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for you to become your own boss. 
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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.

Five years ago the concept of running your 
whole business off your phone would still have 
seemed rather futuristic, but gigantic leaps in 
technology and connectivity have meant that 
an entrepreneur can now conduct operations 
from a powerhouse small enough to fit in the 
palm of a hand. We look more at how the 
smartphone is replacing the corner office on 
page 52, along with some great Apps to get 
you started. You can also win your own little 
workhorse on page 7, where we’re giving away 
an LG G6 valued at R12 099. 

These advancements are particularly enabling 
for businesses that operate on the move, and it’s 
no surprise that we’re seeing so much growth in 
this sector. Check out our special mobile feature 

in this issue (from p54) – you may well find your perfect business as you 
browse the many hot opportunities and franchises on offer. 

We all want to grow our businesses, but this can mean other things 
besides evolving into a big company. On page 24 we examine some of 
these alternatives, with David Madié explaining different growth scenarios 
as well as challenges to growth – including emotional barriers. In his 
article on page 20 contributor Steve Reid expands on the importance 
of mindset, and that we need to get this right before we embark on any 
growth strategy in our business.

One thing that will never change is the need for wise handling of finances 
and in our money matters feature (from p30) we focus on the many aspects 
that need to be taken into account, from getting the right funding in the 
first place (new options like crowdfunding, p32, have emerged) through to 
developing a financial roadmap (p40) and avoiding some common traps that 
entrepreneurs fall into. Our advertisers also weigh in with some good options 
to consider when addressing money issues in your business. 

As always, we welcome your feedback and would love to hear from you. 
Enjoy the read,

Nicole Cameron and the Your Business team

FROM THE TEAM
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When did your love affair with 
sneakers start?
I’ve loved them from a young age and 
always wanted more and more – I’d trade 
the ones I already owned to get new 
pairs and would cut grass and plow snow 
to buy sneakers. When we moved back 
to South Africa from the US I thought 
my sneaker craze would have to end as 
they wouldn’t have the same selection 
here. Thankfully I was wrong, they did! 
There were sneakers here that people 
in the States would go crazy for and 
so my brother and I started exporting 
them, as well as importing ones that 
people wanted here. I knew this was an 
opportunity that I needed to capitalise on. 

How does Sneaker Exchange 
work and what has made these 
events a success?
Events take place in city centres across the 

country (and recently in Kenya) and are 
trading platforms where collectors and 
aficionados can buy, sell or trade sneakers 
as well as buy locally produced apparel 
and footwear. I think people like the 
fact that it’s such an authentic platform 
and a perfect representation of the 
South African street culture, with artists 
performing with amazing energy and 
international and local brands being given 
the opportunity to interact with their 
target markets in creative ways. 
 
Do you think tough economic 
times will impact spending on 
these “luxury items”?
Collectors who are feeling the pinch 
might not be spending as much as 
previously but I also think it’s a cycle 
and people who love sneakers will 
always buy sneakers. The current 
generation will remember sneakers that 

they couldn’t afford because they were 
still kids. When those sneaker retros 
come back in style within the next 10 
to 15 years they will want to buy them 
because of the nostalgic factor. We’re 
not concerned if sales drop for a few 
months – our role is really about growing 
the culture at large and educating the 
masses; we want to give people who’d 
normally buy products a reason to 
buy from us because we’ve upped the 
experience being offered to them.  
 
What’s next for Zaid Osman and 
Sneaker Exchange?
I want to spend some time travelling 
and really learning from different 
cultures, which will positively feed into 
Sneaker Exchange events. I also want to 
experience more of Africa first hand. I’m 
busy restructuring some things on the 
business side, and I plan to focus more 
energy on digital platforms going forward. 

Meet the COLLECTOR 
ZAID OSMAN took his passion for trendy sneakers and his penchant for collecting  
the odd pair or two (or two hundred) and set up a platform, SNEAKER EXCHANGE,  
for like-minded individuals...

bizInspiration online news | www.bizmag.co.za
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GIVEAWAY

For more on 
running your 
business 
from your 
smartphone, 
turn to p52.

WIN an LG G6 – 
your new personal assistant
As businesses continue towards digital 
maturity, a few trends have dominated 
the world of business. It’s those trends 
that have shaped LG’s latest flagship 
smartphone, the LG G6 – quite 
possibly the perfect personal assistant. 

Time is money 
The adage “time is money” is as 
relevant today as it was a century ago. 
Seamless integration with Google 
Assistant makes managing day-to-day 
tasks and appointments a breeze, 
and there’s no quicker way to get an 
answer to your question thanks to its 
intelligent voice recognition. 

Display 
LG’s quest for convenience didn’t 
stop at software. Its 18:9 FullVision 
display gives more space to write 
and navigate with, and you’d be 

surprised how enterprise apps 
thrive in the extra space. In fact, the 
G6’s display was designed to allow 
perfectly square windows to fit inside 
it. Imagine having your preferred 
messenger in one screen corner and 
your appointment calendar or the 
latest reports in the other. 

Rugged dependability 
None of the LG G6’s smart design will 
be of any use to you if it’s dead, so 
it’s been equipped with a long lasting 
3300mAh battery and Qualcomm® 
Quick Charge 3.0 to let you rapidly 
charge your LG G6. 

To ensure it’s not a broken phone 
that’s holding you back either, the 
LG G6 was designed to be water 
as well as dust proof and very 
durable, passing 14 different military 
standard 810G tests. 

Security 
End-user security remains a boardroom 
topic for any enterprise, and for good 
reason. Devices like smartphones are 
the preferred route for hackers looking 
to infiltrate a network. Fortunately, 
the LG G6 secures access through a 
fingerprint sensor and supports LG 
GATE (Guarded Access to Enterprise) 
for enhanced enterprise security and 
management. 

That’s just some of the innovative 
technology LG has incorporated into 
this little business powerhouse, small 
enough to fit in the palm of your hand. 

TO ENTER:
SMS: YBM1 + LG + your name  
+ email address to 45508  
(each SMS costs R1.50)

Or

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

Competition closes on  
November 24, 2017.
*Terms and conditions apply. 

WIN the LG G6 valued at R12 099
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Franchisees buy into an existing 
system, where the infrastructure and 
support systems that are set up by the 
franchisors improve their chances to 
prosper. Training support is a crucial 
part of the franchising package and 
has a great influence on the successful 
management of the franchise outlet. 

A key feature of the most established 
and successful franchises is the 
investment that has gone into the 
development of training support for new 
franchise principals – often the result of 
perfecting a business model over years. 
The training provided by franchisors is 
custom-designed for the franchisees 
and their staff members. The quality, 
frequency, period and type of training 
is to be considered when investing in a 
franchise. Training can vary from a week 
to several months, depending on the 
brand regulations and complexity of the 
training modules. 

Newly approved franchisees would 
need to undergo the upfront, initial 

online news | www.bizmag.co.zafranchiseAdvice

What to look for in a FRANCHISE 
TRAINING PROGRAMME
LAURETTE PIENAAR, Nedbank National Franchise 
Manager, provides insight into the importance  
of receiving training as a new franchisee...

training with the franchisor head office, 
which generally incorporates basic 
business skills, financial training, stock 
management, marketing and sales. 
This training is generally facilitated at 
the franchise head office where new 
franchisees will also get to meet their 
support teams and experience the 
franchisor infrastructure first-hand. 

As part of the initial training onsite 
training is generally provided at another 
franchisee store, a franchisor-owned 
store or a mock store to provide 
franchisees and employees with practical 
on-the-job scenarios. The training will 
include everything from daily opening and 
closing procedures, hygiene practices, 
food technology, product knowledge, and 
point-of-sale and equipment use.  

For global branded franchises, the initial 
training may occur at an international 
head office or regional office. Training at 
this stage may also require the franchisee 
to already have assembled a core team of 
managers to help set up the business.

Ongoing training will be provided 
as new staff members are recruited, 
new products are introduced and new 
procedures are developed or refined. 
With the fast development of technology, 
many are opting for interactive 
multimedia and online training, which 
is more flexible and can be done at any 
time and location convenient to the 
franchisees and staff members. This 
allows franchisees to have business 
continuity with minimal interruptions and 
this option is often used for refresher and 
ongoing training.  

In addition to providing the franchisees 
with all the necessary training, most 
franchisors provide operational support 
teams during the initial opening or 
takeover period to ensure seamless 
trading and the necessary upskilling 
where required. 

Nedbank prides itself in offering 
personalised business solutions 
developed from our deeper 
understanding of the franchising industry. 
Let Nedbank be of service to you, your 
business, your staff and your household. 

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

Laurette Pienaar
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South Africa Awards (BASA). These 
include First Time Sponsor Award – for a 
business supporting the arts for the first 
time, and the Strategic Project Award, 
for outstanding initiative for best use of 
a project. Managing Director Mariapaola 
McGurk is a Henley Africa MBA 
scholarship recipient. She said, “Working 
towards an MBA is no easy task but the 
knowledge gained is already benefiting 
my approach to business and strategy. 
I am hoping this has a direct impact 
on expanding our market and offering 
creative solutions, which positively 
impact the arts, to new and untapped 
clients. Watch this space!”

2017 Entrepreneur of the year - 
Sanlam/Business Partners
Following a gruelling judging process 
and assessment of 15 successful 
finalists, this year’s six winners were 
announced at an awards ceremony in 
Johannesburg. The event saw WILLEM 
VAN DER MERWE, owner of Africa 
Biomass Company (ABC), receiving the 
coveted title of this year’s Entrepreneur 
of the Year. Competition spokesperson 
Christo Botes said that Van der Merwe 
was a notch above the rest in terms of 
the raw entrepreneurial nature of this 
business. “Through the establishment 
of ABC – which specialises in land 
clearing, wood chipping, and wood 
recycling – Van der Merwe has not only 
created a successful business by clearing 
landowners unwanted trees, he has also 
shaped a new industry in South Africa 
by introducing the novel concept of 
wood recycling,” he said. Other category 
winners included Sizwe Nzima and 
Siraaj Adams of Iyeza Health (Emerging 

online news | www.bizmag.co.zabizNews

Property Point graduate  
scoops top business award 

Property Point 
graduate, 
and founder 
and CEO of 
Integrico, 
LETTY 
NGOBENI, 
has been 
named 
Business 
Woman of 
Year in the 
Entrepreneur 

category of the Gauteng regional finals 
of the 2017 SA Women in Property 
Awards presented by RICS and the 
Women’s Property Network. Integrico 
provides facilities management services 
and specialises in building maintenance 
and repair services, corporate cleaning 
services and garden maintenance. It 
was established in 2006 and has since 
built up an impressive track record 
driven by its brand promise of “creating 
and maintaining beautiful spaces… on 
hand, on time”. Ngobeni is a graduate 
of Growthpoint Properties’ enterprise 
and supplier development programme, 
which aims support the development of 
sustainable small businesses working in 
the property industry. 

Henley MBA scholarship 
recipient is finalist in  
BASA awards 
THE COLOURED CUBE, a profit-
based arts company, is a finalist in two 
categories for the Business and Arts 

Celebrating  
our SME 
SHINING STARS 
Business competitions offer an  
opportunity for exposure and growth…

Entrepreneur of the Year); Itumeleng 
Phake of Zenzele Fitness Group 
(Small Business); Nomfundo Mcoyi of 
Icebolethu (Medium Business); Siphiwe 
Ngcobo of iLawu Hospitality Group 
(Job Creator of the Year) and Mpodumo 
Doubada of Pimp My Book (Innovator of 
the Year).

BWASA businesswoman  
of the year winners
The Businesswomen’s Association of 
South Africa (BWASA), in conjunction 
with headline sponsor Sasol, has 
announced the winners of the 37th 
annual Businesswoman of the Year 
Awards. Faith Khanyile (WDB Investment 
Holdings), Johanna Mukoki (Travel 
with Flair), Dr Shaheda Omar (Teddy 
Bear Clinic for Abused Children) and 
Prof Cheryl de la Rey (University of 
Pretoria) were winners in the corporate, 
entrepreneur, social entrepreneur and 
education categories respectively. 
The awards recognise South African 
women who excel in various sectors of 
the economy and lead with integrity, 
excellence and humility. 
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Applications for the Chivas 
Venture 2018 now open 

Chivas Regal is calling on all South 
Africans who have a life-changing 
business idea to enter the fourth year 
Chivas Venture 2018 – a global search 
for the next generation of business 
trailblazers that want to change the 
world for the better - for a chance to win 
their share of $1-million. One talented 
entrepreneur will be selected from each 
of the participating 29 countries and five 
continents to take part in an exclusive 
Accelerator Programme before competing 
on a global stage. This will be followed 
by three weeks of online voting where 
the allocation of the first $200 000 will 
be put into the hands of the public. The 
Chivas Venture 2018 will then climax in a 
series of high-stakes pitches at the Chivas 
Venture final, where the remainder of the 
$1-million will be distributed. 

The overall winner will walk away with 
the lion’s share of $1-million to finance 
their winning business idea, receive global 
exposure as well as support from world-
famous business mentors.

ON OUR BOOKSHELF
A quick pick of our top small business reads...

STARTING A SUCCESSFUL BUSINESS 
by Michael J Morris  RRP: R305
The first 18 months of your business are crucial – 
they’re when the majority of new businesses fail, with 
a lack of proper preparation and forward planning 
often being the cause. This eighth edition is your 
definitive guide to setting up a business that will 

thrive, and contains crucial, practical information covering each 
important step in the start-up process in a clear and accessible way. 
International case studies provide real-world guidance to support you 
as an entrepreneur. 

HOW TO PREPARE A BUSINESS PLAN 
by Edward Blackwell  RRP: R305
An excellent business plan impresses financial backers, 
provides a clear blueprint for the future of your company 
and functions as a benchmark against which to measure 
future growth. This book details how to go about the 
process of creating the best business plan for you, in 
an engaging and accessible way. It includes essential 

coverage of producing cash flow forecasts, planning a business expansion, 
planning your borrowing and monitoring business progress. 

GIVEAWAY: We have a copy of Starting a Successful Business and  
How to Prepare a Business Plan for two lucky readers. Simply email your 
name and contact telephone number to competitions@bizmag.co.za.

EFFECTIVE PEOPLE MANAGEMENT 
by Pat Wellington  RRP: R305
Motivated employees are the lifeblood of every 
business. With the right talent and an engaged 
team, your company will be empowered to beat the 
competition and grow its market share. This practical 
resource covers all the crucial aspects of people 
management and maintaining high performance. 

Its insightful guidance covers leadership, motivating people, team 
building, delegating, interviewing, reward, managing change, handling 
conflict, dealing with poor performance and organisational culture.  
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A growing market - despite tough times

As the world of food and technology 
converge in exciting ways never 
imagined possible, local businesses are 
revolutionising the way we dine and 
cook at home. Order In was one of the 
first online and app delivery services 
launched in South Africa, founded in 
2013 but gaining serious momentum 
over the past two years as they deliver 
food from a wide range of restaurants 
across the country. Recently launched 
Uber Eats will no doubt accelerate as 
quickly as the company’s taxi service, 

delivering a vast number of offerings; 
as a worldwide concept it is possible 
to order food in multiple cities when 
travelling abroad. For those that still 
enjoy cooking, without the hassle 
of grocery shopping, businesses like 
uCook, Pantry Box and Daily Dish 
deliver ingredients right to your door, 
with recipes and menus set out for 
the week, tailored to various dietary 
requirements. Supper? It’s never been 
as sorted. 

South African franchisee group Siyaghopa Trading 
Group has opened the first local Popeyes Louisiana 
Kitchen stores in Sandton, Menlyn and East Gate 
in Gauteng. Founded in 1972 in New Orleans, 
Popeyes is a global player in the fried chicken 
segment of the Quick Service Restaurant (QSR) 
industry, having carved a niche in the market with 
their authentic Louisiana-style cuisine. Based on 
restaurant unit counts, Popeyes is currently ranked 
as the world’s second largest QSR chicken concept 
and is present in more than 25 countries. Jaye 
Sinclair, Chief Executive Officer for Siyaghopa said: 
“We have enjoyed successful launches so far and 

plan to expand the brand nationally, in a variety of locations, venues and formats, to 
ensure the majority of South Africa has access to Popeyes in the near future.”

Popeyes® Louisiana Kitchen launches in SA 

SANHA is South Africa’s leading authority 
promoting professionalism and excellence 
in the certification of Halaal food and other 
related products. Established in 1996, this 
international, non-profit organisation has 
received support from both the broader 
industry role players and consumers, who 
desired a cohesive, uniform approach to the 
certification of Halaal foods and products. 
Business owners and franchisees appealing 
to the Muslim market (which is growing 
at pace globally) must enter into a formal 
relationship with SANHA to ensure that 
all their suppliers are Halaal approved, and 
are not to introduce any new items without 
approval, only supplying certified/approved 
products in stores. 

SANHA works hard to educate the market 
against the flippant use of the term Halaal 

friendly, a term which is unacceptable. 
According to SANHA, an outlet is either 
Halaal through compliance with the Islamic 
law (Shariah) requirements or it is not. 
Offending operators often use Halaal 
friendly as a subtle upfront precautionary 
disclaimer in the event of items not meeting 
the Halaal standard.

SANHA’s smart services can be accessed 
through the following streams: On their 
National Halaal Helpline (0861 786 111), 
via email (helpline@sanha.org.za) or their 
website (www.sanha.org.za) as well as 
on the social media platforms Facebook 
(SANHAHalaal), Twitter (@SANHA_Halaal) 
and Instagram (sanha_halaal). You can 
register as a subscriber at pro-kzn@sanha.
org.za and receive their regular newsletters 
and special announcements.  

The Halaal niche market continues to grow its reach,  
with SANHA setting the standards…

WHAT’S TRENDING IN FOOD?
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According to the latest survey by the Franchise 
Association of Southern Africa (FASA), the 
sectors with the highest levels of female 
ownership are the Health, Beauty and Body 
Culture and the Childcare, Education and Training 
sectors. TANNITH THOMPSON certainly breaks 
this mould as general manager of Drivio, a 
technology-focused driver training concept. For 
many women, franchising is a way to break into 
traditionally male-dominated sectors. 

“Driver training is a very male dominated 
industry, but I don’t let that influence myself or 
my team in any way,” says Thompson. “It also 
shouldn’t influence women who are prospective 
franchisees – don’t limit yourself, find your 
passion, no matter the sector. If an industry is 
male dominated, see this as an opportunity to 
bring a female influence into that space.” 
 
Thompson knew very little about the driver 
training sector when she joined Drivio but 
was blown away by what founder Thivash 
Moodley was trying to achieve. “After reading 
the business plan and getting to grips with 
the model and the endless possibilities for 
this young company, I was totally captivated.” 
The duo decided to franchise the business to 
allow similarly passionate entrepreneurs the 
opportunity to become part of the team and to 
take their training methodology, which produces 
better drivers and improves the safety of our 
roads, to all provinces. 

To women looking to follow in her footsteps she 
says: “Always remain true to who you are and 
remember that you are a representation of your 
brand and company; always fly that flag high. 
You are only as strong as the woman you allow 
yourself to be; take responsibility for ensuring 
you lead a successful life both in and outside of 
the workplace, and always lead from the front.”

