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Success Stories
Prove our

Business Model

Franchise
Association of

SA Member

Over 80 Stores
Trading in

4 Countries

Celebrating
20 Years

in Business

After an exhausting search into many 
franchise opportunities available to 

Tania and myself, we decided that the 3@1 model 
suited both our collective career experience, and 
our expectations from owning our own business.

After training at an existing store, 3@1 Fourways 
opened its doors for trading in September 2005 in 
the recently refurbished and remodelled Leaping 
Frog Garden Centre in Fourways with a 50m2 
footprint.

In 4 years our business had grown 
so much that we had to expand. 
After what is now approaching our 15 year 
anniversary, the business model has proven to be 
a success, despite an economy that is far from 
galloping, the 3@1 business centre service is still 
growing at a good pace.” 

Tania & Peter Edwards
Owner operators 3@1 Fourways

Secure your future with a
Surefire Franchise Opportunity

Go to www.surefire.co.za

Invest in Your Future and become the latest
Successful 3@1 Business Centre Owner

Go to www.3at1.co.za and signup today!

✔A turn-key store opening
✔Assistance with location & lease
✔ In-store training on all aspects
✔Partnerships with leading brands

INITIAL SET-UP FROM R595K ex VAT
Depending on size of store

Wholly owned South African company since 1999 • Opportunities in Namibia, Botswana, Zambia, Angola, Uganda, 
Zimbabwe, Malawi, Nigeria, Mozambique, Kenya, Lesotho, Mauritius, Swaziland, U.K. • Landlords/Agents - we require 
sites of roughly 50m2 • Owner-operators preferred *Prices exclude landlord deposits and working capital.

Offer your community essential services like Printing, Worldwide Courier, Photo Printing, Internet, Photocopying & Binding and more

C E N T RE
C E N T RE

BU
SINESSBU
SINESS

20YEAR
CELEBRATING OUR

ANNIVERSARY
20YEAR

CELEBRATING OUR

ANNIVERSARY

https://3at1.co.za/
http://surefire.co.za/
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online news | www.bizmag.co.zaBIZADVICE

Stay ahead of the curve with  
customer service this festive season 

The festive seasons is a high-pressure time for a lot of 
businesses, especially for smaller companies who may not be 
as prepared for the manic rush as their larger counterparts. 
Research shows that there can be up to a 75% increase in 
customer service inquiries over holiday periods, so having 
a solid customer support strategy in place is key to cutting 
through the noise and shining brighter than your competitors. 

Nathalie Schooling, CEO of customer experience company, 
nlighten, shares her top tips on delivering a seamless customer 
experience during the festive season. 

Don't skimp on manpower
While it can be a tricky time for employees due to holiday and 
family commitments, don’t underestimate the value of having all 
hands-on deck. If you need to bring in more staff, make provisions.  
It can also help to incentivise your staff with either cash bonuses 
or making allowances for extra breaks or flexitime. Show your 
employees that you appreciate them working through the 
festive season. This generosity can go a long way in keeping staff 
motivated, and in turn provide good customer service. 

Stock up
Nothing frustrates a customer more than when they can’t have 
what they see in the window.  If you’re advertising it, then put 
up the goods.  “Sorry, we are out of stock” can be seen as a poor 
excuse in what is obviously a very busy season. The best way to 
navigate this is to plan ahead and to not make promises that you 
can’t keep. 

Customer EXPERIENCE is key 

This is a great time of year to capture the hearts of both existing 
customers and new ones. It’s the season to pull out all the stops and 
make a lasting impression.  If your business allows it, try and cater 
to the whole family (think of those with kids). Have fun with in-store 
activations or offer special deals.  Identify where you can add more 
value for the customer. Remember, it’s a stressful time for them too, 
and they are not likely to forget those who go out of their way to 
make it easier on them. 

Make your customer feel safe 
This applies to both online safety and 
physical in-store safety. Customers 
can be more vulnerable to theft during 
the festive season, so it’s important 
for businesses to make them feel safe. 
With identity theft on the rise in South 
Africa, assuring customers that their 
personal information is safe and secure 
is paramount. Offer in-store safety 
by increasing security staff presence, 
controlling the front-of house entry 
point with smart locks, or installing 
camera systems. 

Do not slack on social media 
Designate social media responsibilities 
to ensure someone is always available 
to respond to customer queries. Have 
a content plan in place so that your 
accounts are not lying dormant during 
this period. 

Learn from your mistakes 
Look at what worked and what didn’t 
in previous years and adapt. Don’t be 
afraid to fail. Be sure to have customer 
feedback systems in place so that 
you can collect data and insights. Use 
this feedback to keep improving your 
customer service strategy.  

Nathalie Schooling is CEO 
of customer experience 
company, nlighten. Visit 
www.nlighten.co.za.

https://www.nlighten.co.za/
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WIN with SodaStream!
3 Fantastic hampers are up for grabs!

TO ENTER:  
SMS YBM1 + 
SODASTREAM  
GIVE-AWAY  + YOUR NAME  
to 45508 (each SMS costs R1.50)

OR E-MAIL: Your name and contact 
number to  
competitions@bizmag.co.za with 
“Sodastream give-away” 
in the subject line.

>>  ENTER ONLINE HERE 

You get: 
SodaStream Spirit Water Maker 
Proudly SA Trio bottles 
Two flavoured syrups
Plus a SodaStream bag Give-away closes on 23 October 2019   

Total 
hamper 

value 
R1,792

Did you know that it is estimated that 141 billion bottles 
and cans are not recycled every year? Or that South 
Africa is ranked in the top 20 producers of trash per 
capita worldwide? Do you consider that every piece of 
plastic ever made still exists today?

It is with these facts in mind that iconic and much-
loved brand, SodaStream South Africa, is leading 
the charge against single-use plastics by advocating 
‘precycling’ – the conscious decision to reduce waste. 
“Plastic waste and pollution threatens our oceanlife 
and has a direct impact on the tourism industry. With 
this in mind, we investigated how we can do more 
to help not only the country, but also the planet,” 
says Thembakazi Ndamase, Marketing Director of 
SodaStream SA. 

