultural occasions can’t resist a serving of 
Doughnut Pops. As a sweet addition to the Chip ‘n Dip brand, they 
are the perfect dessert accompaniment to the brand’s fried chips 
and dip offering. The two concepts – Doughnut Pops and Chip 
‘n Dip – can be operated together or as stand-alone businesses. 
Low start-up costs, simplicity of operation and the comprehensive 
training on offer, make for a compelling package. All training is 
provided on site by our head office staff. 

CONTACT DETAILS

Tel 011 454 4018/9
Email info@chipndip.co.za 
Website www.chipndip.co.za

FICS

To achieve a national footprint, Facilitating 
Investigating and Consulting Services (FICS) 
is looking to develop 145 franchisees to 
provide various forensic, investigative and consulting services. 
Franchisees will typically be individuals or small firms with 
experience in law, accounting, insurance, investigative work, 
third-party claims and assessments. Using the company’s recently 
launched app, which enables users to capture data such as the 
location, date and time of the accident, vehicle details, as well 
as road and weather conditions, franchisees will have access to 
accurate reports, which they can then on-sell to interested parties 
to help fast-track road accident claims and reduce insurance fraud. 
The app is available for free on Android and Apple’s iOS platforms. 

CONTACT DETAILS

Tel 0861 12FICS | 012 030 1030 
Email info@fics.co.za 
Website www.fics.co.za

Forever Living Products

Forever Living Products is the world’s 
largest grower, manufacturer and 
distributor of Aloe Vera products. Rather 
than adding a few drops of Aloe Vera to our products, we start 
with fresh 100% stabilised Aloe Vera and then add just enough 
of the other ingredients to create a whole range of aloe products 
(skin care lotions, shampoo, supplements and tooth gel). Many 
items in the Forever Living Products range carry the International 
Aloe Science Council Seal of Approval. Forever Living Products led 
the way for the world to rediscover the benefits of Aloe Vera. As 
hundreds of thousands found the miracle, they excitedly shared 
what they had discovered and a new industry was born. FLP now 
has over 9.5 million distributors in over 160 countries. For more 
information, contact Rick Beeton. 

CONTACT DETAILS

Tel 083 449 2139/021 761 6001
Email rick@forever.co.za 
Website www.foreverliving.com

Hot Dippety Dog 

Who can resist a footlong hotdog served 
with chips; or, for those who enjoy something 
cheesy, a footlong cheese griller and chips? 
Chip ‘n Dip, the brand that pioneered mobile vending in South 
Africa, has added a new concept – Hot Dippety Dog – to its line-up. 
The addition means existing Chip ‘n Dip operators can now offer 
hotdogs alongside the brand’s trademark snack item of fried chips 
served with a delectable range of dips. Alternatively the hotdog 
brand can be included as part of an existing outlet. Franchisees 
receive comprehensive training that incorporates accounting 
aspects and the control systems considered imperative to the 
success of the operation. Also included is on-site training at an 
established Chip ‘n Dip outlet.

CONTACT DETAILS

Tel 011 454 4018/9
Email info@chipndip.co.za 
Website www.chipndip.co.za

Genrand Bridging and Bond Finance

CONTACT DETAILS

Tel 021 555 3694 /021 824 2332 
Email info@genrand.co.za  
Website www.genrand.co.za

You only need R150 000 to start your own financing  
company. Make use of this opportunity to invest in  
your future. This reputable and respected name in the bridging finance 
sector offers full training and support to all franchisees. While candidates 
operate their franchises independently, they benefit from the assistance of 
the team at head office. All products, services and financing are supplied 
by Genrand or their preferred financiers, and you can trade risk free. 
Core services include the discounting of future events, mainly (but not 
exclusively) for property owners, property developers, estate agents and 
clients with outstanding debtors. This focus allows franchisees to provide 
a specialised and streamlined service at competitive rates. The company 
provides a stable platform of sound support, and a large and diverse range 
of products and services to all franchisees. Why wait, it has never been 
easier to invest in your future with Genrand Bridging and Bond Finance.

Inspect-a-Home 

Buying a property is a big decision 
that can have a massive impact on an 
individual’s financial well-being; and with many houses being sold 
with hidden defects the risk is substantial. Inspect-a-Home is the 
undisputed market leader in home inspections; and over the past 
32 years has established itself as a 31-franchise strong network 
of specialists in residential, commercial and industrial property 
inspections; as well as building disputes and quality control during 
building phase. Inspect-a-Home franchisees help prospective 
buyers and home builders save money and untold stress. New 
franchisees receive rigorous initial and ongoing training, with 
regular courses held to ensure they are up to date with the latest 
developments and technologies in the building industry.

CONTACT DETAILS

Tel 083 375 5588 / 031 266 7271
Email eric@inspectahome.co.za 
Website www.inspectahome.co.za



*See p. 37 & inside back cover for more opportunities
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JG Electronics

JG Electronics was founded in 1990 and the 
company has grown from strength to strength 
with clients throughout Africa, the Seychelles 
and Mauritius. With a wide array of state-of-the-
art printing systems on offer (everything from inkjet to colour 
laser, sublimation and the new white toner and neon systems) 
that enable printing on pretty much any material, the creative 
business owner is limited only by his or her imagination. All 
equipment comes with training at the company offices, as well 
as full instruction manuals and training videos. JG Electronics 
is committed to offering professional advice pertaining to one’s 
specific needs, ensuring investors only walk away with equipment 
that will enable their business to achieve its best results. 

CONTACT DETAILS

Tel 011 789 6033
Email yob@jge.co.za 
Website www.jgelectronics.com

Just Vend

Just Vend offers entrepreneurs the opportunity 
to own a business with no overheads, and to 
earn approximately R4 000 a month for simply 
half a day a week’s worth of time refilling one’s 
machine. Vending machine opportunities start from  R55 000 
and the range includes Coke machines, snack-only machines, 
combination machines and coffee machines (both instant and bean-
to-cup); all of which are refurbished. In addition to the machine, 
with coin mechanism, starter stock and note reader, the cost of 
the package includes ongoing support and training as well as a 
six-month warranty, machine manual and 12-month site contract. 
Client sites feature reputable, well-respected brand names and Just 
Vend is committed to maintaining a strict level of professionalism. 
Your success is our success! For more info please contact Anna. 

CONTACT DETAILS

Tel 081 546 1346 (Anna) 
Email jason@vending-machine.co.za 
Website www.vending-machine.co.za



YOUR BUSINESS | August-September 2017   49

FEATURED OPPORTUNITY advertorial

“The most impressive part of this business 
opportunity has to be witnessing the 
customer’s excitement when they see 
the books for the first time,” says Gary 
Steyn of Create-a-Book, a company that 
produces personalised story books, and 
allows a child to become the hero of their 
very own story in a professionally bound 
hard cover book. Perhaps the next best 
thing is the fact that it takes less than five 
minutes to make these lifetime keepsakes, 
and that this low-risk investment offers 
the ideal work-from-home opportunity to 
suit those wanting to be in charge of their 
own time and income. 

“As soon as the software is loaded onto 
a computer, the ability to make money 
is there, and as the concept is so unique, 

the books practically sell themselves,” 
continues Steyn. “As with any business, 
success comes from hard work and smart 
marketing and selling. Our record for the 
dealer that paid their business off the 
quickest is two months; although this 
was exceptionally fast and six months is 
probably a good average time to expect.” 
The R15 500 investment includes the 
lifetime license, all assembly equipment 
as well as start-up stock, and there are no 
further royalties or ongoing costs other 
than purchasing your own stock to make 
up the books. 

Bring smiles to little faces
Full training is given at the time of the 
package handover, and the new dealer 
is guided through the process of making 

up their very own book. Each licensee is 
also supplied with a marketing manual 
with guidelines and examples of how to 
market the products, and the Create-a-
Book friendly staff are always on hand 
to discuss new and innovative ideas. “We 
are continually looking at improving the 
delivery of our products and services, and 
there are plans afoot to make the product 
easier to sell online,” says Steyn. 

“Joining the Create-a-Book team means 
becoming part of a leading national 
network selling an exciting concept that 
has a huge target market – come along and 
join the fun!”

Be your own boss with Create-a-Book’s exciting concept...

CREATE your BUSINESS 
SUCCESS STORY
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Kill-a-Bug

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).

CONTACT DETAILS

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

Laundry Dynamics

Laundry Dynamics has achieved fantastic 
growth in its six years of operation, and 
there is still room for you. Franchisor 
Tracey Fawell says that the strength of the training on offer has 
been crucial to the company’s success, and strongly believes in 
quality rather than quantity when growing a franchise network, 
as the personal touch with franchisees and customers is crucial. 
Laundromats have proven virtually recession proof, and it’s a big 
market. In addition to a comprehensive laundry service, Laundry 
Dynamics also offers dry cleaning, garment dyeing, tailoring, 
shoe repairs, key cutting, contract work (guest houses, B&B, golf 
clubs etc.). Full technical training is provided to franchisees and 
employees prior to a store opening. Continual communication and 
site visits ensure the success of franchisees. 

CONTACT DETAILS

Tel 082 739 2774 
Email info@laundrydynamics.co.za 
Website www.laundrydynamics.co.za
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Lawnpro Lawn Doctors

No other franchise achieves the gross 
profits of the Lawnpro Lawn Doctor. 
Your lawn is the canvas upon which 
your garden is painted. For 24 years Lawnpro franchisees have 
offered environmentally friendly and pet-and-child safe solutions 
to ensure that their clients’ lawns stay healthy and green all year 
round. Potential franchisees should enjoy working outdoors. The 
franchise package costs between R170 000 and R210 000 and 
includes use of all equipment, complete training and access to a 
mentor. There are currently opportunities available in every single 
town and city across South Africa. The company’s proven business 
model translates into low overhead expenses as operators all work 
from home with just one labourer. Franchisees also benefit from a 
guaranteed recurring income as client lawns need to be treated at 
four times a year, every year.

CONTACT DETAILS

Tel 082 415 4618 
Email richie@lawnpro.co.za  
Website www.lawnchemicare.co.za

My Mobi Car Wash

My Mobi Car Wash is perfect for the 
entrepreneur looking to service consumers 
who want for eco-friendly options to keep their 
vehicles clean. Simplicity and mobility are at the 
centre of the low water usage design with less than four litres of 
water typically used per car wash. Operators can offer customers a 
full range of valet services at their homes, workplace and shopping 
malls, saving them precious time; all at a service level equal to 
that available from the traditional commercial systems. If you are 
new to the industry, My Mobi will help take the guesswork out 
of chemical and consumable purchases through its service-based 
volume package, which ultimately means more profit in your 
pocket.

CONTACT DETAILS

Tel 083 222 1804/011 476 3223
Email sales@mymobicarwash.co.za  
Website www.mymobicarwash.co.za
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No Betr Windscreen Repair Systems 

No Betr is all about quality repairs and 
mobility. The powerful windscreen repair kit 
is easy to operate and can quickly and effectively repair almost 
any spot or crack at a clients’ premises. No Betr also offers glass 
scratch removal kits and headlight restoration kits. Each kit can 
be purchased separately and offer a business-in-a-box on its own. 
With no technical skills required, full training is on offer to new 
operators who enjoy being around people and flexibility. You can 
run a one-man operation as a mobile service provider, or add the 
repair systems to an existing business such as a vehicle service 
centre, car wash, etc. Individual car owners, fleet owners and car 
dealerships are all potential customers. The high standard of the 
repairs and satisfied customers ensure repeat business and word-
of-mouth marketing.