WOMEN IN FRANCHISING

Tannith Thompson

Women may be in the minority in the 
world of franchising – with ownership 
averaging at 25% – but those who are 
making their mark are blazing a trail 
for others to follow. We talk to three 
leaders in franchising who provide 
plenty of inspiration if you’re looking to 
get your start in the industry…

   You are only as strong as the 
woman you allow yourself to be; 
take responsibility for ensuring 
you lead a successful life both in 
and outside of the workplace, and 
always lead from the front.
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STRONGER TOGETHER
“Women are generally great team players 
and this really allows them to tap into 
the power of franchising,” says BELINDA 
DUNN, Sales Director of 3@1 Business 
Centre, which offers essential postal, 
business and communication services and 
products.  “As a franchisee, you become 
part of a group of business owners who 
have either just joined the brand or have 
been trading for some years; all of whom 
have something to offer a newcomer.” 

This sense of teamwork is, in many 
ways, built into the 3@1 Business Centre 
franchising model, which is “less corporate 
and more entrepreneurial to allow the 
easy flow of innovative ideas between 
franchisor and franchisee,” says Dunn. 

Franchising provides women with an 
entrepreneurial spirit who are looking 
to exit the corporate world with an ideal 
opportunity for excellent long-term, 

alternative investment with outstanding 
potential for returns. It also offers 
structure and guidance, which facilitates 
a higher success rate than independent 
businesses. “The structured business 
model and support certainly helps limit the 
risk of failure,” adds Dunn.

In the case of retail and customer-
focussed franchises, the fact that women 
are natural nurturers and are prepared to 
show empathy makes them particularly 
well suited to franchising. “Customers 
respond strongly to operators who listen 
to their needs and are prepared to help 
them out in a tight spot. This in turn leads 
to great customer loyalty.” 

As a leader in the franchise team from 
early on, Dunn has seen 3@1 Business 
Centre continue to adapt its business 
model in the ever-changing business 
environment, to ensure that the concept 
stays relevant in the market place. 

Belinda Dunn

Theresa Maher

TEST YOURSELF
For THERESA MAHER, 3@1’s new regional director, being part of the 
franchising community has allowed her the space to test herself and find 
her own rhythm. She has worked in all spheres of franchising and finds 
particular satisfaction “in inspiring others to achieve”.

“Because women in general have good communication skills, are detail-
oriented, and have cooperative spirits, they are extremely attractive as 
franchisees,” says Maher. “And, in turn, franchising provides the opportunity 
to become part of a community, and to own and grow a business alongside 
this community.”

More than anything, Maher believes franchising offers a fantastic journey for 
the right individual. “The people I have met, the lessons I have learned, and 
the personal growth I’ve undergone have all been as a result of years spent 
in franchising, and are why I truly believe in the model.” 

     Women are generally great team 
players and this really allows them to tap 
into the power of franchising.

  Because women have good 
communication skills, are detail-
oriented, and cooperative spirits, 
they are extremely attractive as 
franchisees.
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The cars we buy have changed markedly 
over the last five years. Out are the once-
loved sedans; in are SUVs, crossovers, 
4x4s and double cabs. 

It’s difficult to make a direct comparison 
between the Peugeot 2008 and the Audi 
Q2 for the simple reason that one costs 
around R235 000 less than the other, 
which is large in anybody’s terms. Expect 
to pay around R340 000 for the 2008 
and approximately R550 000 for the Q2 
with matching equipment levels. But 
because they represent what is happening 
in the small family car and specifically the 
crossover market, it’s worth looking at 
them together.

CROSSING OVER
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WALLACE DU 
PLESSIS puts two 
fresh additions to the 
compact crossover 
segment through 
their paces…

So what is a crossover? 
It’s not a stupid question. Basically, a 
compact crossover is a smallish station 
wagon that seats four adults, has a 
slightly raised ride height and somewhat 
aspirational sporty looks - almost like an 
SUV. Some even have AWD (all-wheel 
drive). It is a styling exercise, but it does 
have real-world advantages; however, off-
road capability is not one. These cars do 
offer good road visibility, more space than 
their sedan siblings (including in the boot), 
a comfortable seat height, versatility, 
good handling over potholes, speed 
bumps and the like, and can venture off 
sealed roads. And, they are fun.

A touch of French flair
The Peugeot 2008 SUV GT Line 1.2 
PureTech Auto we tested costs  
R349 900, but the range starts at  
R274 900 for the diesel manual in Active 
trim. This car is state-of-the-art with 
stop-start, grip control, rear park sensor 
with camera, hill assist, cruise control, 
auto wipers and auto lights to mention 
the most important elements.

From a safety point of view, it has ABS with 
EBD (electronic brake force distribution), 

ESP which allows you to select the right 
driving mode for the circumstances 
– mud, snow, sand or standard, EBA 
(electronic brake assist), anti-slip function 
- in fact, all the safety kit you could want 
to help you get home safely.

There are actually four models in the 
2008 range, two 1.6 HDi diesels, 
which have manual gearboxes and two 
1.2 turbo-petrol 3-cylinder models 
with auto boxes. The sound of this 
petrol engine is quite growly; I like it, 
but some may find it intrusive under 
acceleration.

The comfortable half-leather trim 
interior screams French chic, and has 
all sorts of little touches that you 
will appreciate, like a refrigerated 
glovebox. It is a really pleasant cabin 
with carefully thought- out soft-to-
the-touch materials, colours and 
textures. The handbrake lever is an 
aviation style device and looks good. 
Features include SMEG+1 digital touch 
screen with a jack/USB, Bluetooth 
and climate control except in the base 
model.

Peugeot SUV GT
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Bavarian beauty
The Audi Q2 1.4 TFSI is a cutie and is 
seriously good looking inside and out. Being 
an Audi, the performance levels are superb, 
as can be expected. 

The 18-inch wheels on the car we drove 
didn’t sit well, and I found the vehicle noisy 
and harsh on the highway, even in comfort 
mode. Perhaps the 17-inch wheels will be a 
better option for most. I still don’t like Marie-
biscuit spacesaving spare wheels in the 
South African context where we are often 
far from the nearest biggish town, which 
would stock the non-standard tyre size.

The Q2 is very similar to the A3 Sportback, 
but is wider and rides 35mm higher. I think 
it is better looking too. Space is, however, 
at a bit of a premium, especially at the back. 
But the boot is around 405 litres with the 
seats up, and 1 050 litres with them down 
and, because the floor is flush with the 
leading edge of the boot opening, there’s 
no load lip.

The interior is very much A3 and is 
typically top notch with lovely materials 
perfectly put together in class-leading 
fashion. Many of the really desirable 
devices are expensive optional extras, 
and by our calculations the car we tested 

had in excess of R70 000 worth of 
accessories fitted. 

The 1.4 we tested offers zesty driving and 
oodles of grip with a little body roll round 
corners courtesy of the high ride height. 
It is very much a driver’s car. The driving 
position is good, and visibility above par. A 
rear-view parking camera and sensors are 
also options.

The car comes with all the safety kit and 
all the luxury appointments, even though 
a number are extra-cost items. In my view, 
the Audi Q2 promises a bit more than it 
actually delivers.

And, the verdict? 
Small, slick city crossovers are all the rage 
right now and the Peugeot 2008 not only 
fits the description to a T, but is a classy 
example of what one should be like. The 
Audi Q2 is stylish and oh-so-smart, and 
makes quite a statement.

Taking value for money into account, 
the Peugeot 2008 gets my vote, but also 
look at the Renault Captur (very good 
for touring especially on gravel), Toyota 
C-HR, Subaru XV, Suzuki SX4, Mazda CX-3 
(seriously stylish and a driver’s car), Mini 
Countryman, Opel Mokka, Nissan Qashqai 
(a best seller), and Mercedes GLA. 

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.

 Audi Q2
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YOUR BUSINESS 
MATTERS. 
Can your brand make 
it matter more?
The good news is that it’s not about  
a bigger marketing budget, it’s about 
solving problems... 

M
ar

k 
Va

rd
er

Strategy – be it for business or brand 
– should be about solving problems. 
And one of the most pressing problems 
any business faces is: Why does it 
matter? Over the last three issues, 
I’ve suggested that for a business to 
win over customers, it must matter to 
them. Materially, it must make some 
difference to their lives. It must make 
them healthier, wealthier or wiser. 
Or whatever. I’ve also been using the 
Nike example to make the point that 
your brand – far from being a grudge 
purchase related to spending a fortune 
on marketing – can be fundamental 
to your efforts to make your business 
matter more. 

Now, you will probably argue that you are 
not Nike. Your business does not need to 
be a brand. It’s not consumer-facing. You 
don’t need that hassle or expense. But 
as soon as you have a name and a logo, 
you become a brand. As soon as you put 
up a website, you become a brand. You 
don’t need to be employing a marketing 
person. Every piece of communication, no 
matter how minor, is a statement about 
you as a brand. 

A few questions will probably occur 
to you as you progress. What sort of 

brand are you building? Will it make 
your business more valuable to your 
customers? To me, the answers do 
not necessarily reside in the clichés of 
marketing and advertising that your 
brand will “differentiate” you from your 
competitors, that it will help you “stand 
out in an overcrowded marketplace” 
and that it will “add value to your 
product”. It is more pragmatic than that. 
It’s about solving problems. 

How do we grow our business, 
Phil? 
Phil Knight and Bill Bowerman of Nike 
started out by making track shoes for 
college athletes. Shoes that delivered 
superior stability and grip and were 
super light. In other words, their 
product mattered to people to whom 
every hundredth of a second mattered. 
But there came a point when, in order 
to grow, Nike needed to matter to 
people who did not care about breaking 
college records. Who, in fact, did not 
care about running at all. Do intrinsic 
properties like stability and lightness 
matter to these people? No, they don’t. 
They are necessary, they are price of 
admission to the game, the permission 
to compete. Thereafter, there is only so 
much you can do with them. 

The common view is 
that a brand should 
bring a product to life. 

The uncommon but 
more effective view is 
that a brand should 
bring a customer alive.

What really matters to people is 
themselves. Their issues. Their lives. 
Their challenges. What matters is their 
need to be inspired and affirmed.  

The real obstacle to Nike’s growth lay 
– quite literally – in getting a nation of 
Homer Simpsons off the couch, onto 
the road and into the gym. Which, 
as discussed in last month’s article, 
was when Nike realised that it had to 
manufacture more than shoes. It had to 
manufacture inspiration. Just do it. 

SALES & MARKETING
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Nike is the perfect example, which is 
why I have referenced the company 
in my three articles. To me, this is 
how a management consultancy can 
make a meaningful contribution to a 
business. You’ll know why your product 
or service matters. But how can your 
brand make your business matter 
more? This is not some nice-to-have. 
This is why your brand should be in the 
boardroom and on the agenda. Even if 
you don’t have a boardroom. 

Mark Varder is one of South Africa’s 
most experienced brand consultants, 
having worked with businesses of all 
shapes and sizes from SABMiller to 
Miller’s Company. He is a leading 
exponent of what he calls brand-
enhanced businesses and the co-founder 
of the consultancy Varder Hulsbosch.

The twin strands of a 
company’s DNA: its brand  
and business strategies 
For decades, a handful of words have 
guided Nike: “To bring inspiration 
and innovation to every athlete in 
the world.” Is that 11-word sentence 
the heart of a business strategy or a 
brand strategy? Or is it both? Or is it 
a brand strategy enhancing a business 
strategy? It’s hard to say. And I like 
that. It’s what happens when roles 
and responsibilities become blurred 
and the focus is solely on solving the 
problem at hand. There is an urgency: 
“How do we grow the business, Phil?” 
It’s why a company’s business and 
brand strategy should be developed 
together, informing each other, so that 
they become the twin strands of the 
company’s DNA. 
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STRATEGY & LEADERSHIP

5 ways to develop  
a GROWTH 

MINDSET
Your attitude makes a big 
difference to your business…
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Having a “growth mindset” – believing 
that talents can be developed through 
hard work, good strategies, and input 
from others – as opposed to a “fixed 
mindset” – believing that talent is innate – 
have become buzzwords recently. And for 
good reason. This research, put forward 
by Stanford Professor of Psychology Dr 
Dweck, has powerful implications in 
business and life. 

As entrepreneurs we love the thought 
of growth – growth in our client base, 
profitability, market share and businesses. 
But we also need to work on our own 
attitude as opposed to just methodologies 
and strategies. With that in mind,here are 
five quotes from well- known companies or 
people who focus on the need for growth 
internally before seeking external growth.

“Success isn’t a result of 
spontaneous combustion. You 
must set yourself on fire.” – 
Arnold H. Glasgow, writer

Apple co-founder Steve Jobs is famous in 
the technology industry for what’s called 
his “reality distortion field”. His charismatic 
personality and ability to get others to 
see things his way was so powerful that 
employees would attempt and accomplish 
impossible tasks at his urging. 

Jobs was Apple’s number one 
salesperson and the chief communicator 
of Apple’s vision. Apple has whole 
departments full of marketing and public 
relations experts, but Jobs was the 

person they put on stage to announce 
new products or technology because no 
one else could communicate his vision 
with his passion. His key success appears 
to be that before he brought a brilliant 
product to market, he opened the way 
for successful engagement by firstly, 
setting himself on fire.
 

“You never know what results 
will come from your action. But 
if you do nothing, there will  
be no results.” – Mahatma Gandhi 

The founder of Atari, Nolan Bushnell has 
an action bias that is embraced in this 
axiom. “The critical ingredient is getting 
off your butt and doing something. It’s 
as simple as that. A lot of people have 
ideas, but there are few who decide 
to do something about them now. Not 
tomorrow. Not even next week. But 
today. The true entrepreneur is a doer, 
not a dreamer.”

In engaging with start-up and existing 
entrepreneurs, I have observed that this 
action bias is one of the key differences 
between those who appear to stagnate 
or have little momentum and those that 
grow, expand and succeed. To what 

degree are you tilting the field in your 
favour by building an action bias in 
yourself and your team?

“I like the impossible. There, the 
competition is smaller.”  
– Walt Disney

Kishore Makan, owner of Exclusive Car 
Care embraces audacious goals. Kishore 
has two businesses which he runs in 

continued on page 22
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Port Elizabeth. One is a transport 
logistics company, and the other 
is a car wash business. When 
he first mentioned that he was 
eyeing the car wash business, I was 
somewhat doubtful. This industry 
has many entrants in it, margins 
are normally low because of 
businesses competing on price and 
it appears to be difficult to have a 
real differentiator. 

He dispelled my doubts with his 
unique selling proposition, which 
combines the use of patented 
cleaning chemicals, drying with 
compressed air, and an appeal to 
the market of those who love their 
cars. His innovative approach saw 
him building up a “fan base” of over 
700 clients within two years.

“To be successful, you have 
to have your heart in your 
business, and your business 
in your heart.” – Thomas Watson, 
former CEO, IBM

Terine Lott Cupido has entered the 
world of entrepreneurship quite 
recently. In a relatively short time, 
however, she has managed to procure 
a growing client base. The reason? 
Perhaps it is because of the unique way 
she engages with her clients, combining 
her expertise and experience with a 
true heart for her clients and their best 
interests. People can make or break 
your business, and this is heightened 
within the small business arena where 
poor use of human capital can derail 
or even shipwreck a start-up. How 
reassuring, therefore, to have a service 
provider who models the interests 
of her clients fully in carrying their 
business in her heart. 

Those embracing Thomas Watson’s 
quote may appreciate this addition: 
“Just showing up to work is not enough 
to be successful in your job or your 
business. There must be an inner drive 
full of passion and enthusiasm and a 

burning desire within you to go above 
the norm. Your sense of purpose must 
be strong as well as your self-motivation. 
You gotta wanna! Is your heart in what 
you are doing… or not?”

“The only thing that I see that 
is distinctly different about 
me is I’m not afraid to die on 
a treadmill. I will not be out-
worked, period. You might 
have more talent than me, 
you might be smarter than 
me, you might be sexier than 
me, and you might be all of 
those things you got it on me 
in nine categories. But if we 
get on the treadmill together, 
there’s two things: You’re 
getting off first, or I’m going 
to die. It’s really that simple, 
right? You’re not going to out-
work me. It’s strictly based on 
being out-worked; it’s strictly 

based on missing crucial 
opportunities. I say all 
the time if you stay 
ready, you ain’t gotta 
get ready.” – Will Smith

Jonathan Reid is an 
international travel 
photographer who has made 
Will Smith’s quote his own. 
When he is on site in one of 
the many locations or countries 
he shoots in, 14 to 16-hour 
work days are commonplace. 
This means, like Will Smith 
above, this choice and habit has 
made him more ready to seize 
opportunities and stand out.

This focus has seen an increase 
in the quality and quantity of 
his work and positioned him 

favourably with businesses who buy 
his services. In his early days, while 
working as a teacher, he was contacted 
and asked if he could do a trial shoot 
around London. Here is what he says 
about that choice, “This happened to be 
in my school holiday period, so despite 
them paying for two days of work, I did 
about six. I’m not the most talented 
photographer, so I make up for this with 
hard work and I wanted to grab this 
opportunity.” 

He carried this momentum into the next 
shoot. “My bag was still packed from a 
previous shoot, so I left for Amsterdam 
that afternoon with no production time. 
Once again, I over-delivered, working 
from sunrise to sunset without breaking 
for lunch. I did the week of work, arrived 
back home at 1am and started school 
the next day at 7am.” 

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.

There must be an 
inner drive full 
of passion and 
enthusiasm and 
a burning desire 
within you to go 
above the norm.

continued from page 20





STRATEGY & LEADERSHIP

7 ways to GROW 
AND DEVELOP 

your business
– alternatives to merely  
“getting bigger”

As entrepreneurs,  
we don’t always 
hope that our 
companies will grow 
big, but we always 
hope that they will 
develop. 
So if we don’t intend 
to create a big 
company, what are 
our alternatives?

and maximum income for society. 
However, an interesting question to 
consider is whether growth necessarily 
happens where we expect it to, or 
whether it lies as hidden potential 
within those businesses that are not yet 
growth businesses, but could be. The 
debate therefore also prompts us to ask 
ourselves what we actually mean by the 
term “growth-oriented entrepreneur”. 

COMPETITORS PRESSURE  
US TO GROW
Growth pressure on entrepreneurs and 
small business owners can also come from 
our competitors. Unless we continuously 
grow and raise our income, we may 
not be able to afford the investments 
necessary to keep us competitive. In the 
end, this could mean that our competitors 

Perhaps what drives most entrepreneurs 
is the prospect of seeing our ideas and 
dreams become reality, rather than 
envisioning ourselves sitting in a big 
office with a large management team and 
hundreds of employees. In reality, you are 
unlikely to succeed as an entrepreneur, if 
you’re just after the money. It is usually 
the most enthusiastic and passionate 
entrepreneurs, who end up successful with 
the added bonus of making a good profit.

SOCIETY WANTS US  
TO BE BIG
The debate about current 
entrepreneurial conditions focuses on 
how to create more “growth-oriented 
entrepreneurs”. This makes sense since it 
is, of course, the politician’s job to ensure 
a foundation for maximum job creation 
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will overtake our entire market or, as Ken 
Morse, an entrepreneurship professor 
from MIT in USA, recently pointed out 
during a visit to Denmark: “If you don’t 
get big, you are toast!”.