One Sodastream bottle is tested to replace the  
5 070 bottles and cans the average family uses in 
three years. By using tap water to create carbonated 
flavoured beverages, SodaStream makes traditional 
store-bought beverage bottles obsolete. This results 
in less plastic manufactured, less plastic waste and 
less transportation of bottled beverages. 

The only bottle you will need

SodaStream has unveiled its innovative 
‘My Only Bottle’.  This re-usable bottle 
can replace the average 512 bottles and 
cans that a single person uses in a year. 
Its smart and advanced design ushers in 
a new and exciting way to combat waste 
and pollution.

Being completely UV-resistant and 
BFA-free, ‘My Only Bottle’ is the ultimate 
bottle that is not only better for the invironment, but for a 
person as well.

Making water exciting, and drinks healthier

SodaStream’s range of tasty flavours and syrups contain one 
third of the sugar compared to their soda equivalent, while the 
SodaStream Zero are sugar and preservative free. Moreover, 
it is economical as it will cost the family on R3.33 per litre 
versus other sparkling water or soda equivalents. SodaStream 
offers a simple, fun, tasty way for the whole family to enjoy 
healthier beverages – while saving the planet!

“My Only Bottle” is available online and selected retail stores. 
For more info visit www.sodastream.co.za

BIZNEWS

SodaStream - 
leading the revolution against  
single-use plastics
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“

If you have management experience, a desire and aptitude for running a high quality home-care business, 
Email: info@assistedhomenursing.co.za or SMS your email address with the letters AHN to 079 118 0766

INVEST IN ONE OF THE
FASTEST GROWING SECTORS

IN THE SERVICE INDUSTRY

Work from
home or office

Low cost
of entry

Time-tested
business model

• Recruiting, training and retaining carers
• Equipment and software
• Uniforms and marketing materials
• Ongoing support and systems

AREA FRANCHISES
FROM ONLY

R250K ex VAT

Secure your future with a
Surefire Franchise Opportunity

Go to www.surefire.co.za

Visit www.assistedhomenursing.co.za to get started

My passion is to bring excellent 
service and care for customers in 

their own home. My firsthand experience 
of seeing how high quality care can 
benefit people’s lives led me to Assisted 
Home Nursing in October 2017, which 
provided me with all the tools to work in 
an industry which I find very rewarding.

My management expertise went a long 
way to making this a real success. You’ve 
got to offer a community minded service 
to make a positive difference in people’s 
lives. I am excited to be able to utilise my 
experience to deliver the highest quality 
care and exceptional customer service. 
Assisted Home Nursing are a professional, 
friendly and approachable team.”

Mark Smith
Franchisee
Cape Town

Northern
Suburbs

http://surefire.co.za/
https://www.assistedhomenursing.co.za
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The secret that makes  
this power couple work

Lindsay and  
Shelley Mentor

ON THE COVER

Every year, many 
couples take on 
the challenge of 
starting a business 
together. For 
some, it is the 
best decision they 
have ever made, 
which is the case 
for LINDSAY 
AND SHELLEY 
MENTOR. 
Whilst working together can 
be stressful, this power couple, 
Lindsay and Shelley Mentor have 
managed to create their perfect 
balance between business and 
their relationship. As business 
partners they not only get to 
spend more time together, but 
also get to pursue their passion 
for success whilst sharing the 
common goals that drives them. 

‘Our secret is that which very 
few people share, not only are 
we best friends ,we are equally 
life and business partners. We 
live together, work together, 
dream together and build success 
together, this  is essentially what 
makes us who we are,’  
says Lindsay.
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Both Shelley and Lindsay started out in the corporate 
environment. Shelley pursued a career in the financial 
industry directly after school, while Lindsay entered the 
retail industry firstly with the Clicks Group and then 
moved into the furniture industry with the JD Group.

After spending many years in Corporate South Africa 
and having attained senior positions in their respective 
industries, both of them decided to pursue their journey 
and dreams as Entrepreneurs.

“I definitely felt stuck having spent years in the same 
industry and the time had come to start something new, 
something that I could call my own.” Shelley says.

The transition from having a corporate job to owning 
and managing our own business was not an easy one, 
but a period that moulded them for the road ahead.

“When you leave a corporate structure, you don’t realise 
that you are leaving a brand with an existing reputation 
and infrastructure, you are now on your own. In our first 
year we worked tirelessly on one of the biggest asset 
finance transactions the country had seen for a long 
time, it took us 18 months to close this deal,” Shelley 
reflects.

After that first successful deal was concluded it was time 
for re-evaluation and the two entrepreneurs decided 
on an alternative path with a new challenge in a new 
industry that created new and fresh opportunities for 
growth and further success.

They negotiated and acquired a small marketing 
company, Brand Soldiers, and so a new chapter began. 

“We successfully went about re-engineering and 
repositioning the brand and company structures to 
ensure its future success and sustainability. We initially 
gave ourselves 6 months to evaluate the operational 
procedures before making changes and set forward 
pioneering change in this industry, opening offices 
in Cape Town and Durban, thus eliminating the need 
for partnerships and outsourced relationships. It was 
important for us to ensure that the services we delivered 
to our customers were consistent and of the highest 
standard,” Lindsay explains.  

Lindsay and Shelley also opened offices in Port 
Elizabeth, Polokwane and Bloemfontein, making Brand 
Soldiers a one of a kind truly national experiential 
marketing company in South Africa. 

If you want to be more 
tomorrow than you were 
yesterday, it starts with taking 
action today. 

True to their nature of constantly re-inventing 
themselves, both Lindsay and Shelley have ventured into 
new areas of business interest. Over the last few years, 
Shelley has studied, qualified in and established herself as 
a renowned Business Coach and Speaker with a passion 
to drive the success of Small to Medium Business in 
South Africa and now works with Business Owners in 8 
Cities across South Africa, creating winning formulas to 
take their businesses to the next level with accelerated 
growth and profit strategies.  

“It was a natural process for me to move into Business 
Coaching, as I am able to draw on my very successful 
personal experiences and learning in business when 
delivering my seminars or coaching Business Owners 
across the country,” Shelley states.

Shelley is often asked her views about taking risks as  
an entrepreneur. “Without Risk there would be no 
Reward, however risk must be calculated and you should 
always weigh the opportunity against the gain and look to 
mitigate risk wherever possible. You must always seek the 
open lane of opportunity. As an entrepreneur you need 
to get to that stage where you can see the opportunity, 
capitalise on it and implement the structures for growth 
as a leader in innovation, creation and awareness.”