CONTACT DETAILS

Tel 082 364 9669
Email frik@nbwindscreenrepairs.co.za  
Website www.nbwindscreenrepairs.co.za

Performance Booster

The Performance Booster Program is a 
two-day personal-development programme 
that benefits all individuals – whether they’re a CEO, employee or 
entrepreneur. Becoming a Performance Booster Licensee offers one 
the opportunity to make use of this intellectual property, with its well 
developed, tried-and-tested, easy-to-facilitate and affordable approach. 
It makes an excellent add-on service for a life coach, business coach or 
anyone in the human development field, boosting one’s earning potential 
and reach significantly. The licence includes learning material, a 7-day 
train-the-trainer facilitator’s course, a facilitator toolkit, marketing material 
and one-on-one support. The Performance Booster licence includes three 
one-on-one coaching sessions with well-respected CEO and business 
coach Mel Tomlinson, as well as personalised sales training with Cobus 
Tomlinson, the programme developer and founder. The 2-day annual 
retreat is there to further grow and support licensees and their businesses.

CONTACT DETAILS

Tel 013 744 0027
Email info@performancebooster.co.za 
Website www.performancebooster.co.za
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Renwick

Renwick offers end-to-end business 
brokerage and real estate solutions through a network of 
professional brokers and estate agents. Renwick brokers provide 
clients with invaluable support throughout the entire sales 
process. Their services are focused on assisting buyers at acquiring 
businesses or properties in line with their requirements and 
assisting sellers through marketing their businesses or properties 
for sale through Renwick Business networks and marketing 
platforms. In addition, their partners provide value-added services 
including management consulting, strategic planning, finance and 
other related solutions – all geared at best preparing a seller’s 
business to sell or growing a buyer’s newly acquired business. The 
business brokerage industry provides an excellent opportunity for 
entrepreneurs and business owners already operating businesses 
that provide complementary services.

CONTACT DETAILS

Tel +27 11 056 8071 | +27 82 902 0110 
Email info@renwickbusiness.co.za  
Website www.renwickrealestate.co.za 

Skipgo 

Skipgo is the largest mini skip drop-and-
collect service with more than 80 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 R1200. (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.

CONTACT DETAILS

Tel 082 442 8850
Email info@skipgo.co.za  
Website www: www.skipgo.co.za
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Snap-on

This mobile opportunity sees Authorised 
Dealers operate from approved shop-fitted vehicles equipped 
to showcase their range of tools and diagnostic equipment to 
professional users. Authorised Dealers deliver a personalised, 
professional service to businesses typically associated with the 
repair or service of cars, trucks, motorcycles, boats, small aircraft 
and earth moving equipment. As one of the world’s leading tool 
manufacturers, Snap-on Incorporated has been demonstrating 
the strength of its business model for 96 years and continues to 
expand its range to ensure Authorised Dealers have access to the 
best tools available in the marketplace today. There are currently 
15 Authorised Dealers up and running in South Africa, and the 
brand is looking to get more suitable candidates behind the wheel 
in this exciting business.

CONTACT DETAILS

Tel 031 569 7637/082 444 4801
Email biz@snapon.co.za
Website www.snapon.co.za

Soapbox Group

Soapbox is one of the largest 
distributors of corporate clothing and gifts in the country by 
turnover and discount levels, as well as being the only company in 
the country with a 24-hour money-back guarantee on embroidery. 
The company is launching its franchise opportunity into the 
market, and plans to have five franchises up and running by the 
end of 2017. The launch special investment cost is R250 000, 
with royalties ranging between 5% and 7% according to turnover. 
Full training and support is provided, with an initial week in 
Pretoria visiting showrooms and factories, as well as business plan 
building and ongoing sessions with ActionCoach. This is a great 
opportunity to enter a growing sector. 

CONTACT DETAILS

Tel 082 992 0024 (Mias van Vuuren) | 079 900 4876 (Jan Grobler)
Email mias@soapboxpromo.co.za | jan@soapboxpromo.co.za 
Website www.soapboxpromo.co.za

Ubuntu Connect

Ubuntu Connect prides itself on being the only concept of its 
kind available in South Africa. There are currently over 120 
Business Partners in the Ubuntu Connect network, offering 
their clients a diverse range of products including telecommunication 
products, financial services and business solutions. Entrepreneurs who 
are computer literate, self-motivated, eager to learn, passionate about 
becoming financially independent and not scared of putting in a pound 
of flesh to gain results, invariably achieve better than normal returns. 
Individuals with these characteristics are the kind that Ubuntu Connect 
seeks to attract. Ongoing training is offered for all Business Partners, along 
with one of their key people, at the company offices in Randburg, daily 
support and an online business centre platform which can be accessed 
24/7 is available on an ongoing basis, providing Business Partners with 
everything they need to run their businesses successfully.

CONTACT DETAILS

Tel 011 511 0270 / 082 200 8480 / 076 705 1024
Email sales@ubuntuconnect.com  
Website  www.ubuntuconnect.com

Vizionary 

A 3-in-1 dynamic business. Capricoin, 
the cryptocurrency coin of choice. Vizionary, the powerful 
marketing arm and strategy to take the coin to the market and 
Capripay the innovative cellphone solution to transfer money all 
over the world instantly for free. Share the good news with friends 
and earn commissions in Euros or sit back and mine your coins and 
watch them appreciate in Value. There is no time like the present 
to invest in the future of your money in digital form. Bitcoin is 
the market forerunner that shows us what potential there is for 
growth having started at a modest $0.01 in 2009 and now worth a 
whopping $2589 today. The time is now.

CONTACT DETAILS

Tel 082 474 6604 
Email vizionarysa@gmail.com 
Website  www.vizionary.com/nabisschoff

Zhauns

Are you looking to start your own business? 
Then Zhauns 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 a range of machines which produce products that are in daily 
demand. You can start one of the following businesses: toilet roll 
manufacturing, roof sheet manufacturing, Diesel making, brick 
making, water purification and bottle filling, finger and toe nail 
printing, printing promotional items, sachet filling and packing, 
juice making and many more. There are showrooms in Cape Town, 
Johannesburg and Durban. Visit: www.zhauns.co.za for more 
information on the unique range of machines to start your own 
business today. 

CONTACT DETAILS

Tel 021 447 3665 
Email info@zhauns.co.za  
Website www.zhauns.co.za 

Vending Solutions 

Vending Solutions is a company with 
18 years’ vending industry experience, 
supplying an enormous range of brand new and refurbished 
machines, as well as the option to rent equipment. They are set 
apart in the market as they supply coffee machines and water 
coolers, making them the sole supplier choice to many businesses, 
and are the only company in the local market which has the ability 
to customise its machines. Vending Solutions’ turnkey approach 
leaves entrepreneurs with the manageable job of installing the 
vending machine, keeping it stocked and collecting the cash – 
making it the ideal low maintenance, work-from-home business 
where you can start small and add machines as your cash flow 
increases. 

CONTACT DETAILS

Tel 0861 656 055 
Email invo@vendingsolutions.co.za 
Website www.vendingsolutions.co.za
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COMPANY  CONTACT TEL  EMAIL

2nd Take Bettina Berlep 021 434 5878 franchise@2ndtake.co.za
4 A Kid Ally Cohen 011 656 8290 info@4akid.co.za
A+ Students Franchise sales 011 958 2910 andyr@aplusstudents.co.za
Active English Antionette Slabbert 082 714 1155 antionette@activeenglish.co.za
Adrienne Hersch Properties Daniel Hersch 082 412 7323 daniel@ahprop.co.za
Albentha Fragrances Joyce  082 651 4566 info@albenthafragrances.co.za
Aldes Business Brokers Ferdie van Greunen 012 361 2690 aldes@aldes.co.za
Affiliated Business Brokers Mike Hindle 082 446 5606 mikeh@abbsa.co.za
Amandla Plumbing & Maintenance Michael van Rooyen 083 252 9840 mike@amandlaplumbing.co.za
Arrero Perfume Training & Wholesale Lizelle Beukes 074 190 7999 lizelle@arreroperfumetraining.co.za
Assisted Home Nursing Chris Dunn 0861 359 834 or SMS email address to 079 118 0766 info@assistedhomenursing.co.za
Autoscreenz South Africa Rae  084 207 5528 enquiries@autoscreenz.co.za
Bermys Business Opportunities Myer Berman 015 297 0614 mberman@telkomsa.net
Blue Chip Lubricants Lethabo Letsoalo/Gary Marais 011 462 1829 lethabo@bcl.co.za
Bottle Craft SA Jo Kearney 074 207 1721 jo@educraft.co.za
BrickTile Magic Louis Mienie 082 680 2438 info@practice.co.za
Business Accounting Network Monique Sharland 0861 226 226 info@ban.co.za
Business Facilitators of SA Barry Pike 021 712 1867 info@bfosa.co.za
Cafe2Go Jan Grobler 079 900 4876 jan@cafe2go.co.za
Catrobatkidz Andre Planken 028 272 9069 catrobatkidz@mweb.co.za
Chip Twister Gerald or Russell 011 454 4018/9 info@chipndip.co.za
Chip ’n Dip Gerald or Russell 011 454 4018/9 info@chipndip.co.za
Clear Sky Academy Louis Mienie 082 680 2438 info@practice.co.za
ClickSPOT Nico Sassenberg 010 312 5053 info@clickspot.co.za
Coffee News Trish Hardy 031 767 2676 | 082 740 8444 trish@coffeenews.co.za
Computers 4 Kids Jethro Mac Donald 021 712 7800 jethro@computers4kids.co.za
Cookie Works Louis Mienie 082 680 2438 info@practice.co.za
Create-a-Book Nathenia 011 465 9062 info@createabook.co.za
Creative Image - Craft Painting Studios Ray Hogg 082 925 4682 rghogg@mweb.co.za
Creative Minds ® Marius Lubbe 021 939 6344 | 082 785 7763 info@minds.co.za for info pack
Crime Scene Cleanup Eileen de Jager 032 525 5124 | 084 433 3999 info@crimescenecleanup.co.za
Dancing Doughnut Factory Gerald or Russell 011 454 4018/9 info@chipndip.co.za
Digit Vehicle Tracking Lee Bester 076 860 6203 lee@digicell.co.za
Doctor’s TV Ads Louis Mienie 082 680 2438 info@practice.co.za
Doughnut Pops Gerald or Russell 011 454 4018/9 info@chipndip.co.za
Eezi Street Pizzas Don Ball 083 412 9877 brandowner@eezistreetpizzas.com
Express Employment Professionals Carolyn Diaz 012 641 0100 carolyn.diaz@expresspros.co.za
Ezi Wash Kobus Aggenbach 072 203 7872 sabizopps@gmail.com
Fabulous Aire Dave Stacey 021 981 1748 sales@fabulousaire.co.za
Fantastick Wall Décor Daleen Meara 012 667 3109 info@fantastick.co.za
FICS Chris Booyens 0861 12FICS  |  012 030 1030 chris@fics.co.za
Forever Living Products Rick Beeton 083 449 2139 | 021 761 6001 rick@forever.co.za
Genrand Bridging and Bond Finance Annie  021 824 2332 info@genrand.co.za
Gymathstics Rizwana Dinath 076 342 2005 info@gymathstics.co.za
Hot Dipperty Dog Gerald or Russell 011 454 4018/9 info@chipndip.co.za
Hot Dog Café Valentine 012 664 7213 valentine@hotdogcafe.co.za
Huizemark Franchising Group Adrie Barnard 010 593 0740 | 084 081 3747 franchising@huizemark.com
iFacts Sonya Skipp 011 453 1627 sonya@ifacts.co.za
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TYPE OF BUSINESS              TOTAL INVESTMENT excl. Vat    WEBSITE