So, a business cannot afford to stand 
still; and it feels unnatural not to 
develop. Much like plants and other 
organisms, a business has its own life of 
sorts, and without development there is 
no life. The question is simply what kind 
of life do we want for our business and 
for ourselves within the business? 

SEVEN ALTERNATIVE 
GROWTH STRATEGIES 
Whether we grow out of need or desire, 
we, as owners, can choose from at least 

seven alternative strategies for the 
development of our businesses. These 
can be seen in the “Growth Star” (see 
figure) that illustrates seven different 
directions to follow and that these 
directions are all interconnected.

Businesses often grow in different areas 
at the same time in different ways and 
one form of growth can lead to another. 
For example, we may want our business 
to become the best within its field. We 
therefore, concentrate on increased 
quality development of our products 
(scenario #5: quality growth). In the long 
run, this could mean that the company 
can raise its prices and thereby achieve 
subsequent income growth (scenario #7: 
income growth).

Another example could be that we focus 
on penetrating new markets and on 
internationalising (scenario #2: market 
growth). Such a growth plan can, in 
some instances, lead to the business 
becoming mature enough to be bought 
up or create the means of buying up 
others (scenario #3: financial growth). 

Finally, there are also many smaller 
businesses that want to grow through 
partnerships and alliances that 
generate the expertise to solve greater 
challenges (scenario #6: network 
growth). Such a focus can also result in 
the creation of entirely new products 
and services previously unseen within 
our existing market (scenario #4: idea 
and product growth).

continued on page 26
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Although the seven growth scenarios 
are connected and may not always be 
separable, the Growth Star provides a 
common language with which to talk 
about our alternatives and preferences. 
In this way, it can be used to initiate a 
dialogue on the future development of 
the business, with any business partners, 
our advisory board or the bank.

GROWTH CHALLENGES
Once we have decided on prioritising 
a certain type of growth as our first 
focus area, we have to accept a series of 
challenges necessary for the growth to 
occur. These challenges vary according 
to the different growth scenarios and are 
listed in the chart above.
The desire to grow through idea 
and product growth (#4) will involve 
challenges related to establishing 
processes for continuous innovation 
and product development. We must 
also gain market insight in order to 

develop products that either fulfil a 
need or create one. If we prioritise 
income growth instead, our challenges 
will be different, namely to reduce costs 
and raise prices without losing orders 
or clients.

Growth in size, “volume growth” (#1), 
also involves challenges. These include 
organising and leading an effective sales 
organisation and having the skills and 
knowledge to recruit new employees, 
which are required when a company 
grows in size.

Our daily challenges are, of course, related 
to factors other than how we grow, e.g. the 
branch we are in, our start-up life stage and 
many other things. On another level, our 
growth challenges are also determined by 
the kind of people we are as entrepreneurs. 
Besides being limited by organisational 
and market-related factors, we may also be 
limited by our individual emotional barriers 
that make us hesitant about growing our 

businesses to their full potential.

EMOTIONAL BARRIERS
There can be many, very natural reasons 
why we, as entrepreneurs, do not feel 
ready to throw ourselves into a growth 
strategy. One is that it feels somewhat 
unrealistic to think or talk about expanding 
internationally, when our business is still 
in a start-up stage. We still have to earn 
enough for our first employee, before we 
can even consider expanding. In other 
words, our business is not yet mature 
enough for us to begin thinking about 
growth, because we have not yet reached 
the stage where our business idea has 
shown itself to be sustainable. Therefore 
we may feel any plans for growth are like 
building castles in the air.

Another emotional barrier to thinking 
about growth is that we feel that setting 
a goal for growth interferes with the 
creative freedom that we so highly 
value as entrepreneurs. The fact is that 
ambitions to grow are usually followed 
by a series of plans for all the things that 
need to be done.

Suddenly, everything that is supposed 
to be fun turns into an obligation; a 
pressure to perform or something 
containing the risk of failure.

A final barrier to creating growth 
could be that we, as founders of the 
business, are more or less consciously 
insecure about our ability to keep up 
the pace, should our business actually 
succeed in growing. Perhaps, we have 
heard examples of other entrepreneurs 
who, after several years of growth, felt 
alienated from their own business, or we 
are deterred by stories of entrepreneurs 
who felt they had created a “monster” 
that they could not handle or no longer 
wished to take responsibility for. In cases 
such as these it is better to employ a 
professional director, which means that 
we just have to start over again.

While many of these emotional barriers 
are not always reasonable or justified, we 

THE GROWTH STAR:  
CHOOSING THE NEXT GROWTH SCENARIO

INCOME 
GROWTH
Profitability
Cost Control 
Price Increase 
Productivity 

MARKET GROWTH 
New Market Entry 
Internationalisation
Market Niches 

NETWORK GROWTH
Partnerships
Outsourcing 
Alliances 

QUALITY GROWTH 
Product Refinement 
Professional Development 
Research and 
Development (R&D)

PRODUCT GROWTH 
Product Innovation
Service Design 
Assessment Planning 

VOLUME GROWTH 
Production Volume 
Sales Volume 
Recruitment FINANCIAL GROWTH

Capital Injection
Investor Relations
Merger & Acquistions

continued from page 25



can still feel them and think about them. So what does it 
take for us and our start-up to get ready for growth?

STRENGTHENING GROWTH AMBITIONS
The first condition for strengthening our ambitions for 
growth is a few successful experiences. Success breeds 
success, and we first have to show ourselves and our 
surroundings that we are doing something worthwhile. 
Another important factor that can strengthen our 
growth ambitions is to look at other entrepreneurs, who 
have undergone the kind of development we want for 
ourselves. If they can do it, so can we. We can also benefit 
from the experiences of those who have overcome the 
same challenges that we will have to face.

A final way in which to strengthen our growth ambitions is 
to share them with others. This means either teaming up 
as founders/owners of a business, or by getting others to 
join in as co-owners or investors along the way.

The most important thing is to be part of a community, 
where everyone supports and strengthens each other 
in their belief that growth is something possible and 
desirable. This applies, regardless of whether you want 
to become a large business or whether you have another 
view of the way you want your business to grow. 

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

Suggestions  
for the next step
■ Prepare a prioritised list of those growth 
scenarios you prefer for your business.

■ Examine the challenges the growth implies 
for your business and whether you are ready 
for them.

■ Plan actions and initiatives that get the 
scenario moving forward.
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■ Customer service and 
neighbourhood marketing –  
key building blocks
For O’Hagan, taking the leap from average 
to world class in retail and small business 
is all about upping the customer service 
game. Indeed superb service was a key 
principle of his two Irish-themed pub 
chains – O’Hagan’s and the Brazen Head. 
In its heyday, the O’Hagan’s franchise 
was a 100-strong group and one of the 
largest themed Irish pub and grill chains in 
the world. But in 1998 when global stock 
markets crashed and local interest rates 
skyrocketed to around 24% the company 
experienced a cash flow crisis and was 
ultimately liquidated. 

Having learnt some harsh lessons about 
gearing up a fast-growing business, 
O’Hagan would eventually start to re-
establish himself on the pub scene with the 
launch of The Brazen Head in 2003. The 
pub and grill was his chance to prove he 
had a comeback in him. And, he later sold 
the chain as a profitable concern. 

“Starting another brand was challenging, 
and took dedication, commitment and 
hard work. The brand was built on 
sound business principles, and our focus 
on remarkable and exceptional customer 
service and innovative neighbourhood 

COVER STORY

As he launches the latest addition to his multifaceted training 
and public speaking company, BASIL O’HAGAN talks about 
perfecting the customer experience, turning your neighbours 
into customers and learning from your mistakes…

TRAINING DAY

He’s not quite dancing a jig but there’s a definite spring in his step as Basil O’Hagan 
arrives at our offices ready to tell us more about his latest venture. The marketer 
turned entrepreneur turned business consultant and author is now making a foray 
into the world of online learning. His first digital course, Superstar Service, a training 
tool for customer-facing staff, has just been released.  “It’s easy for business owners to 
become so bogged down with day-to-day details that they overlook the importance 
of providing a solid customer service experience,” says O’Hagan. “With Superstar 
Service I’ve drawn on my experience to provide a wealth of tools and tactics they 
can use to inspire exceptional customer service and empower their employees.” 

marketing were the hallmarks of the 
growth in the brand.”

■ Build credibility to draw 
your neighbours in
But long before the pub bug bit, O’Hagan 
cut his teeth in the world of marketing 
founding Basil O’Hagan & Associates in 
1982. The firm went on to become the 
largest sales-promotions agency in South 
Africa at the time. 

“Probably one of the earliest – and 
biggest – lessons we learnt when building 
Basil O’Hagan & Associates is just how 
powerful neighbourhood marketing can 
be. It’s a particularly effective way for small 
business owners to compete with their 
big-name competitors and to establish 
themselves as a service provider of choice 
in their neighbourhood,” says O’Hagan.

“Many retailers open their doors and sit 
behind their counter waiting for business 
to come to them. That’s not good enough. 
Small businesses and retailers have to get 
out there and make friends and turn their 
neighbours into customers.” 

■ Helping you find the path  
to success 
As a marketer at heart, today O’Hagan 

travels the country speaking to 
audiences – large and small about 
achieving exceptional customer service, 
and neighbourhood marketing lessons 
learned during his entrepreneurial 
endeavours. “I’ve distilled all of 
this – along with some of the traps 
that snared me along the way – into 
powerful learnings for business owners 
and their employees,” says O’Hagan. 

“For me, learning more about customer 
service and neighbourhood marketing 
has become a passion. I don’t see what 
I’m doing now as work, but rather 
an exciting opportunity to pass on 
everything I’ve picked up to fellow 
entrepreneurs and business owners.” 

He has also extended the training 
offering to include classroom-style 
workshops for business owners, 
retailers, franchisors and franchisees, 
and even corporates. “Sometimes no 
matter how passionate you are about 
your company, you need an outsider’s 
perspective to see what it is lacking 
and to identify areas for growth. 
That additional insight and shift in 
perspective can take moments but 
make a huge difference,” he says. “I try 
to help my clients plot their next move 
and point them down the right path.”

■ O’Hagan takes his gift  
of the gab online
To reach a wider audience, O’Hagan also 
recently partnered with Vuca Consulting 
to launch his first eLearning course, 
Superstar Service. The course is the digital 
version of his most recent publication, 
a customer-service handbook aimed at 
the customer-facing staff in any business 
environment. “It made sense to extend 
the lessons available in my books, 
keynotes and coaching sessions to make it 
available 24/7 in a convenient and flexible 
manner,” says O’Hagan. All courseware 
is structured in such a way that trainees 
have the freedom to learn at their own 
convenience, at their own pace, any time. 

“I enjoy sharing my knowledge and 
seeing brands grow,” says O’Hagan. 

Advertorial
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“Often all it takes to grow from hardship 
to success is a few common sense tips. 
I’m thrilled that I can now reach more 
service professionals with the Superstar 
Service eLearning course.” 

World Class Customer Service for South  
Africa, serial entrepreneur Basil O’Hagan’s 
second book, is full of proven tactics for 
making sure your customers are happy 
enough to not only come back, but 
also bring their friends with them. With 
experience in growing the O’Hagan and 
Brazen Head brands, O’Hagan knows 
customer service is a key differentiator in the 
drive to build loyalty and grow profits. 

The 260-page book 
includes 175 customer 
service tips for the South 
African market, including 
tactics to help business 
owners build a customer-
service culture, manage 
feedback and use social 
media and technology. Put customer service 
at the centre of your business and thrive! 

Turn your neighbours  
into customers

Unleash the power of your workforce

In 415 
Action-Packed 
Neighbourhood 

Marketing Tips, 
Basil O’Hagan 

draws on his 
experience, as 
well as best-of-

breed tactics used in international 
markets, to identify tactics you can 
use to build a customer base from 
among your neighbours. These are 
the companies and consumers who 
live and work in a 10-minute radius 
of your store. Structured as a manual 
that you can dip into when the need 

requires, the 
book contains a 
host of ways in 
which you can 
market for next 
to nothing and 
build customer 
engagement, as 
well as proven advertising tactics 
that you can use to establish your 
credibility and adapt to your business 
type and audience.

 415 Action-Packed Neighbourhood 
Marketing Tips has also been 
adapted for eLearning purposes.

To find out more about any or all of 
Basil O’Hagan’s services mentioned 
above, contact him at  
basil@bohmarketing.co.za  
or call 011 467 2358.   
Visit www.bohmarketing.co.za. 

415 Action-Packed 
Neighbourhood 
Marketing Tips 
and World Class 
Customer Service 
for South Africa 

are available on: 
www.bohmarketing.

co.za for R250 
(incl. VAT) each, or 
R400 (incl. VAT) for 
both. For more on 
BOH Marketing’s 

services visit: www.
bohmarketing.co.za. 

Most companies 
today are selling 
a commodity. 
The customer 
experience can be 
the differentiator.

There’s gold in 
your backyard. 
Mine this gold 
through powerful 
neighbourhood 
marketing tactics.
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Passion is simply not enough. 
Entrepreneurs and business owners often 
struggle to build their own equity, find 
investors who share their vision and to 
raise initial capital. However, before you 
give up, rest assured there are solutions 
that could make the road to business 
success a lot smoother. This begs the 
question of whether to consider raising 
capital from outside sources to fund your 
business – or in the case of an existing 
business, use cash flow.

Choose the right funding
According to Bradley White, Audit Partner 
at BDO Pretoria, entrepreneurs and new 
business owners often struggle to raise 
initial capital, find people or banks to 
invest either equity or debt because a 
new business is often seen as very risky. 
“There is currently a lot of regulation 
to consider when starting a business as 
per the Companies Act Requirements, 
including banks requiring audited financial 
statements, which come at a cost, and 
BBBEE requirements.” 

Entrepreneurs also often struggle to find 
the right partners with a shared vision and 
passion for the business, and, the strained 
economic environment doesn’t help matters. 
“Often, this impacts the stress levels of a 
small business owner, the ramifications of 
which can lead to a shift in focus from long-
term to short-term,” says White. 

Starting a new business is an 
exciting time when you are living 
your passion and hoping to make 
it big. But a business without 
funding will struggle under the 
weight of its own debt. There are 
more than a few routes to follow 
to attain funding, and more than 
one option can be used…

To remedy this situation, White advises 
entrepreneurs to choose their bank wisely 
and note that several smaller banks have 
a “riskier appetite”, which could mean they 
are more likely to invest.
He says that while there are many private 
equity investors willing to take a chance on 
a new business, this may come at the price 
of giving away a certain amount of control, 
which a new business owner may not be 
interested in. “There are also a number of 
Non-Profit Organisations that specialise 
in helping getting new businesses started 
with the right resources, people and skills.”

Big investors and government 
Private equity consists of money from 
third-party investors that is pooled 
together and then invested into other 
businesses. They can commit large sums of 
money for long periods of time and usually 
seek to invest large sums of money into big 
businesses. “There are also smaller private 
equity firms in South Africa who are keen 
to making smaller business investments. 
However, this can be a time-consuming 
and challenging process,” White says.

Private equity firms usually look for 
entrepreneurs who have contributed to 
their businesses using their own funds, 
have a solid credit history, a well thought 
out business plan and the necessary 
experience and skills to successfully 
operate in their chosen field.

White notes that government funding 
in South Africa is relatively good 
however there is a lot of “red tape” 
that a business must comply with, 
which may be quite stressful on a new 
business. The Department of Trade 
and Industry has many programmes to 
assist small businesses. This can be in 
either the form of rebates, government 
grants, government funds or special tax 
deductions. 

Find unique funding
He advises that business owners 
should also look for unique funding 
models. Entrepreneurs can also look 
to Angel Investors, which unlike banks 
or other financial institutions, are 
willing to take a chance and invest 
smaller amounts of money in high-risk 
businesses, with the hopes of gaining 
high returns within a set time (usually 
five to 10 years). “These wealthy 
individuals use their own funds to 
finance projects that they believe will 
be lucrative, or where they can use 
their talent and skill to mentor new 
entrepreneurs. They will invest in your 
business and can help you sustain it 
until you can scale,” says White.

Crowd Funding is another option, 
which works in a similar way to Angel 
Investment, except many individuals 
can pledge varying amounts to the 

Where to find it
FINANCING: 
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business in exchange for equity, interest, or other 
more creative returns. “As an example, new products, 
music albums and films have been crowd funded in 
exchange for early releases, while restaurants have 
named menu items after benefactors. Typically, 
however, a product or service is pitched and uptake in 
funding helps determine whether there is demand for 
it, and first releases help fine-tune it,” he says.

How big an investment do you need?
One other area of concern is what percentage of cash 
flow should be put back into the business to help 
facilitate growth. White says that a new business 
should look at re-investing a least 50% of revenues 
back into the business in several ways. “These can 
include investing in advertising, research into new/
efficient products or services, paying off debt, hiring 
or promoting the right people. Although debt is often 
necessary, this does come at a high cost and high 
interest earning debt should ideally be settled first.”

Another critical question that arises often is how 
much capital a business needs, to be successful as this 
is crucial when looking for capital and investors.  A 
critical factor that determines this is when businesses 
run out of funds during times of lower than expected 
sales. When funds run out, there is very little or no 
funds available to invest in the “next big thing”. 

Having no downtime is crucial as businesses should 
not stop innovating as someone else will most likely 
come up with a better product or service. So, when 
a business has enough capital to fund operations for 
a full year, where the sales are lower than expected, 
then they may have enough capital.

Outside funding or existing cash flow?
This begs the question of what business owners 
should use to guide the decision of either raising 
capital from outside sources to fund growth or 
using existing cash flow.  “Business owners need 
to consider whether they are willing to give away 
a portion of their company through private equity 
investors or Angel Investors, risk the high cost of 
bank financing through debt or whether they are 
willing to endure the regulations and requirements 
that come with Government Funding,” says White.

Each alternative has its pros and cons. Private Equity 
or Angel Investors are usually in the business for 
a longer time and understand the risk associated 
with a new business. Banks are an option when 
giving ownership away is a non-negotiable for the 
entrepreneur. However, the amount of funding 
will depend on the banks’ risk profile. In these 
economic times, banks are unwilling to provide all the 
capital that a new business would require without 
imposing heavy suretyships and guarantees from the 
entrepreneurs themselves. This results in personal 
assets being used to secure the funding for the 
business. 

Whatever the route you choose to follow, do your 
research upfront and be sure to assess all the options 
available to you. 

TIPS to help you stay on 
top of tax matters
MARC SEVITZ, co-founder and CFO of the online tax 
return tool TaxTim has some advice to make sure there  
is no need to panic come tax time. 
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The most important thing for small 
business owners is to keep an 
accurate record of revenue and 
expenses. You can draw up these 
records based on your invoices and 
expense slips and then confirm 
these amounts by cross-checking 
them against your bank statement. 
All information should be recorded 
in a system that allows for easy 
calculations, cross-referencing and 
the ability to draw balance sheets 
and income statements. This may be 
a simple spreadsheet or specialised 
accounting software, depending on 
the nature and size of your business. 

There are a number of important tax 
submissions that your business will 
need to complete. These include bi-
monthly VAT returns (if applicable), 
PAYE returns, provisional tax returns 
as well as the annual tax return 
for the company, which includes 
comprehensive details about your 
business’s revenue, expenses, 
assets and liabilities. These tasks 
become near impossible to complete 
accurately without access to 
comprehensive accounting records.