She says it is important to be in charge of your own 
destiny by identifying the changes in your particular 
industry, adapt accordingly and thrive. 

“If you want to be more tomorrow than you were 
yesterday, it starts with taking action today. The choices 
you make will define the success you create, never want 
it more than you are willing to work for it, set your goals 
with plans aligned to achieve them and ensure you have 
a mind-set for success. Don’t let anything hold you back, 
challenge yourself and don’t forget to celebrate every win 
along the way.” 

Visit: www.shelleymentor.com

https://www.shelleymentor.com/
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Getting this right is all about spotting the opportunities 
your competitors have missed and generating ideas that 
allow you to differentiate yourself in the market.

Coming up with great ideas often starts with gathering 
insights into unmet customer or consumer needs and 
the problems people are trying to solve. Growth ideas 
vary from big, bold changes to your business model and 
product offering, to small tweaks that can set you apart 
from the pack. 

Ideas are the lifeblood of a healthy business, so keep 
an open mind about every new idea you generate. 
Sometimes, all it takes is a small change for an idea to 
develop into a viable business proposition. 

What do you need to do to turn those ambitious ideas 
into growth opportunities for your business?

Market research and strategies for growth 
opportunities
Ideas don’t come out of thin air. Start with some 
market research. This will help you understand what 
your competitors are doing right and wrong, what your 
customers truly value, and what your customers want 
from companies like yours that they are not getting. 

Here are some ideas to get started:
• Look at competitors’ websites and social media 
interactions. What do they offer that you don’t? What 
are their strengths and weaknesses? What do people say 
about them?

• Run a simple survey on SurveyMonkey or Microsoft 
Forms. Ask customers for feedback about your products 
and services. Use these insights into your strengths 
and weaknesses to find opportunities for change and 
innovation. 
• Read the local and international trade and business 
media to stay up to date with industry trends. 

Now that you have done the research, you can look at 
applying your insights to four different growth strategies: 

• MARKET PENETRATION
Increasing market penetration is about selling more of 
your existing products or services to more people in your 
existing markets. This is a lower risk strategy than some 
of the others but beware of investing in this approach to 
growth if your market is reaching saturation or if demand Ge
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If you want to ensure 
long-term success, you 
need to keep growing. 

Finding the GROWTH  
OPPORTUNITIES  
for your business

STRATEGY & MANAGEMENT 
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for your product could fall due to new alternatives. 
Think about how Netflix killed the DVD market. 

•  MARKET DEVELOPMENT
Market development involves selling your existing 
products to new markets. This approach is higher 
risk than market penetration because it may 
involve some investment in market expansion 
without any guarantee of profitable returns. This 
strategy uses existing products, so there are no 
associated product development costs and helps 
mitigate risk.

• PRODUCT OR SERVICE INNOVATION 
Introducing a new product or service may require 
a substantial investment of time and money in 
product development, training sales and service 

staff, and marketing. By focusing on existing 
customers, you can spend some time learning 
more about these customers to establish the most 
effective offering. 

• DIVERSIFICATION
Diversification is perhaps the riskiest growth 
strategy because it means developing new markets 
with new products. This means you might have no 
experience with the product or with the customers 
that are likely to purchase it. However, this strategy 
can give you an important first mover advantage 
if you have identified a market opportunity before 
anyone else. 

Data, people and finances 
When you’ve chosen your approach, make sure you 
base your business decisions on solid data. This 
will help increase your chances of success. Also 
ensure you have the right team in place to make 
your growth strategy come to life.  You might need 
extra funding to pay for the new products, services 
and markets you want to develop, so ensure your 
finances are in a good place and keep an eye on 
your cash flow.

Always remember that it doesn’t matter whether 
you’re considering superfast growth or looking to 
take things slower and steadier; the same thinking 
and planning still applies.

Gerhard Hartman, Regional Director, 
Medium Business, Sage Africa &  
Middle East.

Growth ideas vary 
from big, bold changes to 
your business model and 
product offering, to small 
tweaks that can set you 
apart from the pack.
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Here are some ways that small and medium 
businesses (SMBs) can reposition themselves to 
succeed in a downturn economy. 

■ Review your services and operations 
To make your business more resilient, start with 
a review of the revenue and profitability of every 
product and service line you offer. The effect of 
an economic downturn can be counterintuitive, so 
always look carefully at the hard data.  For example, 
you should look at how currency movements or rising 

electricity prices affect your margins to see whether 
an offering that did well in a healthier economy 
remains commercially viable.

Conversely, you might find that demand for certain 
products has risen against the backdrop of a weak 
economy because customers are seeking lower 
cost alternatives. You may find it better to more 
aggressively market the cheaper option to customers 
who can no longer afford the top of the line offering 
in your product range. In some cases, you can achieve 
significant cost savings by streamlining your product 
and service line. 

■ Try to avoid cutting headcount...
Many managers will respond to tight economic 
conditions by reducing headcount. This is not 
surprising, given that the payroll is the largest or one 
of the largest costs for most businesses. However, 
apart from the human cost of retrenching people 
who will struggle to get new jobs, the economic logic 
of retrenching people isn’t always sound. Cutting 
headcount has a negative impact on morale, which 

With South Africa's GDP 
growth forecast to be just 0.7% 
for 2019, most businesses are 
taking severe strain. To prevail 
in this difficult economic 
climate, each business will 
need to ensure that it is 
running an efficient operation.

How to  
shelter your  
business during an 
economic storm

STRATEGY & MANAGEMENT 
At
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can lead to poor productivity, a worse customer 
experience and attrition of top talent. 

Restructuring costs (retrenchment packages, legal 
advice) can be high. Plus, the longer term expense 
of losing institutional memory can be significant. 
You may also find yourself spending more money 
recruiting and retraining people to replace those 
you retrenched when growth returns to the 
business. For these reasons, retrenchment should 
only be considered when all other options have 
been exhausted. 