Franchise: Second-hand designer fashion R380 000   www.2ndtake.co.za
Reseller: Baby and kids gear None   www.4akid.co.za
Franchise: Teaching only and retail store options From R175 000   www.aplusstudents.co.za
Franchise: Creative English programme From R55 000 - R120 000 www.activeenglish.co.za
Franchise: Real estate agency R150 000 - R700 000  www.ahprop.co.za
Bus opportunity: Distributor of perfume products From R180.00   www.albenthafragrances.co.za
Franchise: Business brokering R100 000   www.aldes.co.za
Franchise: Business brokering R89 000   www.affiliatedbusinessbrokers.co.za
Franchise: Plumbing  R240 000   www.amandlaplumbing.co.za
Bus opportunity: Quality generic perfumes R1 900   www.arreroperfumetraining.co.za
Franchise: Quality home care for the elderly, sick and disabled Area franchises from R250 000 www.assistedhomenursing.co.za
Bus opportunity: Automotive tool kits, chemicals, training, consumables From R3 500 - R150 000  www.autoscreenz.co.za
Bus opportunity: Sweets, chocolates, water, medical aid kits R18 750 (incl. Vat)  Information sent via email
Distributorship: Oil and lubricants manufacturer/distributor Enquire   www.bcl.co.za
Home bus opportunity: Creating useful items from throw-away glass bottles R500 standard or R1 200 deluxe kit (+ postage) www.bottlecraft.co.za
Franchise: Decorative cladding for walls and homes R295 000   www.bricktilemagic.com
Franchise: Accounting, tax and business advisory services R55 000   www.ban.co.za
Bus opportunity/dealers: Machinery and production facilitators From R200 000   www.bfosa.co.za
Franchise: Mobile coffee trailers and Pop-Up’s R285 000   www.cafe2go.co.za
Franchise: Pre-school movement education extra-mural R50 000   www.catrobatkidz.com
Franchise: Mobile vending: Thinly sliced, skewered fried potato sprinkled with your favourite spice From R40 000   www.chipndip.co.za
Franchise: Mobile vending: Fried chips topped with a delectable range of sauces  From R39 000   www.chipndip.co.za
Franchise: Improving childrens’ learning skills R200 000   www.clearskyacademy.co.za
Reseller: Hospitality and retail WiFi R2 000 for demo equip. Training in Gauteng www.clickspot.co.za
Franchise: Run your own local advertising publication R95 000 (No Vat)   www.coffeenews.co.za
License: E-learning training centre Zero with license fee of R310 per month per device www.computers4kids.co.za
Franchise: Bake your own cookies - retail R399 900   www.cookieworks.co.za
License opportunity: Personalised storybooks for children R15 500   www.createabook.co.za
Franchise: Art teaching studios R75 000   www.creativeimage.co.za
Franchise: Training - computer literacy, IT and business skills R200 000 to about R600 000 www.minds.co.za | www.mindscampus.com
Franchise: Cleaning of crime scenes R250 000   www.crimescenecleanup.co.za
Franchise: Mobile vending: Mini doughnuts covered with toppings or sprinkles of your choice From R167 000   www.chipndip.co.za
Bus opportunity: Vehicle tracking, fleet and fuel management From R100 000 to R450 000 www.digicell.co.za
Franchise: Award-winning electronic advertising business R299 900   www.doctorstvads.co.za
Franchise: Mobile vending: Small doughnut balls served in a cone covered with a topping of your choice From R58 000   www.chipndip.co.za
Licence: Mobile pizza operation with 60sec pizzas R250 000   www.eezistreetpizzas.com
Franchise: Recruitment, staffing and human resources R225 000 (Set-up capital depends on market size) www.expresspros.co.za
Franchise: Easy-to-run laundry and tailoring business R185 000   www.sabizopps.co.za
Distributorship: Air purification products R4 550 for stock   www.fabulousaire.co.za
Distributor/reseller: Decorative wall stickers and décor R2 000   www.fantastick.co.za
Franchise: Specialized investigations, facilitating investigating consulting services R290 000   www.fics.co.za
Distributorship: MLM: Nature’s best source for health and beauty products Approx. R6 000   www.foreverliving.com
Franchise: Bridging and related finance R150 000   www.genrand.co.za
Agency: Extra math through movement classes offered at schools/home R5 000   www..gymathstics.co.za
Franchise: Mobile vending: Foot long hot dog drizzled with a sauce of your choice From R58 000   www.chipndip.co.za
Franchise: Hot dog franchise - fast food R120 000 to R400 000  www.hotdogcafe.co.za
Franchise: Real estate franchise opportunities R75 000 to R150 000  www.huizemark.com
Franchise: Employee screening and vetting services R80 000   www.ifacts.co.za
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iPlay iLearn Leemor Daniel Lombard 084 607 7220 | 011 511 9125 leemor@iplayilearn.co.za
Just Vend Anna  081 546 1346  jason@vending-machine.co.za
KT Shop Zanre  063 249 0527 zanre@ktbrand.co.za
Kepea Industrial Equipment Sales department 081 303 7084 kepeacatering@gmail.com
Kill-a-Bug Leon van Rooyen 011 768 1962 leon@killabug.co.za
King Pie Simangele Zulu, Franchise liaison officer 011 564 9701 info@kingpie.co.za
Lawnpro Richard Erasmus Jnr. 012 481 3530 | 082 415 4618 richie@lawnpro.co.za
London School of Investment John Plummer 011 492 0260 | 011 447 6300 john@lsitrader.com
Maid4U Agency Lindiwe Shibambo 012 940 8755 | 073 011 5462 info@maid4u.co.za
Maxidor Martin Landsman 072 340 5769 martinl@maxidor.co.za
Mobile Coffee Café Franchise Hilton Wallace 012 656 0121 info@coffeefao.co.za
Mr. VIDEO Andre Grobler 021 948 5396 | 011 455 0382 info@mrvideo.co.za
Muzoki Music Academy Louis Mienie 082 680 2438 info@practice.co.za
My Mobi Car Wash Vaneshri 083 222 1804 sales@mymobicarwash.co.za
No Betr Windscreen Repair Systems              Frik Liebenberg            082 364 9669          frik@nbwindscreenrepairs.co.za
Page Automation Pieter De Beer 011 574 3000 pieter@pageauto.co.za
People Plus Alida Marx 011 867 3968 alida@peopleplus.co.za
Perfectcar Waterless Eco Friendly Car Wash Cliff Bauermeister 082 445 8269 info@perfectcar.co.za
Performance Booster Manus du Toit 013 755 0027 manus@performancebooster.co.za
RealNet Properties Gerhard Kotze 082 447 5698 gerhard@realnet.co.za
Renwick Business Brokers and Estate Agents Gary Smith 082 902 0110 gary@renwickbusiness.co.za
Rollershade ® Manuel  076 756 5255 info@rollershade.co.za
Rubix Shuttles and Transfers Sharon Poyner 083 627 1997 info@rubixtransfers.co.za
Run/Walk for Life Michelle Orlando 011 367 9400 michelle@rwfl.co.za
SA Memory Institute Wynand van Vuuren 021 979 2225/6 wynand@memoryinstitute.co.za
Sebo Johan Humphries 0861 114 250 info@sebo.co.za
Sherpa Kids South Africa Ms. Genevieve Allen 011 792 4679 | 082 853 6479 md@sherpakids.co.za
Silk by Design Sue McNair 031 569 1446 suemc@silkbydesign.co.za
Skipgo Andrew van Zyl 082 445 8850 info@skipgo.co.za
Smart Serve Andy Raouna 084 973 0851 andy@smartserve.info
Snap-on Tools Garry Oftebro 031 569 7637 biz@snapon.co.za
Soapbox Group Mias van Vuuren | Jan Grobler 082 992 0024 | 079 900 4876 mias@soapboxpromo.co.za/jan@soapboxpromo.co.za

Soft-Ice Machines & Catering Equipment Peter or Riaan 0861 763 8423 | 012 548 2745 info@cateringequipment.co.za
Solterra Shaun Allbon 083 645 4180 md@solterragroup.co.za
Superseal Craig Martin 021 001 7325 franchise@superseal.co.za
Surface Seal Paul Malcolmson 031 367 0840 paul@surfaceseal.co.za
Swemgat Hendrik Ehlers 0861 012 012 franchisor@swemgat.co.za
The Lice Treatment Company Ester Bruwer 082 454 3424 | 021 910 1650 headlice@vodamail.co.za
The Practice Business Consultancy Louis Mienie 082 680 2438 info@practice.co.za
The Tax Shop Bernard Schoeman 0861 303 404 enquiries@taxshop.co.za
Turbo Cooker Dimetrie 082 654 1379 supanova@global.co.za
Ubuntu Connect Chris Taylor 011 511 0270| 076 705 1024 sales@ubuntuconnect.com
Vending Solutions Cuan  0861 656 055 info@vendingsolutions.co.za
Vizionary Nikki  082 474 6604 visionarysa@gmail.com
WizMix Business Opportunities Allison  031 700 4442 upt@telkomsa.net | upt3@telkomsa.net
Xango & Zija Steven Hinrichsen 082 453 9070 zija@stevenhinrichsen.com
Yellow Fat Biltong Louis Mienie 082 680 2438 info@practice.co.za
Zhauns Business Opportunities Sales Division +27 21 447 3665 info@zhauns.com
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TYPE OF BUSINESS              TOTAL INVESTMENT excl. Vat    WEBSITE

Business opp: Educational products for kids R3 000 (no Vat)   www.iplayilearn.co.za
Vending opportunity: Turnkey vending machine start-up business R55 000   TBC
Franchise: Household, detergents, toilet paper, brushware, sundries etc. Options from R30 000  www.ktshop.co.za
Bus opportunity: Industrial equipment supplier Various - enquire   www.kepeaindustrialequipment.com
Franchise: Pest control, weed control, fumigation/termite treatments Various R124 950 depending on area www.kill-a-bug.co.za
Franchise: Various formats available (Kiosk, Express, Trailer etc.) From R100 000 to R550 000 (various options) www.kingpie.co.za
Franchise: Lawn doctor treatment by chemicals Various from R149 500  www.lawnchemicare.co.za
Franchise: Stockmarket education and software R250 000   www.lsitrader.co.za
Agency opportunity: Recruitment, placement and training (domestic workers, nannies, care workers) Operations from R75 000 - R385 000 www.maid4u.co.za
Franchise: Security R150 000   www.maxidor.co.za
Franchise: SA’s largest mobile coffee company R347 000   www.coffeefao.co.za
Franchise: Video rental and retail R250 000   www.mrvideo.co.za
Franchise: Music school for children of all ages R349 000   www.muzoki.co.za
Business opp: Eco-friendly mobile business solution Below R30 000   www.mymobicarwash.co.za
Biz Opp: Mobile repair kits for windscreens, headlights, glass scratch removal               Various from R950 – R7 500 (no vat)       www.ndwindscreenrepairs.co.za              
Franchise: Office automation, money handling, consumables, and more R150 000   www.pageauto.co.za
Franchise: HR, payroll, software and consulting  R250 000   www.peopleplus.co.za
Franchise: Waterless car washing From R75 000   www.perfectcar.co.za
License opportunity: Personal and business development programme R98 500   www.performancebooster.co.za
Franchise: Real estate Joining fees vary from R90 000 to R180 000 www.realnet.co.za
License: Business brokerage and real estate agency From R50 000   www.renwickbusiness.co.za
Sole regional distributors: Supply tinted roller shade systems to agents Between R45 000 - R80 000 (depends on region) www.rollershade.co.za
Franchise: Shuttle based scholar transport services R350 000   www.rubixtransfers.co.za
Franchise: Fitness and weight loss R12 000   www.runwalkforlife.com
Franchise: Training and education From R49 500   www.memoryinstitute.co.za
Business opp: Dry carpet cleaning business R45 000   www.sebo.co.za
Franchise: Before, after school, holiday care R120 000   www.sherpakids.co.za
Distributorship: Flower rental R75 000   www.silksense.co.za
Agency: Waste transport / mini skip service provider R209 650   www.skipgo.co.za
Franchise: Shoe repair, keey cutting, dry cleaning R350 000   www.smartserve.info
Dealership: Mobile tool and equipment store R150 000   www.snapon.co.za
Franchise: Corporate clothing and gifts supply R250 000   www.soapboxpromo.co.za | www.onlineclothing.biz