Here are some of the key tips to 
help you stay organised:

■ Keep separate sets of records for 
business and personal. Remember only 
your business expenses are deductible 
so it’s very important to keep the 
personal expenditure separate. 

■ Keep a logbook for all business 
travel. Should SARS request 

supporting documents from you 
any travel expenses you have 
claimed will be disallowed if you 
can’t furnish them with a logbook 
backing up your business mileage.

■ A separate bank account for 
your business makes thing easier. 
When you are recording your 
business income and expenses in 
your accounting system, it will make 
things simpler and more efficient if 
all business transactions are in their 
own separate bank account (and 
not mixed in the same account as 
your personal expenditure).

■ Keep a record of all calculations/
estimations you may have 
made when claiming business 
expenditure in your tax return. 
For those expenses like petrol 
and cellphone which are mixed, 
you will need to identify exactly 
what portion relates to business 
use and which portion is personal. 
For the vehicle expenditure, you 
can use your logbook and for cell 
phone expenses you can use cell 
phone records to assist with your 
calculation to provide to SARS in 
case they require proof of your 
business expense claim.

■ Keep all your documents 
(invoices, receipts, accounting 
records, etc.) for five years after 
submitting your tax return. This 
is the document retention period 
prescribed by SARS.
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 JOIN THE CROWD 
Rather than take out a bank loan or reach out to an angel investor, these  
entrepreneurs turned to crowdfunding. Here’s what they learnt…
Chefs NEIL SWART and 
ANOUCHKA HORN have a dream 
of opening a small and bespoke 
eatery. Their concept Belly of the 
Beast will serve seasonal, locally 
sourced and grown produce, paired 
with exquisite wines. This “nose-
to-tail” restaurant will limit space 
to 20 guests, who will be served by 
both Neil and Anouchka themselves 

to ensure a truly intimate and 
personal experience. In addition to 
its novel offering, they have taken 
an innovative approach to financing, 
and are among the first chefs in 
South Africa to use a crowdfunding 
platform to make their business idea 
a reality. The dynamic pair shares 
their insights on how to run  
a successful campaign…

As young entrepreneurs with a great 
concept but no collateral, it is next 
to impossible to get a bank loan. 
Crowdfunding is an amazing platform that 
allows us to go directly to the people who 
would love to see our idea come to life. 
With no risk to them, they can fund our 
project by simply purchasing a burger or 
buying a ticket to a concert. There are no 
empty promises, you get what you pay 
for, or you get your money back.

THE RIGHT CROWD. 
One of the key factors in building a 
successful campaign is having the trust 
of the audience you’re reaching out to. 

We have established ourselves in the 
restaurant industry through Arugula 
Bistro, which we’ve been running in 
Welgemoed for the past six years, and 
so people who have come to trust and 
enjoy our work want to be part of the 
next endeavour. It’s also important to 
teach people about the ins and outs 
of crowdfunding, especially in South 
Africa where it is still a new concept. 
We have found that most people do not 
understand the concept yet, but once 
they do, they are amazed. 

WAITING FOR PAYDAY. 
We have been overwhelmed with great 

MONEY MATTERSFOCUS ON

responses, and so many supporters 
who want to back us. We learnt 
a lesson in that we launched our 
campaign way ahead of payday, and 
many people are waiting to pledge as 
soon as they get their pay cheques. 
Our advice to other prospective 
crowdfunders is to try to time their 
campaign according to when people 
have money in the bank, so as to get 
off to a good start. 

MAKE THE MOST  
OF MARKETING. 
The biggest platform to market your 
campaign is social media. Learn how 
Facebook marketing works – it is a 
very cost-effective and impactful 
way to get your message to the 
right audience. We have found that 
a good video is key; people don’t 
really engage on social media through 
reading, but they will watch a video. 

To find out more about the 
Belly of the Beast visit: https://
www.thundafund.com/project/
bellyofthebeast. Other popular 
crowdfunding platforms include 
Kickstarter, FundFind, Jumpstarter 
and StartMe.
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Pre-raise 5-35% of your goal prior to launch 
In highly successful campaigns, the pre-raise was mentioned as the most 
significant financial component that influenced success. Crowdfunding 
backers like to jump on bandwagons, so if you’ve raised just 5% of your 
project goal (from grass-roots sources like fans of products related to 
the invention; not family money or investor cash) the good news is that 
you’ll launch it with an 80% chance of success. Trouble raising that first 
5% is a red flag signalling problems down the road – you might need to 
do more planning or even revisit aspects of your pitch or product. 

Be productive during the lull period 
It is crucial to post updates consistently throughout the campaign 
and continue to find and connect with crowds through social network 
interest groups and relevant blogs. Post updates, blog posts, videos and 
links to your campaign on relevant communities and websites. Many 
entrepreneurs find themselves at a loss here, seeing the campaign as 
largely a waiting game to reach the goal. Updates don’t have to be big 
announcements or monumental events though; they can be anything 
from reporting a percentage increase, details on product development 
conversations, team meeting notes or even streams of consciousness. 
The point is to stay engaged with your backers and let them know that 
they are genuinely helping the cause. 

Act like a high-powered marketing team 
There are steps you can take to generate results in advertising by doing 
what these high-paid teams do best – experimentation to find the right 
advertisement that generates big returns. When it comes to digital 
advertising there are some ground rules that solo entrepreneurs should 
follow: don’t risk money you don’t have (wait until you’ve surpassed 
your fundraising goal before pumping money into advertising); know 
your pricing margins; use social media advertising platforms to test 
advertising messages; and aim for at least a 6:1 Return on Ad Spend 
(ROAS). This means that if you spend R1000 on advertising then you 
should add R6000 or more to your campaign. Your ROAS should not 
exceed your product pricing margins.

3 PILLARS TO A SOLID 
CROWDFUNDING 

CAMPAIGN

Nicholas Dilley, of Thundafund, 
describes how to plan out your first  
crowdfunding foray.

1The project. Some projects take on a life of 
their own. If a project has a strong emotional 

appeal, then often the crowd will simply support 
it for that reason alone. Such was the case with 
Keenan Oliphant who raised over R100 000 this 
year for his tuition. 

2The network. In cases like Fokofpolisiekar 
who have an enormous network of over 

100 000 people, they were able to reach their 
audience easily and effectively. That said the 
network does not need to be large in order to 
succeed. For a campaign with a niche target 
market, a smaller audience can be equally 
effective - the trick is in reaching them and 
providing them with an effective call to action.

3The rewards. The rewards are the final 
secret to success. Rewards are the goods, 

services or experiences that the backers receive 
in exchange for their contribution. To put it into 
an example, if a campaign creator is raising 
money to fund a business that is considered to 
be boring or unwanted, having amazing rewards 
can be the cause for them succeeding. This is 
where rewards-based crowdfunding can fall into 
an e-commerce space. 

Locally, we have seen the most success in the 
arts and food categories, and businesses in the 
rowth stages are more likely to do well as they 
already have an established audience. That said, 
should a business have a “crowd” or network 
of backers already interested in the project, 
and they take into account the three elements 
above, there is no reason why any campaign 
could not be successful.

ADD SECOND PIC IN FOLDER

TOP TIPS TO GET IT RIGHT 
Jumpstarter’s Derek Whitehead shares  
his crowdfunding advice…
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Numerous surveys, and anecdotal evidence, 
have clearly identified the greatest challenge 
facing small businesses globally. Simply put, 
this is access to working capital and cash 
flow when opportunities and needs arise.

The reasons for this state of affairs are well 
known: as a result of the persistent global 
credit crunch, banks and other traditional 
lenders have become increasingly hesitant to 
lend to SMEs and entrepreneurs in general. 
In addition to this aversion, small businesses 
face complex and time-consuming 
application processes, onerous terms and 
conditions, as well as the burden of costs 
often associated with traditional bank loans. 

Bearing in mind that small growing 
businesses frequently need working 
capital and cash flow infusions at short 
notice, small business owners often feel 
that there are insurmountable barriers to 
maintaining business, let alone growth. An 
added concern is that even should their loan 
application be successful, owners may have 
to cede equity to lenders.

The Cash Advance Solution: 
Releasing the Shackles
Fortunately, over a decade and a half ago, 
a new breed of lender in the US devised an 
innovative solution to this brake on small 
business growth: the business cash advance. 
This product was specifically designed to 
boost business liquidity with few of the 
hurdles to entry. The model soon spread 
to the UK, Australia and New Zealand, and 
has since been brought to the South African 
market.

A Timely Partner for  
Small Businesses
One such cash advance innovator is Express 
Business Capital (EBC). In just a few short 
years, this independent and agile South 
African enterprise has grown by effectively 
adding value to an already vital and 
invaluable product offering. 

EBC sees itself as a partner of small 
businesses, offering timely advances on 
cash flow or working capital, without taking 
equity from owners. By providing a cash 

injection when it’s needed most, their 
customers are freed up to fully leverage 
opportunities whenever they arise.

The advantages of this model are 
numerous: EBC does not require 
security; the application process is quick 
and simple, with an 80% approval rate, 
and approval to payout takes place in as 
little as 5-7 days.

A further departure is that EBC does not 
place restrictions on how customers use 
the advanced funds – this is at their own 
discretion. 

Happy, Growing Customers
As a small, agile and independent 
business itself, EBC understands the 
challenges faced by their customers.  
This understanding and support has 
helped their broad range of customers 
unshackle themselves from cash flow 
constraints to successfully expand their 
businesses. These include well known 
brands and franchise outlets including 
Cash Crusaders, Pick n Pay, Spar, Spur 
Steak Ranches, Wimpy and many more.

BIG SQUEEZE

MONEY MATTERS Advertorial

How small businesses can grow without shrinking their equity.

IN PRACTICE:  
HOW IT WORKS
The process is smooth  
and transparent:

• EBC calculates clients’ 
advance amount based on 
historical turnover
• They buy a fixed amount of 
clients’ future turnover at a 
determined discount rate
• Repayments are calculated 
as a percentage of future 
turnover
• Repayments continue till 
the purchased amount is 
repaid

Contact Express Business 
Capital for more information: 
Tel: 087 151 0310  
Email: info@ebc.co.za or  
visit ebc.co.za

SMALL BUSINESSES, 
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This delay or interruption in the business’s 
cash flow can put them at risk and may 
mean not being able to meet payroll, 
purchase raw materials, maintain stock 
levels, process the next round of orders, 
pay suppliers or cover other critical 
business  expenses. The biggest problem 
this cash flow squeeze causes is the 
inhibition of growth for the business.

Cash flow generated within the business is 
the primary source of finance but for many 
businesses the ability to raise additional 
finance from external sources can be 
critical to support their activities.

Most South African businesses, 
especially SMEs, have traditionally been 
reliant on banks to meet many of their 
financial needs. In the aftermath of the 
recession and financial crisis, banks have 
understandably become more risk averse 
which has resulted in credit facilities 
taking far longer to be approved, the 
maturity of the loan shortened, higher 
collateral requirements and in many cases, 
an increased cost of finance. As the world 
moves out of the recession and banks 

SMEs should ensure partnering with 
the correct financial institution; such 
as Merchant Factors, as this can ensure 
that these barriers are overcome and 
the correct methods of financing are 
chosen for their business structure. An 
established financing method; Factoring 
or Invoice Discounting, is a definite 
option for businesses worldwide which 
injects much needed cash into the 
business now rather than later. The 
process involves a business selling its 
invoices (i.e. accounts receivable) to a 
finance partner, who advances up to 
75% of the value of the invoices. The 
outstanding monies are then collected by 
the financier and thereafter the remaining 
25% flows back into the business minus 
the financiers costs.

Factoring gives businesses both big and 
small the opportunity to draw working 

remain reluctant to lend, what other forms 
of finance can support businesses in their 
pursuit of growth?

What if traditional bank loans were not 
the only solution? For SMEs seeking 
finance and failing to secure it, the 
following three barriers have been 
identified:

1. A lack of awareness by these SMEs of 
alternative sources of finance outside 
of main street banking (e.g. factoring 
and asset-backed working capital);

2. A lack of financial expertise to 
identify the appropriateness of these 
alternative sources of finance;

3. A lack of confidence in their ability 
to secure these alternative forms of 
finance.

Cash flow squeeze?  
Factoring could be the answer!

MONEY MATTERS Advertorial

In South Africa, it is not 
uncommon for businesses 
to sell on terms extending 
to 30, 60, 90 or even 
120 days after date of 
statement. Regardless of 
whether they are invoicing 
healthy amounts for 
products delivered and 
services rendered, these 
SMEs can experience a ‘cash 
flow crunch’ due to these 
extended terms. 
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capital back into the business when it 
is needed, without having to apply for a 
bank loan, or give up equity or control. 
In fact, some businesses make invoice 
factoring part of their business model so 
that they can offer customers favourable 
credit terms without having to worry 
about cash flow, chasing customers for 
money or spending hours administering 
the debtors book – an expert factoring 
company takes care of this on behalf of 
its clients.

   Never take your eyes off the cash 
flow because it is the lifeblood of 
business. – Richard Branson

Merchant Factors is the only truly 
independent factoring house in South 
Africa with an over 30-year track record. 
Our flat organisational structure affords 
us the flexibility to offer our clients the 
fastest turnaround time in the industry 
from application to pay-out.

In addition to accessing the working 
capital you need as fast as possible, 
another reason to partner with Merchant 
Factors is our extensive debtor 

administration services, which include  
the following:

■ Evaluating your customers’ 
creditworthiness
■ Distributing monthly statements
■ Calling debtors to chase payments due
■ Sending reminders and final demands 
as and when necessary
■ Handling receipting and reconciliations
■ Liaising with attorneys if it becomes 
necessary to institute legal action and 
collection processes.

To find out whether you qualify for 
our fast, flexible financing solutions 
– contact Merchant Factors today.

Finance beyond the numbers.
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Create a FINANCIAL 
ROADMAP for success
With a clear map for the journey ahead, you’re ready to get on the road.
According to Bloomberg (2013), 80% of 
small businesses fail within the first 18 
months of operation, and the evidence 
suggests that poor financial practices 
are to blame. As an entrepreneur, this 
statistic can be seriously demotivating. 
But, if you know the cause, there are 
steps you can take to ensure you don’t 
become just another statistic. Key to 
ensuring that you can achieve growth 
and sustainability in your business is 
the drawing up of a clear roadmap for 
financial success. This should outline the 
step-by-step process needed to reach 
your financial goals. 

The advantages of drawing up a plan are 
clear. It will:

■ Set the scene for sustainability. In 
order for your business to grow, you 
need a clear roadmap outlining how you 
are going to attain your financial goals.

■ Improve your focus: During 
challenging times, a clear roadmap 
can help you to keep your eyes firmly 

focused on what you’ve set out to 
achieve. 

■ Provide direction and guide 
operations: This process helps you 
filter what activities are important, 
and ensures that all business activities 
are aligned with the goals you want to 
achieve.

■ Help with decision-making and 
problem-solving: When difficult 
financial decisions have to be made, it’s 
useful to have a plan you can refer to in 
order to make sure that your decisions 
are still in line with what you want to 
achieve.

■ Keep you motivated: In a volatile 
economy, it can be difficult to remain 
positive. However, when your roadmap 
is clear, it allows you to remain steady 
and clear on what you want to achieve.

A question small business owners 
often ask when it comes to creating a 
financial plan is: Where do I start? The 
answer is to approach your roadmap in 

much the same way as you would if you 
were putting together a plan for your 
next holiday. So, start by deciding on 
a destination. After all, once you know 
where you are going, you can start 
thinking about how you will get there, 
what you need, how much you need, 
how long it will take, etc. Creating a 
roadmap to financial success shares the 
same principles. 

Here are the five key steps  
to follow: 

1 Start with the end in mind.
 For your plan to be meaningful and 

to result in the growth and success of 
your business, you need to set out and 
fully understand your vision. This should 
go beyond a mere statement to describe 
the impact you would like to have and 
define what you want to achieve in the 
future. This is an important starting 
point as you can use it to guide the 
types of goals, decisions and activities 
you will embark on. This is the “anchor” Bu
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of the business, holding everything 
together to ensure that all activities lead 
you in the right direction. It also provides 
a solid foundation from where you can 
start setting your financial goals.

2 Know exactly what you want 
to achieve. 

Once you have a firm understanding 
of your vision, ask yourself Where am I 
heading? and What do I want to achieve? 
Be clear about what you want to achieve 
in business. Financial success involves 
setting clear goals for the short, medium 
and long term. You should ideally set 
goals for a minimum of five years and go 
right up to 10 years or more. These long-
term goals will help when developing an 
accurate growth strategy, and will help 
you keep an eye on what you want to 
achieve. 

When entrepreneurs speak about 
financial goals, they often focus solely 
on sales targets. And, while this is an 
integral part of financial goal-setting, it is 
important to look beyond these to include 
other components. 

Key components to consider 
include: 
■ Operational expenses. For the 
business to grow its profit, operational 
expenses need to be accurately measured 
and managed carefully to ensure that they 
don’t spiral out of control. You should 
set an expense limit to help you stay on 
target. 

■ Cost of sales. Cost of sales refers to 
the direct costs involved in generating 
your net revenue. It is the costs 
associated with producing your products 
or services. The cost of sales will impact 
the sales price you set for your product or 
service. The amount of profit you want to 
make on the sale is the other variable to 
take into account when setting a price. 

■ Fixed expenses vs. variable expenses. 
While variable costs change depending on 
things like sales volumes, fixed costs tend 
to stay the same regardless of how much 
or how little business you do. Ideally, 
you should keep your fixed expenses to 
a minimum. When setting your goals, 
outline a target for fixed expenses, so 
that you know exactly how much the 
business needs to make to fulfil these 
obligations. In addition to keeping an eye 
on your fixed expenses, you will need to 

AUTOMATION
Automation and systems integration 
can add significantly to your efficiency 
and help you to monitor exactly where 
you are in achieving your plan.

• ACCOUNTING. Using the latest in 
cloud accounting software technology, 
there is no reason for this process 
to take up so much of your time. 
Implementing the right system could 
drastically decrease time spent on 
capturing transactions. Apps like 
Expensify can capture slips and costs. 
This automatically feeds through 
to their cloud accounting package, 
which also auto-allocates bank feeds 
directly to their accounts. Cloud payroll 
software automatically feeds payroll 
into their accounts.

• DASHBOARDS. Creating high-
impact, fully integrated live dashboards 
puts the information you need at your 
fingertips. These allow you to monitor 
key metrics live from anywhere in the 
world.

• OTHER SYSTEMS. Automation allows 
you the freedom to continue creating 
and innovating while your business is 
running successfully in the background, 
with little to no inputs from yourself. 
Here are a few ways the various 
systems and processes out there can 
make running your company easier:

• Enquiries and communication 
automatically feeds to a CRM system, 
building a strong database for sales 
lead generation.

• Retainer clients sign up online. Their 
engagement contracts are automated 
into the process and so is a debit 
order system. Retainer invoices go out 
automatically and receipts are matched 
accordingly. No one needs to make 
out invoices or follow up with retainer 
clients.

• E-books, audio courses and how-
to videos on a subscription model 
generate a passive stream of income 
that ups their bottom line.

constantly review those costs that vary 
according to how much you produce or 
sell i.e. your variable costs. 