■ ...cut costs instead
Before turning to payroll costs, look at the variable 
and discretionary costs in your business. Many 
companies can save significant amounts of money 
on travel by using Microsoft Teams or Webex for 
meetings rather than flying everyone to head office 
once a quarter. There is also often some low-
hanging fruit in reducing spending on stationery 
and printing, downsizing your office premises 
or moving to a cheaper area, finding lower cost 
suppliers, or bartering for goods and services with 
other SMBs.  

■ Identify customers who are still  
spending money 
A highly focused sales and customer relationship 
management strategy can pay off in a downturn. 
Many businesses will find that the top 20% of 
their customers are responsible for 80% of their 
revenues and profits. It’s often the case that 
cross- and up-selling to these profitable and 
loyal customers is a more efficient use of sales 
and marketing resources than trying to get new 
customers. 

Keeping your existing customers happy and 
securing more wallet share from them costs less 
than acquiring new customers. That said, there is a 
danger of becoming too reliant on a handful of big 
spenders, so keep an eye out for new customers 
with a similar profile to your most valuable clients.  

■ Find ways to expand without growing  
your cost base 
Your staff and infrastructure might be underused 
if your business is not growing as fast as you 
expected. That could give you an opportunity to 
expand into a new market without increasing your 
cost base, helping you diversify risk and remain 
sustainable in a difficult economy. You could target 
more recession-proof products or industries with 
these new offerings – for example, regulatory 
compliance spending in the business-to-business 
consulting sector rather than big-ticket customer 
experience transformation projects. 

■ Automate to improve efficiencies 
Many SMBs continue to run off paper documents, 
Excel spreadsheets and a bunch of other inefficient 
manual business processes. But there is so much 
great online software available for free or for a 
small monthly subscription that you can use to save 
time and become more efficient – accounting and 
payroll software to marketing automation tools.

Making use of technology can help you to use 
your own time and your employees’ time more 
wisely – so that people are doing billable work or 
selling to clients rather than spending hours each 
day on admin that adds no value to the business. 
Additionally, automation can help you to reduce 
human error in your processes, which also saves 
you time and money. Automated software can also 
help you to avoid paying a consultant to do certain 
work or needing to hire more people before you’re 
ready. 

Athabile Jojo is CEO of Diversity 
Empowerment. Diversity 
Empowerment, through the guidance 
of the codes of good practice, 
encourages and inspires business to 
proactively and altruistically adopt and 
champion transformation strategies. 
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Business owners rightfully expect marketing activities 
to lead to sales, but how should this work? The 
question is even more urgent when the focus is on 
selling to other businesses instead of individuals (so-
called business to business, or B2B sales). How can 
marketing activity support industrial equipment and 
professional services sales?

The only way marketing communication will positively 
impact topline growth, otherwise known as “sales in the 

income statement,’’ is through a tight interconnection 
between “marketing” and “sales”. A valuable exercise is 
to visualise this interconnection, otherwise known as 
the purchase funnel. 

Take a piece of paper and list all your marketing and 
sales activities and draw a line that connects it to your 
prospective customer and a potential sale. This line 
represents the purchase funnel of your business. It’s 
seldom straight, meaning it may start with someone 
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Understanding the powerful interconnection 
that leads to top-line growth. 

Sales and marketing 

STRATEGY & MANAGEMENT 
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seeing a post on LinkedIn, then taking a detour to 
your website before going back to LinkedIn and then 
emailing you.

Understanding the purchase funnel of your 
business is one of the most powerful concepts in 
entrepreneurship. It is essentially the growth engine of 
the business. Knowing how marketing connects with 
sales, how it connects with customers and ultimately 
how it connects with purchase allows you to take a 
much more proactive stance towards driving topline 
growth.

Most entrepreneurs feel rather disempowered as they 
grow their companies. They try and do the best they 
can, but ultimately it comes down to crossing fingers 
and blind hope that someone will buy what they must 
sell. There will always be an element of hope and luck 
involved, but this percentage should be dwindling. You 
should take more control and gain more confidence in 
your ability to make the next sale.

Visualising your purchase funnel is not a new concept, 
and has gone through numerous iterations, but 
the basics remain the same, no matter what clever 
consultants try and sell you. It starts with someone - a 
total stranger (to make this real) becoming aware of 
your business, typically through some sort of marketing 
activity that they get exposed to. If the marketing 
activity touches a nerve, i.e. speaks to a need they have, 
it should lead to them showing interest in what you 
have to say. Interest leads to a desire to learn more and 
even trial your offering, followed ultimately by a sale.
It’s called the AIDA model, and has been with us for 
over a hundred years:

Awareness → Interest → Desire (or trial)  
→ Action (purchase).

The way the model resembles a funnel is because 
typically the top part, where you focus on awareness, 
is targeted at as many prospective buyers and then 
becomes narrower and narrower as it moves to interest 
and eventually to that next sale. 

Almost everyone knows that they need a marketing 
strategy, but few know what this means in practice. In 
its simplest form, a marketing strategy is to have clarity 
on the purchase funnel of your business.  

It should answer the questions:

● What do we do to raise awareness?
● How do we spark potential interest?
● How do we provide a taster of what we offer?
● How do we walk the last mile to convert a sale?

This is marketing strategy 101. It is also all you are 
likely to need because let’s be honest, we are not 
trying to put a man on the moon. 

Think of all the marketing activities you are doing 
and the infrastructure around it. That outdated 
website; dormant Facebook page, old brochure 
and non-existent brand. Then ask yourself: how 
do these string together to bring me business? If it 
doesn’t, it may be time to either switch off certain 
marketing activities completely or make drastic 
improvements, starting with a clear marketing 
strategy. 

There is indeed a powerful interconnection 
between marketing and sales, and translating 
one into the other, efficiently, is the role of a 
well-defined marketing strategy that is executed 
deliberately. It is all about moving prospects into 
your marketing funnel, on one end, and through 
the funnel towards the eventual sale. 

Call it the marketing mechanics that drive topline 
growth. Despite the power of the concept, very 
few businesses have a visual on their purchase 
funnel and even fewer deliberately drive business 
through it. No wonder so much marketing goes to 
waste!