Bus opportunities: Range of butchery, bakery, deli, fun food and catering equipment Various - enquire   www.cateringequipment.co.za
Franchise: Solar energy R115 000   www.solterragroup.co.za
Franchise: Residential, commercial and industrial painting contracting R145 000 +   www.franchise.superseal.co.za
License opportunity: Sealing surfaces for automotive, marine and aviation R250 000   www.surfaceseal.co.za
Franchise: Building of swimming pools and spas R390 000   www.swemgat.co.za
Bus opportunity: Mobile head lice treatment services R20 000   www.facebook.com/the licetreatmentcompany/
Franchise: Franchise consulting and sales (Cape Town) R290 000   www.practice.co.za
Franchise: Accounting, payroll and tax R165 000   www.taxshop.co.za
Reseller: Cook healthy and save on electricity R2 300   N/A
Bus opportunity: Telecommunications products, financial services, business solutions From under R10 000  www.ubuntuconnect.com
Vending opportunity: Snacks, drinks, coffee, fresh food From R65 000   www.vendingsolutions.co.za
Bus opportunity: Capricoin, the future of money R14 000   www.vizionary.com/nabisschoff
Bus opportunity: Detergent mixing machinery, industrial goods and machinery R24 999   www.wizmix.co.za
Bus opportunity: National health products distributorship R2 000   www.smartchoice.myzija.com
Franchise: Retailing yellow fat biltong and rump R295 000   www.practice.co.za
Bus opportunities: Suppliers of small scale manufacturing machines for start-ups / job creation Various - enquire   www.zhauns.co.za



FOCUS ON Health and Beauty

The world of 
Key to tapping 
into the potential 
of the health, 
beauty and 
body culture 
is assessing 
blooming trends 
and adapting 
these to local 
needs. A “one-
size-fits-all” 
approach won’t 
cut it…

The “lipstick effect” continues to drive 
growth in the health, beauty and body 
culture sector, according to Dumisani 
Bengu, head of franchising at Absa. 
With disposable income under pressure, 
shoppers are holding off on buying 
big ticket household items like sofas, 
beds and washing machines. But tough 
times also encourage shoppers to treat 
themselves, and history has shown that 
sales of cheap treats – from lipstick to 
takeaway coffee, expensive perfume, 
skin cream and sparkling wine – 
can do well in a downturn. This is 
good news for retailers and service 
providers in the sector. 

The anti-recessionary nature of the sector 
is further aided by the fact that South 
Africans are embracing healthier lifestyles 
and beauty practices in the hope of 
looking younger for longer. The digital age 
and social media is also driving a culture 
of image-consciousness. “Selfie” culture, 
for example, encourages the taking of 
close-up photographs as a means of 
self-expression and impressing peers. The 
close-up nature of the shots, however, 
means potential for skin imperfections to 
be captured is high, and may encourage 
people to seek out products and 
therapies to minimise this. 

WHAT’S TRENDING?
South Africans go alternative  
and natural
With the high cost of medical aid, many 
people are opting for hospital-only plans, 
and consciously embracing health and 
wellness as the way to stay healthy. They 
are also increasingly self-medicating 
and turning to complementary health 
practitioners such as naturopaths, 
homeopaths, chiropractors, etc. 
Additionally, 80% of the SA population turn 
to African traditional medicine for primary 
health care. 

As the worldwide taste for organic 
products grows and South Africans follow 
suit, the number of “natural” cosmetic 
products and “natural” healthcare remedies 
is also on the increase. Younger consumers 
in particular are interested in ethical and 
natural beauty products. As a result we’re 
seeing smaller brands making a mark with 
natural products, and the big cosmetic 
houses expanding existing brands and 
including new ones to satisfy this trend.

Spa treatments become a must
The total revenue generated by the South 
African health and beauty spa industry is 
estimated to have reached R1.54-billion 
during 2016. According to figures from the 
Health and Beauty Spa Industry in South 
Africa 2017, there are now more than 700 
spa facilities in the country, employing 
more than 5500 people. The report also 
shows that many spas are linked to hotels 
and resorts and that more than 80% of 
spas are locally-owned. 

While tourism is a big driver of growth 
in the spa sector, South Africans are also 
exploring massage and bodywork to help 
them manage chronic physical conditions, 
decrease pain and stress, and increase 
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flexibility and quality of life. Spa modalities 
like massage and bodywork have moved out 
of the luxury category and into the “needed” 
category as more people take control of 
their own health and overall wellness. In the 
coming years, the spa industry will see more 
consumers seeking out skincare services 
for therapeutic reasons, not just to pamper 
themselves. 

Anti-ageing focus
Anti-ageing continues to be the main driver 
of growth for the entire global health, beauty 
and body care industry. Although the experts 
agree that the dynamics of the European 
and US markets can’t be uniformly applied in 
South Africa. For example, international anti-
ageing technologies are incredibly expensive 
while our market is predominantly focused on 
value for money. Furthermore, many of these 
global innovations are tested on Caucasian 
and Asian skins, which cannot be applied 
to Type V Black South African skins, as the 
testing methods are neither conducive to nor 
are they effective for the skin type. The boom 
for products to suit specific races that was 
prolific in hair care, will also be seen in skin 
care, according to Euromonitor.

Male grooming
Over the past decade men have become 
increasingly aware of the importance of 
appearance, and men’s grooming recorded 
13% growth in value sales in 2016 as men 
are increasingly interested in products that 
have been developed specifically for their 
needs, according to Euromonitor. Moreover, 
men are now also becoming increasingly 
likely to shop for their own beauty and 
personal care products. There is also a 
growing focus on the role of good quality 
products in maintaining a youthful and 
attractive appearance on a long-term basis, 
which is encouraging men to trade up in 
many categories of men’s grooming.

But men are not limiting themselves to 
buying cosmetics and getting a good 
haircut. According to the International Spa 
Association (ISPA) men are becoming 
increasingly avid spa goers, with some 
of the most popular services for men 
being massages, pedicures, manicures, 

IN THE NEWS

SA benefits from  
“mindful safari” trend
African tourism is capitalising on wellness market 
with “mindful safari” experiences. Identified as a key 
trend for the region in Euromonitor’s WTM Global 
Trends Report 2016, safari holidays, among Africa’s 
most important revenue generators in terms of 
tourism, are increasingly adding to the experience 

with yoga, spa and meditation included as part of the holiday itinerary. 

“Combine travellers’ desire for health and wellness, while seeking authentic 
experiences, and Africa might actually have the perfect solution - mindfulness in 
the wilderness,” said Wouter Geerts, lead editor of the Global Trends Report and a 
Travel Analyst for Euromonitor. 

According to Euromonitor, the vast majority of “mindful safaris” are based in South 
Africa and Kenya. The 2014 Global Wellness Summit found that wellness travel was 
growing exponentially, with a 75% increase compared to regular travel. 

The ‘Uber of therapists’ 
arrives
Grooma, a new grooming and beauty 
services app that brings the therapist to the 
customer, at the latter’s convenience and 
choice of location has launched.

The brainchild of trend specialist, author, 
speaker and entrepreneur, John Sanei, and 
Shantelle Booysen, brand owner of Elim Spa 

products, Grooma is currently in its beta phase and testing the market in Cape 
Town, but is signing therapists around South Africa, with the Grooma App currently 
available on Apple in 14 countries around the globe. Grooma brings the therapist 
and treatment to wherever you want it, be it the house, office, or hen party, for 
example, whenever you require. Grooma is not only for mobile therapists and 
provides the opportunity for every salon to offer a takeaway service. Consumers 
can download the Grooma app from the Apple App Store, with the Android App 
available on Google Play.

Long4Life buys  
spa group Sorbet
Long4Life has bought 100% of beauty 
therapy franchise Sorbet for a maximum 
R116-million.

Sorbet has 186 franchise stores in SA and 
will shortly open its fifth company-owned 
store in the UK. The group offers a range 

of professional beauty therapy treatments, as well as premium body and skincare 
products for women and men. Sorbet founder Ian Fuhr and his management 
team have agreed to remain with the company to deliver its next phase of growth 
and development. Kevin Hedderwick, former group CE of Famous Brands, is 
Long4Life’s chief operating officer and an executive director of the company.

continued on page 62
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and waxing. Many international salons 
capitalise on this trend by including 
specific services tailored to men, 
for example a “Sports Pedicure” or a 
“Gentleman’s Manicure”. 

The grooming market in SA has also 
grown because of the focus of many 
brands on male-specific grooming issues, 
such as razor bumps, oily skin and issues 
of pigmentation. This is something 
that entrepreneurs and franchisors are 
tapping into. Sorbet Man, for example, is 
a growing network of franchised salons 
that cater to the male market. The likes 
of entrepreneur Tsakani Mashaba, owner 
of a grooming range that’s specifically 
formulated for African men, called 
Michael Makiala for Men, and Mo Begg‚ 
founder of The Gentleman’s Beard Club‚ 
an online store and line of beard care 
products, are also targeting this trend. 
The business potential seems huge for 
the foreseeable future.

WHAT TO LOOK FOR IN AN 
OPPORTUNITY
While every franchise system is different, 
many within the health and beauty 
industry don’t require franchisees to be 
trained therapists or hairdressers. But 
you are still expected to be proactive, and 
have a hands-on approach to running the 
business. Training related to the running 
of the business and product-related 
sessions are offered by most systems. 
Therapists should receive up to date 
training in new techniques and product 
knowledge. 

It is particularly important in the health 
and beauty industry for customers and 
clients to feel that the people performing 
their treatments or selling them their 
beauty products are knowledgeable and 
professional. Clients can feel particularly 
vulnerable when it’s their appearance 
that’s at stake. A lot of people are very 

self-conscious about their skin or any 
problems that they’re having. 

Customer service is a crucial differentiator 
in the sector, and competition is fierce 
as new techniques, products and service 
providers seem to arrive regularly. This is 
where the calibre of the training provided 
to you as the franchisee or operator and 
to your employees can be a crucial factor 
when deciding on the franchise or business 
opportunity you decide to invest in. 

continued from page 60
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FEATURED OPPORTUNITY

Make-up Designory (MUD) is 
a premium, professional make-
up brand founded in California 
and launched into the local 
market in 2012, which offers 
a great opportunity to young 
entrepreneurs who have a 
passion for make-up to start 
a business focused on the 
professional beauty trade, with 
the support of an international 
group. There are currently 
12 region distributors across 
South Africa and Namibia, with 
three registered MUD studio 
franchises. During 2017 MUD 
will roll out four new region 
distributors to join the SA team, 
with expansion to Botswana as 
well. Two new MUD Studios are 
set to open – in Bloemfontein 
in November, and in Fourways 

in December, in a combined 
hub called Bridal Emporium. 

Ideal MUD distributors 
or Studio franchisees are 
passionate, ethical and 
ambitious individuals who 
show real entrepreneurial 
spirit and who will build the 
MUD brand by working hard 
in a team, being professional 
and understanding what it 
takes to manage a business 
– previous corporate 
employment experience or 
business ownership will be 
to their advantage. There 
are three business models to 
choose from, with the start-
up for a region distribution 
business costing R200 000, a 
MUD Partner School costing 

R250 000 (R150 000 for 
student kits and R100 000 
for classroom shopfitting) 
and a full turnkey solution 
Studio franchise, located in 
a high-traffic mall, costing 
approximately R500 000. There 
are no monthly royalties or 
franchise costs, bar a minimal 
marketing fee which is payable 
across all three models. 

Full training and support is 
included and always available. 
Apart from the initial full 
training, the franchisor also 
conducts training sessions 
twice a year focusing on 
various business and upskill 
subjects such as marketing 

A passion for MUD 
Make-up Designory offers a beautiful concept...

and customer experience, 
accounting and financials,  
and sales training for studio 
staff and reps. This is 
presented by preferred  
MUD service providers. 

