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HOTTEST BUSINESS AND FRANCHISE 
OPPORTUNITIES Find your perfect 
investment through our ever-growing 
and regularly-revised directory of options 
for you to become your own boss. 

For our latest subscriptions offers,  
visit www.bizmag.co.za or email: subs@bizmag.co.za

INDUSTRY SUPPORT AND EVENTS
Keep up to date with workshops 
and sessions in your sector, as well 
as businesses offering services you 
might need.

TIPS AND INSIGHT FOR YOUR BIZ 
Marketing, management, technology, 
funding or franchising – we've got it 
covered across a range of articles.

After the first RocoMamas opened in 
Randburg, founder Brian Altriche spent most of 
his days just sitting in the store and observing 
what happened. This helped him to get a feel 
on the ground for what his customers were 
experiencing. Today he still does the same. 

This nugget was shared at the annual FNB 
Franchising Leadership Summit held at the 
end of November in Johannesburg, where 
South Africa's big franchises took centre stage 
under the theme of "exponential growth", and 
industry leaders unpacked four perspectives 
of this growth, including entrepreneurship, 
brand, employment and personal growth. In 
this issue, our bumper franchising edition, 
we include articles around these topics, all 

of which pertain to business owners across the spectrum. If you're an 
entrepreneur considering franchising, be sure to read our article on page 36, 
to discover whether you're cut out to be a franchisee, or if blue-sky pursuits 
are more your thing. If you decide to go ahead, we've an array of over 100 
hot opportunities to choose from (from page 26); which you can thoroughly 
evaluate with the help of our Ask the right questions piece on page 34. All 
too often it comes down to the right fit – and that's something that both 
franchisors and franchisees need to pay attention to from the outset. 

As we close off 2017 and turn the corner into the New Year, I am sure many 
of you have a goal to make the year ahead your most profitable one yet. 
What strategic moves are you putting in place to ensure this happens?  
We ask some business owners on page 12; and welcome your thoughts too 
– email us at editorial@bizmag.co.za. 

In this complex and ever-changing world in which we're doing business, 
I took great comfort from Altriche's simple strategy to sit in his store 
and watch his customers. You can only control those four walls, and your 
consumers' experience, he says. If you keep your customer at the centre, 
business owner, you simply can't go too far wrong. 

Wishing you a restful festive break, 
Nicole Cameron and the Your Business team

FROM THE TEAM
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PRIZES up for grabs

Made from incredibly soft 
and luxurious bamboo fibres 
and designed with a focus on 
incredible style and quality, you 
are sure to feel 'socksational' as 
you step into the boardroom with 
a pair of Nic Harry socks on. The 
entrepreneur's secret weapon...

To win a Nic Harry sock bundle worth 
R1000, email NIC HARRY + your 

contact details to competitions@bizmag.co.za or  
SMS: YBM1 + NIC HARRY + your name + email address  
to 45508 (each SMS costs R1.50).
*Terms and conditions apply. 

ESET Internet Security 
licences
ESET Internet Security delivers rock-solid 
protection for everyday web users, built 
on ESET's trademark best balance of 
detection, speed and usability. As well as 
giving you proven ESET Antivirus, it shields 
your webcam and lets you bank more 
safely online.

To win one of three licences (each valued at R449), email ESET + your 
contact details to competitions@bizmag.co.za or SMS: YBM1 + ESET 
+ your name + email address to 45508 (each SMS costs R1.50).  
*Terms and conditions apply.

Nic Harry sock bundle 

Worked hard this year? Been nice to your employees,  
clients and suppliers? Then dip into our festive stocking  
and win yourself some treats...

bizGiveaways & Events online news | www.bizmag.co.za

21 and 22 Feb 2018: 
MyBusiness Expo – 
NSBC Summit 2018 – 
Africa's largest event 
for anyone starting or 
growing a business
Venue:  Gallagher 
Convention Centre, 
Johannesburg
Contact:  Twane,  
Email:  twane@nsbc.
org.za,  
Website:  
www.nsbcsummit.com

Make a note of these SME shows 
and expos for the year ahead...

24 – 26 June 2018:  
SAITEX – 
Africa's largest 
international product 
sourcing expo.
Venue:  Gallagher 
Convention Centre, 
Johannesburg
Contact:  Paul 
Ramncwana, 
Tel: +27 11 783 
7250, Email: 
PaulRamncwana@
dmgeventsme.com, 
Website: www.
saitexafrica.com

29 June – 1 July 2018:  
Franchise Business 
Festival – 
Largest and longest 
standing Franchise 
Expo on the African 
Continent 
Venue: Kyalami 
Grand Prix Circuit 
& International 
Convention Centre, 
Johannesburg,  
Contact: Martha 
or Shereen on 
+27 011 615 0359, 
Email: martha.
mashele@fasa.co.za or 
shereen.davids@fasa.
co.za, Website:  
www.ife.co.za

6 – 8 September 2018:  
BuyaBusiness Expo – 
Venue: Ticketpro Dome, 
Johannesburg
Contact: Tom McCafferty, 
Tel: + 27 11 549 8300
Email: Tom.McCafferty@
ReedExpoAfrica.co.za,  
Website: www.
reedexpoafrica.co.za/
BuyABusinessExpo/

OrderIn food 
vouchers 

Treat 
your 
staff to 
lunch 
with 
food 

delivery via OrderIn, 
South Africa's most 
affordable food app, 
with a network of over 
1200 restaurants in all 
the major metropoles. 
What's more, companies 
can register and offer 
employees an 18-45% 
tax break on all food 
ordered during office 
hours. 

To win one of three 
OrderIn vouchers worth 
R250 each, download the 
OrderIn app, use coupon 
code BIZMAG to get R50 
off your first two orders, 
and also be entered into 
the draw to win a voucher.  
*Terms and conditions apply.



PRIZES up for grabs

Turn to p65 and the inside back cover for more opportunities!
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bizAdvertorial

In response to the growing need for real 
business banking value among South Africa's 
mid-sized business sector, Bidvest Bank has 
launched its business banking customer value 
proposition, which also further diversifies the 
bank's service offerings.

The bank, currently South Africa's leading 
boutique bank, now offers business banking 
packages that extend beyond transactional 
banking, to merchant services, foreign 
exchange and asset-based finance offerings.

"Bidvest Bank's key differential is that we are 
a bank born from one of the country's most 
successful businesses – The Bidvest Group," 
explains MD of Bidvest Bank, Japie van 
Niekerk. "What time has taught us is that in 
today's entrepreneur-empowered economy, 
business banking extends far beyond a 
transactional account.  We have therefore 
combined our experience in successful 
business operations with competitive 
business banking solutions and designed 
a unique offering for our business customers."

THE BANK FOR YOU?
The business banking offering from Bidvest 
Bank is ideal for businesses which have been 
in operation for at least two years and have 
an annual turnover of R10 million and more.

BUSINESS BANKING: Now 
brought to you by a bank that 
was born out of business  

"Our business banking services are ideal 
for medium-sized businesses with already-
proven track records. We have learnt that 
many successful, albeit not enormous, 
businesses are frustrated with the lack of 
quality their banks provide them with. They 
are frustrated because their banks neglect 
them. It is exactly these types of businesses 
that Bidvest Bank is ideal for," adds Van 
Niekerk. "Bidvest Bank's business customers 
enjoy first class service – the type of service 
that only large corporations usually enjoy 
from banks."

The business banking services portfolio, 
which can be selected individually or part of 
a package, includes: 

•	 Merchant	Services: e-Commerce; Point-
of-Sale (POS) payment solutions; Internet 
Payment Gateway (IPG); online account 
management tools for real-time transaction 
data, settlement batches and reporting.

•	 Foreign	Exchange: For businesses with 
importing, exporting, travel and other 
international payment requirements, Bidvest 
Bank offers multiple mechanisms for 
business customers to travel internationally 
conduct and receive foreign payments 
online, in real time.

•	 Asset-Based	Finance: Funding business 

assets is integral to a business' success. 
Financing is available for commercial 
property, heavy machinery and equipment, 
and fleets.

■	Full	Maintenance	Leasing: Bidvest 
Bank's specialist fleet division assists 
businesses to set up and manage their 
fleets in the most cost effective and 
practical manner. 

■	Trade	Services: Bidvest's Tradeflow 
operation offers supply chain finance 
solutions for offshore and local suppliers. 
Customer Foreign Currency (CFC) 
Accounts for payments in US Dollars, 
Euros, British Pound and Australian Dollars 
are also offered by Bidvest Bank.

■	Savings	and	Investments: Investment 
accounts are offered at competitive rates 
to ensure the best possible return, with 
flexible terms.

"More than ever before, it's vital to our 
economy that entrepreneurial businesses 
are empowered to grow – both locally 
and internationally," explains van Niekerk. 
"By enabling these businesses to further 
expand their operations and realise their 
full potential, we can help support the 
country's growth goals by partnering 
with successful smaller to medium-
sized businesses. This is where the real 
job creation, growth and development 
opportunities exist for our country."

This latest addition to Bidvest Bank's 
offering reflects the bank's effective 
diversification strategy. Steady growth 
over the last 10 years, combined with a 
prudent lending philosophy, recently saw 
Moody's Investor Services upgrade Bidvest 
Bank's long-term national scale rating to 
Aa2 from A1, an increase of two notches. 
Bidvest Bank Limited is a division of The 
Bidvest Group's financial services division, 
Bidvest Financial Services.  

For more information, visit www.bidvestbank.co.za 
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Nicci Tilley

online news | www.bizmag.co.zabizInspiration

Turning passion to profit
We chatted to some local entrepreneurs who had 
a passion for a certain product; and spotted a gap 
in the market for one that ticked all the boxes. 
With inspiration and continued hard work, they've 
carved a niche for themselves selling hand-designed, 
beautifully crafted items. 

  THE LEATHER DESIGNERS 

NICCI TILLEY started Wild and Free, 
selling proudly South African artisan 
leather products, and business partner 
JOSIE PIERS joined her as it grew. 

What inspired you to start your 
business? 
When I was pregnant there was a lot of 
hype around the choice of diaper bag 
an expectant mom would purchase.
After looking extensively for one I soon 
realised there were not many well priced, 
good quality full leather bags available. 
My entrepreneurial spirit took over 
and before I knew it I had found a local 
seamstress and leather supplier and 
together we came up with my first range 
of bags. It was well received and with 
that little bit of support I launched Wild 
and Free and knew I had to make it work. 

Can you pinpoint one highlight 
that stands out in your 
business journey so far? 
The employment opportunities we have 
created and will continue to create. As 
big as the responsibility is to support 
a team who were facing job loss, it will 
always remain my highlight.

And a key challenge? How did 
you overcome it?
The major challenge I faced was when 
I launched the Business Bag. Within 
48 hours my Facebook post had been 
seen over 1 million times and I had over 
1000 emails and order requests. Being a 
one-person business and understanding 

the demand for an immediate reply 
to customers, I was completely 
overwhelmed. Just at this time I was 
extremely fortunate that a dear school 
friend expressed an interest in Wild 
and Free and soon became my equal 
business partner. With the help of Josie 
we were able to get production running 
smoothly and filter through the masses 
of emails and messages, getting our first 
batch of bags out within record time. 

What advice do you have  
for entrepreneurs looking  
to start a business in the  
year ahead? 
My only advice is to find a product  
or service that you are passionate about, 
as passion will be the only  
thing that will keep you going when the 
long hours and hard graft is needed. 
We have found Facebook to be a great 
platform to spread awareness about the 
business, but the most essential tool in 
making it worthwhile is knowing your 
customers and your target market. You 
can then promote your page through 
demographically suited groups. 

Any plans in the pipeline for 
your business over the next 
few months? 
We have expanded our factory space 
and are currently looking to secure a 
new Wild and Free HQ in Woodstock, 
Cape Town. We are looking forward to 
designing new products and launching 
a men's range. We are only just getting 
started in making our mark in the 
industry, so make sure to follow our 
journey - it's going to be an exciting one. 

Josie Piers
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  THE CHOCOLATIERS

MELANIE FINCH-KESHWAR teamed up 
with her mother and business partner 
ANN FINCH to start a business selling 
handmade chocolates online. 

What inspired you to start The 
Chocolatiers and how long did 
it take to bring the vision to life?
My mother and I were inspired to make 
a life change and had an idea of how 
we wanted our lives to look - to work 
from home studios and make a beautiful 
product; we were inspired towards 
becoming makers. My husband is an 
entrepreneur and he suggested we look 
for a course in becoming chocolatiers, 
after seeing a quaint little chocolate shop 
and patisserie on his travels. 

There was, and still is, a lot at stake. 
We took the leap and it has been an 
immense amount of work, learning 
through study, trial and error, 
mentorship and the internet and through 
other small business owners. There is no 
secret, just practice until perfect.  We 
are still bringing The Chocolatiers to life, 
and our hearts jump a little when we 
hear "we've seen you in shops" or "we 
know your chocolates" - it means we are 
doing something right.

What would you say is your 
unique selling point compared 
to other hand-crafted 
chocolates?
Our USP is twofold - firstly, we sell 
online and ship countrywide, overnight 
and are the only local chocolatiers to do 
so, taking the hassle out of shopping for 
our customers. It has taken a lot of work 
to get that one right because shipping 
chocolate in our weather can be tricky 
- melting is a real challenge. Then, 
we hand make absolutely everything, 
in the old fashioned tradition of 
chocolate craft.We are transparent 
about our ingredients and use only 
real ingredients. We have a range 
which caters for everyone, a sugar free 
diabetic friendly range, a vegan range 
and a regular range, bars and boxes of 
chocolates. There has been such a huge 
shift in health consciousness and in an 
awareness of treating the planet well; 
we love that and live it so it has been a 
natural part of our plan. 

 Melanie Finch-Keshwar and Ann Finch 

What is your main channel 
for getting the word out there 
about The Chocolatiers?
I think that in-bound marketing is the 
way forward - drawing your customer to 
you. We use a multi-pronged approach 
online. Google Adwords and website 
SEO's are vital, otherwise no-one knows 
you are there. Facebook and Instagram 
keep us in the social media space as well 
as Mailchimp, with newsletters being a 
new addition for us. Then we use high-
end markets and trade shows; Kamers, A 
Blooming Affair and Glenshiel are all good 
examples of where we get to meet and 
interact with our customers. Wholesaling 
to stockists with the same ethos is our 
main sales channel and we are fortunate 
to have a family of incredible stockists. 
We have something of a cult following 
and word-of-mouth has worked well.  

By far the best way to win over customers 
is to get them to taste – we always have 
tasters available for the high-end markets 
and in-store promotions.

What advice do you have for 
other start-ups looking to carve 
a niche for themselves? 
I think you have to have dogged 
determination but also be open to plans 
changing and ideas evolving. Get a good 
logo and design that translates to your 
packaging, as presentation is extremely 
important. I know everyone has heard 
this before but if you can't do something 
yourself, hire an expert to do it for you; 
you'll save time and money in the long 
run. Surround yourself with experienced 
advisors and build a network in your 
industry – and don't forget to enjoy your 
creation and have fun with it! 
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DALEEN DIMITRIU, Director 
of My Online Presence, 
2017 NSBC National Small 
Business Champion 

 Quality vs. quantity. Our main 
goal for 2018 will be to maintain, as 
well as improve, the quality of our work. 
As a small business, we tend to take on 
more work than we can handle since 
we feel the need to grow the business 
when comparing ourselves to bigger 
companies. Our goal will be to take on 
the same amount of work as in 2017, but 

with additional resources 
to provide our clients 
with the best and most 
dedicated service. We 
will avoid overpromising 
and under-delivering. 
By changing our focus 
to quality rather than 
quantity, we might initially 
see a drop in our revenue, 
but it will improve the services we 
provide, as well as meet and exceed our 
customers' expectations. This will in turn 
help us to market our business in the 
small-to-medium client space, and not 

only in the micro space. The hope is to 
build long-term relationships, where 
our clients have confidence in our great 
products and then market our business 
by word-of-mouth. We believe in doing 
it right the first time around.

Tips to make 2018 your	most	
profitable	year	ever
With the right strategies in place, your business can still thrive in 
recessionary times...
It is no secret that businesses are 
struggling in the South African economy, 
and most are running out of "funding 
resources" as a result of the low GDP, 
economic growth and higher inflation. 
In terms of performance this year, one 
needs to look at certain indicators in 
South Africa, including unemployment 
and GDP, which deals with the health of 
our businesses on a high level. 

The South African economy moved into 
a "technical recession" with the reported 
decrease of 0.7% in GDP during the first 
quarter of 2017 and the decrease of 0,3% 
in the fourth quarter of 2016. After two 
consecutive quarters of decline in GDP, 
the economy recovered in the second 
quarter of 2017, moving out of the 
"recession" bracket with an annualised 
quarter-on-quarter GDP growth of 2,5%. 

It should be noted that when compared 
to the first half of 2016, the 2017 first 
half GDP growth rate was only 1,1%.
2017 wasn't all bad and there were 
companies doing well. This can be 
attributed to a few things, namely:

■ Having clear strategies in these market 
conditions and changing their strategies if 
it was not working.
■ Ensuring that their cost structures 
are more in line with their turn-over. 
Considering decreasing/changing certain 
fixed cost structures to more variable 
costs where possible.
■ For some companies, diversifying 
assisted them in becoming more 
successful/ sustainable, but other entities 
had to go back to what they do best and 
focus on it. It is slightly different for each 
company and sector.

■ Brand/product strength and the way 
and when senior management dealt 
with potential brand issues. How senior 
management dealt with the issues 
sometimes had a good impact on the 
companies' financial position.

A precarious business landscape 
Looking forward to 2018, companies 
looking to thrive need to be aware of the 
many socio-economic factors affecting 
the business landscape. In order to 
compete effectively in an ever-changing 
market and environment, they need to 
gauge the income capacity of customers/
clients. The growing working middle-
income class in South Africa will have a 
significant impact on our formal economy 
and thus business for years to come.  
Problems associated with inequalities 

We asked business owners: What one 
strategic move will you make in 2018 to 
boost the profitability of your business? 
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KABELO NCHOLO, CEO  
of Yourself Management,  
award-winning through- 
the-line marketing agency 

   We will continue with our strategic 
expansion into Africa in order to boost 
company revenue. The vision to set up 
partnerships in neighbouring countries 
came in 2015, as part of the business's 
growth strategy to dominate the 
African market in marketing services. I 
established the first office in Windhoek 
towards the end of that year, followed 
by a second office in Lusaka in June 
2016. The plan is to open more offices 
in Africa in the next three years. With 
most of my clients in South Africa 
having expanded into Africa, I continue 
to notice the challenge they have with 
marketing their products, and this 
presents an opportunity to me. I take 
advantage of my clients needing services 
in these countries, which offers me 
a competitive advantage in terms of 
positioning my agency as a one-stop 
shop for their marketing needs.

have created dissatisfied people who 
are getting angry and impatient with 
the lack of service and product access. 
This will result in, for example, strikes 
which have a significant negative 
impact on our economy.

The reality is that corruption if rife in 
the country. This act of injustice creates 
an unfair economic situation whereby 
the rich and powerful are likely to be 
the beneficiaries while ordinary working 
citizens are excluded. The feeling 
of lawlessness in the country also 
negatively impacts the GDP.  

For 2018, the economy and markets 
look like they will stay under tremendous 
pressure for the short to medium term. 
This opinion is based on a high-level 
GDP growth rate and forecast, high 
unemployment rate, concerns/ turmoil 
in the education sector, uncertainty in 
the political arena, a decrease in the 
international investment outlook into 
South Africa as a result of "junk" status, 
the financial state of the State-Owned 
Companies, and the current deficit in 
the SARS budget.

It is not all doom and gloom though, 
and if businesses want to be 
successful in 2018, they should take 
the following advice: 

■ Have clear strategies in these market 
conditions and change your strategy if 
it' not working – be flexible. 

■ Ensure that you do the basics right.  

■ Assess all costs and which are critical 
versus less important.

■ Assess all the different business units 
and be honest as to whether they are 
adding value to the business or not.

■ Ensure that your cost structures 
are more in line with your turn-over. 
Consider decreasing/changing certain 
fixed costs to more variable costs 
where possible.

■ Consider adding "value added 
services" to normal product/services 
offerings. This is riskier and will 
require additional working capital, but 
clients will consider paying a small 
premium if they do not need to deal 
with different suppliers.

■ Don't stop innovating!

    Against South Africa's subdued 
economic climate, we will continue to 
focus on our key to success – offering 
a range of products for families, all 
at affordable prices. The Crazy Store 
enables families to spoil their kids and 
their pets, buy party goods and decorate 
their houses; all without impacting too 
much on their budgets. Retail is detail 
– our strategy is to stay tuned in to the 
actual needs of our customers, making 

sure we have a 
differential factor. 
Today's consumers 
are looking for 
a seamless, 
convenient shopping 
experience, 
along with easy 
accessibility to 
where they live. 
Our 320 stores are 
laid out to cater for 
convenience and 
ease of shopping, 
knowing that 
time is a precious 
commodity. People 
are also looking for 
the latest trend, 

or newest version of a product; and it 
needs to be well-packaged. In 2018 
we will continue to strive to increase 
our new product lines by 20%, and to 
source cleverly so as to have products 
that are exclusive to us, that offer 
customers great value. Lastly, they're 
looking for a brand that they can trust, 
without complicated conditions and 
exceptions. In 2018 we're going to 
focus on keeping it simple! 
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KEVIN LENNET, CEO of the Crazy Store 

continued from page 12



Why would an SME want to be a big 
company? What are the benefits?  
Why the big fuss? 
I say Economies of Scale. Big companies 
benefit from the ability to attract and 
retain the best talent in the market, most 
positively impact their communities, have 
big budgets to pursue new ventures, and 
thus have capacity to continue to innovate, 
outperform the competition  
and create massive value for their owners 
and stakeholders. Therefore, why would 
one strive to remain small in a global 
market place? 

What's with the trap, the glass ceiling?
I believe that most of the limitations 
are self-imposed. As SMEs we are too 
scared to look at our businesses from the 
outside and with a critical eye of what our 
limitations are. As the saying goes, the first 
step to healing is acceptance; what flaws 
within your business are you accepting 
today and working towards correcting?

I came across a short yet interesting article 
by Sam Kariuki (http://ke.linkedin.com/in/
samkariuki) talking about the 6 Reasons 
Why Most SMEs Don't Grow to Big 
Companies; worth a read. In essence,  

it echoes the fact that  
a lot of these glass 
ceilings are self-
imposed due to lack of 
adequately using our 
resources to innovate, 
scale and think bigger. 

How do we escape this trap?
There is a lot of information out there 
about growing your business - courses, 
seminars and webinars, white papers etc. 
Most are generic in nature and aimed at 
the mass market, however nothing beats 
context. That context is your own business 
information and insights.