Bernard Jansen has an MBA, is a marketing 
consultant and founder of Firejuice, offering 
marketing strategy and management 
services to small and medium sized 
companies. Email:bernard@firejuice.co.za, 
Visit: www.firejuice.co.za

Understanding the purchase 
funnel of your business is one of 
the most powerful concepts in 
entrepreneurship.

mailto:bernard%40firejuice.co.za?subject=
www.firejuice.co.za
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Mauritius as a secured investment hub
Mauritius is the preferred route for investment in Africa. 
With political stability, its growing network of Double 
Taxation Avoidance Treaties (DTAs-Currently 43) and low 
corporate tax rate, Mauritius has consolidated its position 
as the most competitive economy in Sub Saharan Africa, 
ahead of other countries such as Rwanda, Morocco, 
Kenya, Botswana and South Africa.

Private equity investors can draw comfort from the fact 
that Mauritius leads Africa across a host of indices for 
political stability (1st in Africa for the Democracy Index 
2017, The Economist Intelligence Unit); good governance 
(1st in Africa for the Mo Ibrahim Index of African 
Governance2017); ease of doing business (1st in Africa 
in the World Bank Doing Business 2018); and economic 
democracy (1st in Africa for the Index of Economic 
Freedom, Heritage Foundation, and 1st in Africa in the 
Economic Freedom of the World – Fraser Institute).

At Antrix, we are committed to serve clients, corporates, 
multinationals, private equity funds and institutional 
investors for furtherance of cross border transactions. We 
provide the best tax optimization solutions to our clients 
through appropriate structuring. 

Expatriate services
There has been an increasing number of foreigners who 
have chosen Mauritius as an opportunity to invest, live 
and work in the past few years. While many relocate 
to Mauritius in order to seize business and investment 

ANTRIX CORPORATE SOLUTIONS is a Mauritius based international 
Services Provider specialised in a wide range of fiduciary services including 
expatriate and residency services, assisting clients getting Investors status, 
opening of globetrotter bank accounts, financial, legal and advisory services 
across multi jurisdictions worldwide.

FEATURED

Contact Antrix Corporate Solutions:   
Phone: +230 211 2888 | Mobile: +230 52547240
Email: info@antrixcorporate.com

Global business solutions

opportunities, there is also a growing 
number of retired non-citizens who are 
choosing the island as their retirement 
destination.

Whether you are an investor, a working 
professional or a retiree, Antrix’s aim is 
to ensure a full relocation process for 
you, your staff or your family. Antrix 
offers you a tailored service, from the 
acquisition of your permit, to assistance 
with procuring residential property or 
office space.

Back-office administration and 
outsourcing
From our office in Mauritius, we can provide you with 
personalised services to meet your back-office needs, 
which means you free your management time to focus 
on your clients.

Our back-office services include providing 
administration services to your companies, Trusts and 
Funds, preparation of company and trust accounts, fund 
administration and the running of payrolls.

Advantages for back office and 
outsourcing in Mauritius:
• Large pool of qualified accountants, chartered 
administrators, secretaries and university graduates 
available at reasonable costs;
• Proven fund and trust administration facilities;
• Well-developed infrastructure with modern 
telecommunications systems;
• Ideally located between the Asia and Africa
• Frequent air connections with Africa, Europe and Asia; 
and
• Appropriate time zone – GMT + 4 hours.

https://transformationlegacy.com/
mailto:info%40antrixcorporate.com%0D?subject=Query%20from%20Your%20Business%20Magazine


Antrix Corporate Solutions Ltd, established in 2011 
and based in Mauritius, is a fully fledged international 
Corporate Services Provider with particular expertise 
in the formation and administration of Global 
Business Companies, Trusts, Funds, Foundations, 
Freeport set ups and Limited Partnerships.

We also look after the formation and administration 
of local companies and provide assistance for the 
application of occupational permits in Mauritius for 
expatriates and investors.

At Antrix we are committed to serve our clients, 
corporates, multinationals, private equity funds and 
institutional investors for furtherance of cross border 
transactions. We provide the best tax optimization 
solutions to our clients through appropriate structuring.

YOUR BUSINESS PARTNER IN MAURITIUS

Antrix Corporate Solutions Ltd
Level 2, Hennessy Tower
Pope Hennessy Street, Port Louis
Republic of Mauritius

Phone: +230 211 2888
Mobile: +230 52547240
Email: info@antrixcorporate.com
www.antrixcorporate.com
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OUR SUCCESS IS BUILT UP ON THE LEVEL OF SERVICE AND THE 
SPECIAL ATTENTION GIVEN TO OUR VALUED CLIENTS. 

LET OUR BEST BLEND OF EXPERIENCE AND ACADEMIA CATER 
FOR ALL YOUR BUSINESS NEEDS.

Global business solutions

http://www.antrixcorporate.com/index.php
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The good news is that a problem this size draws out 
innovators who see opportunity. South Africa now 
has a growing and thriving alternative lending sector 
that is focused on providing funding for this market 
by developing new lending models, a specific focus 
on certain sectors, using data in new ways and finding 
different ways of assessing risk which are in some parts 
more appropriate for this market than the approach 
taken by banks.

Dominique Collett, head of AlphaCode, which incubates, 
accelerates and invests in early stage financial service 
ventures, explains: “We’re interested in helping fintechs 
that are doing things that the banks aren’t doing well. 
SME lending is a massive gap and a global problem. As 
SMEs are the lifeblood of any economy, it’s important 
that these new financing players succeed and meet the 
needs of this market.”

Johan Bosini, partner at Quona Capital which invests in 
tech businesses providing financial services for under-
served consumers and SMEs in emerging markets 
explains, “South African banks have historically focused 

on consumers rather than small businesses as businesses 
are less homogenous and therefore more complicated to 
service. Our banks’ credit products are usually inflexible 
in their loan requirements and take a long time to 
process more complicated credit applications. Banks can 
at times provide better pricing than alternative lenders, 
but small businesses often need funding immediately as 
opportunities present themselves and they are willing to 
pay a premium for speed and flexibility.”

Bosini believes that South Africa is going to see a lot 
of activity in this sector. Startups, banks and insurance 
companies will better focus on this market due to its 
strategic importance – this is the sector from where 
more job creation will come. “There needs to be healthy 
competition and multiple players to grow the entire 
ecosystem. We will see more collaboration to support 
small businesses. So much more needs to be done,” he 
concludes.