Take advantage of this 
opportunity to follow your 
passion and soar with this 
brand which is set to reach 
new heights. 

advertorial
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Forever Living Products

Tel:  083 449 2139/021 761 6001
Email:  rick@forever.co.za   
Web:  www.foreverliving.com

Make-Up Designory (MUD) 

Tel: 011 656 0120 
Email: brenda@mudsa.co.za 
Website: www.mudsa.co.za

Do you have a passion for make-up? Do you want to 
start a business focused on the professional beauty 
trade, with the support of an international group? Then 
Make-Up Designory (MUD), a company which was 
founded in 1997 in North Hollywood, California, to bring 
quality education and products to the make-up artist 
community, is the opportunity for you. Opportunities 
exist for franchisees and distributors. A franchised 
Studio includes retail space and educational space to 
offer make-up enthusiast workshops through to pro 
level classes. There are currently 12 regional distributors 
across South Africa and Namibia, and three registered 
MUD studio franchises. During the course of 2017 MUD 
will roll out four new regional distributors two new  
MUD Studios. For more information contact Brenda.  

Forever Living Products is the 
world’s largest grower, manufacturer 
& distributor of Aloe Vera products. 
Rather than adding a few drops of 
Aloe Vera to our products, we start 
with fresh 100% stabilised Aloe Vera 

and then add just enough of the other ingredients to 
create a whole range of aloe products (skin care lotions, 
shampoo, supplements &toothgel). Many items in the 
Forever Living Products range carry the International 
Aloe Science Council Seal of Approval.  Forever Living 
Products led the way for the world to rediscover the 
benefits of Aloe Vera. As hundreds of thousands found 
the miracle, they excitedly shared what they had 
discovered and a new industry was born. FLP now has 
over 9.5 million Distributors in over 160 countries. For 
more information, contact Rick Beeton.

FOCUS ON Health and Beauty Opportunities



YOUR BUSINESS | August-September 2017   65

For all these opportunities 
 and more, visit www.bizmag.co.za

Mommy Wellness

Tel: 021 976 3174 
Email: izelle@mommywellness.co.za  
Website: www.mommywellness.co.za

Yemaya Express Nail Bar

Tel: 021 439 2266 
Email: info@yemayaexpress.co.za
Website www.yemayaexpress.co.za

The Yemaya Express Nail Bar is an innovative concept 
that brings “luxury on the go” to people who would 
otherwise not have time to indulge in treatments like 
manicures, pedicures, Gelish or foot massages. With 
most treatments taking between 20 and 30 minutes, 
this creative way of providing beauty is bound to make 
many a busy customer happy. The Nail Bar stocks a 
multitude of quick-drying, ultra-durable nail polish in 
colours to suit every mood and occasion, as well as hand 
and foot creams, cuticle oils and foot scrubs. With six 
nail bars currently up and running, Yemaya is looking for 
dedicated, experienced franchisees to join their growing 
network. For more information, contact Jill.

Mommy Wellness provides 
the perfect haven for pregnant 
women to restore and invigorate 
– although the concept provides 

a comprehensive array of body treatments, facials, 
rejuvenation treatments and massages for people of 
all ages and gender, its mission to treat and pamper 
expectant mothers is what sets it apart from other spas 
in the market. Having established four outlets within its 
first two years of operations, the brand has grown from 
strength to strength, and now boasts 7 franchises, one 
of which is in Bahrain.  Mommy Wellness has secured 
a number of new franchise sites that need prospective 
business owners.  To take advantage of this turnkey set-
up and benefit from the franchisor’s intellectual property 
and know-how, comprehensive training (both initial 
and ongoing), as well as joint advertising and marketing, 
contact Izelle Louw atMommy Wellness today. 
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The average age of the South African car 
now exceeds 12 years, according to Philip 
Otto, Show Director of Automechanika 
Johannesburg. This is as a result of 
cash-strapped consumers keeping their 
vehicles for longer periods before they 
replace them, keeping the growth rate for 
new vehicle sales under pressure. While 
this is not a good indicator of the overall 
health of the economy, it does create 
opportunities for entrepreneurs who 
can service and replace parts on these 
cars which have now moved out of their 
maintenance plans. 

The industry, while ripe for growth, 
remains very competitive, with SMEs 
representing the majority of businesses. 
Investing in a franchise is often seen as 
a safer route to market, as it has a name 
that people may know. The benefits of 
being part of an established brand include 
well-known products, advertising and 
marketing and even possible pricing 
benefits, not to mention the support that 
franchisors can offer.  

It is for these reasons that the trend 
towards franchising has grown 
substantially over the past years. As 
with any business investment decision, 
it’s critical to do one’s homework 
thoroughly before signing on the 
dotted line with any specific franchise 
– a good track record is essential as is 
a healthy balance sheet and having a 

solid training and support plan in place. 

The key to success 
Eric Scoble is the Director of the Auric/
Mekor Group, with 14 dealerships, and 
also the Chairperson of the National 
Automobile Dealer’s Association, with 
over 30 years’ experience in the auto 
industry. He makes the point that in a 
slow-growing market, similar prices and 
similar value added offers prevail and one 
has to be careful to manage efficiencies 
– with staff typically making up 60% 
of one’s cost structure it is the one key 
variable that can be managed. 

“We focus on our staff and training, so 
that customer service remains our top 
priority, giving our business resilience 
and a word-of-mouth customer referral,” 
he says. “Websites are the key right 
now. You need to be able to catch the 
customer first when he is hungry. Then 
urgency becomes a key factor as the 
customer will quickly move on if you 
cannot satisfy his/her need timeously.” 

Tannith Thompson, General Manager 
of Drivio, which offers a unique driving 
school experience says that they also 
differentiate themselves through their 
customer service, which she describes 
as “off the charts”. Getting a learner’s 
or driver’s license can be a daunting 
experience, and putting clients at ease 

and making sure they feel supported at all 
times is a big part of their service offering, 
she explains. 

Frank Rovelli is the CEO of Probe, South 
Africa’s largest importer of automotive 
and auto electrical components, a family-
owned business established over 50 years 
ago and boasting a robust growth story 
of 70% growth per annum for the last 20 
years. 

“Over the years we’ve sustained 
ourselves through several recessions, 
credit crunches and market changes 
and have recognised that the key to 
ensuring our business continues to grow 
is having the ability to deliver and adapt 
to market needs. In doing so we have 
developed a diversified product range 
that is supported by strong after-sales 
and customer support. You have to add 
value to your product and offering and 
ensure that you actually know your own 
business,” he says. 

“It’s about assessing the market, offering 
good service, having good availability of 
stock to service the client’s needs, and 
being honest with the market.” Solid tips 
from an industry veteran; and no doubt 
easier said than implemented. With this in 
mind, and a determination to differentiate 
through customer service, are you ready 
to turn the key in the ignition of your own 
auto business? 

GEAR UP  
to enter the  
auto industry...

FOCUS ON The Auto Sector

A tight economy means less to spend 
on new vehicles, and an accelerating 
auto aftermarket...

A tight economy means less to spend 
on new vehicles, and an accelerating 
auto aftermarket...
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Digit Vehicle Tracking and Fleet 
Management is a solutions provider to the 
logistics, trucking and consumer market. 
In addition to traditional vehicle tracking 
they offer fleet management services 
including solutions to reduce the cost of 
running company vehicles and to reduce 
the operational losses resulting from abuse 
and fuel theft. The Digit product range 
has also been extended to include vehicle 
camera systems referred to as Mobile 
DVRs (Digit Video Recorders). Although 
this technology has been around for a long 
time, it is gaining in popularity as operators 
strive to reduce their risk and liability. 
Digit’s high-end technology offers superb 
quality hardware designed as tamper-proof, 
permanent installation systems.

It is against this backdrop that Digicell, 
owners of the Digit Vehicle Tracking brand, 

launched a unique business opportunity 
that requires limited resources yet can 
easily grow to offer a substantial return 
on investment (ROI). Since trading 
commenced over ten years ago, the Digit 
Vehicle Tracking turnkey model has been 
refined to the extent that with only a few 
days’ training, new franchisees can hit the 
ground running. 

The reseller model promoted by the 
franchisor affords distributors a unique 
opportunity to earn recurring revenue that 
will make income flows more predictable 
and carry the business through the 
quieter months. Even with limited or no 
knowledge of vehicles, electronics or 
telecommunications, if you possess the 
right attitude and are willing to make an 
effort, Digit can help you achieve the 
success you desire. 

The company prides itself on the level 
of training and support offered to new 
dealers, with specialised training courses 
also available for distributors who want to 
complete more advanced aspects of fleet 
management. To further assist dealers 
in building their business the company 
employs lead generating systems that 
identify customers by area. The annual 
conference also offers a great opportunity 
for networking. 

Digit Vehicle Tracking is at the forefront of ever-changing 
technology, and looking to grow their network...

Tracking down a great opportunity

FEATURED OPPORTUNITY advertorial
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There are several factors responsible for 
Drivio’s success to date. Firstly, the company 
knows its target customers – millennial 
drivers – well, and has developed an 
interactive driver programme loaded with 
the latest technology that equips them to 
learn in a safe, interactive and stress free 
environment, gaining that all important first 
time pass! E-learning and driving simulators 
form the basis of the training methodology. 

Next, Drivio knows exactly how to reach 
their customers with an outstanding 
marketing department that has exceeded 
the expectations of interacting and talking 
directly to the customer and getting the 
brand messaging out there.  

“We set out to disrupt the driver training 
sector, and that’s exactly what we’ve 
managed to do,” says Drivio GM Tannith 
Thompson. “There are a lot of competitors 
out there, but we have broken the mould by 
creating a completely stress-free, fun and 
interactive environment where our customer 
service exceeds all client expectations.” 

Gearing up to make a splash  
in the Cape and KwaZulu-Natal
Today, Drivio is ready to reach new heights, 
says Thompson. “We’re ready for a bigger 

Drivio steps on the gas
With the Western, Eastern Cape and Durban earmarked as priority regions for growth,  
Drivio is looking to extend its successful tech-enabled driver training model into new markets…

instructors spend a week with a mentor to 
expose them to all aspects of the product 
offering and sales techniques within this 
sector. This is all about empowering our 
instructors and providing an opportunity for 
them to benefit from referrals and their hard 
work,” says Thompson. 

Potential students range from school 
children to university students,  employees 
in the corporate sector and government 
employees. In fact the corporate sector 
is a big part of the business, and Drivio 

Tannith Thompson, 
Drivio GM

bolder future – one in which we extend 
our reach across the country, and where 
the strength of our brand can really reach 
greater heights.” 

The brand plans to focus on the Western 
and Eastern Cape initially, as well as Durban 
in KwaZulu-Natal, and has already signed 
up franchisees in these provinces. “We 
are looking for two more in each region to 
ensure we make a real splash when entering 
these markets,” says Thompson.

Prospective franchisees should be 
entrepreneurial and be prepared to be 
hands-on when it comes to managing 
their outlets. “Franchisee selection has 
been critical to our success to date,” says 
Thompson. “All prospective franchisees 
undergo pre-screening checks to ensure that 
they possess all the qualities we require for 
someone who will be at the helm at one of 
our incredible stores.” 

Training puts franchisees  
in the driving seat
Drivio provides comprehensive management 
training for franchisees. Instructors and 
other staff also undergo training at head 
office to make sure they too are set up for 
success. “After completing the training, 
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franchisees can offer advanced driving training, 
economic driver training and assess drivers on 
the road for companies – ultimately improving 
their driving methods.

The full spectrum of support is on offer to 
franchisees from Drivio’s in-house team, which 
handles all training and marketing as well. 

Committed to making our roads safer
Drivio was launched to increase the safety of 
our roads by ensuring that people are taught 
to drive properly. With a pass rate that is three 
times the national average, it’s clear that this 
training methodology is having an impact. 
Driving lessons include simulator driver training, 
online theory training by means of e-learning, as 
well as on-road driver instruction with driving 
instructors. This integrated process ensures that 
learners become responsible and well-taught 
drivers. “By expanding into more towns and 
cities we are providing the means for people to 
get their driving licenses and learn how to drive 
in a safe and proactive manner,” Thompson says. 

Pilots have been using flight simulators 
since the early days of flying, and with 
a background in the local aerospace 
and defence industries, entrepreneur 
and Drivio founder Thivash Moodley 
realised that training simulators could 
provide the answer to the high accident 
rate in South Africa by ensuring that 
people are taught to drive properly. The 
brand currently uses simulators for a 
range of applications; from new drivers 
learning the basics, to professional 
drivers looking to improve specific skills. 