Start by understanding and making sense 
of your business; your business generates 
information every day. Ask yourself some 
critical questions about your current state 
and future state and see what answers you 
come up with. Some of those questions 
may include:

– What information do you generate  
every day and what does it mean to you?

– What information forms the basis of  
your plans, decisions and strategies?

– How is this information and insights 
translated into opportunities?

– What does your growth trajectory  
look like?

– What determines your next level on 
business growth/expansion?

These questions, and more, give you the 
ability to critically look at your business, 
understand its limitations, explore and 
exploit opportunities, and break the  
SME trap.

Paul Masemola, Co-founder and Director  
of 6tBLOX, weighs in on what it takes for an 
SME to graduate to the Corporate, National 
or International Brand status that their 
owners' dreams envisioned, rather than  
just remaining the 'S' in SME...

Paul Masemola

About 6tBLOX 

6tBLOX (pronounced 
Sixty-BLOX) is a pioneering 
company whose mission 
is to help SMEs explore 
possibilities, maximise 
opportunities and create 
wealth. We have built 

an easy-to-use Business 
Insights Engine and 
Frameworks that helps 
you, the entrepreneur, 
make sense of your 
business. Our service 
offerings are designed 
with Your Business in 
mind, and we aim to help 
you experience great 

strides whilst pushing 
the boundaries of your 
business and breaking the 
SME stereotypes. For more 
information go to our 
website www.6tblox.com, 
follow us on twitter and 
Facebook @6tblox and 
look out for our weekly 
#6tbloxBizBitez.

Escaping the 
SME TRAP

bizAdvertorial
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Corporate Project Management (CPM) 
Services was founded in 2006, a business 
consulting firm which focuses mainly 
on businesses experiencing some or 
other form of distress. The company, 
run by registered Senior Business 
Rescue Practitioner Pat Pattinson, was 
established years before Business Rescue 
became part of South African law, which, 
according to Chapter 6 of the Companies 
Act, gives financially distressed companies 
a fighting chance to rescue their 
companies. Pattinson prefers to assist 
businesses in such a manner that business 
rescue does not become necessary , 
through an informal and more confidential 
process, and has been involved in more 
than 200 business turnarounds or 
restructures since founding the company. 
On the Business Rescue side, CPM 
Services has published 29 business rescue 
plans, of which 22 were voted in with 
100% favour during the first meeting and 
only one plan being rejected by creditors. 

The first four of CPM's main services 
are essentially to try to prevent clients 
from having to file for Business Rescue, 
with the fifth being the Business Rescue 
process itself: 

1   Turnaround management 
CPM Services have assisted clients in 

all forms of turnarounds – from the need 
to re-invent or re-organise, through to 
the preparation for a sale. They have built 
up an excellent reputation for drawing 
alongside companies experiencing 
financial difficulties, and helping them to 
strategise a way through. 

2 Interim director 
An interim director is an individual 

who assumes the role of a director, 
where the current director is not able to 
continue in their role, due to incapacity, 

CPM SERVICES
...to the rescue! 
With "your success, our reputation" as their mantra,  
this consultancy is assisting entrepreneurs to succeed  
and grow their small businesses into industry leaders...

What exactly is 
Business Rescue?

The introduction of "Business 
Rescue" to the South African 
business environment allowed for 
financially distressed businesses 
to file for this status and, with 
the assistance of a business 
rescue practitioner, attempt 
to bring the business back to 
a more stable and profitable 
entity. This is without the stress 
of creditors knocking on the door 
insisting on payments, as part 
of the act offers a moratorium 
on legal proceedings against 
any company that is in business 
rescue. This new part of our 
company legislation also prevents 
creditors from commencing 
liquidation procedures against 
the business and prevents any 
of its assets being taken by any 
party. This gives the company the 
opportunity it needs to reorganise 
and restructure its affairs and to 
structure a payment scheme with 
its creditors. Furthermore, the 
business continues to trade as 
normal, all the while saving much 
needed jobs and allowing the 
business to continue trading as an 
economically contributing entity.

suspension or dismissal. CPM Services has 
the experience and knowledge to assist in 
this capacity. 

3 Cost management 
The CPM Services approach allows for 

the prompt evaluation of the corporation 
and examines the viability of cost cutting 
in areas of possible overspending or 
wastage. This process allows for costs 
to be reduced where needed - and not 
necessarily where easiest.

4 Exit strategies  
Exit planning is not an attempt to 

camouflage problem areas, nor to enable 
a new broom to sweep clean. Rather, 
it is a process of organising the truth in 
a presentable manner. CPM Services 
can assist you to create an exit plan for 
every eventuality - not just for the sale or 
closure of a business.

5 Business Rescue  
Business Rescue facilitates the 

rehabilitation of financially distressed 
organisations. With its proven track 
record in the field, CPM can aid all types 
and sizes of companies with this process, 
from beginning to end. Their more than 
95% success rate means that to date only 
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CPM SERVICES
...to the rescue! 

   Business rescue 
is not a team sport 
and it is not a game 
played around 
boardroom tables 
using PowerPoint 
presentations or Excel 
Projections.  
It is a war being 
fought on ground level 
where instructions 
need to be followed 
by those being held 
accountable.
Pat Pattinson,  
CPM Services Founder

two business rescues have led to liquidation 
once a business rescue plan was adopted. 

Strike while the iron's hot 
The main reason for business rescue failure, 
according to Pattinson, is that owners and 
directors wait too long before sounding the 
alarm. "Over the last couple of years many 
surveys have been done on the reasons as 
to why this intervention fails, and without 
exception waiting too long comes up in the 
top three reasons," he says. "If the process 
of a turnaround is started early enough it 
greatly improves the chances of success. 
The other main reason business rescue 
fails and why some businesses fail after 
a successful business rescue is that the 
owners are unwilling to accept that they are 
part of the problem, 
or that the way they are running the 
business has led to failure." 

Pattinson says that he tells business owners 
and entrepreneurs that they have a duty 
to use every tool available, not just to save 

but also to grow their business. "Business 
rescue is one of those tools, and you have 
an obligation to consider it as soon as you 
become aware that you are financially 
distressed. The advice is simple; don't wait 
until you have no choice." 

CPM Services is differentiated from other 
firms offering business rescue as they have 
been in the field for much longer than 
most; and that business rescue is not an 
add-on service but rather that the core 
foundation of their offerings. Pattinson 
explains that they have built their service 
around communication, transparency and 
compromise. Furthermore, they do not 
use the law to try and force their business 
rescue plans to be voted in; but rather 
start the communication process from day 
one. "And ultimately, nothing can beat 
experience and reputation. We would not 
consistently get unanimous votes in favour 
of our plans if we were not trusted by the 
banks and other key stakeholders."
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HEADLINE headline

Blurb text

Why 2018 will be the year  
of	'Connected	Things'

With 2018 now 
firmly upon us, 
it is time to peer 
into our Internet-
connected crystal 
ball and see which 
technology trends 
and platforms will 
shape the year 
ahead...

For both businesses and home users, 
there are several major themes that 
will undoubtedly impact the way that 
businesses and personal lives are run, day-
to-day. Just taking a brief look at statistics 
gets the mind boggling! For example, 
monthly global mobile data traffic will be 
49 exabytes by 2021, and annual traffic 
will exceed half a zettabyte (An exabyte 
is 1 billion gigabytes). According to Cisco, 
over three-fourths (78%) of the world's 
mobile data traffic will be video by 2021. 
Let's take a closer look:

Welcome to the real Internet  
of Things (IoT)
The Internet of Things (IoT) refers to a 
network of physical devices, vehicles, and 

other machines and devices embedded 
with electronics, software, sensors, 
actuators, and network connectivity - 
which allows these objects to collect 
and exchange a massive amount of data. 
Gartner has estimated that more than 8 
billion "things" are now online, an increase 
of 30% in comparison to last year. 
While connecting things to the Internet 
is just the start, it's what we do with 
these things that truly matters. Looking 
ahead, three major technology elements 
will emerge from IoT: analytics, edge 
computing and 5G cell computing.  

Smart Analytics –  
the ultimate disruptor?
As predicted, data analytics is already 
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transforming businesses and industries 
around the world. There are huge amounts 
of data being created and disseminated 
by the Internet of Things, which has led 
to nothing short of a revolution within 
industries as big as manufacturing, 
financial services and healthcare. FNB, for 
example, has been using Big Data since 
2014 to deliver more customer centric 
solutions and to drive innovation within 
the bank. In 2018, more businesses will be 
investing money and talent into turning 
data into business intelligence – and 
ultimately, profits. For smaller businesses 
and startups, harnessing data analytics 
will enable them to disrupt and potentially 
unseat their bigger, more established rivals 
by leveraging insights into user behaviour, 
buying habits, resource allocation, micro 
and macro trends, etc. 

Edge Computing emerges
Just as many companies are finally 
beginning to move more aggressively 
toward cloud computing, edge computing 
— driven by the sheer volume and speed 
of information produced by the IoT—is 
moving to the forefront of the enterprise 
environment. Wikipedia terms edge 
computing as "pushing the frontier 
of computing applications, data, and 
services away from centralised nodes 
to the logical extremes of a network. 
It enables analytics and data gathering 
to occur at the source of the data." As 
smart drones, autonomous vehicles 
and other devices seek to connect and 
communicate instantly via the IoT, the 
matter of sending data "all the way" to 
the cloud will become highly impractical. 
Many of these devices will need real-
time response and processing, making 
edge computing the only viable option. 
Notably, if the processing is happening 
at the 'edge' the devices people use can 
be simpler – meaning less maintenance, 
power consumption and cost. For 
example, one local product to emerge 
is the CloudGate. The CloudGate is a 
palm-sized replacement for most tower 
computers, and at a fraction of the cost. 
Users can plug into an existing monitor, 
keyboard and mouse and have a powerful 
unit for home-office, small office, and 
even the enterprise.

Welcome, 5G cell processing
Arguably, the sheer amount of data being 
pushed through IoT will force mobile 
providers to move faster than ever toward 
5G. Indeed, the dizzying level of hyper-

connectivity demanded by users today 
leaves little choice but to move forward 
on the 5G path. That said, the shift to 
5G won't happen overnight, and it will 
probably be patchy - at best - throughout 
the coming year. Currently, we are seeing 
Gigabit LTE (the stepping stone between 
the current LTE and 5G) making great 
strides, with devices from Samsung and 
Sony leading the way.

Blockchain carves a place in 
financial services
According to many analysts, the 
blockchain may finally find its 
place within mainstream financial 
services in 2018. As Investopedia 
explains, a blockchain is 'a digitised, 
decentralised, public ledger of all crypto-
currency transactions. Constantly growing 
as 'completed' blocks (the most recent 
transactions) are recorded and added 
to it in chronological order; it allows 
market participants to keep track of 
digital currency transactions without 
central recordkeeping. Each node (a 
computer connected to the network) 
gets a copy of the blockchain, which is 
downloaded automatically.' Notably, 
Gartner has stated that as of February 
this year, blockchain was the second top 
search term on its website, increasing 
by a whopping 400% in just 12 months. 
While the financial services industry 
will be the first to begin harnessing this 
advanced technology platform, numerous 
other sectors — from healthcare to 
entertainment to hospitality — will not be 

far behind. However, it is worth noting 
that wholesale enterprise adoption of 
the blockchain will not happen quickly 
- reports state that just 20% of trade 
finance globally will use it by 2020. 

Your new handy helper - AI
With everyone from toddlers to business 
professionals using Alexa, Siri, and 
snappy customer service chatbots, it's 
no wonder that Artificial Intelligence 
(AI) will soon begin to feel like old 
news—at least to mainstream Internet 
users. On the business side, however, 
the transformative potential of AI is 
still unfolding — with everything from 
customer service and robotics to analytics 
and marketing facing an evolutionary 
moment. Increasingly, companies will use 
AI to surprise, connect, and communicate 
with their customers in new and unique 
ways. This includes faster, cheaper 
and smarter automation of everything 
from emails and content generation to 
industrial manufacturing.

Keep in mind: the big shadow hanging 
over each of these trends will be Internet 
security, and users will have to be more 
vigilant and careful than ever...

Colin Thornton is the Managing 
Director of Turrito Networks and Dial 
a Nerd. In 2015 Dial a Nerd merged 
with Turrito Networks who provided 
niche Internet Services outside of the 
local network.  These two companies 
have created an end-to-end IT and 
Communication solution for SME's.

As predicted, data analytics 
is already transforming 
businesses and industries 
around the world. There are 
huge amounts of data being 
created and disseminated by 
the Internet of Things, which 
has led to nothing short of a 
revolution within industries as 
big as manufacturing, financial 
services and healthcare.
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"Our core offering is audio and 
video tech in boardrooms," 
says Roland Francis, Managing 
Director of Blu-Vine 
Technologies, a 100% Black 
Female Owned and Operated 
Company. "We want to help 
businesses; SMEs in particular, 
reduce their travel expenses by 
being able to meet anywhere, 
which also speeds up the 
decision-making process." With 
over 30 years of technology 
experience, both locally and 
internationally, their team of 
industry-certified engineers 
and consultants pride 
themselves on their ability to 
effectively assess complex 

situations, devise effective 
solutions, and implement them 
timeously and on budget. 

Design with the ear first 
"When I meet with a client, 
I immediately state the 
importance of designing a 
boardroom with the ear and 
not the eye – there's a reason 
why 'audio' comes before 
'visual' in the term Audio-
Visual," says Francis. "I like to 
get into their room so that 
I can fully understand the 
acoustics, and then devise a 
bespoke system that will best 
meet their needs." Blu-Vine 

Technologies are registered 
partners with a number of 
leading technology providers, 
Roland recently attended an 
integrator's course at the Shure 
Institute in Dubai and passed 
the accreditation to become 
the first certified South African 
Reseller and Integrator for 
Shure MXA/MXW conference 
microphones. Shure are 
represented by Wild & Marr 
in South Africa and are world-
renowned for their quality and 
performance. Francis says this 
accreditation is a big honour. 
He also adds that companies 
should be wary of uncertified 
resellers; an issue which is rife 

in the 
industry 
and which  
has detrimental effects on 
quality delivery. 

"A well-equipped boardroom, 
together with a cloud or on 
premise video conferencing 
solution from Polycom, 
StarLeaf, Yealink, facilitates 
crystal clear communication 
between individuals located 
on opposite ends of the world. 
We can do anything and 
everything needed to make 
this a reality for your business," 
ends Francis. 

Perfecting audio-visual conferencing
- design with your ears
Technology has reduced the need for extensive business travel, provided you have a system in place that 
enables you to conduct seamless meetings across the miles. Blu-Vine Technologies has just the answer for you...

Roland
Francis
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For businesses yet to catch up 
to the mobile payment market, 
Zapper, the rewarding mobile 
payment and digital marketing 
company has a quick solution. 
The company has developed 
mobile payment starter 
packs to get you transacting 
today. These allow customers 
to successfully pay at your 
business by simply scanning 
a secure QR code with the 
Zapper App. Transactions are 
completely secure and are 
successful within a matter of 
seconds.

The insert in this magazine 
will help you set up mobile 
payments in a few simple 
steps. Thereafter you can 
transact immediately via 

the attached display stand, 
and offer customers a more 
convenient way to pay.

Above and beyond payment, 
some of the key benefits of 
Zapper are in direct digital 
marketing and customer 
insights. Zapper offers in-
app voucher and loyalty 
card services that facilitate 
a seamless channel for 
incentivising customers 
through discounts and special 
offers. These are completely 
customisable to suit any 
business needs. Resultantly, 
they allow for greater 
customer acquisition and 
retention, all while increasing 
brand awareness and ensuring 
sustainable growth.

The Zapper Merchant Portal 
further supports business 
expansion through data-
driven payment insights. This 
comprehensive web-based 
reporting and customer-
insight system provides 
detailed insight into customer 
preferences, frequency and 
spend behaviour.  
It allows business owners to 
understand their customers 
better, implement more 
targeted campaigns and 
design specific incentives to 
keep them coming back for 
more of what they like. In so 
doing, increase their monthly 
turnover.  So much more than 
a standard credit card machine 
can provide. 

Going cashless and card free 
has been hailed as the next 
best thing in the payment 
landscape for some time now. 
Smartphone payments have 
become exceedingly popular 
with South African consumers. 
They're safe, fast and offer a 
convenient payment solution. 
So much so, that thousands of 
businesses across a multitude 
of industries have switched to 
mobile and are now enjoying 
an abundance of benefits from 
this innovative payment trend.

Attract more	business with  
mobile	payments

bizAdvertorial



Tech	must-haves for the 
year ahead... No doubt one of these super cool gadgets will find 

their way onto the smooth entrepreneur's wish list...

Google Home  
or Amazon Echo
These voice-controlled smart 
speakers are popular for their ability 
to play music, answer questions, 
make calls, send and receive 
messages, and even shop on your 
behalf. The speakers can also control 
your TV – and you can tell it to scroll 
through photo albums, play specific 
series or change the channel. 
Useful additions like being able to 
iteratively add to your shopping list 
as you create a meal plan, discover 
how long your commute will take as 
you get ready for the day or simply 
ordering your favourite takeaway, 
all just by speaking, is becoming a 
regular part of many smart home 
environments. Clearly typing your 
questions into the Google search 
bar, or thumbing your TV remote, is 
so 2017. So, what are you waiting 
for, smarten up your home for 2018. 

Available on Takealot;  
Google Home costs R2690;  
Amazon Echo costs R4995

Smappee
And if you're wondering if all these new-fangled gadgets will guzzle your 
electricity and drive up your power usage… well, of course, there's an app for 
that. Smappee works off your Wi-Fi and listens to your power usage through 
a clip-on current sensor installed on the incoming power cable of your home. 
There are no subscription fees to the app, just the cost of the device. And, as it's 
designed to help save you money, it obviously pays itself off – normally within 
two short years. It obviously keeps getting better: if you've Smappee Solar it 
detects standby power consumption and measures the production of your solar 
panels. It even distinguishes between the power you get from Eskom, and the 
sun. And yes, they have a solution for gas and water consumption as well.  

Distributed by Mark Watt: mark@dafron.co.za  
and Robert Eustace: robert@rtsystems.co.za 
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Samsung Smartcam 
The Samsung Smartcam HD Plus is a 
wireless security camera for your home 
that you can set up to receive mobile 
alerts and view live footage through your 
phone. The HD Plus promises better 
video quality and night vision through 
a large sensor, and better motion 
detection. The new design is discreet 
enough to serve as a proper security 
camera. You can permanently mount the 
camera to your wall with its provided 
screws, or set its base on any surface. 
It comes with a 16GBSD card and you 
can store footage directly onto your 
camera, which you can review from your 
phone. This means that you don't have 
to subscribe to a paid cloud service, 
although the option is there through 
Samsung SmartCloud if you want to 
store your videos out of hand's reach.  

Available on Takealot;  
HD Plus costs R1999.

Google Wi-Fi 
Kiss those black router antenna 
farewell and enjoy a router you can 
place unnoticed in your lounge. And 
the tech doesn't just look good. 
Google Wi-Fi is a mesh-capable 
router, so the idea is to buy a set 
of three and place them around 
your home. This means a strong 
signal everywhere as it can manage 
multiple devices, making sure that 
the signal to each device remains 
strong, and it also avoids Wi-Fi congestion by managing the connectivity 
– so you can stream in the living room while someone else games in the 
bedroom. And, through an easy-to-use app, you can manually prioritise 
which devices get the highest internet speed, share your password or, during 
family or homework time, pause Wi-Fi access altogether. Imagine, an IRL* 
conversation with your teenager… perhaps keep the Wi-Fi on. *In real life

Available onZeekonline.co.za; Google Wi-Fi costs R7995.00.

DJI Mavic Pro Drone 
This will take your selfies to a whole new level. The DJI Mavic 
Pro drone can fold up into the size of a large sandwich (a 20cm 
x 10cm x 10cm rectangle), and punches far above its weight. 
During flight, which can be a quick 65kmph, range up to 7km 
away and last up to 27 minutes, it uses a variety of advanced tech 
to make sure it comes back in one piece – including the ability to 
compensate for any mistakes you might make while controlling 
it. What you'll see via your control is a smooth picture feed from 
a 12 megapixel camera which, incidentally can be pointed in any 
which way while it hovers (like an android hummingbird ) in a 
variety of conditions. Goodbye, selfie stick.

Available on Takealot; DJI Mavic Pro Drone costs between 
R18 889 and R21 610 depending on supplier. 

Philips Hue 
Philips has dominated the smart lighting sector over the last few years, since 
they first launched their simple starter kit containing three colour-changing 
bulbs and a hub that you connect to your router. There are now candle bulbs 
for your bedside lamps with a motion sensor, which is particularly handy 
for getting your bathroom light to turn on and off without any night-time 
fumbling in the dark. Their lightstrips are fun LEDs that can be changed to 
pretty much any colour imaginable, and which can be placed almost anywhere. 
The Hue 2 app introduces a whole lot of new features, enabling you to turn 
off, dim and change the colour of your lights simply by ushering a voice command. 
Clearly, the lights are sorted – now the camera and action are up to you.

Available on Takealot; starter kit costs R1999.
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The Pajero Sport is a station wagon/ SUV 
based loosely on the excellent Mitsubishi 
one-ton bakkie platform. Mitsubishi have 
made the benchmark vehicles when it 
comes to roadholding and handling of 
bakkie and bakkie-based SUVs, perhaps 
as a result of building the world's first 
passenger vehicle with full-time four-wheel 
drive, the PX33 in 1933. More than 80 
years later, the new Pajero Sport is a luxury 
purpose-built sport utility vehicle with 
the driving dynamics of a powerful car, 
for under R600 000. More than 500 000 
Pajero Sports have been sold world-wide 
since Mitsubishi first introduced it in 2008.

When SPACE	matters
When you've got to fit the kids, the dog and the kitchen sink; 
it's time to consider a station wagon...

The  Sport offers  improved driving 
dynamics, including an 8-speed 
automatic transmission for both 
the 2WD and 4WD models - the 
latter including low-range as well as 
Mitsubishi's latest version of its Super 
Select 4-II 4WD system which now 
also has electronic off-road assistance. 
Some believe this to be the best 4x4 
system out there. "Under the new design 
concept, labelled 'Dynamic Cruising 
Off-Roader', Mitsubishi engineers have 
combined the best of both worlds 
with the all-new Pajero Sport - an 
accomplished four-wheel drive sport 

utility one can confidently show off to 
the world," says Nic Campbell, General 
Manager at Mitsubishi Motors South 
Africa. Dusk-sensing headlamps, rain-
sensing windscreen wipers, an electronic 
chromatic rear-view mirror, an LED high-
mounted stop lamp on the tailgate and a 
rear-view camera are all standard as well 
as all the active driving and safety aids 
like Active Stability and Traction Control 
and an advanced braking system.