Finfind data shows that startup capital, buying 
equipment, expanding businesses and working capital 
are the largest funding requests in SA.

Fintech 
alternative 
lenders plug  
the massive SME 
lending gap
With more than 2.5 million small and medium sized enterprises (SMEs) in South Africa, 
you'd imagine that getting funding for these businesses would be simple. However, 
accessing funding remains the largest challenge faced by South Africa's small 
businesses. In fact, there is a R86 billion - R346 billion funding gap according to a study 
sponsored by the SA SME fund. 



Access up to R1,5 million
to help your business grow
Apply online in minutes
Get approved quickly
Access your funds in 24 hours

Minimum requirements: At least 1 year in business and a minimum annual revenue of R500,000

Apply at www.lulalend.co.za

Contact us  087 943 2381  /  021 201 1550

https://bit.ly/2mNnnC1
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Access to funding has been highlighted as the main 
challenge affecting SME (small-medium enterprise) 
growth in South Africa. In fact, the credit gap for SMEs 
in South Africa currently stands at $23 billion. 

According to SAICA's SME Insight Report, 90% of 
new jobs will be created by SMEs in 2030. That's 
a big ask of a sector seen as high risk by most 
traditional lenders. The unfortunate reality is that 
for SMEs, smaller loans don’t equate to big profits.                        

Big finance and the little guy  
don't usually see eye-to-eye. 

LULALEND was founded with  
one aim in mind: to bridge the  
gap between small businesses  
and easy access to capital to  
help their businesses grow.

FUNDING

An alternative lender  
on the side of SMEs

Lulalend founders,  
Neil Welman and  

Trevor Gosling  
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We have made accessibility our 
biggest focus with a digital platform 
that makes it quick and easy for 
businesses to access funding in less 
time than it takes to drink a cup 
of coffee. The risk assessment and 
decision-making process is completely 
automated, which means applications 
can be approved faster, and funds 
made available in under 24 hours. 
- Trevor Gosling, CEO 

As a result, applying for business finance or credit 
is difficult, requires intensive paperwork and often 
requires excessive collateral. 

Lulalend founders, Trevor Gosling and Neil Welman, 
recognised that being unable to access funding was 
holding South African businesses back. The business 
partners aimed to use technology to make business 
funding more accessible to the sector. 

Lulalend was founded in 2014 as a purely digital 
solution. Cash-strapped SMEs frustrated by the 
red-tape, lengthy decision-making periods and low 
approval rates associated with traditional lending, 
could simply fill out an application online and be 
able to access business finance needed to grow their 
business in under 24 hours.

Today, alternative lenders have become a preferred 
avenue for the under-served SME market looking to 
grow their businesses through funding. Not only is 
the application process simpler, but often no collateral 
is required. Lulalend is the only alternative funding 
provider that gives SMEs access to up to R1,5 million 
instantly, without paperwork, restrictions or collateral. 

This speedy application process is achieved through a 
state-of-the-art artificial intelligence (AI) model used 
to accurately predict how much finance a customer 
can lend without overexposing the client to risk.  
By using machine learning, for example, Lulalend can 
identify trends most banks would have overlooked 
entirely to determine real business performance, 
without the necessary paperwork to prove it.  

For SMEs, this instant access to business finance can 
be crucial. 

“We have made accessibility our biggest focus with 
a digital platform that makes it quick and easy for 
businesses to access funding in less time than it takes 
to drink a cup of coffee. The risk assessment and 
decision-making process is completely automated, 
which means applications can be approved faster, and 
funds made available in under 24 hours,” explains  
CEO Trevor Gosling.

Lulalend also offers small businesses the opportunity 
to apply for a business credit facility up to  
R1,5 million. This type of facility offers great peace 
of mind for small businesses who experience slower 
seasonal trading months.  

"As the fintech space has opened up in the South 
African market, it has provided small businesses with 
alternative finance options in order to build their 
business. Accessible finance will undoubtedly play a 
significant role in the growth of this sector," concludes 
Gosling.

Its ethos of responsible lending has served the 
company well. Lulalend was a finalist in FNB’s 
Business Innovation Awards in 2017 and recently 
announced an additional round of investor funding 
amounting to $6.5 million. With the latest round of 
funding, Gosling aims to drive increased SME growth 
by improving Lulalend’s customer experience and 
making it even easier to access business finance.

For more information,  
visit www.lulalend.co.za

https://transformationlegacy.com/
https://bit.ly/2mNnnC1
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Challenges facing entrepreneurs  
seeking to raise finance
Small business funding is not something that is 
taught at universities or even offered as a training 
course for entrepreneurs. This means that most 
entrepreneurs don’t know where to start. Without 
a basic understanding of small business funding, 
learning to navigate it can be a challenge, and this leads 
entrepreneurs to feel that the odds are stacked against 
them before they even start. Most believe that only a 
large, well established business is likely to get funding.

Finding the right funder can be like looking for a needle 
in a haystack, particularly if you don’t know who all 
the funders are (besides the banks of course). The 
reality is that most startups and small businesses that 
approach banks for funding are unlikely to meet the 
stringent loan assessment criteria. For banks, small 
businesses represent a high risk, and banks find it 
difficult to accurately assess the risk of lending to them. 
Fortunately, there is a variety of different funders that 
are able to assist. However, it is critical to understand 
how each type of funder works, as you’ll be expected to 
meet their specific lending criteria.

Whilst entrepreneurs know that Government funding 
is available, they feel that this is very difficult to secure. 

Finding the 
right funder
Entrepreneurs who are looking for funding 
range from those who have an idea and 
are trying to raise seed capital to start their 
business, to the owners of high growth 
businesses who need expansion finance, 
and everyone in between. Irrespective of 
whether they are looking for a loan or for 
someone to invest in their business, they 
generally have the same thing in common - 
they are uncertain how to go about securing 
the funding they need.

Even when funding approval has been received, it takes 
a long time for the funds to be released, and this often 
occurs after the opportunity (which required funding) 
has been lost.

A further complication for entrepreneurs is knowing 
what type of funding to apply for. People know that 
there are several different funding options, but few 
have the knowledge to identify which ones match 
their particular business and their funding need, or 
what the best terms and rates are. The way funding 
information is presented also makes it very difficult to 
compare funding offerings, so entrepreneurs tend to 
settle for whatever is available, rather than what is the 
best option for the business. That said, there are some 
general guidelines to help with the different types of 
funding. 