■ Financial goals should be clear and 
easy to track. For example: The business 
will aim to achieve a turnover of R500 
000 by December 15, 2017. Starting from 
August 15, 2017, the average turnover 
per month will be R125 000. Operating 
expenses will be capped at R93 750 
per month as the business would like to 
achieve a net profit before tax of 25%.

3 Determine how financial 
goals will be achieved. 

Once you have identified your financial 
goals, you are ready to move on to 
actually formulating a plan. This is the 
“how” of what you want to achieve. Here 
you will outline your approach and the 
specific tasks to be undertaken to fulfil 
your goals. It also assists with determining 
what activities are needed to reach the 
goals and to create the resources required 
to achieve those goals. 

This process touches on almost all of 
the important functions of a business. If 
we look back at our earlier example: the 
turnover goal speaks to sales, products 
or services offered, the market, the type 
of service offered to customers etc.; the 
operational expenses goals impact on the 
management of finances, the processes 
undertaken to produce and sell products 
or services, the overall operations of the 
business, which would include location, 
staff and more. Your plan needs to cover 
all these areas comprehensively.

4 Set your plan in motion. 
To implement your plan, outline 

everything you need to execute 
effectively. Every business is different and 
will require different inputs to set them 
on the road to success. Here are just 
some of the questions you should ask to 
ensure you are on your way to achieving 
your goals: 

■ What key resources are required to 
achieve my financial goals? 

■ What equipment will be needed to 
fulfil targeted sales numbers? 

■ What facilities are necessary and what 
is the cost? 

You might experience some financial 
challenges that most small businesses 

continued from page 40
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experience at the very beginning of the 
business operations, due to the lack of 
resources required to achieve financial 
goals. When resources are not available, 
it makes it challenging to implement the 
plan effectively. 

5 Monitor your financial 
performance. 

This is a crucial part of your roadmap 
as you require constant feedback to 
assess whether you are doing the 
right things in your business, and that 
they are all going according to plan. 
Reviewing your financial history allows 
you to see how close you are to reaching 
your financial goals, helps to keep you 
on top of your business performance, 
to identify any problem areas, assess 
the receptiveness of your market, 
determine the effectiveness of your 
plan, evaluate whether you are putting 
your efforts towards the right activities, 
determine whether you are managing 
your finances well, and if your plan 
is relevant or requires changes. Your 
actual performance should always be 
measured against the goals set. Sound 
systems are crucial when monitoring 
your performance. The most basic of 
accounting systems should be able to 
give you essentials such as an income 
statement, balance sheet and cash flow 
statement. But you can go far beyond 
this with more comprehensive packages. 
Once you have implemented good 
financial practices, it becomes easier to 
monitor performance and determine if 
you are achieving your financial goals. 

With every journey you should be 
prepared for a detour or two, and there 
is no doubt you will experience one on 
your financial journey – so be ready to 
adjust your plan and take a different 
route. Staying in tune with your business 
finances means monitoring your financial 
goals on a monthly, weekly, and even 
daily basis. This is all part of determining 
how close you are to achieving your 
financial goals, and if you are indeed on 
the right track. 

While your financial statements offer a 
good picture of past performance, they are 
not entirely suitable for predicting where 
you might be in the future. Because they 
use historical data, they cannot accurately 
reflect sudden market changes or illustrate 
where a company is going. They are also 
not universal across businesses – a R1-
million turnover might be exceptional for 
a one-person show but inadequate for a 
30-person business.

More qualitative financial aspects of a 
business are not effectively accounted for 
in financial statements. Factors such as 
labour relations, customer satisfaction and 
efficient management are never included, 
but are critical aspects to decision-making. 
One particular failing is that financial 
statements do not measure conversion 
rates of sales. This creates a narrow view 
of the business and its shortcomings.

According to Pieter Scholtz, co-master 
franchisor in Southern Africa for 
ActionCOACH, it is therefore essential to 
use other measurement tools alongside 
financial statements to determine which 
processes are in need of improvement. The 
formulae below may seem intimidating due 
to their surface-level complexities, but they 
can be easily applied.

BREAK-EVEN ANALYSIS
Firstly, a business owner must ascertain 
the point at which a business is neither 
making a profit nor a loss. This is the 
break-even point. The formula is as 
follows:

■  Profit = (Selling Price x Number of 
Units Sold) – [Total Fixed Costs per annum 
+ (Variable Costs per unit x Number of 
Units Sold)]

Simply put, this formula is designed to 
provide an understanding of how many 
sales are required to cover all associated 
costs. Anything above this level, or break-
even point, is profit for a business.
Budgeting and the setting of realistic 
business targets are two of the planning 
processes made easier by this analysis. 
Equipped with this understanding, as well 
as targets and ideal profit margins, business 
leaders can make strategic decisions in 
order to drive sales. Management can also 
make better pricing decisions.

TEST AND MEASURE 

MEASURING SUCCESS
To increase your sales, you first have to 
understand them. All business is effectively 
driven by five key areas: lead generation, 
conversion rate, average sale, average 
number of transactions, and profit margins. 
Lead generation refers to the total number 
of potential buyers that have been in contact 
with the business. Conversion rates are 
defined as the number of these inquiries that 
become sales. Combining these two gives 
the business’s number of customers.

■  Average Number of Customers = Lead 
Generation x Conversion Rate

Once you have the number of customers, 
you can use it in a formula to determine 
revenues: This can be done by multiplying 
it with the average rand sale (or equivalent 
currency) and number of transactions.

■  Revenues = Number of Customers x 
Average Rand Sale x Average Number of 
Transactions

The final step of this process is to take the 
resulting revenue number and multiply it 
by a company’s profit margin percentage 
to calculate the bottom line. If one of the 
numbers in this process is falling short – 
poor lead generation, low prices and so 
on – business owners can work with that 
specific variable to increase overall profit.

■  Profit = Revenues x Profit Margins

With these formulae, you will gain a 
new perspective on what is happening 
with your cash flow. 

Busi Raphekwane is an entrepreneur 
development expert and 
founder of The Transformation 
Legacy. Contact her at: busi@
transformationlegacy.com or visit: 
www.transformationlegacy.com.
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According to Rushay Singh, Audit Partner 
at BDO South Africa, one of the biggest 
money mistakes entrepreneurs make is 
spending merely to maintain an image 
– think top-of the-range laptops and 
swish offices in hip areas. They might also 
dive into capital commitments without 
knowing the risks and associated revenue 
streams, and without having done a cost-
benefit analysis. 

Funding is also an issue depending 
on the type of industry one operates 
in, especially if it is a capital-intensive 
business. This includes overspending, as 
well as poor planning and management. 
Entrepreneurs also need to separate their 
personal finances and business finances; 
it is a good idea to rather pay yourself 
a salary and not take money from the 
company pot as you need it.

Another common mistake is not having 
a marketing strategy until the business 
or idea has taken off, which by this 
stage, says Singh, it’s too late. “One of 
the biggest entrepreneurial challenges 
is to get your brand off the grand while 
gaining trust in the market, especially 
with potential clients and consumers, 
which is why a marketing plan is critical,” 
says Singh.

Entrepreneurs should also invest in people 
who add value to the business, and not 
hire people based on saving costs – which 
could cost them more in the long run. 

Charging too low a price and offering 
discounts unnecessarily are other 
mistakes to avoid. And, never give away 
too many free services or products, 
particularly to friends and family. 

Singh recommends the following to 
prevent entrepreneurs from making 
mistakes:

• A detailed forecast must be 
performed before any acquisition to 
determine the return on investment. 
This includes creating a sales forecast, 
creating an expenses budget, 
developing a cash-flow statement, 
income projections, potential risks and 
a breakdown of assets and liabilities. 
Entrepreneurs need to remember that 
revenue is the income that the business 
receives, but profit is what is left-over 
after expenses.

• Entrepreneurs should invest in 
education where possible. Furthermore, 
they should seek advice from 
experienced people in their industry.

• They need to develop and value 
purpose well in advance of getting 
their business running. In other words, 
what services do they offer that give 
them the specific edge over their 
competitors? This will translate into a 
vision and mission statement that will 
form the foundation of their business, 
business plan, and website. A business 

plan that is a product of passion and a 
well thought-out vision often makes the 
difference in winning trust from clients 
and financiers.

• Entrepreneurs should carefully 
consider their sources of funding. 
They may set up a company where 
they can get potential investors to 
purchase a percentage of ownership in 
their company without relinquishing 
control. The advantage of this is that 
some shareholders can come in with 
experience and business acumen. 
Depending on the type of ownership 
there are organs of state that provide 
funding to new entrepreneurs such as 
the NEF. The obvious other option are 
banks. However, these often come with 
very stringent requirements that new 
entrepreneurs don’t meet.

• When it comes to incurring debt, 
entrepreneurs need to determine what 
is good and what is bad debt. If it looks 
too good to be true, then it probably 
is. Good debt is an investment that 
will grow in value or generate long-
term return, such as taking out a loan 
to further one’s education. Trust your 
instinct to differentiate between good 
and bad debt. Factors such as interest 
rates will affect whether or not you will 
be able to continue to manage your 
debt, and it is advisable to seek the help 
of a financial professional. 

Dumb money 
mistakes that smart 
entrepreneurs make
They might have the “big idea”, the financial 
backing and well-defined achievable goals, but 
smart entrepreneurs still make money mistakes  
that can thwart or delay their success...
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MONEY MATTERS

The latest Franchise Association of 
South Africa (FASA) survey confirms that 
franchising continues to grow in South 
Africa. According to the 2017 survey, 
franchising’s contribution toward GDP 
increased to 13.3% from 11.6% in the 
2016 survey; with food, retail and building 
the biggest categories. 

As a franchise owner, it’s important to 
track business growth and to balance 
operational involvement and strategic 
planning. You need to understand the 
long-term goals that impact the franchise 
to ensure that your strategic intent is 
ultimately achieved. You should take the 
factors below into account when it comes 
to strategic, long-term planning:

Return on investment 
Entrepreneurs intuitively look at the 
projected return on investment when 
considering the cost of buying an existing 
franchise or setting up a new one. And 
then fail to measure and track these on 
an ongoing basis as they become more 
operationally involved in the business.

It is important to keep a strategic focus 
as your franchise grows and to revisit 
your return on investment expectations. 
When calculating the expected return on 
investment, consider factors such as site-
specific planning for a store or location, 
expected economic fluctuations, as well 
as any strategic and holistic brand changes 
planned for the franchise concept. Interest 
rate fluctuations and inflation should also 
be included in your projections.

Assess the cost of expansion 
Strategic expansion may be possible 
by either acquiring additional stores of 
the same brand, or by diversifying your 
portfolio and investing in alternative 
franchise concepts. The investment 
required per brand might increase over 
time and is often influenced by inflation, 
fluctuation in commodity prices, and the 
cost of securing a site, changes in the 
franchisor structure or ownership and 
location-specific requirements. These 
factors should be considered when you 
do your strategic planning. You should 
use an inflated capital requirement in 
your expansion plans, review them often 
and evaluate their viability continuously. 
Stay in contact with your franchisor and 
discuss future opportunities within your 
franchise group. 

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

The level of financial gearing of 
a business can change over time 
as the business moves through 
various phases of trading, and 
this will impact your return on 
investment.

Understand the market 
value of the store
As is true of most franchises, 
your balance sheet may not 
always be a true reflection of 
the value of your business. This 
is mainly due to the lack of 
equity allocation to the franchise brand 
in a balance sheet, as well as the nature 
of the assets of a standard franchise. 
The typical assets in a franchise business 
do not carry much of a resale value and 
depreciate fast. The balance sheet also 
does not consider the infrastructure and 
support model of a franchise system 
that non-franchise businesses do not 
benefit from. 

The true resale value of your store can, 
therefore, be difficult to calculate. The 
various industries within franchising and 
most franchise concepts have developed 
specific formulas to determine the market 
value of a store accurately. This valuation 
is often dependent on various factors, 
including the validity of the lease, when 
the next revamp is due and the location 
of the store. You should engage with 
your franchisor to continuously track the 
market value of your store.

Franchise metrics that matter,  
but often get missed

Advertorial

Laurette Pienaar, Nedbank National Franchise 
Manager, identifies the financial metrics you should 
be tracking in your franchise…

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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MONEY MATTERS Advertorial

All businesses experience cash flow 
problems from time to time; smart 
entrepreneurs are the ones who manage 
to keep their businesses afloat during 
these crunch times. Debtor invoices 
are a valuable asset but unless they are 
converted into cash timeously, they 
cannot contribute to keeping a business’s 
success on track. Growth Capital Solutions 
understand the urgency when it comes 
to cash flow problems and is committed 
to provide a solution in a fast, efficient 
manner. 

Invoice Discounting in a nutshell 
A debtor book is an asset and, like any 
asset, can be sold. Invoice discounting 
is the practice of selling debtor invoices 
upfront, as opposed to waiting 30 or 60 
days for debtors to make payment. It is a 
fast, flexible way to inject needed funding 
into your business, and is more accessible 
than a bank loan, which requires security. In 
the case of invoice discounting, the invoices 
you sell act as the security. 

Growth Capital buys invoices based on the 
negotiation of a daily rate that is calculated 
from the day you receive the funds until 
your customer pays the invoice – think 
of it as an overdraft; you only pay for the 
time the funds are utilised. The company 
prides itself on a quick application and 
approval process – feedback can be given 
four to five days following the submission 

pay – this will very much depend on 
the transaction offered initially. In some 
cases Growth Capital will exchange the 
invoices for another customer’s invoices; in 
other instances they could provide credit 
insurance to protect themselves from this 
scenario. 

For entrepreneurs by 
entrepreneurs  
“Growth Capital Solutions’ goal is to 
fund your business’s growth. We are 
entrepreneurs just like you and understand 
exactly how important healthy cash flow 
is for your business,” says Johan Loubser. 
“We believe that your assets should work 
as hard as you do. Releasing some of 

of requested information (usually FICA 
documentation, Debtor’s Age Analysis and 
Management/Financial statements for the 
last month/year), and registered clients 
can receive funding a mere 24 hours after 
sending a request. 

All your questions answered  
Many potential customers query when they 
will “pay back the loan”. It is important to 
remember that Growth Capital does not 
loan money, and you do not pay it back. 
Rather, they buy an asset at a discount 
and get paid by your customers – the 
discount withheld at the time of purchase 
is their fee for providing the service. As 
to what happens if customers do not 

Stop the (CASH FLOW) drought
Growth Capital Solutions  
keeps the life blood of your 
business going...
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your book debt as cash to make it 
available when you need it, is a cost 
effective way to fund your working 
capital requirements. You have 
worked hard to build relationships 
with your clients and we respect 
and appreciate that those 
relationships are precious – we do 
not take control of your debtor’s 
book and do not get involved in 
your collection process.”

In addition to being business owners, 
the Growth Capital team includes 
professional auditors who have 
the skills, experience and capital to 
assist you in working through your 
cash flow problem. They have also 
partnered with Moore Stephens, 
a global audit and advisory firm to 
provide in-depth cash flow analysis 
to help you grow your business. 

Growth Capital has devised a 
comprehensive service that allows 
businesses to fund growth with 
their own equity. They facilitate the 
ability to negotiate better deals with 
suppliers by paying them sooner, to 
be able to introduce new products 
and services into one’s offering, as 
well as make sure that tax affairs 
are in order by being able to pay 
outstanding taxes in order to obtain 
a Tax Clearance Certificate. 

If you feel like things are “drying up” 
a bit too quickly in your business, 
don’t hesitate to find out how 
Growth Capital Solutions can help. 

Call 072 345 8151, email  
sales@g-cs.co.za, or visit  
www. growthcapitalsolutions.co.za 

Integrated Core Group (ICG) is an 
asset management company covering 
fire, security, back-up power and 
engineering, with a team of service 
technicians offering a fast-response, 
round the clock service to support 
both their own as well as other 
manufacturers’ products. 

As a Growth Capital Solutions client, 
ICG has used invoice discounting in 
a strategic manner to increase their 
trading capacity. To understand how the 
company achieved tremendous growth 
in just 12 months, read on.  

KNOWLEDGE FIRST 
The effective management of working 
capital sets successful businesses apart 
from the rest. Working capital consists 
of cash, debtors and inventory, and a 
simple cash flow cycle for a R1 business 
can be explained as follows: You use 
R1 to buy inventory, which is sold to a 
client on 30-day terms. Because you like 
to make a profit, you add a 100% profit 
margin on the item, which you then sell 
for R2. Once the client has paid for the 
product, you can buy another R1 stock 
item and then put it up for sale. 
The challenge is that your trading 

capacity restricts you to selling one R1 
item per month due to the length of the 
cash flow cycle. To resolve this, you need 
to either borrow another R1 from the 
bank so that you can sell two R1 items 
in a month, or you need to shorten the 
cash flow cycle by turning the R2 sale 
into cash immediately so that you can 
buy another R1 stock item the next day, 
and the next day, and the next day…

But how do you do this if all your clients 
are only prepared to pay on 30-day 
terms? By selling your debtor invoices 
to Growth Capital Solutions, which will 
put the cash in your business to enable 
you to increase your trading capacity. By 
doing this, the cash flow cycle is reduced 
from 30 days to one. And you won’t 
have incurred any debt. 

This is exactly what ICG did; which 
has resulted in an incredible turnover 
increase of 226% in the last financial 
year. The increase in turnover has put 
their business well above break-even; 
and net profit has increased by 192%. 

Contact ICG on 087 001 0377,  
Email info@integrated-za.com  
or visit: www. integrated-za.com

CASE STUDY

How to effectively 
manage working capital
Here’s how the Integrated Core Group has managed to increase 
net profit by 192%  in the last year…
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Ulrik Nehammer, GM at Coca Cola, has 
said that he conducts most of his business 
directly from his smartphone, noting, “The 
most dangerous place to make a decision 
is within the office.” He’s certainly not 
alone – with other corporate high flyers 
extolling the virtues of running their 
affairs on the go. Larry Page, CEO and co-
founder of Google Inc. makes a point of 
attending meetings only with his phone - 
and encourages his staff to spend at least 
one day a week (every week) using only 
their mobiles for work affairs. 

Notably, a survey carried out by Forbes 
Insights for Google revealed that nine 
out of ten executives used smartphones 
for business, even while they were in 
the office. The report also stated that 
some 10 percent said smartphones were 
their exclusive device used for decision-
making.

Enhanced customer service
The reasons for this increasing reliance 
on smartphones are fairly obvious: every 
year, mobile capabilities and features 
become ever more slick and seamless. 
Thanks to the proliferation of cloud 
applications for business, it’s now possible 
to store vast quantities of customer and 
company data online – and to securely 
access such data from anywhere, anytime.

This enables executives and employees to 
respond almost immediately to customer 
and staff inquiries, to work where it is 
most conducive for personal productivity 
and creativity, and to cut down on 
expensive IT costs. 

Managing the risks
Of course, the shift to mobile doesn’t 
mean that you should cancel the lease on 
your office and throw your laptop away. 
As with any technology trend, there are 

Why SMARTPHONES are 
replacing the corner office
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downsides to relying on your smartphone 
for work affairs. For starters, it cuts down 
on face-to-face interactions with clients 
and staff, which are still valuable and 
important for various reasons (motivation, 
company culture, relationship building, 
etc.). Making an effort to see clients and 
staff on a regular and structured basis 
can easily solve this particular challenge. 
The other downside is security, and 
the possible risk to data and IP that 
ensues if a personal smartphone is lost 

or misplaced. Again, however, putting 
the right security measures in place and 
backing up key data can mitigate this risk. 