After successfully launching a pilot 
Drivio store in Hatfield, it was clear that 
expansion was inevitable. People loved 
the service on offer and Thivash and 
his team started getting calls from all 
around Gauteng and other provinces 
requesting the service. Franchising the 
concept was a natural progression and 

to date the brand has franchised stores 
in Moreleta Square, Pretoria; Sandton 
and Vanderbijlpark, with others signed 
up and ready to go. 

Driver training is a billion Rand 
industry in South Africa, and a highly 
competitive one at that, and Drivio has 
set its sights on becoming the market 
leader by capturing a large segment of 
this market. 

AND THEY’RE OFF
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Expect to be surprised
If you were planning to buy 
a bakkie and a car. STOP. 
We have news for you. 
Volkswagen have finally 
pulled it off; motoring magic. 
A car and truck in one.
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When VW launched the original Amarok 
they changed the bakkie landscape, but 
for some the formula was a little off. It 
was good on the road, but difficult to 
operate effectively off-road. They tried 
to fix this with a facelift, which included 
a really good automatic gear box with 
a very low first gear that became the 
crawler gear. But, they still didn’t get 
it quite right. This new V6 Amarok 
is, however, another game changer. 
Externally nothing much has changed 
except the nose, which now fits with the 
look of the rest of the brand’s commercial 
range.

The interior has always been good, but 
the latest improvements make the cabin 
a class leader. It’s now more SUV than 
any of the competition. Think Touareg. 
Visibility is excellent, and the driver aids 
– from rear view camera to active safety 
equipment – are on a par with top class 
SUVs. Many small details lift this cabin 
above that of an average bakkie into the 
realm of a classy car. For example, the 
dash has a tablet-sized tray with a 12V 
power point. And, it also incorporates 
Volkswagen’s modular infotainment 
system with touchscreen radio, App-

Connect, Bluetooth and USB interface 
(iPod/IPhone compatible). There are two 
grip handles per door to help you get in 
and out.

The seats are comfortable and highly 
adjustable and, in the case of our test 
model, even have seat warmers. It offers 
a really commanding driving position 
with all the controls on hand and all the 
corners of the vehicle visible, assisted 
with proximity radar and camera. 

The list of safety equipment includes 
four airbags, electronic stabilisation 
programme and automatic post-collision 
braking system, which can reduce the 
chance or severity of a secondary accident 
in the event of a collision.

Amarok is now available with the 3.0-litre 
V6 TDI engine, which is the only six-
cylinder diesel engine in the segment. 
The top-of-the-range engine delivers 
165kW of power that is available at 
550Nm of torque channelled through its 
standard eight-speed automatic gearbox. 
The engine pushes the Amarok to a top 
speed of 193km/h and sprints from 0 to 
100km/h in 8.0 seconds. Sounds more 
SUV than bakkie to me.

Fuel consumption is also not too bad. I 
got an average of 12L/100km but expect 
under 9L/100km on the open road. There 
are four trim levels, two engines and 
two transmissions to choose from with 
the option of selectable or permanent 

4MOTION four-wheel and two-wheel 
drive systems. The original 2.0 TDI and  
2.0 BiTDI engines are still available.
The list price of the top of the range 
Amarok Double Cab 3.0 TDI 165kW 
4MOTION® Auto Extreme is a not 
inconsiderable R748 600.00. Amarok 
prices start at R487 700.00 for the 2.0 
TDI 103kW Comfortline rear wheel drive 
model. At R643 200.00 the 2.0 BiTDI 
132kW 4MOTION® Auto Highline 
PLUS probably hits the sweet spot for 
most potential buyers. Single cabs have 
been discontinued in our market. All 
Amaroks have a three-year/100 000km 
manufacturer warranty and five-year/ 
90 000km service plan.

The new Amarok is a pleasure to drive, 
even around town, bearing in mind it is a 
large bakkie. Conditions will have to be 
really bad off-road before you encounter 
any challenges. On the open road, the 
V6’s is amazing; it really is “sporty”.  
Expect to be surprised. 

FOCUS ON The Auto Sector

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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A car is a massive investment. 
Maintaining the engine through regular 
services is only one of the things 
responsible owners do; they also 
keep their vehicles clean, and in good 
condition, to extend its time on the road. 

For newcomers to the industry, My 
Mobi’s business model means operators 
can get off to a quick and easy start, and 
grow with market demand by adding 
mobile units when the time is right. My 
Mobi also takes the guesswork out of 
chemical and consumable purchases 
through its service-based volume 
package, which ultimately means more 
profit in your pocket. The franchise 
package offers a low upfront investment, 
no ongoing franchise fees and the 
flexibility to set your own service prices.

My Mobi Car Wash’s low water usage 

model – less than four litres of water 
is typically used per car wash – is also 
a drawcard for customers as water 
restrictions come into effect in various 
regions across the country and consumers 
become more environmentally aware.

Convenience sets you apart 
Convenience is another plus for your 
customers as My Mobi operators can 
offer a full range of valet services at 
client’s home or workplace. The mobile 
units are compact and easy to operate 
and designed for the mobile operator. 
Operators can also set up at a fixed 
location like a local mall, corporate 
building, gym etc. so customers can have 
their cars valeted while they shop or work.

For corporate clients, My Mobi offers 
onsite managed car wash services for 
staff and customers. They also have an 

Enterprise Development solution to assist 
in delivering on CSI objectives, creating 
jobs and enabling sustainable small 
business opportunities.

As long as there are cars on the road, car 
washing services will be in demand. So, 
why not join the My Mobi network today, 
and start building a business that shines? 

Adding value is all part of the service offered by My Mobi Car Wash operators - regular cleaning  
can extend the good looks of a client’s vehicle and improve its resale value..

Are you ready to shine? 

Email sales@mymobicarwash.co.za  
to place your order and  
join the My Mobi network, 
a business opportunity  
that addresses 
people, planet  
and profit. 

Visit us at the 
#BuyABusiness  
expo, stand B15.

FEATURED OPPORTUNITY advertorial
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FINANCE & TAXES

Have you fallen into the trap of relying 
on a single big customer? 
Many businesses start out with one big 
client; in fact they may be the reason for 
the venture getting off the ground in the 
first place. But what works during the 
start-up phase, won’t necessarily work as 
the business grows and becomes more 
established. 

There are plusses to having a single large 
client; you get to focus on them and fully 
develop the relationship to ensure you 
provide exactly what they want. A client 
with a good name in the marketplace is also 
good for your own branding and could lead 
to opportunities for further business. 

But, there are drawbacks too. Having only 
one client makes it difficult to say no. They 
generate most of your income, so you 
may feel obliged to agree with everything 
they propose for fear of endangering the 
relationship. Your reliance on a big client can 
also turn up the pressure when it comes to 
negotiating contracts, rates etc. This focus on 
a single client may also make your products 
or services unattractive to their competitors, 
limiting your own growth opportunities.

What happens if they go?
If that one big client decides to go 
elsewhere, your first step should be to find 
out their reasons for leaving and to ask for 
feedback on the work you did for them. You 
may not want to hear the answer, but it is 
a huge growth potential. You also need to 
ask yourself whether you understood their 
expectations, then decide if you want to 
pursue the relationship or let it go.

If the relationship is unsalvageable, you 
will probably need to downsize quickly 
to accommodate the lower income. This 
can be done by either taking home less 
income yourself, cutting down on costs 
and, as a last resort, letting staff go. I say 
last resort, because you would always 
want capacity to grow again, and getting 
rid of staff could limit your growth and 

1Keep working on your 
pipeline and keep 

looking for new clients. 
Even if you are at full 
capacity, keep pushing for 
new clients. Having more 
than one big client or many 
smaller clients minimises 
the effect of losing one. 

2Diversification is what 
you should be aiming 

for. Increasing the number 
of service offerings you 
have, will increase your 
appeal to the market. 

3Enter into longer term 
supply agreements 

with the client, with 
sufficient notice periods 
to scale down should they 
choose to move their 
business, particularly  
if you need to invest  
in your own capacity  
to supply this client. 

HOW TO MITIGATE THE RISKS
It’s not all doom and gloom, and there are ways to mitigate the risks of focussing 
on just one client:

your ultimate 
recovery. 

Consider changing 
things up. Often 
when you have 
one big client you 
fall into a rut of 
doing things the 
way the client 
wants it done. 
This might not 
always be the 
most economical 
or best way. Look 
for efficiencies 
that will help boost 
your profile and 
attract new clients. 

Remember that 
your biggest asset 
is still your staff, 
so you will need to communicate the bad 
news to them, and include them in the 
post-mortem process. 

Be honest and say it as it is. 
As difficult as it is, sugar-coating the 
situation will only make things harder for 
everyone. Explain the situation; be matter-
of-fact yet compassionate. But do it sooner 

rather than later. Always ensure that your 

staff and partners know what is happening in 
the business, so that they are fully aware of 
the direction the business is taking and are 
not blind-sided in the event of a setback. 

Bonita de Wet is Joint Managing Partner at BDO Pretoria.  
BDO is group of accounting firms operating throughout 
Southern Africa offering accounting, auditing, secretarial,  
tax, financial services and risk management.

When a BIG customer  
lets you go
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Here are a few tips for 
staying on top of your 
cash flow: 

Keep control of your 
expenses
First off, start planning. 
Keep tight control on what 
goes in and out of your 
bank account. Knowing 
this, almost down to the 
last cent, will help you 
make the right decisions, 
and could ultimately 
save your business from 
bankruptcy. 

As a business owner, you 
should know exactly what 
your monthly expenses 
are and on what day of 
the month these are 
due to be paid. This 
will help you to identify 
“expensive” weeks. If 
possible, don’t make any 
unplanned for or extra 
payments during this time. 
If cash is tight, don’t pay 
invoices ahead of time. If 
your supplier allows for 
a 30-day payment plan, 
then it makes sense to 
take advantage of this.

Keep track of your 
revenue
Next up, keep a record of 
when your customers pay 
their invoices, or figure 
out your flow of revenue. 
In our business, we use 
an online accounting 
system, which tells us 

how long each customer 
typically takes to pay their 
accounts. 

If you bill monthly, it may 
be a good idea to have 
two invoice runs, one at 
the beginning and one in 
the middle of the month. 
This could help to steady 
the flow of cash into 
your account, as long as 
customers pay on time. 

Don’t allow debtors 
to get out of hand
Keep on top of your 
debtors. Create a monthly 
accounts ageing report 
which shows you which 
accounts are overdue 
and for how long. Once 
a debt becomes too far 
overdue – how far is 
business dependent – it 
may be time to bring in 
a debt collection service 
or suspend your services 
until the customer pays 
up. 

Another option for bigger 
projects is to break up 
the full project fee into 
phased invoices, billing for 
25% of the work at a time. 
This allows you to plan 
your timeline and flow of 
cash for each project in 
advance.

Take advantage of 
the tools available
There are many online 

accounting software 
systems available that are 
affordable and intuitive. 
All of them have mobile 
applications, which 
simplify keeping track of 
incomes and expenses. 

Also take advantage 
of tools like Google 
Sheets, especially if 
you’re collaborating 
with other role-players 
such as a bookkeeper or 
an administrator. And 
remember that you don’t 
have to do everything 
yourself, ask an expert if 
it becomes too much of a 
challenge. 

With these processes in 
place, managing your 
cash flow will be easier. 
Try to plan at least three 
months in advance for 
income and expenses 
that you are aware of, 
and do a weekly review if 
possible. When you know 
how much cash is in the 
bank at any given time, 
you’ll be able to make 
smarter decisions and 
sleep better at night. 

Problem solver and people 
manager, Dominique Kotze 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.