All the bells and whistles 
Pajero Sport has all the bells and 
whistles, from a keyless operating 
system with electronic start function, 
multi-function leather steering wheel 
with audio and cruise control, Bluetooth 
with hands-free voice control and fold-
away electric door mirrors incorporating 
turn indicators to paddle shifts, rear park 
distance control with a rear-view camera, 
dual automatic air conditioning with rear 
passenger temperature controls and an 
electric parking brake. It goes without 
saying that the interior is top notch 
with soft-feel leather seats which are 
electrically adjustable, very low noise 
levels and all the electronic kit including 
touch screen radio. The third row of 
seats folds flat.

The electronic assistance allows the 
driver to select either the Gravel, Mud/
Snow, Sand or Rock setting to suit 
surface conditions and optimise engine 
output, transmission settings and braking 
for superior traction. A lockable rear 
differential is now also fitted as standard.

The 2.4 turbo-diesel engine is a gem 
especially coupled to the 8-speed 
automatic box. Mitsubishi claim 
8L/100km but that is optimistic. Think 
9.5L/100km. On paper the Pajero Sport 
makes a strong argument for being best 
in class, just step ahead of the rest. The 
4x4 model is the one to get.
The Volvo V90 Cross Country shares the 

Subaru Outback, Audi Allroad/ Avant, 
Mitsubishi Outlander and Volvo V90 
all have something in common. They 
are station wagons or estate cars, in 
the classical sense. We also get bakkie-
based station wagons, think Fortuner 
or Pajero Sport. Station wagons have 
had very patchy sales in SA. In recent 
years the Fortuner has been the glaring 

exception, with very good sales figures. 
As a result manufacturers tend to leave 
the estate car out of their local ranges 
or camouflage them as crossovers and 
sometimes SUVs. To examine the wagon 
segment we are going to look at the 
V90 and the Pajero Sport as two brilliant 
examples, bearing in mind that they 
represent the two poles.

Mitsubishi Pajero Sport
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aspirated. Average combined fuel 
economy is claimed to be 5.3L/100km, 
but I got a very good 7.8L/100km.

The V90 Cross Country was also 
recently named one of the three safest 
cars ever tested by industry safety 
benchmark testers Euro NCAP. It really 
has all the bells and whistles. In my 
opinion the V90 Cross Country ticks all 
the boxes. It is a great, safe car. It has 
the space of a van. It performs like a 
sports car and it handles farm roads with 
aplomb. My car of the year.  

same platform as the XC90 and their 
big sedan the S90, and is described by 
them as a crossover. I think it is the best 
modern interpretation of the traditional 
wagon. It comes with a choice of diesel 
or petrol drivetrains and all-wheel drive 
as standard on all 8 models and ground 
clearance of 210mm. Thomas Ingenlath, 
Senior Vice President Design at Volvo Car 
Group, says, "It's not just a 'plastic job'. 
With our new Cross Country you can go 
where a normal sedan or wagon cannot 
go. Capability in challenging road, track 
and field conditions, is the essence. So it 
all starts with the chassis."

It is a big car. I took a day or two to 
get used to the length, and the width. 
The car comes with all the driver aids 
to make it easy to use even in confined 
spaces. The V90 has beautiful lines inside 
and outside. The words elegant and 
classic immediately come to mind. The 
model I drove has oodles of power and 
sublime handling. The V90 has all the 
electronic chassis systems – all-wheel 
drive, hill descent control, continuously 
controlled damping (CCD), electric power 
steering and electronic stability control 

– to handle the tougher challenges and 
unpredictable nature of off-road driving. 
It is more than 'just' a station wagon.

The interior features a minimalistic 
dashboard, with the now familiar, 
portrait-orientated, 9-inch Sensus 
Connect touch screen interface used for 
all in-car functions from entertainment 
and telephony to settings, climate 
control and navigation. This Volvo 
comes standard with Pilot Assist for 
semi-autonomous driving up to 130 
km/h, on all models. Working hand-
in-hand, Adaptive Cruise Control and 
Pilot Assist enhance the V90 Cross 
Country's driveability and allow drivers 
to hand over control to the car in varying 
degrees of engagement. Scary as hell to 
try on our roads.

The D5 AWD models has PowerPulse 
technology, offering 173 kW at 4 000 
rpm and 480 Nm between 1 750 and 
2 250 rpm. PowerPulse uses a tank of 
compressed air to spool up the larger 
of the D5 engine's two turbocharges at 
low rpm, combats turbo lag and realises 
a sense of this engine being normally 

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.

Volvo V90 Cross Country

Price tags 
The new Volvo V90 Cross Country 
range begins at R770 900 for the T5 
Geartronic AWD Momentum, and 
ends with the T6 Geartronic AWD 
Inscription at R921 300. 5-year/ 
100 000 km full vehicle warranty, 
full maintenance plan and roadside 
assistance. The D5 AWD Inscription 
as tested costs R1 072 385. Options 
fitted are the Adventure Pack, 
20" wheels, Bowers & Wilkens 
premium audio, blinds and even a 
leather dashboard. The base price 
is R886 900. There are no direct 
competitors in SA for the Cross 
Country, but on road the Subaru 
and Mitsubishi wagons do the job.

The Pajero Sport 2.4 D4 MIVEC 2WD 
8-speed A/T costs R569 995. The 
4WD 8-speed A/T costs R599 995. 
The Pajero Sport has a 3-year/100 
000km manufacturer's warranty and 
a 5-year/90 000km service plan. The 
direct competitors are: Ford Everest, 
Chevrolet Trailblazer and Toyota 
Fortuner. 
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BRAAI the  
beloved country 
Invest in a franchise with Zebro's, one of South Africa's 
most loved chicken brands, and build a business that is 
'real good' in every way...
South Africans love nothing better than a 
braai, with deliciously marinated chicken 
very often being the meat of choice. And 
so it didn't take long for a small store in 
the equally small Western Cape town 
of Caledon, serving up this winning 
combination, to gain popularity in the 
early 1990's. So much so that over time, 
this unique chicken, braaied over smoking 
hot coals and basted in a famous sauce 
became a nationwide family favourite 
with 54 stores across the country. 

In 2014 Zebro's was acquired by 
franchising giant Taste Holdings, 
providing existing and potential 
Taste franchisees another investment 
opportunity, aimed at a middle to  lower 
income segment. Taste Holdings owns 

and licenses a portfolio of franchised 
and owned, category specialists, Quick 
Service Restaurants (QSR) and retail 
brands currently represented in five 
countries in Southern Africa. In addition 
to Zebro's, they own and operate The 
Fish & Chip Co. and Maxi's Restaurants, 
and are the master licensors for 
Domino's Pizza and Starbucks. Its luxury 
goods division is underpinned by three 
owned retail brands – NWJ, Arthur 
Kaplan and World's Finest Watches. 

GREAT QUALITY,  
GREAT VALUE 
The simplicity of the Zebro's menu, which 
includes chicken on the bone, chicken 
burgers, fresh-cut chips and assorted 
salads, has resulted in the lowest new-
store establishment costs for its category, 

as well as simplified in-store operations. 

While knowing better than to tamper 
with the Zebro's core offering - premium 
quality chicken and chips with a generous 
serving of sauce on top, at an affordable 
price – the brand has recently revealed 
a new corporate identity and store look, 
which Managing Executive for Zebro's, 
Jan de Beer, says "is as South African and 
welcoming as a traditional braai". De Beer 
goes on to say that the refresh and revamp 
follows a shift in strategic direction for 
the brand, and a response to having asked 
the questions: Are we relevant? Are we 
connecting with consumers? Do we add 
real value to a consumer, not only in price 
but in product quality and a differentiated 
customer experience? 

The new logo and slogan makes explicit 
reference to the fact that the chicken is 
braaied and not fried or flame-grilled, 
while the contemporary store design 
ensures customers enjoy a uniquely 
authentic braai experience in-store.  

COVER STORY Advertorial
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  We are 
excited to 

give our customers 
a truly welcoming 
South African 
experience, with 
great food at 
great value.

"The revitalised look is aligned to our 
brand's mission and showcases the 
wide variety of value meals, including a 
range of salads and family meal options," 
says de Beer. "We are excited and 
confident that we will be able to give 
our customers a truly welcoming South 
African experience, with great food at 
great value." The first new-look Zebro's 
store opened in Stellenbosch in October, 
followed by Green Acres in Port Elizabeth 
in November. 

JOIN THE FLOCK 
Zebro's is looking to grow their national 
footprint and are always on the look-
out for franchisees that fit the mould. 
Typically, they seek applicants who are 
highly motivated and passionate, with 
outgoing personalities and a hands-on 
approach. Customer service experience 
is important, as are management and 
operations skills, business planning and 
marketing know-how, and adequate 
funding to get in the game. The total 
estimated initial cost for a standard 
outlet of 80-100m² is R949 900 incl Vat. 
This amount includes an unencumbered 
franchise joining fee/deposit of 
R190 000. The total cost makes 
provision for store design, staff training, 
and launch promotion materials during 
opening and support from head office 
from day of opening. A management fee 
of 4% and marketing fee of 2% of turnover 

is payable to Zebro's on a monthly basis.

In return, the Zebro's Head Office provides 
all the training and support necessary to 
build a successful franchise. In addition to 
an in-store training program, and ongoing 
training at regular intervals with a franchise 
relationship manager, the franchisor assists 
with pro forma profit and loss cash flow 
projection sheets, a history of actual shop 
performance and indicative expenses, 
which enables the franchisee to calculate 
their potential profitability. 

"One of the most important elements 
of running a successful business is good 

planning. Zebro's is passionate about planning 
and as part of our system we will assist and 
train our franchisees in business planning and 
budgeting," says De Beer. "We have a proven 
and successful business model and can supply 
the tools that you need, but the extent of 
your profitability and return on investment 
lies in your hands. Our franchise relationship 
managers will however always be there to 
help you in the monitoring and checking of 
your business plans, and to advise whether 
you're on track or whether you need to make 
tactical changes."

If you think you've got what it takes to 
become a Zebro's franchisee, you'll need 
to go through the steps of the franchise 
process, which includes making the franchise 
enquiry, submitting an application, getting 
credit clearance and due diligence, paying the 
deposit and then meeting with the brand. You 
will then receive the disclosure document and 
start working with the property department 
to select a site which is then approved. 
Should you require funding, you'll then start 
your finance application, before undergoing 
management/owner training. Once the full 
payment has been settled, the agreement will 
be signed off and you can commence staff 
training and construction, prior to your store 
launch, which is completely supported by 
head office. 

For	more	information,	call	011	608	1999	 
or	email	franchise@tasteholdings.co.za.	
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The Franchise Association of 
South Africa's Franchise Expo, 
which has enjoyed over 20 years 
as the flagship event for FASA 
and the industry's showcase for 
small business and franchising, 
was taken to new heights in 
2017 with a complete make-

over - turning into a lifestyle 
event as the Franchise Business 
Festival.  On the back of that 
success the 2018 Franchise 
Business Festival which takes 
place from the 29th June to the 
1st July 2018 is set to be bigger 
and better.

Despite the ups and downs 
of the economy, franchising, 
according to FASA's franchise 
survey, continues to grow, 
contributing over R500 billion 
to the economy and 13,3% to 
GDP.  Both franchisors and 
franchisees surveyed were still 
optimistic about the future 
of their businesses and the 
growth in franchise outlets 
from 35 111 to 40 528 is 
proof that opportunities in 
franchising still exist.

Built on credibility 
The franchise expo's success, 
both with exhibitors and visitors, 
lies in the fact that it is owned 
and managed by FASA, which 
gives it strong credibility both 
with the exhibiting community 
of franchises and businesses 
and with the public.  With 
FASA entering a new phase 

of development in terms of 
becoming the ombudsman for 
the industry in the near future, it 
is imperative that the franchise 
exhibition continues to be 
the platform through which 
FASA promotes its members, 
the industry at large and the 
developments in our sector.

The Franchise Business 
Festival attracted over 5 000 
people who came not only to 
explore business and franchise 
opportunities but to enjoy 
the relaxed lifestyle expo that 
offered a food street market, 
live entertainment and many 
other acts and fun for kids. To 
book your stand for the 2018 
Franchise Business Festival 
which takes place from the 
29th June to the 1st July 2018 
contact Martha or Shereen at 
FASA on 011 615 0359 or visit 
www.ife.co.za.

With the global Muslim population 
exceeding 1.6 billion and expected 
to reach 2.2 billion by 2030, it is not 
surprising that the market for Halaal 
products and services has attracted 
the attention of big business. 
Many a franchise welcomes the 
opportunity to add value to their 
brand through ensuring that their 
offering is Halaal-certified; with 
the key success factor coming 
down to being able to hold to the 
highest operational standards, and 
maintain consistency. SANHA, 
as one of the country's leading 
global Halaal certifiers, has over 
the years collaborated with many 
global and local franchise brands. 
It has invaluable experience in the 
certification process of this sector 
and is the certifier of choice to most 
South African franchise brands. 

Its certification of the fast food 
and restaurant industry is based 
on a stringent monitoring and 
auditing system of every link in 

the chain, beginning with the 
franchisor who controls and 
dictates every aspect of the 
process, to the franchisee at the 
end of the chain. The franchise 
company is required to make 
full disclosures and enter into an 
agreement with SANHA which 
binds the franchisor to a host of 
conditions, including ensuring 
that all suppliers to the chain are 
Halaal approved; to not introduce 
any new item to the store without 
obtaining SANHA's approval; to 
only supply certified/approved 
products to stores; and for Halaal 
franchise options only to be given 
to stores that have consistent, daily 
authorised supervisory control.  

SANHA assures franchisors looking 
to go down this route that, by 
choosing SANHA they are secure 
in the knowledge that they are 
upholding the highest standards of 
Halaal. Visit www.sanha.co.za for 
more information. 

Not many people can resist 
the temptation of delicious 
cookies, straight out of the 
oven; and the Cookie Works 
concept enables customers 
to experience this, without 
the associated mess of 
doing it at home. A first of 
its kind in South Africa, the 
concept enables customers 
at Cookie Works outlets 
to experience the baking 
of their own creation of 
uniquely flavoured cookies, 
right in front of their eyes in 
less than ten minutes. With 
a choice of different flavours 

of dough, and a variety of 
mix-ins to choose from, they 
are limited only by their own 
imagination – chocolate 
marshmallow cookie 
sandwich anyone? The sweet 
delights are accompanied 
by a menu offering a hot (or 
cold) drink of choice. For 
entrepreneurs passionate 
about people and creating 
memorable moments, there 
is the opportunity to be 
part of the Cookie Works 
success story, as they expand 
operations, one heavenly bite 
at a time. 

Freshly baked  
cookies anyone?

Be part of the 2018 franchise business festival 

Get your franchise  
Halaal-certified 

THE FRANCHISE GUIDE Industry snippets





Wayback Burgers, one of America's 
fastest growing burger franchises, 
are actively negotiating with master 
franchisees in the UK, Germany, and 
South Africa; having already awarded 
franchise agreements in more than 35 
countries. "In each country, we develop 
relationships with experienced food 
executives interested in becoming 
master franchisees and area developers 
responsible for introducing and growing 
the Wayback Burgers brand. These 
master franchisees and area developers 
open and run a successful Wayback 
Burgers restaurant before selling the 
concept to other independent owners. 
This system works beautifully because 
American brands sell incredibly well 

in other countries when a respected 
and proven native businessman is 
leading the charge," says Executive Vice 
President Bill Chemero. 

Founded in 1991 in Newark, 
Delaware, Wayback Burgers is a 
Connecticut-based fast-casual 
franchise with a reputation for 
cooked-to-order burgers and thick, 
hand-dipped milkshakes, served in 
an environment that hearkens back 
to a simpler place and time - when 
customer service meant something 
and everyone felt the warmth of 
the community. The brand currently 
operates in 136 locations and had a 
record-setting start to 2017. 

Wayback Burgers looking 
set to hit SA 

Measure, the largest U.S. provider 
of drone services for enterprise 
customers, announced its first 
franchise location recently, with 
the grand opening of Measure 
Springfield in Illinois. The new office 
provides local, face-to-face service for 
businesses in Central Illinois that are 
interested in using aerial data collection 
to improve productivity, control costs 
and increase workplace safety.

The franchise's primary focus is on the 
telecommunications, construction, 
energy and agriculture sectors. 
Capabilities range from inspecting 

cell tower, wind farm and solar farm 
infrastructure to surveying construction 
sites, monitoring construction project 
progress, and assessing crop yields, 
irrigation problems and pest infestations 
for precision agriculture. Aerial 
imagery for commercial real estate, 
insurance, media and disaster response 
applications is also available.

All services enable customers to take 
advantage of the efficiencies and 
insights of drone technology without 
the time, expense and experienced 
personnel required to manage their own 
drone programmes. 

Measure's first drone 
services franchise opens 
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32   YOUR BUSINESS | December 2017-January 2018

Franchising in South Africa continues to 
be favourable for new and developed 
home-grown brands as well as major 
international brands entering the 
country. According to the latest Franchise 
Association of South Africa statistics, 
88% of franchises in South Africa are local 
brands and 12% are international brands. 
The statistics also reflect franchising 
having an increased contribution of 
13,3% towards the GDP. This growth 
trend is expected to continue, but may 
be slowed by a weakening rand and a 
challenging trading environment as a 
result of rapidly changing and volatile 
economic conditions. 

Despite the continued growth in 
franchising, new franchises need to be 
cautious when choosing markets so that 
they can weather the volatile economic 
storm. Existing franchises will have to 
improve efficiencies in tight margins and 
manage their fixed costs, such as leases 
and staff costs, to remain profitable. Many 
franchisors may also opt to rebrand and 
refurbish stores to keep up with trends 
and stay top of mind with consumers.

Nedbank franchising expert, Laurette 
Pienaar, provides an overview of some 
the advantages of franchising, and why it 
is still a good investment option despite 
the economic environment.

Enjoy the freedom of owning  
a business with an experienced 
business partner 
Franchising is often described as a 
business format where you are 'in 
business for yourself, but not by 
yourself'. Franchise owners are able 
to own their own businesses, manage 

Why invest in  
a franchise?	

it daily and benefit from profitable 
trading without having to do any 
product development or national 
branding awareness. The franchisor has 
a dedicated marketing strategy and is 
responsible for all national marketing 
through the collective marketing fund, 
which ultimately benefits their entire 
franchisee network. This could include 
television and radio advertisements, 
social media campaigns and billboards, 
which are often unaffordable for a 
standalone non-franchised store. In 
addition, product development, for a 
restaurant for instance, is managed by 
the franchisor. Various menu options and 
food technology will be tried and tested, 
and the exact profitability margins will be 
calculated on all products before they are 
released to the franchise network. 

Benefit from supplier 
relationships and bulk  
buying power
Most successful franchises either have 
good relationships with external suppliers 
or own their suppliers through vertical 
integration. This ensures that franchisors 
are able to negotiate bulk purchase deals 
(based on their entire network) with their 
preferred suppliers to the benefit of their 
franchisees. These negotiations may include 
the additional benefits of a dedicated 
payment system, logistical arrangements 
and distribution of stock to the franchisee 
stores, which further assist franchisees. 

Easier access to finance 
Funding is an integral part of expanding 
a franchise network when it comes to 
setting up, purchasing and revamping 
franchise outlets. Banks rely on several 
factors, including the holistic brand 
performance, the infrastructure and 
the franchisee support, which means 
it might be easier for an individual 
franchised store to get finance than a 
non-franchised store. Franchisors invest 
greatly in stringent selection processes 
and training of franchisees upfront, 
which adds further comfort when banks 
assess a finance application. Banks 
generally finance 50% funding of the 
total setup cost, with the franchisees 
contributing 50% by means of 
unencumbered cash.

Regardless of the benefits of franchising, 
it is still important to complete a proper 
due diligence before buying into any 
franchise. Not all franchise formats and 
brands are equal, and sufficient research 
has to be done before investing in a 
specific brand. With proper due diligence 
and planning, franchising can certainly be 
a lower-risk, high-reward route for both 
franchisor and franchisee. 

For more information on how Nedbank can assist please 
contact Laurette Pienaar, National Franchise Manager, 
Nedbank Business Banking. Tel: +27 (0)11 294 2829,  
email: franchising@nedbank.co.za. 

Nedbank provides flexible, relevant and cost-effective financial packages that take into account your company's 
present position and future goals. Lending forms an integral part of business success and Nedbank provides packages 

customised to the needs of each franchise concept. These finance packages include funding for new store setups, 
financing for resale transactions, financing of multisite franchises, as well as revamps.

Laurette Pienaar
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The old adage of "let the buyer beware" 
is very applicable when considering 
franchising, as you are no doubt about to 
invest a significant amount of your savings 
into a concept that sounds good, but which 
you don't really know all too much about. 
Your success depends on a combination 
of factors in addition to the franchise on 
offer and the franchisor behind it; you also 
need to do a self-evaluation and weigh 
up the feasibility of your own business 
plan. Arming yourself with knowledge and 
expertise is the best safeguard against a 
poor investment. 

A GOOD FIT 
You must be very careful about how you 
select a franchise. It is usually advisable 
to choose a compatible industry. This 
being said it must be remembered 
that a dancer is not always the best 
option to run a dance school. Other 
skills and characteristics required to 
successfully run the business must be 
taken into account – the most important 
being business acumen and financial 
management skills. Franchising is not to 
be considered a "get rich quick scheme" 
– more like a get rich slowly scheme! The 
investment will take time to make returns 

and you must be financially prepared for 
this. If you are over-geared and have had 
to use too much borrowed finance at the 
outset, it is going to be difficult to provide 
for essential and unforeseen costs.  It is 
imperative that the business has a solid 
working capital base to ensure cash flow 
is sound. Sometimes it is better to keep 
it small and simple rather than stretching 
yourself beyond your financial capabilities. 
When it comes to these matters it is vital 
that you consult legal advice, financial 
advice and discuss it with your family. 

SOME QUESTIONS TO ASK 
AROUND THE FIT INCLUDE: 
■ Is becoming a franchisee for me?
■ Can I be a part of this business?
■ Will I fit in as a franchisee?
■ Am I ...

–   Able to comply with the franchise 
rules?

–   A "go-getter?"
–   People orientated?
–   Looking for a long term investment?
–   Prepared to work long hours?
–   Willing to learn?