Cloud-based software
Lastly, one of the main barriers to 
smashing up your desk and going full-
on mobile is related to the software 
you’re using within your company. For 
example, if you’re using bespoke or 
proprietary software that’s installed on 

They tell us when to wake up, what the weather is like, and what our friends got up to on the long weekend. 
Without a doubt, smartphones have become our very committed – and very present – personal assistants.  
But can they begin to replace our offices, and our colleagues? At this point, it depends on who you ask. 

APPS  
TO KEEP  
YOU ON  
THE ROAD
For entrepreneurs on the 
go, your phone is your 
workhorse, here are a few 
apps that will help you 
operate optimally 
while on the road: 

■ WEEBLY. Weebly makes 
it easy to create and edit 
a website, blog, or online 
store from its app interface. 
Use the intuitive drag-
and-drop website builder—
designed for touchscreen—
to create an attractive and 
customised online home for 
your business. Wordpress 
also allows for website 
management via mobile 
devices. 
■ EVERNOTE. Evernote 
gives you the tools you 
need to keep your work 
organised. You can write, 
collect and capture your 
ideas as searchable notes, 
notebooks, checklists 

and to-do lists. And, take 
notes in the form of text, 
sketches, photos, audio, 
video, PDFs, web clippings 
and more. It also allows you 
to organise your receipts, 
bills and invoices. 
■ RIGHTSIGNATURE. This 
app allows for sending and 
signing documents online, 
no printer or PC required. 
You can deliver documents 
via email, with a secure link, 
or simply embed on your 
website.
■ FREE INVOICE 
GENERATOR. Free Inovice 
Generator enables you to 
instantly create invoices on 
the go. All you need to do 
is complete the invoice and 
print or download as a PDF 
file. There’s no need to sign 
in or sign up to use the app. 
■ SLACK. Slack is a 
collaboration platform 
that brings all your 
communication together 
in one place. It is real-time 
messaging, file sharing, 
archiving and search for 
modern teams. It’s a great 
way to drive collaboration 

when employees aren’t 
always in the same 
building. It also integrates 
with many tools that 
businesses already use, 
such as Dropbox, Trello and 
Zendesk. 
■ GOOGLE DOCS, 
SHEETS AND SLIDES. Apps 
included are word processor 
Docs, spreadsheet editor 
Sheets, and presentation 
maker Slides. Managing 
even complex documents 
is relatively simple and the 
suite is compatible with 
Microsoft Office files, so 
you can transition between 
your desktop computer and 
your mobile device.
■ ZOHO. Zoho CRM 
Mobile Edition lets you 
access your CRM data 
anywhere, anytime from 
your mobile phone. This 
enables you to stay on 
top of the latest business 
developments, collaborate 
with your team and make 
the right business decisions, 
no matter where you are. 
Pipe Drive CRM also works 
well on mobile. 



Colin Thornton launched the business 
division of Dial a Nerd in 2002 to 
specialise in supporting companies 
with between 10 and 300 users. With 
its SME focus and specialist team of 
engineers, managers and a world-class 
helpdesk, it is able to provide a full 
breadth of IT services for any SME. 

Answer the 
office line 
wherever 
you are in the 
world
As a growing number 
of business owners and 
entrepreneurs in South 
Africa are choosing 
to operate as “digital 
nomads” by working 
remotely wherever 
they live or travel, and 
technology is making this 
possible. 

With this in mind, 
Euphoria, a leading 
provider of an innovative, 
cloud-based, cost-effective 
business telephone 

services, offers a 
proprietary cloud-based 
business telephone 
system, together with PBX 
and VoIP products, that 
enable greater mobility 
for the workforce and 
remote working.

These services allow 
individuals to work 
location independent as 
all calls coming into the 
business’s geographic 
number can be directed 
to a digital receptionist 
or a hunt list. When the 
PBX needs to connect to 
an employee, it contacts 
them directly on their 
mobile device by sending 
the call over the mobile 
network (GSM) instead of 
an internet connection. 

Essentially, all employees’ 
direct extensions become 
their mobile numbers, 
and these calls are routed 
directly to their mobile 
phones.

This includes functions 
like being part of a hunt 
list and access to the 
business IVR menu, and 
they can also perform 
attended or blind transfers 
to colleagues - mobile or 
office-based.

The key advantage is that 
even once a call has been 
routed to the employee’s 
mobile number, they still 
remain in control of the 
call, i.e. the employee can 
still transfer the call.

your office computers, you’ll find it 
near impossible to work with these 
systems on your smartphone. This is 
precisely where cloud-based software 
comes into its own: if you’re using 
web-based business apps to run your 
business, it gives you much more 
freedom - since all the data is hosted 
securely online and can be accessed 
from anywhere, at anytime.

Looking ahead, many of the major 
cloud enterprise software providers 
are investing heavily into mobile 
capabilities. According to GetApp’s 
business app ranking report, GetRank, 
22 of the top 25 CRMs have their own 
mobile apps. Also, the presence of a 
mobile app is a factor that’s becoming 
increasingly important for small 

business owners when choosing apps 
for their company.

Whether you’re a high-powered, 
globe-trotting executive, an employee 
or a small-business owner, your 
smartphone will undoubtedly become 
an increasingly important part of your 
enterprise toolkit. As always, keep 
online security top of mind and stay 
abreast of the major security trends 
that affect mobile devices. 
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Without a phone, my customers 
wouldn’t be able to reach me, so 

it’s a critical part of conducting my 
business. For me, having a good camera 
on my smartphone is important, as 
customers can send a picture of the 
damage on their windscreens and I 
can discuss a solution based on what 
they have shown me. I make sure that 
I always have sufficient mobile data 
to have a good internet connection, 
and use Whatsapp and email for 
cheaper communication. I keep things 

simple, using my phone calendar to 
book appointments. I am currently 
investigating an app that will enable 
customers to locate technicians closest 
to them. My advice to business owners 
who are using their phones to run their 
business is to work hard on how you 
communicate and sell your product or 
services when customers call – they are 
often phoning around looking for the 
best job at the best price and you need 
to be able to paint a picture of why you 
are a good choice in about 30 seconds. 

BUSINESS ON THE GO
Meet the needs of today’s customers by investing in a mobile opportunity…

HERE’S HOW I STAY OUT ON THE ROAD

FRIK LIEBENBERG of No Betr Windscreens is on the road with his business all day, every day. He shares 
how his phone is an essential tool in running operations...

There’s certainly nothing new about 
the concept of a business run from a 
kiosk or cart – hot dog and ice cream 
vendors have been doing it for years 
– but the explosion of sophisticated 
offerings and solutions in recent years 
is a sign of the times: time-strapped, 
convenience-hungry customers are no 
longer prepared to travel long distances 
to reach a destination; but rather are 
looking for products and services to 
crop up across their paths. And, with a 
set of wheels, a bundle of goods or skills 
to offer and a card machine (or simply a 
mobile payments App) on-the-go vendors 
are well placed to meet this need – and 
exceed expectations tenfold. 

4Roomed eKasi Culture is an example 
of one of these sophisticated mobile 
concepts taking the market by storm. 
MasterChef South Africa 2014 top 12 
contestant Abigail Mbalo took to the road 
in order to turn her dream of bringing 
a healthier diet to the townships into 
a reality.  “I wanted to offer people an 



alternative, or even just a more 
wholesome accompaniment, 
to braai meat,” says the dental 
technologist turned mobile-
preneur. Her mobile kitchen 
– housed in a vintage Bedford 
bus – moves between different 
shisa nyama sites in the 
settlements, serving up meals 
that have been given a healthy, 
fine dining twist. Alongside 
using fresh, organic ingredients 
and injecting her food with 
fancy spins, Mbalo’s also eager 
to focus specifically on those 
dishes that many township 
locals were raised on. 

Unlike most food trailers, 
4Roomed has a sit-down 
component in the form of a 
pop-up restaurant that’s set up 
just in front of the van; with 
the nomadic eatery decorated 
with the sort of eclectic, 
antique furnishings found 
in the four-roomed houses 
that most township tenants 
lived in years ago. Ultimately, 
Mbalo hopes that the homely 
ambience of the restaurant 
and the delicious, healthy food 
will encourage those living in 
the city to venture out to the 
settlements on Cape Town’s 
outskirts. And, similarly, she 
plans to bring some eKasi 
culture to the more affluent 
suburbs by parking the trailer 
at various popular inner-city 
markets. In this way, she 
aspires to use her business 
to help break down cultural 
and geographic divides that 
unfortunately still exist in the 
metropolis. Using the food 
truck concept also allowed 
her to establish her business, 
and test the market, without a 
significant outlay. 

Manageable start-up costs are 
often the initial draw card for 
starting up a mobile business. 
You can test demand for a 
product or service without a 
hefty investment, and, if the 

market takes to it you can grow 
organically and expand your 
fleet as finances allow. There 
are many areas where savings 
can be made by working on the 
move as opposed to a fully-
fledged bricks ‘n mortar outlet 
– rental costs and outfitting 
are the big ones, but there are 
other hidden ones that make 
a mobile concept a less risky 
venture. Think of marketing, for 
example. Your moving vehicle is 
an excellent branding medium, 
a mobile billboard that’ll attract 
attention wherever you go. 

Keeping safe and dry 
Building a business is tough, 
and a mobile one is not without 
its fair share of challenges 
either. Long hours on your 
feet typically come with the 
territory, and depending on the 
offering business may fluctuate 
with the weather - customers 
will be less likely to wait for 
burgers in the pouring rain, 
for example. Security can be 
an issue too; you’ll need to 
make sure that your vehicle 
is well-secured when you 
leave it alone, and will have 
to consider precautions like a 
drop safe. Avoiding high-crime 
areas and common hijacking 
hotspots will be something to 
factor into your daily planning. 
When it comes to location, 
selecting the right spots for 
business will make or break 
the success of your venture. 
You need to position yourself 
where there is substantial foot 
traffic; places like universities, 
schools, hospital parks and 
trade shows are typically good 
places to target. 

Of course, for certain locations 
you’ll need to have a permit 
or at least permission to 
sell within the area. Some 
municipalities (for example 
Johannesburg CBD) issue 
hawker or trading permits to 
monitor activity in the area. 

continued on page 56
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When you’ve identified some potential 
locations, conduct a SWOT (strengths, 
weaknesses, opportunities, threats) 
analysis to evaluate their feasibility. Also 
consider the days of the week and times 
of day that will be best for your business 
– pizza may suit some for breakfast but 
chances are it’ll be more popular later on 
in the day. You’ll want to keep an eye on 
the competition too – frequenting a spot 
where the market is already saturated 
makes business that much harder. 

A mobile business selling food will still 
need to comply with standard regulations 
– you’ll need to implement a Hazard 
Analysis and Critical Control Point 
(HACCP) system and be issued with a 
certificate to prove that all food being 
handled and served is without risk to 
customers. If you’re selling from a trailer 
unit, it will need a special license, so be 
sure to check that your mobile business 
is legal before hitting the road. 

Are you made for mobile?
Bear in mind that “man-in-a-van” 
opportunities appeal to a certain type 
of entrepreneur – while you may plan 
on hiring employees down the line to 
lighten the load, initially you’ll be on the 
road constantly, meeting with customers. 
So operators need to be outgoing and 
have a sales and marketing mindset 
to succeed – marketing is the key 
differentiator between an average and a 
high-profit vendor. If you are investing in 
a franchised mobile concept, be sure to 
establish what marketing support you will 
receive from your franchisor or licensor; 
and if necessary take steps to gain 
additional training in this area. 

Time management is also a crucial skill 
for mobile operators. You will need 
to factor in things like the distances 
between job sites, potential traffic 
delays, and use any periods that 

you aren’t busy productively. Mobile 
operators are more flexible than your 
typical nine to five office workers and 
many operators start up on a part-
time basis before deciding to take the 
plunge and go full-time. The majority of 
service franchises do not require their 
franchisees to possess specific industry 
experience or knowledge, but you will 
still need high levels of determination, 
dedication and commitment to make 
your business a success.

In our frenetic, tech-enabled lives, 
where the lines between work and 
home life are blurred and countless 
balls are juggled on a daily basis, it’s the 
businesses that make life simpler and 
more convenient that are becoming the 
customer’s best friend. If you’ve got 
the appetite, aptitude and attitude to 
operate a mobile business, there’s never 
been a better time to be on the road – 
oh the places you’ll go! 

continued from page 55
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thereafter for any operational support. They 
also visit agencies on a regular basis and 
ensure that they comply with regulatory 
matters applicable to the specific industry.  

High return,  
low risk opportunities 
Over his career Van Zyl has realised that 
start-up businesses generally fail for two 
reasons; firstly, the lack of knowledge and 
skills to manage their enterprises (which 
is addressed through Digimm’s support) 
and secondly, as a result of expenses being 
too high. For this reason Digimm charges a 
monthly fee and does not include a royalty 
structure. They are also able to keep their 
fees low because of the management 
systems they use and the fact that they are 
unique to the company. 

Having a collective marketing budget, with 
multiple agencies contributing towards a 
brand’s budget, increases it exponentially, 
providing agencies with a massive 
competitive advantage over independent 
small businesses. Another important 
aspect is the long-term relationship that 
differentiates a Digimm operator from an 
entrepreneur who buys a business from a 
brokerage; which is mutually beneficial to 
both parties. “As we own or partner with 
brands, we have a direct interest in their 
overall success. Our goal is to grow each 
brand to its full potential, ensuring financial 
sustainability for all,” says Van Zyl. The 
Digimm team includes specialists in their 
respective fields within the digital marketing 
and business management industry. “We 
are creative and energetic and our mission 
is to constantly develop innovative ideas to 
ensure better results for our clients.”

Agents are allocated exclusive areas, with 
the number of operators in each area 
depending on the different types of business 
opportunities on offer. “Skipgo, for example, 
has 30 agencies still available, all in smaller 
towns. With New Trend Trailers and Hidro 
we are focusing on the cities and larger 
towns for now,” says Van Zyl. “We’re in the 
business of expansion, so I’d very much 
like to invite business owners with proven 
business models wanting to multiply their 
businesses to contact me for assistance.”

With over twenty five years of experience 
in the small business sector, Andrew van 
Zyl identified the opportunity for a business 
model with a high equity proposition that 
relies on ongoing support in marketing and 
management. He applied it to Skipgo, a mini 
skip drop-and-collect service, which grew 
into the largest brand in its sector within 
the first two years of its existence, with 
nearly 90 agencies being sold to date and 
each turning sizeable profits. Next came 
New Trend Trailers, also launched against 
the set of core principles, with Hidro, 
offering high pressure cleaning for homes 
and offices, the third opportunity in this 
seasoned entrepreneur’s stable of growing 
brands. Digimm is the digital powerhouse 
driving the success of these ventures, with 
Van Zyl explaining that the services that the 
company provides are available exclusively 
to the agencies that are part of the brands 
and business opportunities that he and his 
team have on offer. “Digimm is short for 
digital marketing and management; at the 
heart of it we are a company that excels at 
online marketing and the development of 
purpose-build business management tools.”

Digimm focuses on providing online 
marketing support to SkipGo, New Trend 
Trailer and HiDro operators, but also 
take responsibility for the design of all 
other forms of advertising. “Apart from 
the marketing support, we now also 
have national call centres for each brand. 
Operators are not always in a position to 
take calls from prospective clients, and since 
we have launched the call centre, there has 
been an improvement in sales – this service 
also saves agents the cost of having their 
own offices; and supports the notion of 
one-man-operated business opportunities,” 
says Van Zyl. They are also busy developing 
business management software, which 
will incorporate workflow, client relation 
management and accounting systems. This 
bundle of services has been designed to 
make running a business as seamless as 
possible, provided that one operates within 
the guidelines. 

In terms of operational support, each brand 
has a national operational manager who 
does the initial training and is available 

A PLATFORM  
for growth

Digimm’s agency model 
enables you to buy into  
a proven success story…
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MOBILE BUSINESSESFOCUS ON

  Café2Go 
Tel: 079 900 4876
Email: jan@cafe2go.co.za 
Web: www.cafe2go.co.za
Cafe2go is becoming South Africa’s premier mobile 
coffee caterer. Our team of franchisees offer a broad 
menu of artisan coffees and snacks at corporate and private functions, 
sport events, weddings, conferences and much more.  ONLY Cafe2go 
assists its franchisees with finding sites, finding barista’s and providing 
ongoing quality leads. After comprehensive training we also provide 
monthly audits, business coaching and supplier management, allowing 
you to enjoy great returns on growing your key accounts. Contact me 
for a confidential discussion on how this investment will get you closer 
to your business and financial goals...and have some fun on the way. 
Coffee lovers only!

  Chip ‘n Dip 
Tel: 011 454 4018/9
Email: info@chipndip.co.za 
www.chipndip.co.za
Since its founding in 1990, Chip ‘n Dip has 
pioneered the mobile vending concept in South 
Africa. Now at more than 150 units across the 
country, the company envisions extending its 
presence by bringing additional franchisees on board and expanding 
into our neighbouring countries. Fixed site packages are also available, 
alongside the brand’s traditional and instantly recognisable mobile 
units. The concept is simplicity itself – fried chips topped with a 
delectable range of sauces served in a patented checkered red and 
white cone, which makes the brand instantly recognisable. The red 
fork is also a trademark item, allowing for a devilishly good experience 
and easy eating. The franchise package includes on-site training 
covering all aspects of business operations.

  Hot Dippety Dog 
Tel: 011 454 4018/9
Email: info@chipndip.co.za
Web: www.chipndip.co.za
Who can resist a footlong hotdog served with chips; 
or, for those who enjoy something cheesy, a footlong 
cheese griller and chips? Chip ‘n Dip, the brand that pioneered mobile 
vending in South Africa, has added a new concept – Hot Dippety Dog 
– to its line-up. The addition means existing Chip ‘n Dip operators can 
now offer hotdogs alongside the brand’s trademark snack item of fried 
chips served with a delectable range of dips. Alternatively the hotdog 
brand can be included as part of an existing outlet. Franchisees receive 
comprehensive training that incorporates accounting aspects and the 
control systems considered imperative to the success of the operation. 
Also included is on-site training at an established Chip ‘n Dip outlet.

  Chip Twister
Tel: 011 454 4018/9 
Email: info@chipndip.co.za 
Web: www.chipndip.co.za

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

  Dancing Doughnut Factory 
Tel: 011 454 4018/9
Email: info@chipndip.co.za
Web: www.chipndip.co.za
Dancing Doughnut Factory mobile operators serve 
up trays of mini ring doughnuts all freshly prepared 
in front of the customer and covered with a choice 
of toppings and sprinkles. The brand is part of the Chip ‘n Dip stable 
of mobile franchises, which also includes Hot Dippety Dog, Doughnut 
Pops and Chip Twister. A Dancing Doughnut Factory can be operated 
as an add-on to a Chip ‘n Dip outlet, or as a standalone unit. As part of 
the franchise package, franchises receive comprehensive training that 
incorporates accounting aspects and the control systems considered 
imperative to the success of the operation. Also included is on-site 
training at an established Chip ‘n Dip outlet.