Stay on top of your 
CASH FLOW

Let’s face it, running a small 
business isn’t easy, and there 
are many sleepless nights 
along the way. But, not being 
able to pay employees or 
debtors due to poor cash 
flow is one of the toughest 
challenges to deal with. If you 
have the necessary turnover 
but are struggling to pay the 
bills and your people, it’s 
time to examine how you’re 
managing your money and 
your debtors, and where 
you’re over-spending. 
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STRATEGY & LEADERSHIP

Leverage your Brand 

It’s a big ask to expect your product or service to be your 
only source of competitive advantage. In this, the second 
of a three-part series, Mark Varder sheds some light on 
the role of your brand in making your business unique, 
important and inspiring. 
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Very few businesses are lucky enough to be disruptors, arriving 
on the scene with an utterly different take on an existing industry. 
For most, it’s about arriving with a marginal gain. As such, it’s 
about slogging it out, stretching resources, never resting. Even if 
your product has a clear competitive edge, you just know it will 
be copied. Even if your business has the resources to commit to 
constant innovation, you know it will be one of many swimmers 
in the pool, keeping more-or-less abreast, desperate to stay in the 
race. That’s how the world is. 

Never mind the Holy Grail of long-term 
competitive advantage. How do you (a) 
protect the business you are building? And 
(b) unlock its potential? This stuff is crucial. 
A lot is at stake. To me, it’s highly unlikely 
that a company can protect the value of a 
product – or unlock its potential – without 
developing its brand.  

Err, what exactly is a brand? 
But before we go any further, let’s be clear 
what a brand is. There’s plenty of confusion 
around the term, not least among people who 
use it freely every day. 

Two things. Firstly, a brand is not simply a 
logo or a visual identity. It is not just that 
hot iron a cowboy applied to the rump of his 
cattle to signify ownership. Secondly, a brand 

does not exist in the physical, tangible, real world. The only place it 
exists is in people’s heads. In their perceptions. Not that that makes 
a brand any less powerful. 

When your brand succeeds in making your product 
identifiable, memorable and, above all, meaningful in 
people’s heads, it can become a source of competitive 
advantage. Now, to your people working in finance, 

who like to operate in 
the real world, this 
feels like smoke and 
mirrors. You aren’t 
actually improving 
the product – you’re 
creating value out, 
well… out of nothing. 
How does that work? 

A brand must 
address some 
set of forces 
a business is 
struggling with. 
The important thing 
is not to view a brand 
purely as marketing. 
If that’s all your brand 
is, it can quickly 

Competitive 
advantage 
When your brand 
succeeds in making 
your product 
identifiable, 
memorable and, above 
all, meaningful in 
someone’s life.
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Mark Varder is the co-founder of the consultancy Varder 
Hulsbosch. He believes that understanding the problem is the 
key to the solution. This is the great discipline his training as an 
engineer has taught him.  

become a grudge purchase. An expense. Possibly an 
exercise in throwing spaghetti against the wall and 
hoping it sticks. If, however, you view your brand as 
fundamental to your business strategy, you can call on 
it to help you address “some essential set of forces that 
your business is struggling with,” to quote American 
organisational theorist and author Richard Rumelt. 

To illustrate the point, I’ll use the Nike example again, as 
per my first article. Initially, founders Phil Knight and Bill 
Bowerman were purists, committed to providing superior 
running shoes for elite athletes. Everything they did was 
designed to give their track athletes a better shoe, a 
competitive advantage. But if Nike was going to grow,  
it needed to expand its market. 

Mattering to elite athletes is one thing. But how to matter 
to less motivated folk? To sell shoes by the truckload, 
Nike needed to get a nation out of bed, off the couch, 
and onto the streets. That’s when inspiration became 
a key word in Nike’s guiding sentence: “We provide 
inspiration and innovation to every athlete in the world.” 

It was a massive realisation in the Nike journey, as it 
would be in the life of any company. The realisation that 
to grow, relying solely on a superior product isn’t going to 
hack it. Nike realised it needed to manufacture more than 
shoes. It needed to manufacture inspiration. 
Inspiration is an extrinsic property. It is outside of the 

You know what’s a bad 
strategy? When there’s  
no problem. 
Every organisation, every 
country, every government, 
every business, every non-
profit, every school… has a 
challenge of some kind, some 
essential set of forces that 
they’re struggling with. And 
unless you identify it, and 
focus on it, and think about 
it, and analyse it… you can’t 
develop a strategy. 
Richard Rumelt, author of Good Strategy/ 
Bad Strategy

factory. It is, if you really insist, smoke and mirrors. Except 
that it isn’t. Because inspiration matters to ordinary people 
like you and me, it unlocks the business potential of Nike. 
And here’s the thing: the brand helps develop the business 
into something that cannot be easily copied or improved 
upon in the way a pair of trainers can. It’s a way of creating 
irreplaceability. Even the people in finance can see this how 
this works. 

Nobody said it would be easy 
What essential set of forces is your business struggling with? 
Could it be that you need to look for solutions beyond the 
four walls of your factory? Do you need start looking inside 
the heads of your customers, for what matters to them? A 
word of caution. Even when you come across gold nuggets, 
they won’t be silver bullets, if you’ll forgive me mixing my 
metaphors. As much as your product needs to be developed, 
prototyped, refined, thrown away, and relooked, the same 
will apply to the development of your brand. 

Leaders need to understand how valuable a brand can be. 
And how a brand can be valuable. As with getting off the 
couch and out onto the road, there’s no avoiding the blood, 
sweat and tears. 

Next month: Part 3. When business strategy and brand 
strategy become the twin strands of a company’s DNA.

Creating irreplaceability 
A brand’s value resides in 
solving some sticky problem 
for a business. Developed 
with that intention, a brand 
is the one investment that 
can take a business a long 
way down the road to that 
elusive goal of becoming 
irreplaceable. 

Creating irreplaceability 
A brand’s value resides in 
solving some sticky problem 
for a business. Developed 
with that intention, a brand 
is the one investment that 
can take a business a long 
way down the road to that 
elusive goal of becoming 
irreplaceable. 
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SALES & MARKETING

Non-traditional 
marketing strategies 
that work
Are you missing the opportunity to really get 
personal with your customers? 

There was a time when digital 
and social media marketing simply 
meant getting online and setting up 
profiles on any and all platforms. 
But consumers have moved on. 
They expect you to be… well, more 
human, and to make the time to get to 
know them and hang out with them 
having real conversations, and to be 
interested and engaged. And, this is 
true of all your marketing channels. 

So, how do you do it? How do you 
make your marketing more personal? 
Here are a few ideas:

Collaborate across industries
Instead of approaching prospects with 
the sole purpose of turning them into 
clients, consider other ways in which 
you could add value to their brand or 
client base (and yours). Find out how the 
company is structured, their mandate 
and key focus for the financial year 
during which you plan on approaching 
them. Think beyond the obvious. A skills 
training provider, for example, could 
look to collaborate with a tea brand 
to create a career advice series. They 
could approach some of their clients and 
alumni who are thought leaders in their 
respective industry and invite them for a 
career chat; over a cup of tea. 

Whatever your industry, you can plan 
your content, create an interview 
schedule, choose a venue, co-brand it and 
record interviews (on your phone). Your 
branded talk series and its audiovisual 
content can then be posted and shared 
on all your digital platforms. Remember 
to tag the brand and interviewees. 

Educate through valuable, 
insightful, visual content
This idea of providing valuable 
content can be stretched even further. 
Whatever your industry, identify topical 
issues and share your opinion. Produce 
whitepapers, manuals and “how-to 
guides” for specialists in your industry. 
Host a webinar. And, if you want to build 
a database along the way, ask people 
for their details before allowing them 
to download your whitepaper or view a 
webinar. Check out SurveyMonkey and 
Google’s free tools and start building.

Keep it real and tell authentic stories
Craft a brand story that will strike an 
emotional chord with your customers. 
The simplest way to achieve this is to 
identify and clearly define (in simple 
terms), your brand’s purpose and what it 
strives to achieve. Standard Bank’s latest 
campaign – “What’s your next?” – does 
this quite well by taking on a journey 
through a number of key milestones and 
showing how the bank is there along 
the way. Complement your story with 
real stills and audiovisuals that people 
can relate to; get rid of stock imagery 
and create your own (refer to my 
guide in the April/May issue: Turn your 
employees into brand ambassadors). 
Find someone to capture your staff and 
client “moments” with your brand and 
use these to tell your authentic story. 

Support worthy causes that 
resonate with your brand
Take stock of the worthy causes and 
events that happen in and around your 
city, and adopt those that resonate 

with your brand. Depending 
on your budget, you could 
sponsor the event, donate 
a prize, or buy tickets for 
teams to participate in  
the event. Don’t forget  
to take a group photo 
and share it on your social 
media platforms and company website. 
Then write up a blog post on your 
website or a press release on PR sites 
that you might have already invested in, 
such as a Bizcommunity.com.

Take online conversations 
offline and vice versa
Serious social media users and 
influencers capture and post just 
about everything that happens in their 
lives. In fact, I’m guilty as charged. 
Hashtags that we spot offline are 
subtle reminders that we should be 
putting up a post on our timelines. Take 
the hashtags that you use on social 
media to your offline platforms such as 
your printed marketing collateral and 
elements in your office environment; 
a great one is a hashtag decal on full 
length office mirrors that visitors and 
staff use to capture their outfits of 
the day without anyone but all their 
Instagram followers watching. 

Amantle Mokubung is a marketing strategist, the founder 
of Creative Collab and Brand Ambassador for Sammi 
Gomez Handcrafted Eyewear. Find out more at: www.
amantle.co.za.
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Finding time for social media 
is a big ask. You are a busy 
business owner who is always 
wishing there were more hours 
in day. You are the CEO, chief 
EVERYTHING officer, and as such, 
you don’t have the time to even 
think about leveraging social 
media. But there are ways that 
business owners can find time for 
social media.

Make it a priority
Let’s make a mental shift and 
consider social media a priority 
within your business. After all, 
it is 2017 and social media is 
not only the beating heart of 
the internet but it’s where your 
customers spend a lot of their 
time when online. If your business 
is not there, they will find your 
competitors instead.

Document… don’t create
Now let’s discuss how you can 
find time for social media in and 
around your work day. Keep in 
mind that we are talking about 
documenting your day, your 
business journey and or your life. 
It’s not about brainstorming the 
best types of content you can 
create and then having to find 
time to write blog posts, record 
video and Photoshop images for 
Instagram etc. Just document, 
don’t create. This will allow you to 
find time for social media, as you 
can do it “on the go”. It will also be 
more authentic than things you 

create based on what you think 
your audience wants to engage 
with. People want to know 
your story and the story of your 
business.

Give them “behind the 
scenes” access
One of the greatest things about 
social media is that it allows you 
to be a media broadcaster. You 
are able to showcase your story 
to your local community, the 
country and even the world, right 
from the palm of your hand.

Leverage the platform’s 
functions
There are many ways in which 
you can quickly document small 
snippets of content for your 
business or brand that will not 
eat into your day. The platforms 
themselves make it quick and 
easy to post.

Take Instagram and Snapchat 
stories for example. Both 
platforms have a ‘stories’ feature 
which allows you to record 
short clips of video that posts 
automatically to your profile for 
others to see.

The beauty of this is that you can 
do it seamlessly at any time. While 
you are heading to the gym, while 
you are arriving at work, heading 
down the street for lunch, the 
options are endless and yours 
to choose. If you can walk, talk 
and have one hand free then you 
can be documenting your story 
for your customers or clients to 
engage with in their own time. 
Posting five to 20 stories or snaps 
on a consistent basis (daily is good) 
is all you need to begin increasing 
your brand through storytelling. 

Best practice when it comes to 
social media for your business is 
to try posting or documenting 
on a daily basis but don’t feel 
like you have to go overboard. 
Quality is better than quantity. 
Be authentic and try to provide 
some sort of value in what you 
post. Test and repeat. 