How funders view funding applications
The reality is that businesses that lend money are 
measured on the return they get for the capital they 
provide. In other words, like any business, they need to 
make a profit and minimise the risk of losses caused by 
businesses defaulting on their loan repayments. This Da
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means that all loan applications are vetted through the 
lens of risk. Funders must assess the risk of loaning or 
investing the money they are entrusted with, and the 
only way to do this is to thoroughly investigate the 
applicant’s ability to repay the loan, or produce the 
promised return on investment. Therefore, funders 
collect information from the entrepreneur to do a 
detailed assessment, and this is often when the gap 
between the finance provider and seeker is most 
evident. 

The funder’s aim is to gather the information necessary 
to assess the viability of approving the finance. If the 
entrepreneur understood how the funder used this 
information, they would be better able to respond to 
the funder’s questions in a more reassuring way. It 
is important that entrepreneurs seeking finance are 
well prepared when they want to apply for funding, 
especially as far as business and financial forecasting 
and recordkeeping is concerned. The aim is to be able 
to provide the information funders need to back up 
the application for finance, and assure the funder 
that lending money to their business is not a high-risk 
decision.  

How venture capitalists view funding 
applications
Venture capital represents high risk lending, since this is 
money that an investor puts in (in exchange for shares in 
the business), in the belief that the business will rapidly 
grow and make sufficient profits to yield a good return 
on the investment. There is very little, if any, financial 
history in the startup or early stages of a business. Since 
risk cannot be assessed by looking at historical trading 
history, venture capitalists ask for information that will 
help them assess the future prospects of the business. 

The information most venture capitalist require: 

1. The entrepreneur and the team: they want to be sure 
that the business has an excellent founder and driver, 
often referred to as ‘the jockey’. Growing a startup is not 
easy, they need to know that the leader and the team 
have the knowledge and expertise to make a success of 
the business.

2. Market size: they want assurance that the business 
is addressing a pressing need for a large market i.e. 
are there many people who will want to buy what the 
business is selling? 
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3. Product differentiation: they want to know how the 
product/service offered by the business is different to 
what is already available in the marketplace. 

4. Competitor information: they want to ensure the 
entrepreneur has done their homework i.e. details on 
who/what is already available in the market. 

5. The business model: this document is critical as it 
provides a snapshot of how the business is going to 
make money i.e. does it have annuity income options 
(e.g. monthly subscriptions), does it sell directly or make 
use of partners etc.

6. Market plan: VCs will want to know how the 
business intends to acquire its customers and how 
quickly this can be achieved. 

7. Traction is key: few people are prepared to invest 
in an idea, they want to know that the business has at 
least reached the stage of testing the product/service 
in the marketplace, and that there are some customers 
will to pay for the product or service. 

8. Financials: VCs will require a summary of the next 
3 to 5 years’ projected income and expenses in the 
business. They expect a very detailed account of 
income and expenses for the next 12 months and will 
use this to gauge the viability of the business.

The information above will be used to perform an initial 
assessment and, more importantly, will be used to 
make a decision to pursue the investment opportunity 
further. If the information you have provided is 
sufficiently compelling, then the VCs will now want to 
do an in-depth analysis of the business to verify your 
projections. This is called a ‘due diligence’. If they are 
satisfied with the results of due diligence, they will then 
start discussions on the terms of the investment.
 
What documentation do you need to 
apply for funding?
In general, historical trading history documentation is 
key to securing funding, but as has been shown, future 
projections are critical for VCs. It pays to have the 
following documents updated regularly, so that when 
the need arises to raise finance, the business is ideally 
situated to quickly conclude the funding.

Banks and other private lenders usually require 
the following information in order to assess a loan 
application:

• Basic business plan.
• Cash flow projections.
• Outstanding debtors (i.e. customers who owe you 
money).
• Up-to-date management accounts (i.e. income 
statement, balance sheet and cash flow statement).
• Latest annual financial statements. 
• Latest VAT statement.
• Last three/six months’ bank statements.
• Tax clearance certificate.

Besides these documents, they will ask for the 
following supporting documents to confirm statutory 
compliance, and to validate the information on funding 
applications:
 
• ID documents of owners.
• Marriage certificates of owners (where applicable).
• Company registration documents.
• Office lease or mortgage agreement.
• Shareholder agreements.
• Share register.
• Proof of business address. 
• Relevant business licences, accreditations or 
registrations.

Darlene Menzies is CEO of Finfind, an 
innovative online platform linking finance 
seekers with matching funders, providing 
easy access to more than 270 lenders and 
500 funding options. Visit: www.finfind.co.za 
to find the business finance you need, it’s 
free and easy to use.

FUNDING

www.finfind.co.za
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Leverage working capital loans to take 
advantage of opportunities
Small to medium sized 
enterprises (SMEs) can leverage 
working capital loans to capitalise 
on time-sensitive business 
opportunities. 

Provided they can access the debt needed 
and afford the repayments, debt is usually a 
better financing option than diluting company 
ownership. Loan facilities can help manage seasonal 
fluctuations and bridge gaps in cash flow, whereas 
equity financing can aid in long-term growth and 
development. 

Equity financing (raising capital by selling company 
shares to investors) is most appropriate for high-risk 
high-growth technology and innovation start-ups, 
where the right investors can provide the company 
with industry experience, wisdom and business 
connections. “Additional investors and shareholders 
also introduce other complexities in running a 
business,” says Daniel Goldberg, co-founder of 
Bridgement, a Fintech company offering invoice 
financing and revolving credit facilities to small 
businesses. 

Well-managed debt is well suited to short-term cash 
concerns and demands; “Working capital is a daily 
necessity for SMEs, they require a regular amount of 
cash to make routine payments, cover unexpected 
costs, and purchase basic materials used in the 
production of goods,” says Goldberg. 

Companies are never totally certain what their 
earnings will amount to in the future. 

As a result, those in very stable industries with a 
consistent cash flow, are more likely to make use 
of debt than equity financing. “Debt financing can 
be forecast and planned for. The interest of the 
loan can be deducted on the company’s tax return, 
reducing taxable income,” says Goldberg. 