  Doughnut Pops 
Tel: 011 454 4018/9 
Email: info@chipndip.co.za 
Web: www.chipndip.co.za
Little fried balls of doughnut deliciousness 
drizzled in a sweet sauce and served with a 
sprinkling of stars in a paper cone. It’s not hard to see why customers 
at sporting events, school functions, and corporate and cultural 
occasions can’t resist a serving of Doughnut Pops. As a sweet addition 
to the Chip ‘n Dip brand, they are the perfect dessert accompaniment 
to the brand’s fried chips and dip offering. The two concepts – 
Doughnut Pops and Chip ‘n Dip – can be operated together or as 
stand-alone businesses. Low start-up costs, simplicity of operation and 
the comprehensive training on offer, make for a compelling package. 
All training is provided on site by our head office staff. 

 



 HiDro Pressure Cleaning 
Cell: 082 442 8850
Email: andrew@digimm.co.za
Web: www.digimm.co.za 
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, rooves, 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. 

  Inspectahome
Tel: 083 375 5588 / 031 266 7271
Email: eric@inspectahome.co.za 
Web: www.inspectahome.co.za
Buying a property is a big decision that can have a massive impact on an 
individual’s financial well-being; and with many houses being sold with 
hidden defects the risk is substantial. Inspect-a-Home is the undisputed 
market leader in home inspections; and over the past 32 years has 
established itself as a 31-franchise strong network of specialists in 
residential, commercial and industrial property inspections; as well as 
building disputes and quality control during building phase. Inspect-
a-Home franchisees help prospective buyers and home builders save 
money and untold stress. New franchisees receive rigorous initial and 
ongoing training, with regular courses held to ensure they are up to date 
with the latest developments and technologies in the building industry.

  Kill-a-Bug 
Tel: 011 768 1962 
Email: leon@kill-a-bug.co.za 
Web: www.kill-a-bug.co.za 
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).

  Lawnpro Lawn Doctors
Tel: 082 415 4618 
Email: richie@lawnpro.co.za  
Web: www.lawnchemicare.co.za 
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.
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MOBILE BUSINESSESFOCUS ON

  My Mobi Car Wash
Tel: 083 222 1804/011 476 3223
Email: sales@mymobicarwash.co.za  
Web: www.mymobicarwash.co.za 
My Mobi Car Wash is perfect for the entrepreneur 
looking to service consumers who want for 
eco-friendly options to keep their vehicles clean. 
Simplicity and mobility are at the centre of the low water usage 
design with less than four litres of water typically used per car wash. 
Operators can offer customers a full range of valet services at their 
homes, workplace and shopping malls, saving them precious time; 
all at a service level equal to that available from the traditional 
commercial systems. If you are new to the industry, My Mobi will 
help take the guesswork out of chemical and consumable purchases 
through its service-based volume package, which ultimately means 
more profit in your pocket.

  New Trend Trailer Hire & Sales 
Cell: 082 442 8850 
Email: andrew@digimm.co.za 
Web: www.digimm.co.za 
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. The starting package includes 16 trailers of 
different sizes, which enables operators to offer suitable options to their 
customers. ( Sentence duplication delete second sentence pls) 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.

  No Betr Windscreen Repair Systems
Cell: 082 364 9669
Email: frik@nbwindscreenrepairs.co.za
Web: www.nbwindscreenrepairs.co.za

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

  Pirtek
Tel: 011 608 2299
Email: info@pirtek.co.za
Web: www.pirtek.co.za
Hydraulic hose service and replacement company Pirtek is looking to 
expand its network of franchises across the whole of Africa. Franchises 
offer mobile and workshop based services for hydraulic hoses and 
fittings for machines in industries such as mining, construction, 
manufacturing, transportation, agriculture and engineering among 
others. Full training and ongoing support is part of the franchise 
package. A customer is any individual or company that owns and 
operates machinery which relies on hydraulics for its operation so 
the list of possibilities is vast. As all products are supplied exclusively 
by international manufacturers, the Pirtek name is synonymous with 
quality. Pirtek is one of the world’s leading hydraulic and industrial 
hose companies. There are currently 23 franchises up and running in 
Southern Africa as well as 3 in Central, East and West Africa and room 
for plenty more.  Contact Ray for more information. 

  Skipgo 
Cell: 082 442 8850
Email: andrew@digimm.co.za
Web: www.digimm.co.za 
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 R1200. 
(No royalties charged) Agents receive all the necessary marketing 
material initially, which includes vehicle branding, corporate clothing 
and printed material. They also get a web page with their direct 
contact details on it, along with online marketing support. For more 
information please contact Andrew van Zyl.

  Snap-on
Tel: 031 569 7637/082 444 4801
Email: biz@snapon.co.za
Web: www.snapon.co.za

This mobile opportunity sees Authorised 
Dealers operate from approved shop-fitted vehicles equipped 
to showcase their range of tools and diagnostic equipment to 
professional users. Authorised Dealers deliver a personalised, 
professional service to businesses typically associated with the repair 
or service of cars, trucks, motorcycles, boats, small aircraft and earth 
moving equipment. As one of the world’s leading tool manufacturers, 
Snap-on Incorporated has been demonstrating the strength of its 
business model for just short of a century, and continues to expand 
its range to ensure Authorised Dealers have access to the best tools 
available in the market place today. There are currently 16 Authorised 
Dealers up and running in South Africa, and the brand is looking to get 
more suitable candidates behind the wheel in this exciting business.

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

Decisions, Decisions

Can you replicate your great decisions and 
put the not-so-great ones behind you?  
Yes, and here’s how…

So
m

a 
Za

ai
m

an

Our daily lives are filled with decisions. 
Some are easy, like what to eat for 
breakfast or which route to take to work, 
while others require a lot more thought 
before a path can be chosen. Hindsight, 
as they say, is 20/20, and only time will 
tell if a decision was a great one. 

We’ve all been in a situation where we’ve 
watched as someone made a rapid, and 
what appears to be sound, decision. 
Did they work on intuition alone? What 
about the process, the consultation? The 
world is ever changing, and yet for the 
most part we still make decisions the 
way we did decades ago. As a business 
owner, you need to make well thought 
out, coherent, impactful decisions in as 
little time as possible. 

What people are slowly starting to realise 
is that there is considerable trade-off 
between intuitive or gut-based decisions, 
and those that are viewed as well thought 
through. On a superficial level we know 
that there are trade-offs when it comes 
to quick decisions (speed) versus the right 
decision (accuracy or quality). But it’s 
important to realise that there are deeper, 
more subtle issues at play.  

Have you stripped out the 
“magic”? 
Every decision we make falls on a 
spectrum with gut-feel on one side, 
and logic or analytical behaviour on the 
other. To improve decision-making, many 
organisations try to strip out the emotive 
aspect and rely solely on data and logic, 
often eliminating the very “magic” that 
comes from team members making 
a call that proves wildly successful. 
Many businesses also choose to involve 
increasing numbers of stakeholders in the 
decision-making process to encourage 
diverse thinking and greater collaboration, 
as well as “buy-in” among teams. Of 
course the downside of this inclusionary 
policy is that decisions are made by 
committee, and we know what Arthur 
Goldberg has said about committees: “If 
Columbus had an advisory committee, he 
would probably still be in the dock.” 

continued on page 66
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By its very nature, decision-
making by committee just isn’t 
effective. So we need to find a 
balance by including the right 
people and the right number 
of people in a process that 
encourages the sharing of diverse 
views, opinions and knowledge, 
without derailing the process. 

What does a “good 
decision” look like? 
Emotional intelligence is crucial 
for good decision-making, 
and means understanding the 
impact your decision could 
have on others. Another way 
to ensure that a decision is 
sound is to include different 
viewpoints. If the group is made 
up of those from varied enough 
backgrounds, it will also limit 
groupthink and bias towards 
certain parameters, allowing for 
a more holistic discussion and 
decision making process. 

After thousands of in-depth 
interviews with clients across 
multiple industries including 
retail, shipping and logistics, 
manufacturing, IT, and financial 
services, the team at BTS has 
developed an effective decision 
making process that involves 
three key steps: 

1Use a framework. This 
informs a leader, or even 

a group involved in decision-
making, of what they need to 
consider when making decisions 
regarding the business. Metrics 
that are important to strategic 
objectives, as well as information 
that needs to be considered, and 
of course, the outcomes that will 
assist the organisation to achieve 
their stated goals, all need to be 
taken into account when making 
a call on a way forward. 

2Decide on how decisions 
will be taken. As any leader 

will tell you, it’s not only the 
outcome of a decision that 

matter; it’s also the way in which 
a decision is taken. People want 
to feel valued, they want to feel 
that they have input into their 
work environment, and decisions 
made in isolation and forced 
on them will require enormous 
change management in order to 
be embraced and implemented 
effectively. The way in which 
a decision is made is often a 
reflection of management’s 
attitude to their team, so it is 
important that an inclusionary 
process is followed in order 
to create buy-in and limit 
disruption. 

3Hold yourself accountable. 
Just take a look at any of the 

great corporate scandals that 
have rocked big business over 
the last ten years. The world, 
your staff and customers are big 
on accountability. It’s absolutely 
imperative that leaders are held 
accountable for their decisions. 
This of course doesn’t only apply 
to any negative outcomes from 
their decisions. It’s important 
that success is measured 
according to the organisational 
framework, and that learning 
is shared and communicated 
across an organisation after 
implementation. 

Good decisions take practice, 
and perseverance. Not every 
decision will prove – in the 
long run – to be right. But if we 
provide the right environment, 
the skills and the frameworks to 
make good decisions, we give 
our teams the best possible 
chance at success. And, that’s 
where the magic happens. 

Soma Zaaiman is Head of Office 
(Africa) for BTS, a global professional 
services firm supporting world leading 
businesses with strategy execution, 
leadership development and sales 
transformation. Visit: www.bts.com. 

LEADERSHIP TRAPS 
Fear of failure. Being too scared to make 
a decision may mean it gets made for you. 
This is the time to lay it on the line. Analyse 
your thinking, the consequences and 
benefits. Then make a call. If it flies, then 
that’s great. If it fails, it won’t be the first or 
the last time you fail. 

Analysis paralysis. Don’t fall into the trap 
of gathering more and more information. 
Too much information will lead to 
dithering. Understand the options and 
make a call. Analysis paralysis is a real 
threat. 

Multiple stakeholders. When you need to 
get others involved in the decision make 
sure that they are the right people – those 
that can add value, have inspired input and 
knowledge of the issue. Remember that 
the more people who are involved in a 
decision, the longer consensus will take. 

Isolation. Making decisions in isolation 
isn’t only lonely, it also severely limits 
the perspective. Seeking other points of 
view broadens the way we see a problem, 
allowing us to explore multiple solutions. 

Emotional attachment. Some projects 
are naturally close to a leader’s heart, but 
emotional attachment to “our idea” can 
lead to decisions based solely on emotion 
as opposed to the reality of a situation or 
outcome. 

No framework. An organisational 
framework is vital to making decisions that 
benefit the business. A framework doesn’t 
necessarily remove all emotion, but it does 
allow for the strategic objectives of the 
larger organisation to be considered. 

Organisational friction. Allowing 
interpersonal politics to shift the way in 
which a decision is made, or even the 
outcome, only underscores the insecurity 
of a leader. The ability to be “bigger” than 
the personal issues at play, and to keep the 
strategic objectives of the organisation at 
the heart of every decision, is what makes 
good leaders great. 

continued from page 64



YOUR BUSINESS | October-November 2017   67

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

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

the books practically sell themselves,” 
continues Gary Steyn. “As with any 
business, success comes from hard 
work and smart marketing and selling. 
Our record for the dealer that paid their 
business off the quickest is two months; 
although this was exceptionally fast and 
six months is probably a good average 
time to expect.” The R16 500 investment 
includes the lifetime license, all assembly 
equipment as well as start-up stock, and 
there are no further royalties or ongoing 
costs other than purchasing your own 
stock to make up the books. 

The happy ending
 Full training is given at the time of the 
package handover, and the new dealer 
is guided through the process of making 

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

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

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

CREATE your BUSINESS 
SUCCESS STORY

FEATURED OPPORTUNITY Advertorial



5 Decisions every 
entrepreneur will face

Entrepreneurs are 
constantly making 
decisions that will 
affect their business 
in the short and long 
terms. Here are a few 
things to consider 
when you face your 
next big decision…

STRATEGY & LEADERSHIP

There is no magic wand or winning formula 
that you can apply, as every business is 
unique, with its own timeline and growth 
trajectory. However, here are a few things 
to consider when you find yourself in any of 
the make-or-break scenarios outlined below.

1 When you want to hire 
 more staff

Ask yourself these three questions:

■ Do we need someone for a specific 
project or is this a permanent role? 

■ Do we need to introduce a new skill set/ 
role, or bring someone in to support an 
existing role? 

■ What budget do we have available for 

this role? (Don’t forget about the recruiter’s 
fee if you are planning to go this route.)

Advantages in favour of independent 
contractors or consultants include the fact 
that you can bring in experts for a specific 
project or role, and you can plan your 
budget and cash flow accordingly. On the 
other hand, a full-time employee is often a 
more cost-effective solution, and gives you 
the opportunity to groom the person to fit 
the company culture and approach. 

2 When you are tempted to hire 
an expensive venue and live 

band for your first birthday party 
Consider whether the spin-off is going 
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to justify the expense. Rather spend 
the money on team development or 
something you really need for the office. 
You can create your own playlist, opt 
for simple snacks and see if you can 
get the drinks sponsored. It can still 
be a wonderful celebration, just at a 
fraction of the cost.

3 When you are tempted to 
move into a bigger office space

Do the sums. Although a light, airy 
space with super-fast fibre and coffee 
shops down the road may sound like 
a dream come true, you need to make 
sure it won’t have a detrimental effect 
on your cash flow.

Get a lawyer to check the contract. 
A few things to look out for are the 
deposit amount, and whether you will 
earn interest on it; the notice period; 
and whether you will have to pay for 
maintenance. 

4 When you are invited to 
pitch for a big contract

Start by evaluating whether this is a client 
you’d like to have in your portfolio. Does 
your current team has capacity to work 
on the pitch, and service the account or 
project if your pitch is successful. If not, 
do you have a game plan to either upskill 
the team, or bring in the right people 
within the timeline? Request a fee for 
the proposal phase to cover the time and 
energy spent.

5Before you send your new 
employee to an expensive 

conference
Make sure they have a proper induction 
and understand your brand. Remember 
– they are the face of your company 
at the conference, and need to give 
the right impression of your culture 
and approach, as well as explain your 
products or services coherently.  Have 
business cards printed, and are briefed to 

Emma Donovan and Dominique 
Kotze joined forces in 2014, when 
they founded Cape Town based 
digital agency Yellow Door Collective. 
With her big picture thinking and 
ambitious ideas, Emma ensures that 
YDC keeps growing without losing 
touch of their values. 

network and hand them out at every 
relevant opportunity. Let them know 
that they are there to take notes 
and photos, so that they can share 
their knowledge with the team, post 
live social media content on behalf 
of your brand, and write a blog post 
about it afterwards.

As with most things in life, and in 
business, remember that you don’t 
need to make these decisions alone. 
Ask experienced mentors, advisors or 
your board of directors for input and 
perspective, and take one step at a 
time. 

continued from page 68
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Most start-ups hit the 
ground running. There is 
a flurry of excitement and 
it ’s a wonderful space to 
be in. However, as with any 
race, it ’s crucial to keep a 
watchful eye on your pace. 
Or, in the case of a start-up, 
your timing. 

HIT THE GROUND 
RUNNING
When you first establish your 
business, there are certain things 
that should be done upfront and 
without hesitation, to give your 
business a strong foundation and the 
opportunity to fly in its first year: 

■ Develop a company culture that 
you’re proud of.

■ Get a designer to create a world-
class corporate identity for your brand 
(logo, business cards, letterhead, 
presentation template, etc.)

■ Develop and nurture an online 

presence that is a true reflection 
of your business – this includes a 
responsive website, blog posts, 
newsletters and social media. 

■ If you need to be online to do 
your job, get the best Wi-Fi or fibre 
connection available.

■ Bring in the experts – make sure 
you have a lawyer, accountant and 
financial adviser that you trust 
completely. 

Once that’s done, it’s all about 
forecasting and timing. Whilst hiring 
more staff, moving to a bigger office or 
pitching for an international contract 
are all signs of progress and things to 
be celebrated, you need to make sure 
that they happen at the right time, as 
each one will have a direct impact on 
the growth potential of your business.



BENNI  
McCARTHY

Your employees may not 
be in the public pressure-

cooker of a televised 
football match, but they 
still need the right input 

to perform at their peak. 
We chatted to Cape Town 

City Football Club’s 
Head Coach for some 

insight on what goes into 
motivating his players…

SET GOALS
“My main task is to build the club into 
one of the biggest in the country. It’s 
also important to win matches and 
get all my players to improve in the 
process,” says McCarthy. As a coach 
on, or off, the field, it’s important 

on 
training 

your 
team to 

reach its 
A-GAME
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Your team members, like a football 
squad, need clear, defined roles to 
fill. Not everyone can be the star 
player, but each should know how 
their contribution ensures the 
best results for the team. 

to be clear about your main goal. 
This focus gives you direction to 
channel your efforts and measure 
progress. To begin with the end in 
mind is fundamental to avoiding 
distraction and procrastination and, 
the better you do this, the quicker 
you approach your goal. At any point 
during the season McCarthy is able 
to chart his progress.

RELATIONSHIPS BUILD  
A STRONG TEAM
When it comes to dealing with 
individuals or a whole team, 
McCarthy says relationships are 
key. “As a coach, you have to be a 
leader. You have to be able to take 
control of the dressing room, but 
also know how to man-manage 
individual players. Most players 
need that individual pep talk or 
encouragement, so it’s important for 
a coach to know his players.” 

Building teams that function at a 
premier level requires teamwork. 
Your team members, like a football 
squad, need clear, defined roles to 
fill. Not everyone can be the star 
player, but each should know how 
their contribution ensures the best 
results for the team. The value of 
these positions is revealed through 
transparent communication, which 
is getting easier with applications 
such as Slack. Open comms also 
encourages your team to share more 
and create better workflows.

LEARNING FROM 
DISAPPOINTMENT 
“Players often go through 
patches where they feel down or 
discouraged, so I usually make it 
my mission to get to know the 
guys off the field, as well as just 

having a chat to them after training 
or matches. It’s important to 
understand the players individually 
and then to get an understanding of 
what makes them tick. I find that the 
best way to get them to believe in 
you as a coach,” says McCarthy.

Regular interaction, hard work and 
looking forward towards the next 
goal helps team members deal with 
disappointing outcomes and move 
on, he notes. “To further help the 
players in my team, I usually show 
them that making mistakes can be 
an opportunity to learn and improve. 
We have a motto at Cape Town City 
FC: ‘We never lose, we win or we 
learn!’”

INSTILLING A SENSE  
OF LOYALTY 
If your team know that you have the 
interests of the team at heart, you 
are able to take decisions that they 
disagree with and not only retain 
their loyalty but also their practical 
support. “This only happens if 
you’ve been communicating in a way 
that makes everyone feel included 
and informed – when you’ve gotten 
to know people to a point where 
you’re sure they’ll go the extra mile 
for you,” says McCarthy. “In football 
this bond becomes very hard to 
break, which is why it is so hard for 
players to adapt to a new coach and 
vice versa.” 