Automation (Limited 
Usage)
There are many social media 
automation services that will 
post content for you at scheduled 
times of your choice. Hootsuite, 
Sprout Social and MeetEdgar are 
some of the best available. The 
trap is that they can be overused 
and this has the potential to 
damage your brand. Consumers 
in 2017 are very savvy when 
it comes to whether there is 
a real life person posting the 
content or whether it’s been 
automated. Social media is about 
communication. People want to 
communicate with other people, 
not software. I do suggest using 
automation software, such 
as MeetEdgar, to repost your 
evergreen content like blog posts 
and pre-recorded videos.

Get help that’s tailored 
to your business
Of course you might still feel like 
all this is a big task or you just 
don’t want to be the person doing 
the daily ground work. Take the 
pressure off and hire someone to 
assist in the management of your 
social media content.

Anthony Murphy is CEO at AttentionMedia, a 
Canadian digital and social media company that 
helps regional businesses become iconic brands. 
Visit: www.anthonygmurphy.com.
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BUILDING TRUST  
in your business 
It’s the cornerstone of good communication and so much more...
Trust is the foundation for all 
relationships – both personal and 
professional. Trust drives positive 
motivations towards work and as 
business owners and leaders we need to 
walk the talk to ensure we capture our 
teams’ complete confidence and trust. 

Just as children mimic their parents’ 
behaviour, so too do employees mimic the 
leadership behaviour in an organisation. 
Parents set the tone by which the family 
functions and thrives whilst leaders set 
the tone for the corporate culture, values, 
vision and mission. Employees not only 
put their trust in the organisation they 
work for but also the manager they report 
to, as well as the team they work within. 

Individuals will tend to be more open with 
their thoughts and feelings if they feel they 
are able to trust those around them and 
know that they are trusted – trusted to 
make decisions, do their job and take on 
the responsibility they have been given.

Honesty and respect 
Trust opens the door to real 
communication, and is built on honesty and 
respect. We need be honest with ourselves 
first and foremost before we can be honest 
with someone else and we need to respect 
ourselves in order to be able to respect 
someone else. When we can be honest 
and respectful, trust is established and 
when there is trust, then a communication 
connection will be established.

9 Simple (but essential) 
communication rules for success

Communication is a powerful tool in 
any setting. I often hear people say: If 
only I was told it in that way, then I would 
have understood. As a business owner, 
the first question that should spring to 
mind as a result is: Am I losing money 
because my employees don’t understand 
me? The answer is yes, because 
communication absolutely affects 
profit. Let’s explore how.  

There are many reasons for communication 
in the workplace, from conveying standard 
work procedures and business changes to 
individual, team, and business appraisals, 
closing a deal with a new customer or 
relaying the quality requirements to a 
supplier. Effective communication is 
essential at all these points. 

Poor communication can lead to 
misperceptions and misunderstandings 
in the workplace. The impact could play 
out in any number of ways. For example, 
workplace conflict between employees 
could result in a loss of productivity as 
attempts are made to resolve the issue, 

or absenteeism due to low morale. A 
misunderstanding can also become 
the reality of an employee or group of 
employees’, which in turn creates an 
untrue negative business perception, 
if no counter communication is shared 
to clarify the facts. From a supplier 
point of view, it could be for example, 
not communicating a clear enough 
specification of your requirements. 
This could in turn result in an incorrect 
product or service being delivered, 
which negatively affects a business 
because of rework, longer lead times 
and potential customer delays. 

Why do we misunderstand each other 
so often? After all, communication is 
part of our daily lives. But effective 
communication is a skill that should be 
part of every business owners’ practical 
business toolkit. As with any skill, this can 
be learned and mastered over time.  

PRACTICAL TIPS TO IMPROVE 
COMMUNICATION 
So how do we improve our ability to 
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whether that be cognitive, emotional or 
physical, but it is almost like an exchange 
relationship. Trust is about accepting a 
certain amount of uncertainty but being 
willing to take risks and go into the 
unknown because you trust the other 
party that they will act in a positive way 
towards you. It is about a willingness to 
make oneself vulnerable in the face of 
uncertainty or insecurity. Trust is more 
a personal and fundamental relationship 
and has key moral dimensions to it 
unlike engagement.

In an organisation, trust stems from the 
behaviour of direct managers as well as 
the organisation’s leaders. Organisations 
that have high trust are those where 
staff feel their trust is reciprocated and 
that they are themselves trusted by 
their mangers. It’s what we should all be 
aiming for. 

Levels of seniority can also have an 
impact on trust within an organisation, 
where those who sit at higher levels 
potentially perceive the trust as being 
higher than those lower down the food 
chain. And those at the top are also 
potentially unaware of the perceptions of 
employees within the organisation. 

Unfortunately when trust is broken, it can 
take a lifetime to rebuild it. As Warren 
Buffet said, “It takes 20 years to build a 
reputation and five minutes to ruin it. 
If you think about that, you’ll do things 
differently.” Many people don’t fully 
understand the impact of this popular 
statement until they find themselves in 
a precarious situation. With this in mind, 
here are some elements to focus on in 
your business to help build trust: 

Communicate openly. This means 
sharing as much information as 
possible, encouraging a shared sense 
of ownership through company goals, 
vision and mission and people’s input 
being welcomed and valued.

Establish strong company values – values 
are the moral compass that keep both an 

organisation and its employees focused, 
engaged and on track.

Create a strong sense of community – 
connect employees to one another in 
ways that empower them and increase 
their sense of belonging, connection 
and security.

Recognise and reward. Reward individual 
and team achievements in alignment 
to shared values and goals providing 
them with a sense of fairness, purpose, 
recognition, belonging, and choice.

Encourage personal growth and 
development. individuals that have 
a high sense of self-awareness and 
emotional intelligence are able to use 
their emotional information to guide their 
thinking and behaviour as well as manage 
and/or adapt to environments and 
situations. Flexibility and adaptability are 
key to every changing environment which 
is the norm in today’s world.

Trust is a necessary condition for 
employee engagement but the two are 
very different. Engagement involves 
giving of one’s energy to an organisation 

relay business information to employees, 
suppliers, investors, customers or any 
other key stakeholders? Here are some 
practical tips I’ve picked up working 
as a Human Resources Manager for a 
multinational organisation and most 
recently in running my own business: 

1Know your audience. You should 
understand your target audience 

before selecting your communication 
method. Recognise what appeals to 
this group and how they will relate to 
the message. Factor in diversity and 
potential language barriers that may 
exist. You could choose to communicate 
via letter, face to face or one-on-one 
communication, a telephonic discussion, 
in a memo, email, Skype conversation, a 
team briefing, a newsletter or social media 
or training, depending on the group you 
are communicating with. 

2Prepare and test. Prepare your 
communication. The choice of words 

is key. What you say and how you say it 
matters. Keep it simple. Never assume 
that people understand. Instead, test 
your message to see if it has been 
understood in the manner you have 
planned. Ask your test audience for 
feedback. This will help you assess the 

level of understanding and allow you to 
modify your message where necessary. 

3Timing is important. Select the 
appropriate time to communicate 

to ensure that your audience is not 
preoccupied. 

4Limit the information. There are 
times when a message can become 

“lost in translation” due too much 
content. Be concise and speak at a pace 
that is not too fast or slow and so that 
your audience can hear you adequately. 

5Use visual aids. Visual aids can 
reinforce or emphasise a particular 

point or part of the message being 
conveyed. Presentation tools, such as 
MS PowerPoint, can be useful here. 

6Listen actively. Listen carefully 
to the questions raised. If you are 

unable to answer a particular question, 
then do not answer. Rather jot it down 
and commit to providing the employee 
with feedback on a later date. Providing 
an incorrect answer, will discredit you and 
reduce the level of trust. 

7Deal with a difficult audience 
member. If challenged within a group 

meeting, remain calm and stick to the 
facts. Maintain respect and stop the 
discussion, note the concern and state 
that a separate discussion can be held 
thereafter, if appropriate.  

8Non-verbal communication. When 
communicating to a group use 

positive and open body language. Hand 
gestures may be used to also demonstrate 
your message. 

9Regular communication. Regular 
communication in the form of business 

bulletins, traditional or digital newsletters 
via social media, can be used to share news 
about the business and staff achievements. 
This aids recognition and also minimises 
gossip through factual information being 
shared on a regular basis. 

Use these tips to unleash your power  
to communicate more effectively. 

Terine Lott-Cupido is the Managing 
Director at EmpowerLink Services, a 
Human Resources consulting company. 
EmpowerLink Services brings HR 
best practice to small business. For 
more visit: www.empowerlinkservices.
co.za or email: support@
empowerlinkservices.co.za. 

Paula Quinsee is a Relationship 
Expert, Tedx speaker and author of 
the self-help guide Embracing Conflict. 
Paula is also a consultant to the TV 
show Married at First Sight SA. Go to 
www.paulaquinsee.com for more info.



LAST WORD

Nice to (e)meet you
Know the rules for reaching out via email.

The whole objective of sending out 
networking emails is to get a response 
and preferably one that is positive. 
The reality of course is that we are 
bombarded with a plethora of mails on a 
daily basis and the majority of these are 
from people we don’t know and more 
often than not, people that we have no 
intention of engaging with. This of course 
means that our mails need to capture the 
interest of the reader at a glance and then 
it has to keep them engaged to the very 
end. Here are some ways to do this: 

1Get personal. First and foremost don’t 
forget that you are dealing with a 

human being with whom you wish to start 
a relationship. Starting the mail with “To 
Whom it May Concern” would be a huge 
mistake. Addressing them like this tells 
them that you haven’t even bothered to 
find out what their names are. Remember 
you are the one wanting something 
from them, so you need to be as friendly 
and approachable as possible. If you are 
battling to find the person’s name and 
direct contact details, try LinkedIn or 
on the company’s website. Phone the 
company and get the details from the 
switchboard operator or one of the other 
employees.

2Open with banter. The second 
step would be to start the email 

with some light-hearted bantering. 
You will need to do some research on 
them though. You can, for example, 
congratulate them on a recent 
achievement or mention something 
positive that you have read about them 
somewhere. This will not only flatter 
them but it is also a great way to show 
that you are invested in building a 
relationship as you have clearly done 
your research.

3Be clear and concise. Get to the point 
and be clear about what it is that 

you want them to do. Nobody wants to 
be reading a mail that is as long as an 
article. We are all busy and I doubt that 
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retail store, is not going to endear you 
to anyone. Your subject line is your “first 
impression”. Make it a good one and make 
sure that it will set the tone for getting 
the relationship off to a good start.

5Be patient. Finally, remember that 
busy recipients usually get between 

120 and 150 e-mails a day. To send a 
follow-up mail 30 minutes after sending 
the original one will only serve to irritate 
people. Have some patience and be 
prepared to wait for 10 days to two weeks. 
If you haven’t heard anything after two 
weeks try again. If you haven’t heard after 
another two weeks, move onto someone 
else. In closing, please remember that 
networking is about building relationships, 
it’s not about selling stuff or making 
demands. Be firm but not pushy.

Good luck and happy mailing.

Nikki Viljoen is an internal auditor and business administration 
specialist who can be contacted on 083 702 8849 or nikki@
viljoenconsulting.co.za or www.viljoenconsulting.co.za for any 
policies and procedures that you may require.

Get to the 
point and be 
clear about 
what it is 
you want 
them to do. 

anyone has more than a few minutes to 
get through the mail. The reader needs 
to be able to get to the point quickly and 
effortlessly in order to reply within a few 
minutes. There are four simple steps that 
you should address. These are:
■ Introduce yourself and explain the 
purpose of the email;
■ Highlight the reader’s achievement or 
interest and use that then to explain why 
you would like to get to know them.
■ Set up a meeting for coffee (or 
somewhere convenient for them) to 
discuss the matter further and where 
possible provide them with links for 
additional information on the product/
service.
■ Politely get to the closing of the mail, a 
good idea is to reinforce something that 
you have already said.

4Mind the subject line. Make sure 
that your subject line is an attention 

grabber but be sure to make it something 
that relates to the reason for the mailer. 
Having a subject that reads “You’ve 
just won R20-million,” when in fact you 
want them to sell your product in their 