–   Motivated by monetary reward?
–   Passionate to make it work? 
–   Able to manage people?
–   Financially sound?
–   "Hands-on"

THE TRACK RECORD 
As much as the franchisor may be choosing 
you... you are also choosing them. It 
is therefore necessary to evaluate the 
franchisor and their history very closely.   
It is now required by law that a franchisor 
provide you with a Disclosure Document. 
This is usually after you have signed a 
confidentiality agreement as it gives a 
number of insights into the franchisor's 
business. The answers to the following 
questions and more should be provided  
in that document:

1  How long has the business been in 
operation?
2  How long has the business been 
franchising?
3  How many franchised outlets are there?
4  How many company-owned stores  
are there?

Ask the	right	questions 

DO THE MATHS 
A critical success 
factor is ensuring that 
you get your numbers 
right. Spend ample 
time investigating 
financial issues and 
be fully aware of the 
implications. These 
include:
■  How much does the 
franchise cost?
■  What is the upfront 
franchise fee? (usually 
not financed)
■  How much is 

required for working 
capital?
■  Are there any 
financial projections for 
the first 3 years?
■  What are the 
ongoing royalty fees 
and advertising fees?
■  Evaluate different 
scenarios e.g. slow 
growth/ rapid growth. 
■  What is the required 
deposit? 

–  It is important 
to note that the 

franchisor may 
not take a non-
refundable deposit 
from you during 
the recruitment 
process. Even if a 
potential franchisee 
is not successful 
they are entitled to 
receive their deposit 
back less direct 
costs borne by the 
franchisor. 

A business can turn 
into a disastrous failure 
if there is not sufficient 

understanding of the 
financials. Franchisees 
must understand 
the cash flow cycle, 
manage business debts 
and keep detailed 
records or reconcile 
financial records on a 
regular basis. 

INTERROGATE 
EXISTING 
FRANCHISEES 
One of the best 
advertisements for 
a franchise are the 
existing franchisees. 

The franchisor with a 
compliant Disclosure 
Document has the 
details of existing 
franchisees and you 
are well within your 
rights to contact them. 
Be sure to speak to 
them and ask the right 
questions, such as:

1  Are they making a 
profit?
2  Are they getting a 
good return on their 
investment?
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When evaluating a franchise opportunity, it is critical to do all your homework. 
Here are some prompts around requesting the information you need to know...



5  What are their expansion plans?
6  What is the failure rate?
7  How many closures have there been in 
the last 36 months and why?
8  How many franchisees exited 
voluntarily?
9  Are they members of FASA?
10  What is the head office infrastructure 
and the level of support like?
11  Is the franchisor a supplier of products, 
exclusive or not?
12  Does the franchisor assist with site 
selection and lease negotiation?
13  Will the franchisor assist with design, 
shop-fitting and opening?
14  Does the franchisor assist with 
obtaining finance?
15  Is there initial training provided on 
operational and business management 
skills?
16  Has the franchisor provided you with 
financial projections? 
17  Is the franchise package in place?

a.  Disclosure Document
b.  Franchise Agreement
c.  Operations Manual

18  What national advertising and 
marketing support will be received?
19  Is there field support available and how 
regularly?
20  What is the culture of the franchisor?

MARKET CONDITIONS 
As much as you need to evaluate the 
franchisor it is also important that you 
take responsibility for evaluating and 
investigating the market. It is questions 
such as the following that you should  
be asking:

1  Is the business sector healthy or in 
decline?
2  What is the product or service 
potential?
3  Has a sufficient market demand 
been established?
4  Who are the existing competitors?
5  What percentage market share does 
the franchisor have?
6  What is the value of the franchisor's 
brand?
7  Does the franchisor control the 
marketing?
8  Is there a marketing fund?
9  Do I need local area marketing?

If the investment you are making is 
linked to a store or an outlet, then 
ensure that a proper site evaluation 
is conducted. You will need to 
determine the following: the viability 
of the location; demographics of 
the area; type of site; position 
of site; visibility and surrounding 
infrastructure. It is vital to determine 
if the parking is sufficient and 
accessible as well as the foot 
traffic. Ensure you are aware of the 
competition in the area as well as 
the success of existing and previous 
businesses on this site.  The location 
must also be zoned for business and 
allow adequate signage visibility.  

Nicola Maré is a Director at 
Franchize Directions, a franchise 
development consultancy which 
since 1997 has developed and 
served the franchise sector 
through specialised development 
and support services.  
www.franchize.co.za

3  What unexpected 
capital was needed?
4  How do they feel 
about the relationship 
that exists between 
franchisor and 
franchisee?
5  Are they satisfied 
with the support 
being provided by the 
franchisor?
6  If they knew then 
what they know now 
- would they buy the 
franchise? 

There are many 
examples and statistics 
that quote the success 
rate of franchised 
businesses versus 
independent businesses. 
It must be understood 
that franchising is not 
fool proof. It is not 
guaranteed success and 
it does not alleviate 
personal commitment. 
Although there may be 
a proven business model 
it does not mean that 
the franchisor is going 
to provide everything 

on a platter for you. 
The success rate is 
largely dependent on 
the franchise that you 
buy into. However, this 
success comes from 
a combination of the 
support you receive 
from your franchisor, 
and the time and effort 
you as the owner-
operator put into your 
business. Make sure 
you do your homework 
upfront and we wish you 
the best of luck in your 
endeavours.  
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There are a couple of published 
definitions of what an entrepreneur is: "A 
person with the ability to create a working 
business where none existed before.  The 
entrepreneur produces the combination 
of ideas, skills, money, equipment 
and markets which form a successful 
business" (Blake and Lawrence). Or 
"Entrepreneurship is the process of 
creating or seizing an opportunity and 
pursuing it regardless of the resources 
currently controlled" (Timmons et 
al). Lambert & Bessant express: 
"Entrepreneurs are essentially risk takers". 
The characteristics that we glean are 
that an entrepreneur is essentially a 
self-starter, an innovator, a creator, an 
implementer and a risk-taker. 

Purchasing a franchise means buying into 
a proven business model. Usually the 
business model was initially a concept that 
an entrepreneur has taken the time and 
energy to develop and refine into a viable 
business opportunity. It is important to 
be cognisant of the responsibility that 
becoming a franchisee means not only 
respecting the brand but also respecting 
the business system developed by your 
franchisor.  The profile of a franchisee 

Entrepreneur: will you succeed 
in franchising?
Knowing your 
characteristics 
and business 
strengths, along 
with what it 
takes to be a 
good franchisee, 
can eliminate 
any potential 
mismatches...

is not purely an entrepreneur in the 
'maverick' sense that it is often defined.  
As a franchisee there are certain elements 
of the franchise business that are 'non-
negotiable' and these elements are crucial 
to the national brand and system identity.  
Depending on the parameters that define 
the franchise business system, the levels 
of entrepreneurial flexibility will differ. 

A pure entrepreneur is always on the 
lookout for new opportunities.  This is 
not always possible in a franchise system.  
If Mr Franchisee in Jaggersfontein 
identifies that electric scooters are the 
new town craze, adding this item for 
sale in his fast food franchise may be an 
opportunity - but in most cases, this will 
not be accepted by the franchisor.  A pure 
entrepreneur is always looking for the 
market gap and finding a way to fill it, and 
for this reason this may not be compatible 
with a franchise model.  

PROFILE	OF	A	FRANCHISEE	
Therefore it is safer to say that the 
profile of a franchisee is defined as an 
'intrapreneur'. An intrapreneur is an 
individual who has no need to start their 
own business, but who wishes to find 

expression for their business abilities with 
an existing system.  An intrapreneurial 
profile is more suited to a franchisee as the 
famous adage goes: franchising is being in 
business 'for yourself but not by yourself'.  It 
allows the person to be in business and to 
be in control, but yet also to be compliant 
to a system – a "compliant entrepreneur" 
in some respects. 

A successful franchisee has a healthy 
combination of attributes.  They have 
elements of pure entrepreneurship 
and use this creativity and aptitude 
to drive the elements of the business, 
and can control the success of their 
franchise.  They also have characteristics 
of the traditional employee: employing 
restraint and respect for the business 
elements that are 'non-negotiable' 
and following a tested system for the 
success of their franchise.

Being successful in franchising is the 
realisation of two things. Firstly, it is the 
fact that you have purchased a proven 
business system; and therefore, while 
the franchisee is responsible for the 
micro-perspective and can weigh in with 
thoughts on how to change things, it is 
ultimately the franchisor who drives the 
macro picture. Secondly, the success of 
your franchise in your local market is 
most certainly up to you, the franchisee. 
It's your drive, motivation and 'hands on' 
approach that will ensure your franchise 
business goes from strength to strength.

So, are you too entrepreneurial to succeed 
in franchising?  Which characteristics 
do you bring to the table? You need to 
combine the best elements of what you 
and the franchisor possess to ensure the 
franchise and overall brand is a success. 

Lindy Barbour is a Director at 
Franchize Directions, a franchise 
development consultancy which since 
1997 has developed and served the 
franchise sector through specialised 
development and support services. 
www.franchize.co.zaLin
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KNOW YOUR CUSTOMER. I think when 
you're working on any brand, small or big, 
or small that has the potential to be big, 
you've always got to make sure that you 
fully understand the consumer and why 
they behave the way they do. You've got 
to dig quite deep to get some insights into 
their lives. At KFC we do a huge amount of 
consumer research, immersing ourselves 
in our customers' worlds, going into their 
houses to really get to grips with what 
makes them tick. This is so that whatever 
we do we fully understand the role that the 
brand is going to play in their lives, whether 
it's of interest or not, the price they're 
prepared to pay for it, if anything, who it's 
going to appeal to and so on. 

The principles are exactly the same whether 
you're a big corporate brand or a small 
business. And people forget that you don't 
have to spend thousands of Rands on 
consumer research, you can just talk to 
people. Decide who you want to sell your 
product to and then go and talk to those 
people and understand your relevance.

Whether you're a large, well-known franchise brand or a small 
business just out the starting blocks, there is a lot you can do 
to put your customer first. We chatted to KFC Africa's Chief 
Marketing Officer, MIKE MIDDLETON, on how to get this right...

THE RIGHT MIX. As much as you know 
your customers, bear in mind that many 
external factors come into play, and 
consumers often surprise us by their 
response to our marketing efforts. 
Sometimes you can have the best possible 
idea, and execute it in a way that doesn't 
appeal to your audience. Or a terrible idea 
that just blows them away – possibly if 
it was executed very well. The thing is 
you've got to have the right economic 
environment, you've got to know the 
consumer, and then bring the product to 
life and execute it well; if you get all those 
elements right and firing at the same time, 
then your chances of success are huge, but 
if you don't, and just get one of them wrong, 
it's amazing how the whole effort can fail. 
So make sure you look at every element of 
the marketing mix. It might be a product 
that is really appealing, but if you're going 
to charge the world for it, then suddenly it's 
not that appealing any more. 

PULL	NOT	PUSH. In the past, brands 
operated from a "push" strategy basis, 
telling customers what they needed to know 

and thinking that if they bombarded them 
with enough information from every angle, 
they'd get the behaviour they wanted. With 
the rise of social media, consumers have 
moved away from this, to a "pull" strategy 
where they decide which brands they want 
to engage with. Today, brands need to be 
partners with consumers and be part of 
their everyday conversation; they must talk 
with customers as opposed to talk down to 
them – this is a fundamental change in the 
way we as brands communicate. 

START CONNECTING. For a business 
starting out, I'd advise starting small with 
your marketing strategy. Be very clear 
about who your audience is, and then start 
communicating with them. If they're active 
in the digital space, which is quite likely, 
find a way to talk to them on social media. 
If not, or as a complementary effort, hold a 
small function (a braai?) with a few opinion 
holders, or hand out some flyers in the 
neighbourhood. Remember that as a small 
brand you can have more fun, as there 
aren't as many procedures and protocol 
involved as with a big corporate brand. 

Tips on encouraging  
a	customer-centric	 
culture

Mike Middleton
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Expanding its footprint into new areas, 
leading paint manufacturer - Prominent 
Paints - has joined the franchise market 
and has already opened its first three 
franchise stores in Midrand, Boksburg 
and Klerksdorp.  Part of the PPG group, 
Prominent Paints has been in business in 
South Africa for over 35 years. An industry 
that contributes 11.6% to the country's 
GDP and contributes over 400 000 in jobs, 
Prominent Paints recognises the value of 
joining the franchise market. 

Prominent Paints brand marketing manager 
Lani Carstens says the explosive growth 
potential that franchising offers made the 
decision to franchise an attractive option; 
particularly as the group is focussed on 
expanding its geographic distribution 
network. "We believe opting to franchise 
our brand will help us achieve this 
expansion in a shorter time frame.
"More than this, South Africans are 
entrepreneurial by nature and the fact that 
FASA research indicates that 82% of local 
franchisees are optimistic about the future 
of their businesses and would recommend 
franchising as the way to get into business 
- gave further impetus to our decision to 
start selling franchises," says Carstens. 

"Franchising isn't for everyone and 
definitely not for the faint hearted. We 

have a recruitment process in place to 
ensure we attract the right calibre of 
entrepreneurial candidates," says Carstens. 
"Paint experience is advantageous, but not 
a pre-condition. We are more interested 
and more favourably disposed to those 
with experience in the retail industry. 
Our strategy is to recruit prospective 
franchisees who are open to an 
entrepreneurial partnership."

 Training is mandatory for anyone who 
purchases a Prominent Paints franchise 
which says Carstens will help protect 
their reputation and ensure the technical 
expertise associated with the brand is 
maintained. This training is ongoing and all 
staff have to attend. 

"Buying a franchise can be a great move 
for someone who wants to be their own 

[FRANCHISE NEWS]:  
PPG Group Company 
Prominent Paints Offering 
Franchise Opportunities
PROMINENT PAINTS starts to franchise its stores...

boss but doesn't want to create a new 
business from scratch. A franchise offers a 
lot more security than a normal standalone 
small business; when buying one, you 
have immediate brand recognition and 
a trademark to do your business under. 
When buying into Prominent Paints – you 
are effectively buying into a brand that has 
the backing of global giant, PPG - a leading 
coatings company," says Carstens. "Informal 
research also shows that the success rate of 
a franchise is notably higher than the rates 
of standalone small businesses and this is 
where partnering with a brand like ours, 
where we are committed to making the 
franchise a success – is so advantageous."  

Backed by leading, "Best in Class" coating 
manufacturers, PPG, Prominent Paints 
was established in 1981.  A proud member 
of the Green Building Council of South 
Africa (GBCSA) and from an ecological 
perspective, its paint is lead free, complies 
to, and even exceeds the standards set by 
the GBCSA. 

For	further	information	visit	 
www.prominentpaints.co.za	

PPG: WE PROTECT AND BEAUTIFY THE WORLD    

PPG'S vision is to be the world's leading coatings company by 
consistently delivering high-quality, innovative and sustainable 
solutions that customers trust to protect and beautify their products 
and surroundings. Prominent Paints is a fully integrated member of PPG 
and a leading manufacturer in South Africa - achieved by combining 
extensive knowledge of local conditions with the technical support of 
PPG and its research and development programme.
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IRONING OUT  
the franchise relationship 
Tracey Fawell of franchise 
LAUNDRY DYNAMICS 
has invested much time  
and effort into ensuring that 
they have the right people 
on board for success...

plan, and as the investor is willing to 
follow the systems of a franchise," says 
Fawell. "A motivated franchisee has the 
drive to turn a profit within a prescribed, 
proven business model. Automatic 
success is not guaranteed, but rather the 
franchisor provides the tools and support 
for building up an established operation." 

FIT OR FOLD 
Fawell says that over time she has learnt 
to better identify franchisees that will be 
a good fit for the brand. When she first 

meets prospective 
franchisees, she gets 

The relationship between a franchisor 
and their franchisees is of critical 
importance, with the success of the 
entire business depending on the health 
of this partnership. Tracey Fawell, founder 
of the Laundry Dynamics franchise – 
established in 2011 and now a 12-store 
strong thriving network – knows this 
only too well and has experienced first-
hand the gain and growth that comes 
from each party knowing their role and 
working together harmoniously to build 
the brand for mutual benefit.

"From the outset, it's about 
understanding the difference between 
an entrepreneur and franchisee. An 
entrepreneur is responsible for making all 
the decisions in their business, whereas 
a franchisee listens and follows a game 

an understanding of their motivation 
for joining in the first place; checking 
that they are happy to follow a proven 
business model as opposed to being 
an entrepreneur and making their own 
decisions. She also asks them whether 
they are team players, if they have good 
communication skills – including being 
open to criticism and willing to take 
and use advice; whether they have the 
ability to interact with customers on a 
daily basis and sell products and services 
and what their lifestyle preferences are 
in terms of working hours and family 
requirements. The response to these 
questions gives her good insight into 
whether she thinks they'll be happy 
taking on the responsibility of being 
a Laundry Dynamics franchisee; as 
it's essential that everyone starts on 
the same page. "Even the best fit will 
lead to the odd dispute down the line, 
but it's about ironing them out before 
they escalate. All parties need to be 
reasonable and objective with the focus 
on building and most certainly not 
breaking down. Any obstacle is easy to 
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overcome, provided 
that both franchisor 
and franchisee are 
willing to work 
together to do this."

With service being 
such a critical 
factor for success in 
this industry, new 
franchisees receive 
substantial training 
and are expected 
to be hands-on 
operators who 
offer convenience-
focussed extras 
like extended business hours and other customer-centred 
activities. "Prospective Laundry Dynamics franchisees must be 
service-orientated and friendly with great interpersonal skills; 
they in turn will pass this work ethic on to their teams," says 
Tracey. "They also need to have a passion for business, and 
possess strong management, marketing and interpersonal skills. 
Then there's the attitude – willing and able, enthusiastic and 
responsible are just some of the adjectives that come to mind."

Tracey says that while they provide extensive, ongoing training 
in all areas of the business and solid marketing support, it is the 
franchisees who follow the proven Laundry Dynamics business 
model, use the marketing collateral provided in seeking out 
new opportunities for business growth, and show commitment 
to the store and to ensuring that staff members are managed 
correctly, that reap the biggest rewards. 

While the network would love to establish thousands of stores 
across Africa, they'd far prefer to focus on quality over quantity 
and grow the business in a sustainable manner alongside the 
right people. 

JOIN THE NETWORK 
Depending on the degree of participation of the franchisee, the 
size of the store and the number of employees, the Laundry 
Dynamics franchise is available in two different categories. 
A turnkey entry level franchise starts at R399 000. This would 
typically include everything needed to ensure one's store is 
completely fitted and ready to start trading, from washers and 
tumble dryers through to boilers and irons, industrial ironing 
boards and an industrial sewing machine. 

As the cost of living increases, two-income families become 
the norm and the time that people have to attend to domestic 
chores is diminished. Laundromats have proven themself to be 
virtually recession-proof – clean clothes, like food and shelter, 
are a necessity. If one considers the population across South 
Africa, and indeed Africa, it isn't difficult to see that there's 
a lot of dirty laundry out there...why not consider joining the 
team that is equipped and enthusiastic to take it on tenfold! 

"The relationship 
between a franchisor 
and their franchisees is 
of critical importance, 
with the success of 
the entire business 
depending on the health 
of this partnership." 
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Business Doctors is a Coaching and 
Consulting Franchise that is rapidly 
expanding its network. They have secured 
international and national level contracts 
and are looking for the right professionals 
to join their growing network. Business 
Doctors provide proven franchise 
solutions, enabling franchisees to leverage 
their professional experience to rapidly 
grow their business, focused on serving 
the South African SME market.

Business Doctors is a prestigious career 
franchise business. Your main role would 
be to deliver packaged business advisory 
and support services to SMEs in your 
local area. Working in conjunction with 
your national franchise support team, 
additional business opportunities may 
also be available to you.

With a wide selection of popular services, 
an outstanding pool of registered small 
and medium enterprises, a sterling 
reputation and fast-growing demand, 
the current market is ripe for Business 
Doctors.

If you are looking to become your own 
boss by building a successful franchise, 
then Business Doctors may well be the 

Looking for a high return 
franchise opportunity?
BUSINESS DOCTORS South Africa has established itself in the highly competitive Business Support 
market by adopting a holistic approach and offering 'hands on' support to their clients on their 
business journey. This is quite different to how other consultancies currently approach it.

right franchise option for you. Here are 8 
reasons to consider the investment:

1A great support network
Leveraging our dedicated 

international team ensures that you 
have the right skilled and qualified 
support, giving you the scalability you 
need without the costs of having your 
own employees. The Business Doctors 
network ensures support over key areas 
such as training, sales & marketing, call 
centre, operations and finances.

2 Access to a training academy
Our Training Academy equips you with 

our proprietary system and methodologies, 
providing you with know-how and practical 
skills geared towards establishing your own 
business and accelerating your success. 
You will be guided through three levels of 
consulting and coaching certification, Value 
Builder, Alumni and Masters Certification. 

3 High earning potential;  
low-risk investment 

Business Doctors have structured a 
franchise package that delivers not only 
leads, but actual work with upfront 
revenue. We have in 2017 generated 
more than R4 million in revenue for our 
franchise network through both public 
and private sector strategic projects. 
We are targeting to double that in 2018 
and have already secured more than 
R8 million of development work for our 
franchise network.

4 International Network
Be part of the fastest-growing 

international franchise. Become part of a 
growing local and international team of 
experienced professionals all passionate 
about helping SMEs grow and succeed. 

AdvertorialSHOWCASE

Christie Heath,  
Business Doctors Lynnwood,  

FNB Business of the Year 2017 Nominee

FNB  
BUSINESS OF  

THE YEAR 2017  
SILVER AWARD  

WINNER
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With more than 50 franchisees in nine 
countries, the Business Doctors brand 
comes with more than 14 years of SME 
support experience and solutions.

5 Competitive advantage 
As part of your franchise you gain 

exclusive access in South Africa to 
global platforms and solutions, making it 
easier to build your business in a highly 
competitive market. Business Doctors 
have secured exclusive rights for the 
next 10 years to some of the best SME 
support and growth solutions.

6 Sales leads and support 
With dedicated large-deal leads and 

more than 65 000 monthly business 
exposure, our franchise solution ensures 
access to leading marketing automation 
platforms and portals supported by 
national marketing campaigns and sales 
delivering a constant flow of qualified 
leads.

Our international best practice portals 
will ensure that you are equipped with 
the systems and know how to generate 
leads for your business. Joining the 
Business Doctors Franchise ensures you 
get more than 200% return on every 

marketing Rand spent through Business 
Doctors national marketing spend.

7 Established customer 
network 

Becoming a Business Doctor gives you 
access to proven SME solutions with 
measurable results. From day one, 
become part of a team delivering to 
both SME, Government and Corporate 
customers. Leverage international and 
local case studies with measurable 
impact and success to fast track your 
franchise growth. Business Doctors 
has worked with 1000s of SMEs over 
the last 14 years while at the same 
time delivering for both Corporate and 
Government projects.

8 Award winning franchise
Become part of an award-winning 

franchise. Become part of a winning 
team with both international and 
local awards ensuring your business 
growth leverages a strong brand with 
award winning business and franchise 
solutions.