Of course, coaches and business 
owners can be wrong too – but 
if you’ve put in the hard yards to 
establish a clear and transparent 
communication culture, your 
mistakes will simply be a chance for 
you, and everyone around you to 
learn, so that next time round you’ll 
be a better player. 
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Why YOUR BUSINESS  
needs chameleon workers

How equipped 
are you –  
and your  
team – to 
keep up 
with all the 
changes of  
our ever-
changing 
world?
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We live in an ever-changing world. 
Buckminster Fuller identified the 
“Knowledge Doubling Curve” – he 
noticed that until 1900, human 
knowledge doubled approximately every 
century. By the end of World War II, 
knowledge was doubling every 25 years. 
Today, on average, human knowledge 
is doubling every 13 months. According 
to IBM, the build out of the “internet 
of things” will lead to the doubling of 
knowledge every 12 hours. 

This leaves us with the question: How 
equipped are we, in the millennium of the 
mind, to keep up with the ever-growing 
amount of information we need to 
process and eventually implement in our 
businesses? 

The questions of upskilling and 
multiskilling
How often should business owners and 
their teams be upskilled? Why spend all 

the money and energy on employees, 
if they will leave anyway? Whose 
responsibility is upskilling? Should the 
business owner continuously ensure 
upskilling and multi-skilling, or should 
employees be responsible for it? 

Fact: Any business needs a multitude of 
skills to function effectively in this day 
and age. The world of work is a lot more 
complex than in previous centuries. Some 
may even argue that technology doesn’t 
necessarily simplify processes. With much 
more resources available, much more 
knowledge is needed.

The value of the chameleon 
worker
The chameleon worker is believed to be 
an asset for any company at the best of 
times. Chameleons provide for flexibility, 
and allow the employer to arrange his 
operations to suit the needs of the 
business. Absent employees can cause 

serious disruption, but the company 
chameleon can easily step in to perform 
the duties of the absent team member. 
Chameleons can also step in where 
increased manpower is needed.

A business with a multi-skilled team 
can operate with a reduced number of 
employees. Team members who are 
skilled in only one area of the business 
may sit idle while waiting for work to 
become available. Chameleons move 
with the workload instead of waiting for 
the work to come to them. This results in 
fewer idle work hours, which reduces the 
cost to the business owner.

Company chameleons are brilliant change 
agents. They never feel threatened 
when new systems or technology are 
introduced, and will work with change 
rather than against change. Interestingly 
enough, multi-skilled workers are more 
engaged and satisfied in the workplace.

PEOPLE MANAGEMENT



up a new business, much excitement 
and a lot of learning are a natural 
part of the growth process. Once the 
necessary development and learning 
has taken place and all systems and 
processes flow well, boredom can 
easily kick in. The best way to combat 
inertia is to apply the 1% rule. On a 
daily basis ask yourself: How can I 
implement one percent improvement or 
positive change in my business today? 
By applying this principle across the 
business for all employees, the business 
will grow constantly and consequently 
each person will become multi-skilled.

Another way to identify if a new skill 
or development is needed, is to daily 
identify work-related frustrations and 
to see how new technology, skills 
or knowledge will eliminate those 
frustrations. This way ensures constant 
growth and the gleaning of more skills. 

Chameleons can avoid 
becoming obsolete
The fourth Industrial Revolution is in full 
swing. It’s estimated that between 35 
and 50 percent of jobs that exist today 
are at risk of being lost to automation. 
Repetitive, blue collar type jobs might 
be first, but even professionals — 
including paralegals, customer service 
representatives, and others — will be 
at risk. How will you ensure you remain 
relevant and significant? 

Manus du Toit, Neuroscience 
Coach and Master Facilitator for 
Performance Booster has been 
involved in people development 
the past eight years. Contact him 
on 013 744 0027 or manus@
performancebooster.co.za.

Potential disadvantages of 
creating chameleons
Cross-training or multi-skilling of 
employees may also have some 
disadvantages to staff morale and 
motivation if not managed well. 
One disadvantage of cross-training 
employees is that taking responsibilities 
away from one employee and passing 
them onto another employee can break 
the former employee’s confidence. 
Employees might feel as if they aren’t 
good enough for the job they were hired 
for, or that they might be easily replaced. 
This could easily be dealt with by making 
employees aware of the benefits of 
creating a chameleon culture.

By cross-training team members, 
you may lose specialised knowledge. 
Chameleons may know only a little 
about a lot of things, so the depth 
of knowledge and skills may be 
compromised. 

Loss of focus may also occur when a 
person is hired for one specific position, 
but becomes multi-skilled in a several 
other areas. Although the chameleon 
approach may water down some of the 
more specialised duties, one can combat 
this by sending employees for more 
training, and being clear on the desired 
outcomes of a specific assignment or 
project. Mentorship programmes and 
accountability programmes will also 
assist employees to be more efficient 
throughout the project.

Combating gradual inertia in 
the workplace
One of the dangers in the world 
of work is “gradual inertia”. When 
appointed in a new position, or starting 

Company chameleons 
are brilliant change 
agents. They never feel 
threatened when new 
systems or technology 
are introduced, and will 
work with change rather 
than against change.



TRAINING YOUR EMPLOYEES 
3 Helpful hints for getting this right in your small business...

Many small businesses are reliant on a core 
team’s knowledge and skills set. This team 
may be responsible for either directly or 
indirectly driving performance and growth 
in the business. Enhancing their knowledge 
and skills not only serves as a potential 
motivator for your employees, but can also 
boost your business.

Equipping employees with the necessary 
knowledge and skills to deliver an excellent 
service or produce a superior quality 
product, is thus crucial. However, many 
small businesses have limited spare time 
and a tight budget. Some businesses 
cannot afford to have an employee away 
from work, for even a full day of training. 
The good news is that “out of the box” 
methods can be extremely effective, which 
involves exploring a creative approach to 
training. Here are some tips to do this:

1Identify the critical core 
business skills and knowledge 

needed 
Hold discussions with your employees 
to help identify the skills and knowledge 
needed to generate income in your 
business. A job description should also 
contain this information for each position. 
If you do not have comprehensive job 
descriptions, then search for free examples 
online. Extract the relevant skills and 
knowledge to create a critical skills and 
knowledge list, for each position within 
your company.

2 Identify the skills gaps
Sending an employee on the wrong 

training course costs both time and money. 
Instead, conduct targeted training. How? 
Start by finding out what knowledge 
they do have. Your employee may have 
undergone a number of training courses 
at their previous employer(s) that you 
may not be aware of. Compare the actual 
knowledge and skills with your business 
critical skills and knowledge list, for the 
position. The shortcomings are the skills 
gaps that require attention. Training needs 
can also be identified during performance 
appraisal discussions. Now that you know 
what training is needed, look at the training 
options. 

3 Research training options to 
suit your business needs and 

budget
The right training will depend on the 
outcome you require. This could be, for 
example, to update your employee’s 
product or industry knowledge, to 
remain abreast with technology trends 
or legislative changes, to acquire a new 
skill such as self-awareness but to name a 
few. Be mindful of this, before doing your 
training search and selection. Let us explore 
your training options:

Free Seminars. Free seminars are useful, 
as they are presented by field or subject 
matter experts. It would give an employee 
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reduced for members and it is usually not 
a full day. 

Business incubators. There are a number 
of business incubators that offer valuable 
training to emerging companies. The added 
advantage would be possible access to 
market linkages and mentors, who have 
built many successful businesses. 

Distance learning. A number of training 
colleges and tertiary institutions offer 
distance learning and short courses that 
can be done after hours. This would 
benefit the employee in terms of their 
personal career growth and the business 
operationally. 

Business Schools. There are a number of 
events hosted by business schools, as well 
as online training, which may be useful. 

Remember that the value of the training 
is in the sharing and applying of the 
knowledge and skills gained. Ask your 
employees to summarise their key learnings 
and share it with the team. Review 
them on the application of their newly 
acquired skill in their next performance 
appraisal discussion. Training is of outmost 
importance, for both the growth of your 
employees and your business. A culture 
of continuous learning should thus be 
harnessed. Good luck. 

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

an opportunity to gather and share 
information that is relevant to your 
business. 

Free online training. Online training is 
convenient, especially since it can be done 
at a time that is suitable to your business 
and employees. 

Expos. Many expos are free to attend. They 
usually include presentations by subject 
matter experts linked to the theme of the 
event. You are able to attend presentations 
that are relevant to you, which may only be 
a few hours. 

Free training hosted by governmental 
institutions. Government institutions host 
a number of free information sessions. 
Details are usually advertised on their 
website. For example, the South African 
Receiver of Revenue (SARS) hosts tax 
workshops and the Department of 
Labour hosts a number of roadshows, 
especially when there are changes in labour 
legislation. You are able to make contact 
with them to request that they add you 
on their mailing list, so that you can be 
notified, when training becomes available. 

Training videos. There are a number of 
companies that sell off-the-shelf training 
videos. You are able to preview some of the 
content to see if it would meet your needs. 
This may be a useful and cost effective 
option, as training can be slotted in when 
there are quiet operational periods. 

In-house training. In-house training can 
be valuable, especially when there are 
unique processes within your business. 
Identify an employee who communicates 
well and is a role model in terms of 

the skill or process you want to teach. 
Send the in-house trainer on a training 
facilitator course. This will help to 
facilitate the transfer of knowledge and 
practical application on the job. 

Collaboration. Training providers usually 
require a minimum number of participants 
to attend a training course. If you only 
have one or two employees, then this can 
be problematic and can be quite costly. 
Request where possible that the training 
provider pairs your company with other 
smaller companies also requiring the same 
training, so that you can share the costs. 

Training grants - Sector Educational 
Training Authority (SETA’s). Training grants 
are available for interventions that are a 
priority in a particular sector. Examples of 
training interventions, include learnerships, 
apprenticeships, bursaries, skills 
programmes, intern placements. Check 
what SETA you are affiliated with. Make 
contact with them to ask what training 
interventions your business could qualify 
for. Then request when the training grant 
funding window will open for applications. 
The SETA representative will also be able to 
guide you on the training grant application 
process. Alternatively, they can direct you 
to Skills Development Facilitators (SDF’s) or 
companies that are able to assist you with 
your training grant application. 

Business or professional body networks. 
Being a member of a network or 
a professional body has an added 
advantage. They often host events, 
where there are key note guest speakers, 
addressing topical issues that serve their 
members interests or needs. The costs are 
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In today’s digital era, it’s harder than ever to keep ideas, designs 
and business concepts away from an opportunist wanting to make 
their fortune by stealing your winning formula or business concept…
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How to protect your 
INTELLECTUAL 
PROPERTY 

Whether your business has one or 100 
employees, intellectual property (IP) is 
something you need to take seriously and 
protect at all times. 

What is IP and can I protect mine?
Intellectual property is a creation of the mind. 
For a “creation” to qualify for IP protection, 
it must be something new and innovative. It 
can take various forms, such as: an invention 
(which could be protected by the registration 
of a patent); a brand (which could be 
protected by way of a registered trademark); 
and designs and expressions (which are 
respectively protected by registered designs 
and the automatic copyright protection). 

Protecting your IP begins before it may 
even be created: if you have an idea for 
an invention, keep quiet. Once you share 
your idea and it becomes part of the public 
domain, it will no longer be patentable.

Once IP is created, the first consideration 
should be ownership. Building an IP portfolio 
is very important and start-ups should know 
exactly where IP sits within their company. 
Once they know that, it makes it easier to 
protect. Start-ups must ask themselves the 
question, Who owns the IP? And, prepare 
themselves for the fact that there isn’t always 
a simple answer. Employees, for example, 
should assign all IP to the company from 
the start. You don’t want to find out after an 
employee has resigned that they have taken 
their IP with them.

In addition, IP must be protected in an 
appropriate form as soon as possible – this 
may involve registering a patent or trademark 
depending on the type of IP. In order to grow 
a business successfully, IP must be protected 
in a legally enforceable way.

Does an idea count as intellectual 
property?
An idea is not intellectual property in and of itself. 
However, once that idea is expressed in any way, 
whether it be through an invention, design, song 
or any other material form, that manifestation 
of the idea can obtain intellectual property 
protection.

Why is IP important?
 The existence of IP rights drives innovation 
– without the opportunity to protect and 
successfully exploit a creation, the motivation to 
innovate would, to some extent, be lost. Following 
from this, IP rights are probably the most 
important assets of a business. 

There has been a big shift from the last 
century with companies that rely primarily on 
intangible assets outperforming more traditional 
companies in several sectors. For example, in the 
motor industry, Tesla overtook General Motors 
as the highest-valued automobile manufacturer 
earlier this year, and it’s not because it has more 
tangible assets or a more attractive balance 
sheet; it’s because of the value attributed 
by investors to the IP held by Tesla. In the 
information age, IP is very important.

IP can solidify partnerships and attract investors. 
It can create a defensible basis for your business 
model and it lets people know you are serious.

What is a violation of intellectual 
property? 
Intellectual property violation is when a third party 
uses your IP in a way that, in terms of your rights, 
only you are allowed to use it. This could occur in 
several ways, depending on the rights that you’ve 
obtained, and may include copying of your brand, 
invention or expression without permission, and in 
a way that creates confusion for the public.

What should you do when if IP 
violated?

DON’T MAKE THESE 
MISTAKES

■	 Not protecting your IP at 
the earliest stage possible. It 
is imperative that inventions, 
for example, be patented 
before they are released into 
the public domain.

■ Failing to clarify, through 
contractual arrangements, 
who the owner of the IP 
is (the creator of IP is not 
always the owner). 

■ Not entering into non-
disclosure agreements 
with employees and/ or 
consultants etc. 

■ Not ensuring that your IP 
does not infringe on someone 
else’s rights – if this is the 
case, all the work you have 
done could be wasted.

■ Assuming that IP is 
sufficiently protected when in 
fact it is not (e.g. registering 
a business name with CIP but 
not as a trademark – only the 
trademark registration can 
protect your brand).



Lameez Mayet is part of the Transactional and Start-Up teams at Dommisse Attorneys, 
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. 

The specific remedies when IP rights are violated would depend 
on the type of IP and the actual violation. In general, there are a 
number of avenues of recourse, including:
■ obtaining an interdict to stop the violator
■ demanding delivery-up of any inventions etc. that have been 
developed as a result of IP violation
■ claiming damages
■ claiming a reasonable royalty on any infringing works.

All of the above will have to be done in compliance with the 
appropriate legal requirements. What is most important is that the 
IP owner acts as quickly as possible after discovering that their IP 
rights have been violated.

Does our IP laws differ from other countries? 
IP law does differ across jurisdictions with most IP rights being 
territorial (i.e. the rights are only valid for the country in which 
they are registered). However, there are certain international 
conventions that seek to standardise IP protections and 
make them applicable across signatory states (e.g. the TRIPS 
Agreement and the Berne Convention for the Protection of 
Literary and Artistic Works). For South African intellectual 
property, only copyright (which does not require registration) is 
currently protected internationally.

Don’t let your lack of experience in the legal field hold you back 
from protecting your IP securely. Get expert legal advice from the 
start to ensure smooth sailing. 



LAST WORD

Dealing with 
SETBACKS
Suffered a setback?  
Here are some tips to help get you back on track…
As business owners our “worlds” are 
influenced by all manner of challenges, 
from the financial crisis to the local 
economy, HR and staffing problems and 
product issues, to name just a few. It can 
be a struggle just to survive. The good 
news is that it may just take looking at 
things a little differently or changing the 
way things have always been done, to 
overcome some of these challenges. 

Let’s go back to basics. Author and 
motivational speaker T. Harv Eker defines 
an entrepreneur as “a person who 
solves problems for people at a profit”. 
If you are hitting one setback after 
another with your product or service, 
perhaps it is time to look around and 
see what other markets you can target 
to help them solve any problems they 
experience. You may need to update or 
even completely change your offering to 
ensure it is “current”.

Remember a “setback” is not a permanent 
state, unless you choose to make it one. 
You can decide to turn the situation 
around by taking action, or you can stay 
exactly where you are – the choice is 
yours. Here are some practical tips to 
help you implement change.

1 Put a plan in place. 
Whatever you do, don’t have a 

“knee jerk” reaction. Yes, you have to act 
swiftly, but that doesn’t mean that you 
have to act without some sort of plan in 
place. It may be a good idea, depending 
on the size of your company, to create a 
position for a committed individual who 
will address the problem. It makes no 
difference if it is three people or 30; the 
reality though is that they will be the key 
executives that will be responsible for 
turning your business situation around. 
You may decide to get some outside 
assistance or a consulting firm to help. 
Ascertain and get clarity on what the 

problem is (usually tactical, operational 
or legal), come up with a strategy and 
formally agree on implementation.

If you don’t have the staff or a 
management team, enlist the help of 
personal and professional resources 
within your inner circle. A mentor or small 
business agency could provide help. 

2 Communicate. 
You should let employees and 

clients in on the situation. And, then let 
everyone know how things are going on 
an ongoing basis so that they can see 
when and how the problems are being 
resolved and perhaps even get them on 
board as part of the team.

It might be a good idea to let key 
suppliers and vendors know what the 
situation is too. This is not about giving 
them all the intricate details, but it is a 
good idea to keep them in the loop; even 
if you don’t have all the answers to hand.

Be sure to address any specific 
challenges directly and answer questions 
honestly and openly. If you don’t have 
the answer, rather say so and commit to 
coming back to them with a response 
(and then do that), than fabricate some 
story or another.

3 Do a comprehensive cost 
analysis. 

Make sure that you know exactly where 
the money is going and reduce costs where 
you can. Stop unnecessary spending; 
negotiate with your suppliers to get better 
prices and with your customers to reduce 
the number of days for receivables. Get 
rid of slow moving stock that doesn’t 
sell; better to realise a smaller margin and 
have a more positive receivables than 
hold onto dead stock that is costing you. 
Retrenchments should be a last resort. 

4 Marketing strategy. 
Take a good hard look at your 

marketing plan. Is it attracting new 
customers while also retaining the old 
ones? Make sure that your website and 
social media are current and up to date. 
All your messaging, including brochures, 
sales letters and signatures should be 
uniform and current.

Even if you have had the same customers 
for years, don’t just sell them the same 
things. Use surveys and questionnaires 
to find out if they may be interested in 
something else. Ask the hard questions to 
find out if you are meeting all of their needs. 
If you aren’t, what can you do differently?

5 An opportunity for growth. 
A setback can be a huge opportunity 

for growth. It forces you to be less 
complacent and whilst you are paying 
proper attention to what is happening 
around you, you may very well identify 
opportunities. Stay ahead of the changing 
environment and technology to ensure 
that what your business does is not 
becoming obsolete.

Be open to change; in fact embrace it. 
Look at your challenges differently and try 
to do things differently. Learn the lesson 
from your mistakes and then move on. 
Stay positive, be proactive and look at 
what is working by constantly measuring, 
tweaking and then testing again. Repeat 
until you have a winning formula for 
success nailed down. Constantly look for 
new opportunities and persevere. Good 
luck and remember to have fun.

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