Contact	Business	Doctors	today	for	more	
information	on	011	028	2854	or	visit: 
www.business-doctors.co.za	

Niree Stanley,
Business Doctors Northcliff,  

FNB Business of the Year 2017 Bronze Award Winner
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3@1	Business	Services	Centre

The 3@1 Business Services franchise concept offers  
a retail opportunity in the business services and 
communications industry.  Boasting cemented 
partnerships with DHL and Kodak Express photographic provider, 
our Franchisees can offer an ever-broadening selection of services 
compared to our competitors. 3@1 Service offering encompasses DHL 
Express Easy, counter to counter local Courier, Kodak Express offering 
photo's, collages, block mounting and photobooks as well as ID & Visa 
photos. We also offer business print, Broad format print and related 
services like binding, laminating etc. immediately accessible to the 
consumer and business user. 3@1 now offers business registrations and 
many SARS related services too. As a 3@1 franchisee you can also apply 
to become a commissioner of oaths.  Franchise prospects are aided with 
site location and turnkey store set-up.  

CONTACT DETAILS

Tel 0861 359834 / sms your email address and "3@1" to 079 118 0766
Email enquiries@3at1.co.za
Website www.3@1.co.za

A+ Students 

A+ Students is a maths and mental arithmetic 
franchise model, and the brainchild of 
Marlene Mouton, a maths teacher who saw 
the potential in teaching kids as young as 3 years old the Office  
basics of maths and mental arithmetic. A+ Students is looking to 
open at least 15 education centres/stores in 2018, and are looking 
for franchisees who are passionate about helping kids. Joining the 
network is an ideal opportunity for those with entrepreneurial 
spirit, looking to exit the formal teaching or corporate world.  
The investment cost for a teaching-only franchise is R175 000 
plus Vat, which enables franchisees to make a start and grow their 
venture, before opening a proper teaching facility and larger store. 
For more information please contact us.    

CONTACT DETAILS

Tel 011 958 2910 | 084 973 0851
Email andyr@aplusstudents.co.za  
Website www.aplusstudents.co.za

Aldes Business Brokers 

Established in 1979, Aldes Business Brokers 
are the undisputed leaders in business broking 
and the largest firm in Africa. They offer an ideal 
opportunity for sales- or marketing-orientated franchisees to be 
in business "on their own but not alone", with flexibility while still 
enjoying the back-up of a trusted organisation. Aldes franchisees 
earn commission not only through the sale of businesses but also 
through the group's countrywide referral commission structure, 
with earning potential depending entirely on the person, their 
skill set, effort and enthusiasm. They also benefit from access to 
a large and growing database of buyers and sellers as well as free 
advertising on the Aldes website and the www.businessforsale.
co.za site. Hands-on, intensive training is provided at Head Office, 
with ongoing support thereafter. 

CONTACT DETAILS

Tel 012 361 2690
Email aldes@aldes.co.za  
Website www.aldes.co.za

Braai Hut 

South Africa is known for its sunshine, 
passion for sport and braaivleis. And Braai Hut is looking to serve 
up delicious, traditional braaivleis fare - steak, chops, sausage and 
more - in malls and other sites across the country. This is a South 
African tradition turned into a profitable and exciting business 
opportunity. The stores offer a full range of ready-prepared, take-
away braai meals along with salads, pap and other side orders.  
The investment of R345 000 has been kept low to ensure that this 
remains a viable business opportunity with a menu that is loved by 
all South Africans.

CONTACT DETAILS

Tel 072 203 7872 
Email sabizopps@gmail.com  
Website www.sabizopps.co.za

Business	Doctors	

Business Doctors is a Coaching and 
Consulting Franchise that is rapidly 
expanding its network and are looking for the right professionals to 
join. Business Doctors provide proven franchise solutions, enabling 
franchisees to leverage their professional experience to rapidly 
grow their business, focused on serving the South African SME 
market. With a wide selection of popular services, an outstanding 
pool of registered small and medium enterprises, a sterling 
reputation and fast-growing demand, the current market is ripe for 
Business Doctors. A great support network; access to a training 
academy; high earning potential, being part of an international 
network and established customer network is just one of the many 
reason to become a Business Doctors franchisee. 

CONTACT DETAILS

Tel 011 028 2854  
Email steves@business-doctors.co.za  
Website www.business-doctors.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.  Area franchises available from 
R250K. For more information please contact Chris Dunn.  

CONTACT DETAILS

Tel 0861 359 834 | 079 118 0766
Email cdunn@assistedhomenursing.co.za  
Website www.assistedhomenursing.co.za

A-Z	Advertiser	ProfilesTHE FRANCHISE GUIDE
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Cookie Works

The Cookie Works concept is about the 
customer's experience of baking their 
own creation of uniquely flavoured cookies. This is done in front 
of their eyes in less than ten minutes, fresh from the oven, with 
all the messy work done by Cookie Works. A first of its kind in 
South Africa, the Head Office team is on the lookout for energetic 
operators who are good team players and who understand 
the importance of customer service excellence. Franchises are 
available from R695K ex Vat, which includes store fittings and 
equipment, legal documentation, training, an operations manual 
and menu and supplier network. With a passion for people 
and business, the franchisor will share knowledge and provide 
ongoing support and training to ensure franchisee success. For 
more info please contact Chris Dunn.  

CONTACT DETAILS

Tel 0861 359 834 
Email chris@cookieworks.co.za 
Website www.cookieworks.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

Domino's	Pizza	

Over a million customers a day, 
worldwide!  Like most successful business stories, Domino's 
Pizza started out small – with just one store in 1960 in Michigan 
USA.  Today, Domino's Pizza is the world's largest pizza delivery 
brand, with more than 13 200 outlets spread over 80 countries.  
Taste has a 30-year master licence agreement to develop the 
brand in South Africa and seven African countries.  Domino's 
leads its market category due to world-class manufacturing and 
distribution of its food ingredients, systemised fast delivery and 
industry leading e-commerce platforms.  Extensive training and 
support is offered in all aspects of the business.  If you would like 
to become part of this growing family, please contact Dewald van 
Deventer at Taste Holdings Food Division.  

CONTACT DETAILS

Tel 011 608 1999 
Email franchise@tasteholdings.co.za 
Website www.dominospizza.co.za

EnviBin	

EnviBin is South Africa's leading home 
and commercial environmentally 
friendly bin cleaning service with agents across the country. We 
have developed a water wise mobile unit where water is recycled 
and purified throughout the day. What makes this opportunity 
unique is the fact that we source clients on your behalf! Clients 
pay by debit orders, so your R60 000 income per month is 
secured. Secure your franchise today for R219 000.  Don't delay 
- opportunities to become part of this successful brand are going 
fast - the first ten agencies were sold within the first month! 
For more information please contact Andrew van Zyl.

CONTACT DETAILS

Tel 082 442 8850 
Email andrew@digimm.co.za  
Website www.digimm.co.za 
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"Tough economic conditions 
are the optimal environment 
for business brokers," says 
Ferdie van Greunen, who 
heads up Aldes Business 
Brokers. Aldes franchisees 
benefit from joining an 
established network of experts 
and the additional huge 
exposure via the Aldes online 

presence which includes  
www.businessforsale.co.za. 

A business broker is by 
necessity a generalist who 
must also possess financial 
acumen, sales ability, sound 
ethical judgement, a good 
dose of legal understanding, 
and excellent people skills.  
"Experience has taught us that 
individuals who have owned 
their own businesses have 
most of these qualities and 
find it easier to advise clients." 
Knowledge gaps are filled 
through training, which is an 
ongoing process. "We have 
the added advantage that we 
can source most of what is 
needed from within the vast 
skillset of our brokers," says 
Van Greunen. "At the core, 

we are a service business, and 
delivering professional service 
to our clients is a key factor 
for success."

Building a network 
The challenge in the 
beginning is to gain clients 
and build up a referral 

Since 1979, the Aldes brand 
has established itself as a 
leading name in business 
broking, and has aligned itself 
with service partners to help 
buyers overcome the many 
obstacles on the path  
to business ownership.

network, although franchisees 
are able to sell colleagues' 
business opportunities. While 
franchisees advertise, promote 
and market themselves and 
their businesses for sale in their 
local area as they require, head 
office supplies the necessary 
marketing material. There are 
no marketing fees or advertising 
costs and everything is taken 
care of by the Aldes integrated 
business broking system. "Our 
franchise model translates into 
very low overheads and head 
office shares in both the risk of 
underperformance as well as 
the success of our franchisees," 
says Van Greunen.

Entrepreneurs make money by 
addressing gaps in an economy. 
The opportunities are limitless; 
so why not gives Aldes a call 
and start building your own 
business?

Ferdie van Greunen

The business of 
SELLING	BUSINESSES
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Experimax	

Experimax is a fresh new franchise 
just launched in South Africa. 
This one-of-a-kind concept specialises in offering quality, pre-
owned Apple products and accessories, repairs and trade-ins. 
In addition, they assist with software and system update needs. 
New Experimax franchisees have the opportunity to join one of 
the fastest-growing international franchise brands, with Apple's 
high customer loyalty and vast customer base driving traffic to 
Experimax stores. The best part is that you don't have to be 
tech-savvy to own a store, but the franchisor will equip and train 
you in all aspects of the business. The start-up capital required is 
dependent on the size and location of the store, as well as your 
store's stock. It will typically range between R1.5 million and  
R2.5 million. 

CONTACT DETAILS

Tel 021 871 1026
Email admin@experimax.co.za 
Website www.experimaxfranchise.co.za

Express	Employment	Professionals

For more than 34 years, Express Employment 
Professionals has helped individuals find jobs and businesses find 
the right people through their holistic human resources expertise 
and strategically aligned specialist partners. Today, Express 
is the largest franchised staffing firm in South Africa, with 11 
independently owned franchised Express offices and 1 Licenced 
Express office focused on pharmaceutical placements. Owning 
an Express franchise has many benefits including pre-opening 
support, ongoing training, marketing and advertising support, 
increased brand awareness, consistent quality, a support network 
of fellow franchisees, payroll support, national contracts and 
business development support. Express Employment Professionals' 
commitment to top customer service is reflected in their ongoing 
mandatory training of franchisees and their staff via an online 
proprietary education and training programme known as EU 
(Express University). 

CONTACT DETAILS

Tel 012 641 0100
Email carolyn.diaz@expresspros.co.za 
Website www.expresspros.co.za 
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Digit Vehicle 
Tracking 
and Fleet 
Management 
provide a full 
spectrum 
of digital 
solutions for 
the logistics, trucking and consumer market.  
The Digit product range includes vehicle 
camera systems referred to as Mobile DVRs 
(Digit Video Recorders), traditional vehicle 
tracking and 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.

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.

Earn a substantial ROI
Digicell, owners of the Digit Vehicle Tracking 
brand, have launched a unique business 
opportunity that requires limited resources 
yet can easily grow to offer a substantial 
return on investment (ROI).

The turnkey Digit Vehicle Tracking franchise 
model has been refined to the extent 
that after only a few days' training, new 
franchisees can hit the ground running. 

This system gives distributors a unique 
opportunity to earn recurring revenue that 
will making income flows more predictable 
which carry the business through the 
quieter months. 

If you possess the right attitude and are 
willing to make an effort, Digit can help 
you achieve the success you desire even 
with limited or no knowledge of vehicles, 
electronics or telecommunications. 
The company prides itself on the level 
of training and support offered to new 
dealers, along with an annual conference 
which also offers a great opportunity for 
networking. Specialised training courses 
are 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. 

FEATURED	OPPORTUNITY Advertorial

Digit	Vehicle	Tracking 
offers growth opportunity
Digicell have launched a unique 
business opportunity at the forefront  
of the ever-changing vehicle monitoring 
technology sector...

- with no royalties or marketing fees payable!
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Ezi Wash  

Ezi Wash offers an essential service to the 
public and the business sector. Services 
include washing, drying, folding, ironing, tailoring and it also offers 
a drop-off service. The neat and friendly shopfront and excellent 
service keep customers coming back. A turnkey franchise is 
available and franchisees receive a fully outfitted shop. An Ezi Wash 
franchise is at the lower end of the cost spectrum at R185 000. 
You can, however, expand as the business grows. The possibilities 
are endless and it is an easy to run business. Franchisees receive 
full training and ongoing support. Opportunities are available 
countrywide and in neighbouring countries.

CONTACT DETAILS

Tel 072 203 7872 
Email sabizopps@gmail.com
Website www.sabizopps.co.za

Funky	Chicken	

For customers that love the taste of fried 
chicken but worry about the oil content, Funky 
Chicken offers a healthier alternative, made 
using a streamlined process. A locally developed product, Funky 
Chicken contains no added MSG, preservatives or binding agents, 
and the simplified production means less equipment, less hassle 
and less cost. For a limited time, franchises are available from 
only R350 000 depending on the size of your premises. Included 
is equipment, shop fitting and branding, training and a training 
manager who will be made available to assist you and your staff. 
Limited competitors mean the public is ready for a new option...
fast food without the guilt. Capitalise in on this opportunity today! 
For more information contact Ian.  

CONTACT DETAILS

Tel 082 298 1053 
Email info@funkychickensa.co.za  
Website www.funkychickensa.co.za

Genrand	Bridging	and	Bond	Finance

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.

CONTACT DETAILS

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

HiDro	Pressure	Cleaning

HiDro pressure cleaning is a business 
concept that offers high pressure cleaning for homes and offices. 
This high pressure cleaning system is built onto a trailer and can 
be used to clear blocked drains and clean windows, trucks, factory 
floors, driveways, boats, roofs, gutters and walls – it really can do 
it all. This one-man operation can be run from home and up to 
ten clients can be serviced a day, with drain cleans estimated at 
between R600 and R900 per drain clean. The cost of R249 000 
includes the equipment, a marketing pack, full training and ongoing 
support from the operations manager. Agents are also assisted with 
all business-related challenges to help them maximise their full 
potential.  For more information please contact Andrew van Zyl.

CONTACT DETAILS

Tel 082 442 8850 
Email andrew@digimm.co.za  
Website www.digimm.co.za 

Inspectahome	

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

CONTACT DETAILS

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

Kill-a-Bug	

Kill-a-Bug specialises in services such 
as termite treatment, fumigation, weed control, bush clearance 
and other sanitation solutions, as well as 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 (FASA).

CONTACT DETAILS

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

In addition to their dry cleaning, laundry and 
on-site shoe repair services, Levingers outlets 
retail an extensive range of shoe and closet care products and 
provide specialised services such as mending and tailoring, tailor-
made suits, professional dyeing of clothes, shoes and leather goods 
and specialised cleaning of leather and suede items. Levingers also 
offers large corporate businesses a tailor-made service for in-house 
dry cleaning, shoe repair and clothes mending. Levingers franchisees 
are supported by Head Office with business supports, quality 
service, processing and sales and marketing tools. Ongoing training is 
provided on an ad-hoc basis to ensure that franchisees stay abreast 
of industry trends. Applicants with prior business experience, who 
are comfortable dealing with people from all walks of life, will be 
given preference. Contact Yadhir Mooloo for more information.

CONTACT DETAILS

Tel 082 376 7086  
Email yadhir@levingers.co.za 
Website www.levingers.co.za

Maid4U

Maid4U is a premier training, recruitment and 
placement agency for domestic workers, nannies,  
au-pairs, cleaners and home-based care workers. The focus is 
on the creation of a safe and secured platform for household, 
SMMEs and retirement homes to sources reliable, screened and 
trained employees. With over 7 awards for Good Service, Job 
Creation, National Business Champion and the Premier Award, 
the agency is expanding its offering throughout SA. The franchise 
opportunity offers affordable startup costs and high returns. 
Maid4U has secured funders that will assist franchisees in need 
of funds. Franchisees will benefit from full training, full office set 
up, assistance with all legal, HR and compliance issues, from head 
office, leaving them free to focus on servicing their clients in their 
assigned location and the recruitment aspects of their branch. 

CONTACT DETAILS

Tel 012 940 1974/75/76/77 |073 011 5462 | 073 011 5462
Email info@maid4u.co.za
Website www.maid4u.co.za

Laundry	dynamics

Laundry Dynamics has achieved fantastic 
growth in its 6 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

Lawnpro Lawn Doctors

No other franchise achieves the gross 
profits of the Lawnpro Lawn Doctor.  For 
24 years Lawnpro franchisees have offered 
environmentally friendly and pet-and-child 
safe solutions to ensure that their 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 opportunities available all across South Africa. 
The proven business model translates into low overhead expenses as 
operators 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 
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Express Employment 
Professionals was founded in 
1983 and established their 
first offices in South Africa in 
1998.  The company is proud 
to announce that Carolyn Diaz, 
who has led the business since 
2008, is now a 51% owner of 
Express South Africa. 

With 11 independently owned 
franchised Express offices 
across South Africa, and 1 
Licenced Express office focused 
on Pharmaceutical placements, 
the company endeavours to 
ensure that their clients work 
with professional business 
partners. This is achieved 
through mandatory ongoing 

training of franchisees and their 
staff via an online proprietary 
education and training 
programme known as EU 
(Express University).

An enhanced 
leadership status 
On the back of this 51% black 
female owned status and as 
a result of its commitment to 
Broad-Based Black Economic 
Empowerment (BBBEE), 
EmpowerDex (an independent 
economic empowerment 
rating and research agency) has 
recently recognised Express 
South Africa as a "AAA" Rating, 
Level 2 BBBEE Contributor. This 
accomplishment will increase 

the company's leadership status 
within the staffing industry as 
well as its involvement in the 
development of emerging black 
entrepreneurs. "This rating will 
help to continue providing our 
clients with truly diversified 
solutions to their staffing needs, 
which supports our global 

mission to put one million people  
to work!" says Carolyn.

Express Employment Professionals 
SA is a registered and compliant 
Temporary Employment Service 
provider that offers full office 
services, temporary staffing and 
light industrial flexible staffing 
solutions.  Their permanent and 
professional staffing service is also 
a sought after solution to clients' 
staffing challenges.  Carolyn says 
that they provide various holistic 
human resources expertise through 
their strategically aligned specialist 
partners. "It is our belief that our 
passion and positive attitude 
towards our clients and franchisees 
enable us to confront the tidal waves 
of challenges in our industry and 
business as a whole."

Express constantly strives to ensure 
compliance in all aspects of business 
management in the Human Resource 
and Staffing environment.  

A global	mission to get  
people to work 
An Express Employment Professionals franchise offers entrepreneurs  
the opportunity to grow a business and make an impact.

Carolyn Diaz
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New Trend Trailer Hire & Sales

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

CONTACT DETAILS

Tel 082 442 8850 
Email andrew@digimm.co.za 
Website www.digimm.co.za

Maxi's

Maxi's is a trendy, quick-service sit-down 
family restaurant offering value for money yet high-quality and 
great tasting food. Maxi's offers an extended menu of delicious 
options, which includes breakfast, light meals, burgers, grills, 
desserts and kids offerings. A successful business is driven by a 
hands-on individual who understands the importance of superior 
service delivery and who is willing to commit the necessary time 
to build a successful business. Maxi's offers a turn-key business 
solution from training to office support. All new franchisees and 
their staff undergo intensive training comprising of theoretical 
and practical training modules. Maxi's is part of the Food Division, 
operating under the holding company, Taste Holdings. To join this 
well-established casual-dining restaurant brand, please contact 
Jacques van den Berg.  

CONTACT DETAILS

Tel 011 608 1999
Email franchise@tasteholdings.co.za 
Website www.maxisfood.com

Mr Kruger

Mr Kruger is Pretoria's trusted dealer 
in Krugerrands, Bullion, Gold, Silver 
and Platinum Jewellery  and numismatics. They also offer expert 
jewellery design and manufacture. They currently support two 
operational outlets, one owned by the franchisor and the second 
jointly owned by the franchisor and two other partners. Two more 
franchises are available in Pretoria, six in Johannesburg, three 
in Cape Town, two in Durban, and further individual outlets in 
Knysna, Port Elizabeth, East London, Polokwane and Bloemfontein; 
bringing the total to 22 across the country. The value proposition 
offered by Mr Kruger to its franchisees comprises of two service 
offerings. The initial service offering includes the provision of a 
complete turnkey business solution, and then there will be ongoing 
marketing support. 

CONTACT DETAILS

Tel 081 111 860
Email franchising@mrkruger.co.za 
Website www.mrkruger.co.za

Printzz 

Always wanted to have your own printing 
business? Now you can buy into an 
affordable startup franchise that can expands and grow to the 
needs of your customers.  Printzz printing franchisees offer a 
wide range of services, including printing ( Business cards, Photos, 
T-shirts, mugs etc.), copying, design, internet, binding, gifts 
and more. The services are aimed at business owners, schools, 
organisations and even households and individuals. The franchise 
package includes all the equipment needed to run the business, 
and the franchisor will help you find the perfect premises and 
negotiate on your behalf with the landlord. Full setup, training and 
ongoing support is provided.

CONTACT DETAILS

Tel 072 203 7872 
Email sabizopps@gmail.com
Website www.sabizopps.co.za

Prominent	Paints

Part of the PPG group, Prominent 
Paints has been in business in South 
Africa for over 35 years and has now 
joined the franchise market. With its first three franchise stores 
open in Midrand, Boksburg and Klerksdorp, this well-established 
DIY paint brand has set a target to franchise at least 50 stores 
by 2022. Their strategy is to recruit prospective franchisees 
who are open to an entrepreneurial partnership. Full training is 
offered to franchisees, which ensures that the technical expertise 
associated with the brand is maintained. This training is ongoing 
and all staff have to attend. Other support extended to franchise 
stores includes the Bluelighthouse online business support tool, 
merchandising plans, as well as national franchise promotional 
campaigns. For more information please contact Jackie.  

CONTACT DETAILS

Tel +27 (11) 389 4600
Email jackie.putter@prominent paints.co.za 
Website www.prominentpaints.co.za

SkipGo 

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

CONTACT DETAILS

Tel 082 442 8850 
Email andrew@digimm.co.za 
Website www.digimm.co.za
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A+ Students is a maths and mental 
arithmetic franchise model, with its 
head office based in Ruimsig. It is the 
brainchild of Marlene Mouton, a maths 
teacher who saw the potential in 
teaching kids as young as 3 years old the 
basics of maths and mental arithmetic, 
and who brought the basic system to 
South Africa and developed it to suit 
our local needs. With over 160 teaching 
venues and over 30 000 students having 
enrolled for their courses, Mouton is 
confident of the solid maths foundation 
they are providing for tomorrow's 
graduates; through teaching the basics 
using the Japanese abacus (Soroban) 
which has been used in Asian countries 
for thousands of years. 

A+ Students is looking to open at least 
15 education centres/stores in 2018, 

and are looking for franchisees who are 
passionate about helping kids. Joining the 
network is an ideal opportunity for those 
with entrepreneurial spirit, looking to exit 
the formal teaching or corporate world. 
The investment cost for a teaching-only 
franchise is R175 000 plus Vat, which 
enables franchisees to make a start and 
grow their venture, before opening a 
proper teaching facility and larger store. 
Head office supports franchisees through 
initial and continuous training, on-going 
evaluations and visits by moderators and 
marketing assistance. 

A global name 
"We are affiliated to PAMA, the global 
overseeing body, and are hosting this 
year's global competition in Sandton, 
with 17 different countries partaking in 

TOP of the class
A franchise opportunity with A+ Students enables entrepreneurs to turn  
a profit, and make a difference...

the event," says Mouton.  Being part of 
a brand linked to worldwide contests 
is just one of the many reasons why 
A+ Students is experiencing very 
good growth, despite poor economic 
conditions. "Our aim is to show 
government, teachers and parents that, 
with the right teaching methods and 
commitment to turn the tide in maths 
education, more and more children  
can achieve great things." 

FEATURED	OPPORTUNITY Advertorial
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SUPERSEAL

Waterproof in winter and paint the rest 
of the year.  If you already run a painting 
or handyman business, then let us help take you to greater heights 
with our strong brand and proven international systems. Our vision 
is to be the waterproofing and painting brand that always delivers 
on its' promises, that is trusted and relevant in the lives and close 
to the hearts and minds of all of our clients. Learn our innovative 
method to build trust with Managing Agents and to constantly 
obtain invites to decorating projects and then land the work 
7/10 times.  Get clients talking about your transparent quotes, 
high quality workmanship and excellent after-sales support. Be in 
business for yourself, but never by yourself.

CONTACT DETAILS

Tel 021 001 7325 | 021 001 7325 
Email help@superseal.co.za 
Website www.franchise.superseal.co.za

The Brazen Head

Are you interested in owning your 
own restaurant and pub? A Brazen 
Head restaurant may be just the answer for you. Celebrated for 
its warm and welcoming atmosphere, this popular franchise brand 
offers guests a truly authentic Irish dining and entertainment 
experience. Bringing this to life, the restaurant has an extensive 
food menu and full wine and beverage menu, including many 
international beers on tap. Our menu features hearty, wholesome, 
reasonably priced Irish and South African fare that appeals to the 
local palate. The Brazen Head allows you to experience a true taste 
of Ireland in South Africa. For more information, please email us 
or call our Head Office and speak to Karin van der Walt or Ralph 
Rojahn.  

CONTACT DETAILS

Tel 011 467 4224
Email info@brazenhead.co.za 
Website www.brazenhead.co.za

The	Fish	&	Chip	Co	

The Fish & Chip Co provides great value take-
away food and has built their reputation on 
serving generous portions of fish and fresh 
cut chips at affordable prices. Customers can 
enjoy traditional fish and chips or Russians if they prefer a meaty 
option. Distribution is centralised and stores are easily accessible 
and  well located. The Fish & Chip Co. offers a turnkey business 
solution including training and office support. Unlike the traditional 
franchisee model, the low royalties and marketing fees are fixed 
and not based on a percentage of turnover, making this model 
attractive to potential franchisees.  Sites are available nationally 
and upgrades to the outlets and menu has given this brand fresh 
appeal. For more information contact Jacques van den Berg.  

CONTACT DETAILS

Tel 011 608 1999
Email franchise@tasteholdings.co.za 
Website www.fishandchipco.co.za

Zebro's 

Zebro's is a 100% local brand that serves 
delicious braaied chicken that's smothered in our famous Zebro's 
sauce. Our chicken has a distinctly South African taste as all our 
chicken is braaied over smoking hot coals.  While customers love 
our chicken and chips they can also enjoy a healthier option of 
assorted salads or burgers for the kids.  Our brand new store look 
is as authentic as the braai is to South Africans and the simplicity 
of the product range has resulted in one of the lowest new store 
establishment costs in its category. Zebro's offers a turnkey 
business solution including training and office support.  All new 
franchisees and their staff undergo intensive training comprising of 
theoretical and practical training modules. To join the most exciting 
braaied chicken brand around, contact Jacques van den Berg.

CONTACT DETAILS

Tel 011 608 1999 
Email franchise@tasteholdings.co.za 
Website www.zebros.co.za 
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FEATURED	OPPORTUNITY Advertorial

Mr Kruger 
is Pretoria's 
trusted dealer 
in Krugerrands, 
Bullion, 

Gold, Silver 
and Platinum 

Jewellery and 
Numismatics. They 

also offer expert jewellery design and 
manufacture. They currently support 
two operational outlets, one owned by 
the franchisor and the second jointly 
owned by the franchisor and two other 
partners. Their plan is to sell another two 
franchises in Pretoria, six in Johannesburg, 
three in Cape Town, two in Durban, and 
further individual outlets in Knysna, Port 
Elizabeth, East London, Polokwane and 
Bloemfontein; bringing the total to 22 
across the country. 

A valuable brand name 
A well-known and respected brand name 
in a very prestigious industry, Mr Kruger 
has a proven operating system and is 
approved and authorised by the South 
African Mint, the Jewellery Council of 
South Africa, the South African Association 
of Numismatic Dealers and the Franchise 
Association of South Africa. The value 
proposition offered by Mr Kruger to its 
franchisees comprises of two service 
offerings. The initial service offering 
includes the provision of a complete 
turnkey business solution. This means 
that the franchisee will receive a fully 
set-up outlet, professionally shop fitted 
with state of the art equipment, stylish 
furniture and décor all constructed, and 
project managed by the franchisor. This 
service offering also includes three months 
of phased training. Training encompasses 

instruction and technical priming 
through specialised training courses 
on recycled metals, diamonds, bullion 
products, manufacturing, numismatics, 
best practices, safety, administration and 
finance systems, operational systems and 
industry specific soft skills.  

Further to the initial service offering 
is the marketing support which the 
franchisor offers the franchisee during 
the opening phase of the outlet. This 
includes a regionalised marketing 
campaign, an online marketing campaign, 
the alignment of the regional marketing 
campaign with the national campaign and 
a launch function.

The franchisee's total investment in  
order to own a prestigious Mr. Kruger 
outlet is R2 500 000.00 exclusive of value 
added tax.  

THE MIDAS TOUCH
MR KRUGER franchises offer investors the opportunity to own a successful business  
where all that glitters really is gold...
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COMPANY  CONTACT TEL  EMAIL

082Carwash Mynette Spratt 087 286 6274 mynette@082carwash.co.za
2nd Take Bettina Berlep 021 434 5878 franchise@2ndtake.co.za
3@1 Business Services Centre Belinda Dunn 0861 359 834 info@3at1.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
A'Africa Pest Prevention Joubert Smith 051 432 1182 joubert@aafrica.co.za
ActionCOACH South Africa Chane Vieira 061 587 3872 chanevieira@actioncoach.com
Active English - Lighting Up Young Minds! Antionette Slabbert 082 714 1155 antionette@activeenglish.co.za
Affiliated Business Brokers Mike Hindle 082 446 5606 mikeh@affiliatedbb.co.za
Aldes Business Brokers Driekie Louw 012 361 2690 aldes@aldes.co.za
Amandla Plumbing & Maintenance Michael van Rooyen 083 252 9840 mike@amandlaplumbing.co.za
Assisted Home Nursing Chris Dunn 0861 359 834 cdunn@assistedhomenursing.co.za
Autowash Angelo Lazarov 072 949 2222 angelo@autowash.co.za
Braai Hut Kobus Aggenbach 072 203 7872 sabizopps@gmail.com
Brazen Head Franchising International Ralph Rojahn 011 467 4224 ralphrojahn@brazenhead.co.za
Brochure Management South Africa Paul Vos 011 646 1400 | 0861BROCHURE info@brochuremanagement.com
Business Accounting Network Monique Sharland 0861 226 226 info@ban.co.za
Business Doctors Steve Sutton 011 028 2854 steves@business-doctors.co.za
Café2Go Jan Grobler 079 900 4876 jan@cafe2go.co.za
Cape Town Fish Market Emil Krugmann 082 801 2894 emil@ctfm.co.za
Caramello's Gianni D'Offizi 082 719 4373 gianni@caramellos.co.za
CarWash WorX Roche Swanevelder 011 028 5556 info@carwashworx.co.za
Cash Converters Ilse Murray 087 820 4271 ilsem@cashconverters.co.za
Cash Crusaders Franchising Danie Nel 079 895 1888 danie@cashcrusaders.co.za
Catrobatkidz Andre Planken 028 272 9069 catrobatkidz@mweb.co.za
Cattle Baron Steak Ranch Franchising Ronnie Dick 021 914 1183 (Head office) info@cattlebaron.co.za
Century 21 South Africa Harry Nicolaides 011 455 0066 info@century21.co.za
Chip 'n Dip Gerald or Russell 011 454 4018/9 info@chipndip.co.za
Chip Twister Gerald or Russell 011 454 4018/9 info@chipndip.co.za
Cookie Works Chris Dunn 0861 359 834 chris@cookieworks.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 084 433 3999 info@crimescenecleanup.co.za
DM Dance Tamra de Beer 082 859 7352 info@dancemouse.co.za
Dance Mouse Tots Tamra de Beer 082 859 7352 info@dancemouse.co.za
Dancing Doughnut Factory Gerald or Russell 011 454 4018/9 info@chipndip.co.za
Digit Vehicle Tracking Lee Bester 011 316 3264 | 076 860 6203 lee@digicell.co.za
Domino's Pizza Dewald van Deventer 011 608 1999 franchise@tasteholdings.co.za
Doughnut Pops Gerald or Russell 011 454 4018/9 info@chipndip.co.za
Drivio Tannith Thompson 081 706 7332 tannith@drivio.co.za
Dulce Café Brigid Jaucot 016 340 8300 | 083 628 9107 brigid@wcholdings.co.za
Dynachem Stratis Malamoglou 021 534 6363 stratis@dynachem.co.za
Edublox Reading, Maths and Learning Clinic & Centres Naas Pieters 012 345 6091 naasp@edublox.com
Engel & Völkers Southern Africa Craig Hutchison 011 929 3096 southafrica@engelvoelkers.com
EnviBin Andrew van Zyl 082 442 8850 andrew@digimm.co.za
Experimax Dirk van Loggerenberg 021 871 1026 admin@experimax.co.za
Express Employment Professionals SA Carolyn Diaz 012 641 0100 carolyn.diaz@expresspros.co.za
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TYPE OF BUSINESS TOTAL INVESTMENT excl. Vat    NO OF OUTLETS    WEBSITE

Car wash and valet centre R800 000 (min.)   www.082carwash.co.za
Retail: Second-hand designer fashion R380 000    www.2ndtake.co.za
Print, full courier, photographic, secretarial services, Co. registrations, B2B From R550 000 to R650 000   www.3at1.co.za
Trendy kiddies clothing and accessories store R500 000    www.4akid.co.za
Maths and mental arithmetic educational franchise From R175 000   www.aplusstudents.co.za
Pest- and vegetation control From R75 000   www.aafrica.co.za
Business and executive coaching R550 000    www.actioncoach.com/southafrica/
Fun English for young children From R65 000   www.activeenglish.co.za
Business brokering R89 000    www.affiliatedbusinessbrokers.co.za
Business brokering R100 000    www.aldes.co.za
Plumbing R240 000    www.amandlaplumbing.co.za
Quality home care for the elderly, sick and disabled From R250 000 area franchises   www.assistedhomenursing.co.za
Car wash and valet services Approx. R3 million   www.autowash.co.za
SA's favourite take-away or sit-down braai meals R345 000    www.sabizopps.co.za
Irish restaurant and pub R3 million - R4 million   www.brazenhead.co.za
Tourism marketing Approx. R250 000 depending on region   www.brochuremanagement.com
Accounting tax and business advisory services R55 000    www.ban.co.za
Coaching and consulting franchise Options between R22 000 and R389 000   www.businessdoctorsfranchise.com
Artisan coffee trailers and cafes From R250 000   www.cafe2go.co.za
Vibrant seafood restaurant and sushi bar R2.5million - R10 million   www.ctfm.co.za
Restaurant, coffee shop and cakery R1 695 000 - R1 895 000   www.caramellos.co.za
Fixed and mobile carwash franchises From R450 000 - R650 000   www.carwashworx.co.za
Retail of second-hand and new goods R2.5 million (min. R1.5 million own contribution)   www.cashconverters.co.za
Second-hand and new goods retailer R2.4 million    www.cashcrusaders.co.za/own-a-franchise/
Pre-school physical skill development programme R30 000    www.catrobatkidz.com
Upmarket family and executive steak houses R4.2 million    www.cattlebaron.co.za
Worldwide leader in real estate From R150 000 (Franchise fee)   www.century21.co.za
Fried chips topped with a delectable range of sauces From R39 000   www.chipndip.co.za
Thinly sliced, skewered fried potato sprinkled with your favourite spice From R40 000   www.chipndip.co.za
Uniquely flavoured creative cookie concept From R695 000   www.cookieworks.co.za
Training - computer literacy, IT business skills R200 000 to about R600 000   www.minds.co.za / www.mindcampus.com
Cleaning of crime scenes R250 000    www.crimescenecleanup.co.za
Dance classes for children and teenagers R140 000    www.dancemouse.co.za
Dance classes for toddlers R90 000    www.dancemouse.co.za
Mini doughnuts covered with toppings or sprinkles of your choice From R167 000   www.chipndip.co.za
Licence: Vehicle tracking, fleet and fuel management From R450 000   www.digicell.co.za
Food franchising - Pizza delivery From approx. R1 922 000   www.dominospizza.co.za
Small doughnut balls served in a cone covered with a topping of your choice From R58 000   www.chipndip.co.za
State-of-the-art driver training Approx. R1.134 million   www.drivio.co.za
Restaurant and coffee shop franchise From R800K - site dependant   www.dulce.co.za
Detergent and speciality chemical manufacturing R1 200 000    www.dynachem.co.za
Reading, maths and learning clinic and centres Setup fees from R46 000 (centres) to R151 000 (clinics)   www.edubloxsa.co.za
Real estate R2 million to R2.5 million   www.engelvoelkers.com/en-za/South Africa/
Waterwise bin cleaning services R219 000    www.digimm.co.za/business-opportunities
Store specialising in Apple® products, accessories, repairs and trade-ins Between R1.5 million to R2.5 million   www.experimaxfranchise.co.za
Recruitment R225 000    www.expresspros.co.za
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COMPANY  CONTACT TEL  EMAIL

Express Worldwide Tersia Visagie 021 830 5512 info@expressworldwide.co.za
Ezi Wash Kobus Aggenbach 072 203 7872 sabizopps@gmail.com
Flip Out Andre Pretorius 010 072 3547 andre@flipout.co.za
Funky Chicken SA Ian Schönborn 082 298 1053 info@funkychickensa.co.za
Gener8 - Sustainable Energy Solutions Dionne, Oscar or Eileen 013 692 5962 dionne@gener-8.co.za | oscar@gener-8.co.za
Genrand Bdidging and Bond Finance Annie  021 824 2332 info@genrand.co.za
Graftobian Makeup SA Sonika Van der Walt 072 568 8509 sales@graftobianmakeup.co.za
Gymathstics Rizwana 076 342 2005 info@gymathstics.co.za
HiDro Andrew van Zyl 082 442 8850 andrew@digimm.co.za
Hot Dipperty Dog Gerald or Russell 011 454 4018/9 info@chipndip.co.za
Hot Dog Café Chris  012 664 7213 chris@hotdogcafe.co.za
Huizemark Franchising Group Adrie Barnard 010 593 0740 | 084 081 3747 abarnard@huizemark.com
Inspect-A-Home Eric Bell 031 266 7271 | 083 375 5588 eric@inspectahome.co.za
Kwikfit Chris Barnes 082 779 0336 chrisb@kwikfit.co.za
Laundry Dynamics Tracey Fawell 082 739 2774 info@laundrydynamics.co.za
Levingers Franchising Yadhir Mooloo 082 376 7086 yadhir@levingers.co.za
London School of Investment John Plumber 011 492 0260 | 011 447 6300 john@lsitrader.com
M&A Cosmetics Sonika Van der Walt 072 568 8509 sales@macosmetics.co.za
Maid4U Agency Lindiwe Shibambo 073 011 5462 | 012 940 1974/83 lindiwe@maid4u.co.za 
Manners4Minors Jeanine  073 144 8771 jeanine@manners4minors.co.za
Maxi's Jacques van den Berg 011 608 1999 franchise@tasteholdings.co.za
Mimmos Franchising Schalk van der Merwe 011 783 0760 contact@mimmos.co.za
Minuteman Press Frik van Niekerk 011 444 7884 | 083 708  4285 minuteman@icon.co.za
Mobile Coffee Café for Any Occasion Hilton Wallace 012 656 0121 info@coffeefao.co.za
Mochachos Mexican Chicken Fiesta Corina Pretorius / Phillip Karafilakis 011 450 2145 corina@mochachos.com
Mr Gutter Shereen 011 462 8282 info@mrgutter.co.za
Mr Kruger Arno Egen 086 111 860 franchising@mrkruger.co.za 

 Mr. VIDEO Andre Grobler 021 948 5396 info@mrvideo.co.za
New Trend Trailers - Hire & Sales Andrew van Zyl 082 442 8850 andrew@digimm.co.za
Nkukhu-Box Neo Mabusa 011 805 0232 franchise@nkukubox.com
Page Automation Pieter de Beer 011 574 3000 pieter@pageauto.co.za
Peopleplus Alida Marx 011 867 3968 alida@peopleplus.co.za
Perfect Water Rikus Barnard 011 907 8377 info@perfectwater.co.za
Perfectcar Waterless Car Wash Cliff Bauermeister 082 445 8269 cliff@perfectcar.co.za
Pizza Perfect Chantal van Rooyen 011 462 4405 chantal@pizzaperfect.co.za
Prestige Baby & Kidz Academy Sharon  082 908 8902| 074 192 2072 sharon@prestigebaby.co.za
Pirtek Southern Africa Ray Wentzel 011 608 2299 rwentzel@pirtek.co.za
Printzz Kobus Aggenbach 072 203 7872 sabizopps@gmail.com
Prominent Paints Jackie Putter +27 11 389 4600 jackie.putter@prominentpaints.co.za
Real Fish and Chips Michael De Gouveia 012 803 8628 michael@realfishandchips.co.za
SA Memory Institute Wynand van Vuuren 021 979 2225/6 wynand@memoryinstitute.co.za
Sandwich Baron Franchising Sally J'Arlette-Joy 083 287 4745 sally@sandwichbaron.com
ShowMe Online Media Graham Theobald 044 533 6289 graham@showme.co.za
Skippers Fish & Chips Corina Pretorius / Phillip Karafilakis 011 450 2145 corina@mochachos.com
SkipGo Andrew van Zyl 082 442 8850 andrew@digimm.co.za
Skitterblink Cleaning Services Iaan van Niekerk 082 851 1546 manager@skitterblink.co.za
Slim Active Slimming & Wellness Christa van de Merwe 071 633 5908 christa@slimactivesa.co.za
Smart Serve Andy  084 973 0851 andy@smartserve.info
Stimulus Maksima! Computer-Aided Education Lotta Engelbrecht 082 494 2017 | 012 667 4333 lotta@stimulus.co.za | admin@stimulus.co.za
Sunburst Electric Mario Mahlangu 010 202 3360 mariom@infinitybrands.co.za
SUPERSEAL Craig Martin 021 001 7325 franchise@superseal.co.za
TALISMAN Hire Hermann Voigt 012 653 7995 franchising@talisman.co.za
The Fish & Chip Co Jacques van den Berg 011 608 1999 franchise@tasteholdings.co.za
Tina Cowley Franchises Tina Cowley 013 656 5748 tinacow@mweb.co.za
Tyres & More Fred Scheepers 011 256 4040 | 079 894 4311 freds@tyresandmore.com
Undercar Worx Johan Visser 083 468 3420 johan@degraaf.co.za
Wiesenhof Coffee Brigid Jaucot 016 340 8300 | 083 628 9107 brigid@wcholdings.co.za
Wildman Hunting and Outdoors Hennie Esterhuysen 017 819 3415 | 073 043 9839 wildman@jjwapens.co.za
Zebro's Jacques van den Berg 011 608 1999 franchise@tasteholdings.co.za
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TYPE OF BUSINESS TOTAL INVESTMENT excl. Vat    NO OF OUTLETS    WEBSITE

Transportation services R200 000    www.za-expressworldwide.com
Easy-to-run laundry and tailoring business R185 000    www.sabizopps.co.za
Trampoline park R10 million    www.flipout.co.za
Chicken take away concept From R350 000   ww.funkychickensa.co.za
Alterative energy provider Min. R75 000 - Max. R950 000   www.gener-8.co.za
Bridging and related finance R150 000    www.genrand.co.za
Professional makeup R160 000    www.graftobianmakeup.co.za
Educational program teaching math through movement R5 000    www.gymathstics.co.za
High pressure cleaning business R249 000    www.digimm.co.za/business-opportunities
Foot long hot dog drizzled with a sauce of your choice From R58 000   www.chipndip.co.za
Hot dog franchise - fast food R120 000 to R400 000   www.hotdogcafe.co.za
Real estate franchise opportunities POA    www.huizemark.com
Residential, commercial and industrial building inspections R85K - R225K   www.inspectahome.co.za
Comprehensive car care R2 million    www.kwikfit.co.za
Turnkey laundry set-up, tailoring, key cutting, etc R399 000     www.laundrydynamics.co.za      
Dry cleaning, shoe repairs, alterations R795K (R150K joining) ex rental, operating capital and stock   www.levingers.co.za
Stockmarket education and software R250 000    www.lsitrader.com
Makeup cosmetics R40 000    www.macosmetics.co.za
Recruitment, placement, training agency offering HR and legal services R486 700    www.maid4u.co.za
Education franchise R60 000    www.manners4minors.co.za
Quick service sit-down family restaurant From R1.5 million (depend size of outlet)   www.maxisfood.com
Pizza pasta grill - Italian family restaurant R2 million    www.mimmos.co.za
Printing, copying, design service, corporate gifts R1 600 000    www.minutemanpress.com
SA's largest mobile coffee company R368 000    www.coffeefao.co.za
Open-flamed grilled Mexican chicken From R1 950 000   www.mochachos.com
Gutter installations R450 000    www.mrgutter.co.za
Bullion investments, precious metal recycling, etc R2.5 million    www.mrkruger.co.za
Video rental retail Approx. R250K for turnkey operation   www.mrvideo.co.za
Trailer hire and sales business R549 000    www.digimm.co.za/business-opportunities
QSR: Grilled chicken and African flavours R1 182 000    www.nkukubox.com
Office automation, money handling, consumables R150 000    www.pageauto.co.za
HR, payroll software R250 000    www.peopleplus.co.za
Water bottling, purification, filtration and maintenance From R250 000   www.perfectwater.co.za
Waterless car washing From R120 000   www.perfectcar.co.za
Pizza franchise company R940 000    www.pizzaperfect.co.za
Exclusive 5-star baby centre and pre-school group Approx. R1 million excl. property   www.prestigebaby.co.za
Mobile hydraulic and industrial hose service R2.8 million    www.pirtek.co.za
One-stop printing shop R195 000    www.sabizopps.co.za
Manufacturers and distributors of quality architectural paint Enquire    www.prominentpaints.co.za
Fast food, restaurants R600 000    www.realfishandchips.co.za
Training and education R125 000    www.memoryinstitute.co.za
Sandwich delivery business R595 000    www.sandwichbaron.co.za
Network of internet portals R100 000 - R500 000   www.showmeonlinemedia.co.za
Traditional English fish and chips From R1 300 000   www.mochachos.com
Mini skip drop-and-collect service R239 000    www.digimm.co.za/business-opportunities
Domestic and commercial cleaning services R75 000    www.skitterblink.co.za
Slimming and wellness clinic Startup from R80 000 - R200 000   www.slimactivesa.co.za
Shoe repair, key cutting, dry cleaning From R250 000   www.smartserve.info
Reading development and improvement methodologies Varies according to implementation model   www.stimulus.co.za
Electrical contracting franchise R856 605.19  ex Vat (incl. working capital)   www.sunburstelectric.co.za
Residential, commercial and industrial painting R160K + 2-3 months working capital (Approx. R100k)   www.franchise.superseal.co.za
Light equipment rental solutions provider R2.5 million (full) - R830 000 (micro) incl. Vat   www.talisman.co.za
Food franchising, focus on value offerings R699 999 incl. Vat   www.fishandchipco.co.za
Educational R450 000    www.tinacowley.co.za
Automotive fitment centre R2.5 million ex working capital   www.tyresandmore.com
Auto service and fitment centre and exhaust specialist R450 000    www.undercarworx.co.za
Restaurant and coffee shop franchise From R800K - site dependant   www.wiesenhoffranchise.co.za
Hunting and outdoor related From R3.5 million   www.wildmanhuntingandoutdoor.com
Food franchising focused on braaied chicken offering R949 000 incl. Vat plus joining fee   www.zebros.co.za
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Solidify what YOUR  
BUSINESS stands for 
And be noticed among the crowd...
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Let's face it; there are probably thousands 
of businesses offering similar products or 
services to your potential clients in your 
area or region. The world of business is 
tough and in order for your business to 
be successful you have to do something 
different that will make your potential 
clients pick you as opposed to your 
competitors.

Here are five key points to consider to 
ensure you stand out: 

■ Be a problem solver
Your product or service should offer a 
solution that your potential clients need. 
For your business to solve a specific 
problem, you need to first identify the 
current issues within your market that 
have not been resolved. Some of the most 
successful businesses have gained their 
recognition and presence in their respective 
markets, because they were providing a 
solution to the market. Entrepreneurs do 
not only create businesses; they possess 
an ability to create new markets. Therefore, 
be bold and don't be afraid to break new 
boundaries.

■ Be the best at what you do well
Often businesses have a wide spectrum 
of products or services, with the aim of 
providing variety and choice to their clients. 
However, it is important to understand that 
as a business "you cannot be everything to 

everyone''. The first step you need to take 
to ensure you become the best at what you 
do is to define your core offering. Once you 
have determined what that core offering 
will be, you need to work on continuously 
ensuring that you become exceptionally 
good at it. This will ensure that you attract 
the right customers to your business.

■ Know your value and hold  
on to it
Value is created through a balance between 
providing a good product or service and 
ensuring that you meet the needs of your 
clients. It is also about ensuring that the 
benefits of your product or service exceed 
the cost that your customers have to 
pay for it. You can create an outstanding 
product or service but if it does not add 
value and does not meet the needs of the 
targeted market it will not be relevant.

■ Understand why your  
business exists
You have to know what motivated you to 
establish your business in the first place, 
the problem you wanted to solve and 
the need you identified in the market. It 
is not always easy to stay true to what 
the purpose of the business is and what 
your business initially set out to achieve. 
This becomes even more challenging in 
an ever-evolving business market which 
provides so much information and ever-
changing market trends.

Understanding the purpose for the 
business means you know the exact 
position your business should be taking in 
the market. This is important because it will 
help you to remain focused and assist with 
defining a clear direction. Your business 
purpose will ensure that you always 
centre the strategy and operations of 
your enterprise on what you do best. Your 
unique reason for existence could be one of 
the things that sets you apart from the rest 
of the competitors and it can help guide 
your business strategy.

Not all of your competitors started their 
business because of the same reason as 
you. That alone is a differentiator that 
makes you stand out.

■ Communicate your  
value proposition
In order for you to benefit from creating 
value for your market, people need to know 
about it. When marketing your business, 
your value proposition should be clearly 
communicated. It is important to ensure 
that you communicate what you want 
your potential clients to know about your 
business.

Remember that your relationship with your 
clients is a two-way street. In order to stand 
out above the rest of your competitors, you 
need to be an asset to them in as much 
as they are an asset to you. Your business 
should not only be about generating 
income and making as much as possible 
from your clients; it should be about adding 
value to your clients and ensuring that 
you are solving a problem in the market. 
That way you are not only benefiting 
the immediate consumers, you would 
be benefiting the entire market with the 
solution you offer. Your business needs to 
be authentic and clearly define what sets 
it apart from the rest. This way you will 
always be top of mind to your potential 
clients and the rest of the market.  

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

STRATEGY & LEADERSHIP
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Mark Varder is one of South 
Africa's most experienced brand 
consultants, having worked with 
businesses of all shapes and 
sizes from Miller's Company to 
SABMiller. He is the co-founder of 
the consultancy Varder Hulsbosch. 

My brother-in-law runs a cabinet-making 
business. That's a tough way to make a 
living. There are plenty of people willing 
to undercut his good work and his good 
intentions. One way businesses come in 
cheaper than he does is to steal wood 
instead of paying for it – that lowers their 
costs nicely. But he has an ethos and it 
works nicely for him. It is something that 
his father taught him as a young man and 
it is fundamental to the way he works. 
"If a job is worth doing, it is worth doing 
well."The right customers – the ones he 
wants to do business with – find that 
reassuring. Beyond the costings and the 
delivery times, it is Something Else. 

But it is surprising how many businesses 
don't see the value in communicating 
anything but the intrinsic features and 
benefits of what they do. Which are 
usually no more than the intrinsic features 

and benefits of what their entire industry 
does. Even the largest, most sophisticated 
businesses seem to think this is just fine. 
For instance, the website of an African 
cellphone service provider says it offers its 
customers "Speed, Simplicity and Trust." 
Sure, these intrinsic qualities make the 
business valuable. They matter. But is that 
it? Where is the competitive advantage? 
Where is something that makes the 
business "unique, important and inspiring?" 

By way of contrast, when the cellphone 
service provider Orange was setting up in 
Britain in the 1990s, they had a founding 
conviction. Hans Snook of Orange: "Part 
of it was the desire to do something 
better, to create a better world, creating 
a new condition." The founders of 
Orange wanted to provide not only a 
cellular service, but Something Else too. 
Optimism. As you may know, 'The future's 
bright, the future's Orange' was at the 
heart of the business – and the brand – 
that was launched. 

This sort of thinking is not goodwill, it's 
good business. It has made Orange more 
valuable than its intrinsic features – like 
Speed and Simplicity – ever could have 
on their own. Orange was founded 
in 1993. It was bought by a German 
conglomerate for $33 billion in 1999, 
then by France Telecom for $37 billion in 
2000, who rebranded its entire mobile 
service Orange.

There has to be  
SOMETHING	ELSE So,	what	about	your	business?	

Sure, the intrinsic features and benefits of 
what you do make your business valuable 
– otherwise you are not going to be in 
business for long. They make you matter. 
But what makes you matter more? Do you 
have a founding conviction that you didn't 
realise was important to communicate? Or 
does your business fulfil some unmet need 
for your customers? Perhaps an emotional, 
rather than a functional need that you didn't 
realise was valuable to tell people about? 

Is it the job of a consultant to see this, to 
ferret it out? A bit like a career consultant 
can see the potential of the child that the 
parents, being too close, cannot see? And 
once its value is realised, does it become 
the central ethos of the company and all 
its employees? As "worth doing well" has 
become for my brother-in-law? 

This Something Else – this thing 
outside of your product – that makes 
your business more human and more 
meaningful to your customers… is this 
how your business will gain a competitive 
edge? Is this how – for everyone from 
shareholders, to employees, to suppliers, 
to customers – your business will become 
"unique, important and inspiring?"  

The intrinsic features of 
your product or service are 
your have-to-haves. But 
if you want to be unique, 
important and inspiring to 
your customers, there has 
to be Something Else. 
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5              MARKETING 
TRENDS to follow in 2018 

Keep up to speed 
with an industry 
that changes 
as fast as the 
wind – driven 
by technology 
that is constantly 
upgrading, 
consistent 
innovation 
in ideas and 
consumers' 
demand for new 
and better content 
all the time. 

This year has brought the continued 
popularity of social media and hashtags, 
it brought Facebook stories following 
swiftly on from Instagram stories, and 
it came with a multitude of filters and 
stickers. Along with these 'surface-
level' changes, there has also been an 
increase in the customer's requirement 
for authentic brand stories and real-time 
updates. Here's what we've got to look 
forward to in the year ahead:

1Keep their attention
If the last few years were the 

"years of video", then 2018 is the year 
of the GIF – short videos that can be 
consumed in seconds. Now that most 
smartphones can take high-resolution 
videos, people are becoming more and 
more creative with their content. 

Consumers' attention spans are short, so 
bringing your message across as quickly 
as possible is imperative. With Instagram 
add-ons like Boomerang and Hyperlapse, 
creating GIFs can be done in the blink 
of an eye. In addition to this, Facebook 
has led the way by allowing easy display 
of 360˚ video and panoramic photos. 
Innovative brands will be those who keep 
up with this trend and create their own 
content for consumers to interact with. 

2Become a 'stalker'
It's not a new trend by any means, but 

personalising your content to suit your 
customer is getting easier and easier with 
the enhancement of data capturing and big 
data. And we're not just talking about using 
a customer's name in the introduction 
to your newsletter; we're talking about 
targeting new moms, fitness fanatics and 

newly engaged couples through Facebook 
ads and via their Instagram feed. 

By providing customers with relevant 
information pertaining to their needs, the 
brand is retained in their memory and 
top of mind when they decide to act on 
the purchase decision. It is currently the 
most effective way of reaching the right 
customers and enhancing lead conversions.

3Let your customer tell your 
story

While content marketing and paid 
advertising is an important part of your 
marketing strategy, it shouldn't be the 
only thing you do to reach your customers. 
Influencer marketing is on the rise and 
businesses are jumping on the bandwagon 
to ensure they take advantage of this trend. 
We know that word-of-mouth marketing 

digital

Do
m

in
iq

ue
 K

ot
ze

SALES & MARKETING



is still the most effective form of marketing by far, but now 
we have the ability to reach more people through social 
media. Micro-influencers in particular are those who have 
a moderately-sized loyal following in a specific niche. If you 
can find these people in your audience and ensure they have 
a good experience with your brand, you will find that their 
opinions have a far better ROI than paid ads. 

4Moving from screens to life
Technology is all around us, and the Internet of Things 

is becoming more and more prevalent in our daily lives. 
Consumers are no longer reachable only through screens 
but via devices interwoven into everyday tasks. With home 
control devices such as Alexa from Amazon and Google 
Home, the ability to give consumers information about your 
brand without them going looking for it is easier than ever. 

Take Siri, for example, the Apple artificial intelligence 
software: if a consumer is looking for an address of a local 
furniture store and your business is listed as the closest one, 
Siri will direct them to your store without you even having to 
advertise to that consumer. With sensors, device pairing and 
proximity-based marketing on the rise your audience is more 
reachable, and highly targeted content can be used to send 
focused marketing messages to customers.

In addition to these devices, artificial conversation agents, 
such as chatbots, are becoming more commonplace on social 
media, allowing brands to interact with multiple consumers 
personally but without the labour-intensive process of call 
centres or sales agents.

5Go live
If there's one thing we have learnt over the years it is 

that today's (younger) consumer needs a real connection 
with a brand to relate to it. As part of this campaign to win 
consumers over, brands have started using live video feeds 
to stream events, offer Q&A sessions, give product reviews 
and more. This real-time ability to connect allows customers 
to feel that the brand cares for them and creates a loyalty 
that is seldom matched by other marketing efforts. This trend 
is going to become quite popular in the years to come and 
brands that use this innovation will be ahead of the curve. 

Some of these trends may seem far-fetched or not applicable 
to your business, but the idea is to use them in a way 
that works for your brand and customers, to give you the 
competitive edge. Being prepared for the trends that may 
become commonplace soon, is all about strategic planning. If 
it's something you only implement later in 2018, at least you 
can plan for future campaigns to innovate and hopefully bring 
in new customers for years to come.  

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.
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How to craft an epic	video	
marketing	strategy
Online video marketing is becoming the gold standard, just ask SuzelleDIY,  
her YouTube channel is all about entertaining and valuable content.

Not so long ago, using stock images and 
infographics were the life of marketing 
content. Over time, brand storytelling 
became important and encouraged the 
use of "real people" – before we knew it, 
brands were starting to build collections of 
their own stock images as a way of putting 
together relatable content. Fast forward to 
2017, video marketing content has become 
more central to our lives.  Interactive and 
engaging content is what consumers want. 
As a marketer or a small business owner 
who handles their own marketing, the 
challenge lies in creating content that is 
interesting enough for prospective clients 
to want to watch, engage with, share and 
take the action. In this age of videos being 
churned out every second by both brands 
and individuals, your content must be "data 
worthy" for your prospects. 

Someone who got this right long before 
"video marketing" blew up is Julia 

Anastasopoulos through her SuzelleDIY 
channel – consistent, succinct, authentic, 
entertaining and valuable content is exactly 
what her YouTube channel was about. 
With technology having made it easy 
for us to create and distribute content, 
video is definitely a platform that I advise 
small business owners to include in their 
marketing strategies.  Here are a few ideas 
on what to take into account: 

Decide on the heart of the content 
To this day, I still strongly believe in the 
"father of modern marketing"; Phillip 
Kotler's theory of "Purpose to beneficence" 
which translates to setting your brand's 
purpose, what value it serves to people 
and articulating this message clearly. You 
don't have to get all philosophical but it's 
important to crystallise the value that you 
are offering to clients through your products 
and services. It's important to speak to 

the hearts of the individuals who you are 
targeting. Consumers have long moved past 
finding value in brands that emotionlessly 
sell to them: "Hi, we are Brand A. We sell X 
product at price Z." They want to connect 
with brands that they find value in. 

As a small business owner, identify the 
heart and soul of the product or service that 
you are selling, and then consistently carry 
it through in your marketing content. For 
example, if you are selling tyres, think of how 
you want to leave your customers feeling – 
are you delivering to them safety, reliability 
or companionship? How do you position 
yourself as a business that can add value 
to them through expert advice? Once you 
have decided on this, find ways of ensuring 
that it comes across in every piece of video 
content that you put out. Remember to make 
your introduction stand out; look interested, 
relaxed and engaging. Keep in mind the tone 
and the image that you wish to portray.

Name your channel or video series
Don't make the mistake of leaving your 
series or YouTube channel unnamed. When 
naming the video, series or the channel; 
incorporate descriptive words that will not 
only make your video easy to search for 
but also words that are easy to remember. 
Keep in mind the keywords that your target 
market can relate with. Think of the words 
that people usually make use of when 
searching for your products and the nature 
of content that you plan on creating – "DIY", 
"how to" or "tips". Find clues in the way in 
which they engage with you in-store, on 
social media and  in enquiry emails and calls. 
If you have a well-established store name or 
your personal brand that you wish to have 
tied to the video strategy, don't shy away 
from incorporating it when choosing a name 
for your channel or video series. 

Throw in some special offers
If you are planning to have video content 
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DIY videos and tutorials require a 
steady camera positioned in the 
same spot while "behind the scenes 
content and experiences" need not be 
overly structured. Explore free editing 
apps on your Play Store or iStore 
that will help you incorporate music 
and the content that you would like 
as transitions between scenes. Also 
make the time to explore platforms 
such as iMovie, Pinnacle Studio, 
Windows Movie Maker, Lightworks or 
Power Director. Remember to include 
branding in your shots (don't overdo 
it) and to test your sound as well as 
parts of the room that have the best 
lighting. Include a call-to-action; let 
your viewers know how they should 
reach you to further engage with you 
with on the topic. 

Once you have ticked these boxes, 
you are well on your way to create 
a slaying video marketing strategy 
for 2018. If you wish to take this 
conversation further, tweet me:  
@Amantle_ on Twitter.  

dominate your marketing strategy, find 
ways to direct traffic to the channel. Use 
your traditional platforms to make your 
prospects aware of the channel. If you own a 
hardware store, look into installing a display 
screen and playing your looped DIY videos 
in store. Remember to let customers know 
how they can subscribe to the channel and 
access the content from the comfort of their 
own homes. Reward them for subscribing 
to the video content. Consider throwing 
in great deals and special offers mainly on 
video, this will stimulate your viewership 
and subscriptions. A good idea would be to 
prompt your patrons to log onto the channel 
and watch one DIY video to get details on 
how to redeem a discount voucher. 

Spread the word
Spend time on defining who your target 
market is and promote your video series 
to them using both traditional and digital 
platforms. Make the most of your existing 
platforms. You could start with including 
the promotional messaging on your store's 
till slips, website, outdoor marketing, floor 
decals or any space that could be easy and 
economical to have the campaign message 
communicated on. Look into placing adverts 
that promote the video series or channel 
on social media platforms such as Facebook 
and use remarketing tactics; i.e. invest in 
one social media platform and have your 
advert appear on multiple social media 
platforms. This is quite easy to implement 
using Facebook advertising.

Amantle Mokubung, Marketing 
Strategist and Brand Ambassador for 
Sammi Gomez Handcrafted Eyewear.
Website: www.amantle.co.za.  
Email: info@amantle.co.za.

Spend time on 
defining who your 
target market is and 
promote your video 
series to them using 
both traditional and 
digital platforms.

Frequency
Decide on how often you would like to have 
your videos published. Use stats to support 
your decision by finding out the peak times 
for traffic that goes to your website, your 
social media pages and any other platform 
that you plan to make use of to help 
distribute the videos. Sticking to the times 
that you choose will enable you to build 
consistent traffic flow, as well as excitement 
among your viewers and it will keep them 
coming back for more.

The final touches
The beauty with video marketing is that 
you need not invest in expensive recording 
equipment. Snapchat and live video 
capabilities on Facebook and Instagram have 
made users receptive of raw, unrehearsed 
and not-so-polished videos. You can record 
content using a good quality smartphone 
camera but in the same breath, you will need 
to take into account the type of content 
you plan on producing – you might want to 
invest in an inexpensive camcorder, tripod 
for stability and microphone to improve the 
quality of the sound. 
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As revenue is the lifeblood of any 
business, the importance of services 
agreements cannot be over- emphasised. 
They are the basis on which your business 
earns revenue through the delivery of 
services to its customers. Among other 
things, they detail the type of services 
being rendered, the costs involved, time 
frames for the delivery of the services, and 
risks. In addition, they clarify each party's 
expectations and set out the remedies 
available in case there is a failure to meet 
obligations on either side. 

Being a contract, a services agreement is 
easily tailored to provide for the specific 
needs of different types of services 
offered by businesses. They are best 
suited when the work can be quantified, 
either in time, delivery or performance. 
For example, engaging a marketing 
agency to do ten hours of marketing for 
your business per month over selected 
platforms, is a service quantified in time; 
appointing a developer to develop a 
working app for your business is a service 

Services agreements 101: 
PROTECT YOUR BUSINESS
Well-drafted contracts ensure 
that all parties perform as 
agreed, and receive their 
respective value...

quantified as a deliverable; and hiring 
a driver to transport you from point A 
to point B is a service quantified by the 
performance of a specific service.

Important elements to include 
in a services agreement:

1Description of the services: What 
are the services and what are they 

intended to achieve? This ensures that 
the services are clearly defined so that 
all parties are aware of the scope of the 
agreement.

2Service levels: How do you measure 
whether the services are delivered 

to the customer's satisfaction? Service 
levels address the specific performance 
objectives, minimum time allocated to a 
certain activity, response times, etc.

3Duties or responsibilities of the 
customer: Often service agreements 

require the customer to do something in 
order for you to be able to perform the 
services. For example, with taxi services, 
the customer may be required to meet 
the service provider at a certain location, 
or with home renovation services, the 
customer may be required to vacate his 
home for the service provider to perform.

4Important dates and duration of the 
agreement: This spells out the key 

dates that apply to the agreement, 
for example, when the start date for 

delivering the services is and how long the 
services will be rendered for.

5Payment, costs and penalties: Such 
clauses include all details regarding 

the payment of fees (i.e. before, during or 
after the services are rendered), invoicing, 
whether there are additional costs (such 
as disbursements) and whether penalties 
will be applicable, for late payment for 
example, and how such amounts will be 
calculated.

6Maximum liability / risk limitation: It 
is extremely important to consider 

whether your business will be required 
to give warranties about the services. 
Risk-related clauses set out when each 
party will bear the risk of certain actions 
or omissions, and can also determine the 
maximum liability that each party may be 
responsible for in terms of the agreement; 
for example, the maximum liability will 
be double the price paid for the services 
rendered or limited to the actual direct 
loss suffered by either party.

7Intellectual property and ownership 
of deliverables: These clauses are 

especially important where the customer 
makes use of your business' intellectual 
property ("IP") or software, and where you 
provide certain services or products to the 
customer. In these situations, does your 
business retain ownership of its "pre-
existing" IP, and who owns the new IP 
created, your business or the customer?Je
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inevitably leads to disputes, which could 
negatively impact your business' revenue. 

Where a well-drafted services 
agreement is in place, these problems 
are less likely to arise and when they 
do, such an agreement will include 
various mechanisms addressing these 
issues, including dispute resolution 
mechanisms. In the case of these 
agreements being of large value and 
are highly negotiable, it is advisable 
to have a legal professional assist in 
both the negotiations and drafting of 
the document. Whether you're a solo 
entrepreneur or a large organisation, you 
should never engage in business without 
a signed understanding of what's on the 
table. Above all, it will help to preserve 
the relationship with your current client, 
your most valuable asset.  

Incorrectly detailed services: If a service 
has not been described as clearly and 
comprehensively as possible, the door is 
opened to dispute down the line.

No agreement in place: As there are no 
legal implications for not having services 
agreements in place, business is often 
conducted without them. This is all fine 
and good when things are going well 
in a client relationship, but uncertainty 

Jessica Paterson joined Dommisse 
Attorneys in 2016 to begin her articles 
of clerkship. Dommisse Attorneys is a 
fully specialised corporate finance and 
commercial law firm, with a strong 
focus on providing start-ups with the 
legal support they need to achieve 
their business aspiration and vision.

Common challenges that  
occur along the way:
Unaligned expectations: Dissatisfied 
customers are those that feel that they 
have not received what they paid for. 
This can be avoided by making sure that 
everyone involved in the agreement is on 
the same page – make sure you've run 
through the agreement thoroughly before 
it is signed.

The e-commerce revolution  
and services agreements
As the e-commerce trend grows and customers place more trust in 
online shopping and transacting, the popularity of online agreements 
has increased. Services agreements that are more "standard" (often 
referred to as "online terms" or "Ts&Cs") are used more often in the 
e-commerce space, over those that require bespoke and individualised 
drafting. For example, services agreements concluded on apps for 
taxi services are hugely popular compared to an agreement for home 
renovations, because a standard services agreement can easily be 
reused for the taxi service, where the home renovation agreement 
would likely not be applicable to another customer.
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I was privileged to be invited to a 
client's awards evening recently. What 
a sparkling affair! Teams of people I 
routinely saw in strict business attire, 
dressed to the nines and looking every bit 
the superstars they most definitely are. 
But it wasn't just the sheen of graceful 
silk, the dapper gentlemen, or the light-
absorbing jewel tones of the evening 
that got my attention; I was intrigued by 
the conversation. The top sales people 
won some amazing prizes including trips, 
vouchers and a myriad of other delights, 
as well as the recognition of their co-
workers and leaders, and I heard it over 
and over again on the evening: "You're so 
lucky" or "How lucky you are!". 

MAKE YOUR OWN LUCK
Take the fate of 
your business into 
your hands and  
get lucky...

It certainly depends on how you process 
the conversation, but I found myself 
questioning just how lucky these people 
actually were. Because in my experience 
success and achievement isn't just lucky, 
it's a combination of many things, and 
very little in fact comes down to luck. 

Merriam-Webster defines 'lucky' as 
'happening by chance, something that is 
fortuitous'.  By its very definition then, 
being lucky is something out of our 
control. So, while there is no recipe for 
getting and exploring great opportunities, 
we can either choose to sit back in our 
armchairs, doing nothing and just hoping 
for luck (what I like to call the Leprechaun 
approach), or we can take some steps, 
outlined below, to increase the chances 
of Lady Luck looking our way. 

■  Get outta here! 
As hard as it can be to get out of the 
office (or out from in front of Netflix for 
that matter), meeting new people and 
making new connections is an absolutely 
vital aspect of finding new opportunities. 

The old idiom of doing 
what we've always done, 

getting us what we've 
always got - is true. 
Once we've explored 
the opportunities 
that our immediate 
network can offer us, 
we have no choice 
but to cast our net a 
little wider. This means 
putting ourselves 
into uncomfortable 

situations, and 
extending our social 

circles. MeetUp and other 
interest-based groups 

are an ideal way to begin 
meeting new people and 

extending our reach, and as 
there is an already established 

common interest, you will have 
something to talk about over coffee.

■  Risky Business 
Some of us are naturally risk-averse. 
Some are situationally risk-averse, 
and some are natural born risk takers. 
Regardless of how we view risk it 
goes without saying that some of the 
greatest opportunities we will ever 
explore come with more risk than 
we are probably comfortable taking. 
But without making the leap into the 
unknown how will we ever explore the 
boundaries of greatness? 

Luck comes to those who are 
willing to jump, to take the risk into 
account, mitigate what is possible 
and then make the leap. We don't 
advocate blindly taking paths without 
consideration. But a thoughtful 
approach to risk assessment, and 
possibly even the use of a risk 
assessment framework, will allow you 
to fully understand and assess the 
options open to you. 

Being risky of course comes with being 
brave. And bravery is hard! You may 
have watched a movie as a kid where 
the hero was faced with something 
terrifying, who steels his nerves for 
all of one minute and then just does 
it? Well this is way harder. Way, way 
harder. There is the gut-wrenching, 
butterfly-inducing moment when you 
must make the call, make the decision, 
sign the lease/ staff employment 
contract/ bank loan… those are all 
moments that will require enormous 
bravery, but ultimately if you don't do 
it, the chances of getting lucky and 
moving towards your boundaries, are 
vastly reduced. So sometimes you do 
have to throw caution to the wind and 
walk on the wild side of the bravery 
tree. 
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Soma Zaaiman consults with companies to co-create journeys effecting 
shifts in leadership behaviour towards execution of their strategies. She 
is Head of Office (Africa) for BTS, a global professional services firm. 
Visit: www.bts.com. 

■  Lend a hand
You know the term 'what 
goes around comes around'? 
Well when it comes to luck, 
we believe that investing 
in others brings about new 
opportunities. These can often 
take unexpected forms, and 
sometimes the benefits aren't 
immediately visible. We had 
an exciting CSI project that we 
took on for a new customer. We 
had no history or relationship to 
protect, but the initiative spoke 
to us, and so we took it on, and 
did (in our opinion) a great job on 
delivery. About a year later, the 
same new customer approached 
us with an opportunity to pitch 
for a large, paid, contract. We 
pitched and we won, but if we 
hadn't invested the time up-
front, we would never have been 
lucky enough to get onto their 
supplier database and therefore 
be invited to pitch!

■  Hard darn work
In my experience the people 
who have been the luckiest are 
the ones who work the hardest. 
Every single time. This doesn't 
necessarily mean working 
twenty-hour days, but what 
it does mean is that we need 
to put in the hours. Whether 
those hours consist of getting 
proposals out, or meeting new 
clients, or even answering 
emails until stupid times of 
the day, the more effective we 

are in the way we work, the 
more we can expect to come 
across new opportunities, and 
new people that afford us the 
chance to be great. 

■  Learn baby learn! 
Part of working hard, is the 
ability to constantly evolve, 
and to evolve we have to learn. 
Learning should be something 
we do every single day, and it is 
only through learning that we 
can uncover new opportunities. 
Learning new things changes 
the way we think, and view the 
world. Forging new paths in our 
patterns of thinking, allows us to 
view the things we see every day 
in a new way, and this refreshed 
approach allows us to discover 
new options or opportunities. 
You know, then you get lucky! 

We've heard the stories of 
lucky individuals who happened 
to be in the right place at the 
right time. People who became 
unexpected millionaires, or 
were 'discovered' and went 
on to become brilliant and 
famous. But those people are 
the exception, and few of the 
successful individuals managed 
to hold onto their position or 
role, without considerable hard 
work once they were there. 

The choice is yours… go out and 
find the luck, or rest on your 
laurels hoping luck will find you.  

    In my experience the 
people who have been the 
luckiest are the ones who 
work the hardest. 



76   YOUR BUSINESS | December 2017-January 2018

FEEL	THE	FEAR

Starting your own business holds the 
promise of time and material freedom. 
It is possible to start a business where 
the business concept is bankable, with 
an existing market and opportunity to 
scale it sustainably.Yet every new level 
has a built in new "devil". These are 
limitations, challenges and constraints 
that need to be managed and properly 
addressed. Often the budding 
entrepreneur is high on dreams but low 
on resources; high on passion but low 
on planning; high on the end vision, but 
low on how to start. Starting a business 
requires a mastery of skills.

In addition to technical knowledge and 

How to overcome it and start that business anyway...

familiarity with your industry, there is also 
a strong mental component. We'll never 
know how many businesses never got 
started because the would-be founder lost 
their nerve at the last minute. In the past 
15 years or so, I have had the privilege 
of working with a host of different kinds 
of businesses; business people and 
entrepreneurs. None were immune to the 
common challenges, or inoculated against 
the variety of fears they were facing.

Here are five common entrepreneurial 
fears, along with a few principles that may 
help you to be more prepared, robust and 
clear in your approach:

1Fear of starting
You've got a great business idea, you've 

shared with a couple of people and they 
think it's viable, you've done some form of 
market research and can see the market 
potential and now it's time to start. But 
you find yourself pausing, procrastinating, 
and over-planning. Rather than actually 
starting your business, you are still stuck 
strategising. This is the first fear that every 
entrepreneur faces, it's the fear of starting.

Most entrepreneurs don't know where 
to start when first setting their ideas in 
motion. Start out by finding someone 
who has achieved the goal you've set 

for yourself. Read about the person, 
the structure of their business and then 
reach out to see if they can offer advice or 
information. They are quite likely to give 
you the encouragement and push you 
need to press "go" on your operations.

2Fear of failure
This is certainly a common fear, and 

one that prevents many people from 
ever taking action. You might think that 
entrepreneurs, by definition, are people 
who either don't have this fear or who 
are able to overcome it; yet truthfully, 
most entrepreneurs have it to one degree 
or another. It's that little voice in your 
head that whispers all of the things that 
could go wrong. Whenever I notice the 
fear of failure creeping into my thinking, 
I consider the consequences of taking 
no action at all. In most cases, this ends 
up being a scarier prospect than the 
possibility of failing; I can at least learn 
from my mistakes!

One of the greatest challenges is learning 
how to distinguish the irrational fear of 
failure from the helpful, intuitive insight 
that something is not right and needs 
attention. I have found that the best way 
to tell the difference is by identifying 
whether or not the fear is general or 
specific. If it's something specific, you St

ev
e 

Re
id

STRATEGY & LEADERSHIP



YOUR BUSINESS | December 2017-January 2018   77

what you do and focus on these. Make a 
personal talent inventory and then list skills 
necessary for your business. If you find 
inadequacies, make a point to learn what 
you don't know.

Consider attending one of these catalytic 
events: Pitch and Polish; #YouthstartCT; 
Workshops through SEDA; NYDA and local 
business incubators. Further, consult with 
mentors and successful entrepreneurs to 
gain perspective. Build a relationship with 
local business development organisations 
to establish a compelling and robust 
business plan.

Starting out as an entrepreneur is scary. That 
sense of the unknown, coupled with doubts 
about whether you've got what it takes, can 
leave you like a deer in the headlights and 
possibly immobilise you. You will only really 
learn by doing whatever it is you want to do. 
Ask yourself if the risk of facing your fears 
is preferable to the risk of giving up your 
dream. And if the answer is yes, go about 
equipping yourself to feel that fear... 
and do it anyway. Good luck!  

can rationally analyse it. If it's vague and 
general, it's more likely to be a mental 
block that you need to power through.

The statistics around business failure can 
be disconcerting. A well-known statistic is 
that over 50% of new small businesses will 
not last beyond three years. This is why 
there are so many people searching for 
answers on how to become the few who 
make it through without failing.

Here is a great resource that will help 
to address fears you may face: http://
www.freibergs.com/resources/articles/
innovation/stepping-through-fear-
exercise/

3Fear of the unknown
As an entrepreneur one thing that 

is guaranteed on this unusual journey is 
that nothing is guaranteed! This fear of 
the unknown is one which even the most 
successful entrepreneurs still experience. 
Any business can go up in flames; anytime; 
any day. Size and success doesn't protect 
you from this fear because the future is 
unpredictable. Preparation, which includes 
having studied your market, audience and 
competition, as well as interacting with 
others, like mentors and investors, does 
help to considerably dial down the fear. 

4Financial fear
One of the challenges of starting and 

running a business is that of funding. 
To tackle this problem, entrepreneurs 
seek funds from several sources; some 
look to family and friends and others 
externally, from investors and banks. 
These borrowed funds can be very scary 
for entrepreneurs especially when you 
realise that the ones you had previously 
borrowed are still yet unpaid.

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. 

Another financial fear entrepreneurs 
face is that of not being able to pay the 
bills – particularly those who have left 
the corporate world to be their own 
boss. Having left the comfort of regular 
paychecks, the reality of not having 
enough money to cover living and business 
expenses can be paralysing.

Our Advisory committee is led by Luvuyo 
Rani who is regularly recognised for his 
achievements in social entrepreneurship 
and having built a stable of 40 internet 
cafés in the Western and Eastern Cape. 
Yet he also began with serious financial 
challenges; skepticism by some and the 
real possibility of failing. Thankfully, he has 
modelled perseverance and successfully 
scaled his business.

Again, these two financial fears are very 
valid. It's okay to be afraid of the debts that 
are hanging on your head and it's totally 
human to be scared of being broke.
See also https://www.finfindeasy.co.za/ for 
a great resource on finding finance.

5Fear of inadequacy 
Some would-be entrepreneurs never 

get past dreaming, paralysed by fears of 
inadequacy. They question themselves, 
their talents and abilities, as well as their 
products and ideas."Do I have enough 
experience? Am I suitably qualified?" 
Rather than get bogged down in what 
you don't know, give yourself credit for 

     As an entrepreneur one thing that 
is guaranteed on this unusual journey 
is that nothing is guaranteed! 
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How to boost your 
EMPLOYEES'	WELLNESS	
And reap the rewards for your business too...
With the summer season upon us, 
improved fitness levels appear to be high 
on the agenda for a number of people, 
including possibly you and your staff 
members. Employee wellness is however 
much more than just the physical – it can 
be viewed holistically and comprises of a 
number of additional elements - mental, 
emotional, intellectual, occupational, 
financial, spiritual, social and 
environmental wellbeing. The question 
that remains is, "how can improving 
employee wellness boost your business?"

The reality is that stress takes its toll, and 
if high performers suffer from burnout, 
business owners are left with a huge, 
costly gap to fill. The proven benefits 

of creating a health-conscious working 
environment include boosted employee 
morale, reduced sick leave absenteeism, 
improved performance and productivity 
levels; to name a few. You don't need to 
be a big corporate to run an employee 
wellness programme; here are some 
initiatives to consider:

■	 Preventative	health	screening involves 
conducting health screening checks 
by a trained primary healthcare nurse. 
Examples of these screening tests could 
include blood sugar, blood pressure and 
cholesterol checks, which can be done 
either on-site or at the local clinics. 
The screening tests assist in identifying 
employees who are medically at risk, and 

prompts them to seek further medical 
attention so that their condition can be 
controlled and related sick absenteeism 
can be reduced. 

■	 Vision	screening	of staff could be 
beneficial, especially where products 
are manufactured or require physical 
quality inspection. In some cases, vision 
screening may be mandatory based on 
the nature of the work; for example, in 
the case of forklift drivers.

■	 Employee	assistance	programmes	
(EAP) offer counselling support to staff 
members, who may be undergoing a 
stressful situation personally. Personal 
problems vary in nature and can Te
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Terine Lott-Cupido is the Managing 
Director at EmpowerLink Services, a 
Human Resources consulting company.  
EmpowerLink Services brings HR best 
practice to small business. Visit:  
www.empowerlinkservices.co.za or 
email:support@empowerlinkservices.co.za.

negatively affect the productivity levels 
of employees at work as well as their 
attendance. Providing access to EAP 
services can offer your employees a 
much-needed lifeline.

■	 Recreational	or	pause	areas	are 
dedicated areas that promote time-out 
from work to recharge. During breaks, 
employees can relax or de-stress while 
reading a book, playing a game of table 
tennis or beating a punching bag. 

■	Wellness	Day	events	promote overall 
employee wellness. They usually involve 
a variety of services being offered, from 
preventative health screening, workout 
sessions to information sessions. There 
are a number of wellness day service 
providers that are able to assist you in 
hosting your Wellness Day including some 
medical aid schemes.  

■	 Sports	activities:	There may be a 
number of sports enthusiasts within your 
business. Starting a sports team helps 
promote both teamwork and physical 
wellbeing. For example, a group of 
runners, cyclists, a fishing team and action 
soccer or action cricket team, to name a 
few.

■ Sports days could be arranged where 
there are different sporting events held 
for staff to participate in, promoting 
teamwork and most importantly fun. 
This in turn creates a memorable positive 
experience that boosts employee morale. 

■	 Lunch	time	walks	are a good way to 
get the blood circulating. It may simply be 
that breath of fresh air needed to reboot 
the productivity levels after lunch; and 
encouraging it as a group activity will 
benefit everyone. 

■	 Teambuilding	events are useful for 
creating a shared vision, setting team 
objectives, improving teamwork and 
building trust.  

■	Healthy	snacks	promote healthier 
eating habits, which in turn could assist 
with concentration levels and improved 
health. Providing fruit for staff, for 
example, may not be that costly in a small 
business. Alternatively, arrange for a 
vendor to provide fruit daily for staff to 
purchase. 

■	 Technology	offers mobile apps for 

most things these days. There are free 
wellness-related apps too, that can help 
keep track of your activities. 

■	 Flexible	working	hours	offer much-
needed support to employees; whether 
it's to beat the traffic or to drop and 
collect school-going children. Flexible 
working hours also promote work/ life 
balance and enable staff to incorporate 
their interests into the week. 

TIPS FOR SUCCESS
When implementing a new initiative 
such as a corporate employee wellness 
programme, it's important to be invested 
in it yourself, as you will lead by your 
example. Also remember to:

■	 Communicate	the	news	and discuss 
the programme with your staff ahead of 
putting anything into place. Make sure 
you explain the concept of employee 
wellness and its importance and benefits, 
as well as how your employees will be 
able to use it, when it'll be available and 
what the associated costs are if there 
are any. You can promote wellness 
education through posters, free talks and 
newsletters on wellness-related topics. 

■	 Identify	a	champion	who will drive the 
corporate employee wellness programme 
on a continued and consistent basis. 
If you do not have the resource, then 
consider using an external service 
provider to assist you. 

Set	specific	measureable	goals	for the 
year that you aim to achieve with your 
selected wellness initiative or programme, 
before embarking on it. This will enable 
to you measure the deliverables of each 
initiative, to ensure that itadds value to 
both your business and your employees.

■	 Identify	rewards	and	types	of	
recognition	that can be awarded to 
employees linked to their participation 
levels in your employee wellness 
initiatives.These do not have to be costly 
and can be non-monetary rewards as well. 

There are many resources and ideas available 
online regarding corporate employee 
wellness. Find the right one that works for 
your business and your employees,so that it 
is able to help you have a focused, value-
added approach to corporate employee 
wellness. Good luck!  

WHAT 
MILLENNIALS 
WANT
 
The key to their hearts...
Is through their stomachs, according 
to 60% of Fortune 500 companies, 
including the likes of Facebook, 
Google, Microsoft, Deloitte and 
Goldman Sachs, who offer some 
form of food benefit to staff. They 
say that food subsidies are not 
"added benefits", they're a business 
imperative. 

WIN food vouchers for 
your business on page 6 
with OrderIn, South Africa's 
affordable food app.

An impact on society...
The 2015 Deloitte Millennial Study 
pointed out that the millennial 
generation are just as interested 
in how a business develops, and 
its contribution to society, as they 
are in products and profits. "One 
way in which you can engage your 
employees and address their need 
for meaning or accomplishment is by 
creating a well-managed employee 
volunteering programme, that 
benefits the community that you 
operate in," says Andy Hadfield, CEO 
of online social platform forgood 
(www.forgood.co.za). Volunteer 
programmes are perceived to add 
value to the recruitment, retention, 
training, development, loyalty and 
overall satisfaction of staff.
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Just take the FIRST	STEP
Whether you're starting out 
or scaling up, there's always 
a fear that needs to be 
overcome...
Dr. Martin Luther King Jnr said, "Take the 
first step in faith.  You don't have to see the 
whole staircase, just take the first step."I 
had to give a speech the other day around 
the theme of liberty and chose the topic 
"Freedom from Fear". As children, we are 
fearless – well certainly we were when I was 
a child, growing up.  I remember hearing 
the scary stories around the table or the 
campfire – you know the ones I am talking 
about.  The ones that make you giggle and 
squirm deliciously whilst you try and show 
the grown-ups (or grups as I called them 
then), just how brave you were.

To be honest, I never really heard the 
'traditional' Grimm's Fairy tales because I 
preferred to sit at the cook's fire at the staff 
quarters on the farm, and there I heard 
the traditional African stories - stories 
of a different kind.  I heard tales of the 
tokoloshe and skelms that hunted stealthily 
at night on unsuspecting prey.  I heard tales 
of witchdoctors who were shape shifters 
and used magic muti spells or 'juju', and I 
along with the other children would squeal 

with delight as we listened intently to this 
strange and mystifying folklore. Were we 
terrified? Oh absolutely!  But we were 
also fearless and brave!  Our ancestors 
demanded it and we were willing to face 
the test and be recognised.

Slowly but surely as time passes, our 
fearlessness, our confidence in ourselves 
and our abilities, gets stripped away from 
us. We lose our fearlessness and replace it 
with fear.  We lose our self -confidence and 
replace it with insecurities. We lose our trust 
- trust in ourselves and who we are – and 
replace it with self-doubt. For many of us, 
exiting childhood means the end of our risk-
taking days.  We can no longer be Captain 
Kirk going beyond time to exotic galaxies. 
Or Zorro or Tonto or General Custer or 
Huckleberry Finn or even Tom Sawyer, going 
on wild and carefree and fearless adventures 
. . .  and how incredibly sad is that?

Entrepreneur: face the fear! 
As entrepreneurs, however, we once again 
became fearless.  We took that first step 
into unknown and unchartered territories.  
We faced uncaring bank managers and 
unsupportive spouses and nagging children 
and hungry pets; my cat bites me when I 
have been out of the house too long. 

We have struggled to make sense of the 

numbers and battled with business plans or 
marketing or branding or the logistics and 
HR and hell . . .  even government red tape 
and legislation, much of which many of us 
had never even heard of, much less had 
to contend with.  We have faced our most 
ardent critics and judges – ourselves – and 
we have prevailed.  We have once again 
found our fearless selves – even if it is only 
for a few moments at a time.

Fortunately for me, I never entirely lost 
the 'wild child' that I was and many of my 
friends will attest to that.  I can often be 
fearless, but I long for the days when it 
was the natural order of things – when 
my toes curled in terror and I shivered 
in delicious anticipation of seeing the 
frightening apparition taking the form of 
the witchdoctor as he appeared out of the 
swirling mists and the darkness.

And so I challenge you to let go of the 
fear, and to find your own freedom from 
that fear. Take that step, irrespective of 
how scared and frightened you are. Take 
that first step; you'll find the next one will 
be so much easier. 

Nikki Viljoen is an Internal Auditor and  
Business Administration Specialist who can be contacted 
on 083 702 8849 or nikki@viljoenconsulting.co.za or  
http://www.viljoenconsulting.co.za.
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LAST WORD