Goldberg outlines some of the debt financing 
options available to business owners: 

• Revolving credit facilities – a flexible line of credit 
suitable for businesses with ongoing or recurring 
working capital or cash flow needs. 

• Invoice finance – short term loans that use your 
invoices as collateral. It’s most often used to resolve 
cash flow problems arising from unpaid invoices. 

• Term loans – these can be either short or long 
term loans used to fund a specific once-off need. 

• Merchant cash advance – finance based on future 
card sales for restaurants and retail businesses. 

• Asset finance – longer term finance for expensive 
equipment, machinery, vehicles and property. 

• Overdrafts – a common finance option attached 
to your business cheque account. It can be difficult 
to get a high limit. 

• Credit cards – business credit cards are useful for 
short term credit needs for small  
ongoing monthly purchases.

mailto:Query%20from%20Your%20Business%20Magazine?subject=https%3A//www.bridgement.com/
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Bridgement - innovative 
invoice financing for SMEs

When money is needed quickly – 
to cover salaries or pay suppliers 
between receiving payments from 
slow-paying clients – the time 
and burden of proof required to 
secure a bank loan is prohibitive.  
Working with the likes of Xero, 
Sage and Quickbooks, to streamline 
approval processes, Bridgement 
gathers relevant financial data and 
trading history through a company’s 
accounting software to assess 
business performance for application 
approval.  The company also services 
businesses who do not use those 
accounting packages by assessing 
the banking data provided upon 
application. 

While bank business loans can take 
weeks or in some cases months 
to approve, Bridgement’s invoice 
financing offers SMEs a convenient 
and flexible way to deal with slow 

Daniel Goldberg, 
co-founder, 
Bridgement

Using technology and data 
science to bring a new 
approach to traditional business 
loans, BRIDGEMENT, offers 
simple finance to small to 
medium sized (SME) businesses 
across South Africa. 

Their first product to market 
has a record time of 90 minutes 
from loan application to money 
landing in an SME's account. 

https://transformationlegacy.com/


YOUR BUSINESS | October-November 2019   29

Bridgement - innovative 
invoice financing for SMEs

paying customers and acquire financing when they need 
it. The process is done online, and is quick, simple and 
headache-free. 

Offering credit facilities to SMEs with transparent 
and upfront pricing, with little to no paperwork, 
Bridgement’s platform allows SMEs to access working 
capital quickly. They help businesses manage cash 
flow and in turn, weather uneven monthly or seasonal 
changes in income. Bridgement provides invoice 
financing and revolving credit facilities, from R10 000 to  
R5-million, to registered companies who have been 
trading for longer than six months.

Alternative financing avenues in the past have included 
exploitative loan companies with complex interest 
structures and hidden costs. With newcomers like 

Bridgement, a board member of the South African SME 
Finance Association (SASFA), SMEs see the exact, fixed 
cost they will pay before agreeing to anything. If they 
pay it back early, they are rewarded with a discount and 
are not punished with cancellation fees. 

With the spotlight on the role of SMEs in the South 
African economy, local Fintech lenders have adapted 
existing financial services to better cater for small 
businesses. From lowering barriers to access to giving 
them the capital that they need to grow, Fintech start-
ups, like Bridgement are offering solutions to many of 
the problems faced by small businesses, such as cash 
flow concerns and insufficient funding.

Email info@bridgement.com or visit  
www.bridgement.com for more information.

mailto:info%40bridgement.com?subject=Query%20from%20Your%20Business%20Magazine
https://bit.ly/2lzc4x7
https://bit.ly/2nb2HEo
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Many entrepreneurs and business owners live in fear 
of the South African Revenue Services (SARS). In most 
cases, this fear is compounded by lack of knowledge 
and failure to understand what is required. Yet most 
of the anxiety – and the stress of paying outstanding 
taxes – can be quite easily avoided. 

“The major concern for most business owners and 
indeed, taxpayers, is that they will go to jail for not 
paying their taxes,” says Tyronne Nel, tax consultant at 
SME.TAX.  

This is a major misunderstanding. Under current 
legislation, SARS treats the failure to submit the 
correct forms (PAYE, VAT, etc) as a criminal act, whilst 
failure to pay is a civil act. 

“Often, we see that clients don’t submit the forms 
because they haven’t got the money,” says Nel. “Yet 
if you don’t put the form in, that’s a criminal offence 
– and the reason is that they can send someone in to 
physically collect you to fill in the forms. On the other 
hand, not making payment is a civil act. So you’ve 
got to view SARS as another creditor on your books, 
although of course they want to be first in line.” 

In addition, many business owners and entrepreneurs 
aren’t aware that there are various routes to take if you 
do owe SARS money. They are naturally intimidated by 
what appears to be a ‘pay first, argue later’ approach 
taken by SARS, yet Nel says that the authority is in fact 
very open to negotiation and fair settlements. 

“If you’ve done your bookkeeping accurately and 
everything is in order, SARS will allow you to pay it off 
or give you a compromise agreement,” explains Ken 
Brown, Master Franchisor at SME.Tax. “They want to 
keep your small business open.” 

According to Brown, there are two primary options for 
business owners who are looking to reach a settlement 
with SARS. 

The first is the Voluntary Disclosure Programme (VDP) 
that SARS offers. This is a good option for businesses 
and individuals who owe SARS money, but have not 
declared it (i.e. by not submitting PAYE, VAT or Income 
Tax Returns). Business owners can now declare these 
amounts under the VDP - and save by not being 
charged interest or penalties for late filing.

“SARS assumes that you are honest from the start,” 
says Nel. 

“So the minute your VDP application is submitted, 
it absolves you from any criminal prosecution and 
interest on the debt you owe. So you effectively just 
owe on the capital that’s outstanding.”

The second settlement route is offered through the Tax 
Administration Act, which deals with the waiving of 
taxes owed to SARS - and also compromises on debt 
owed by individuals, trusts, close corporations and 
companies. SARS may be willing to write off or reduce 
taxes, penalties, interest and even additional tax owed 
to SARS under this Act. 

“The most important thing is to stay up to date with 
your books, and ensure that you understand what is 
required from SARS,” adds Brown. “If it’s done right and 
on a monthly basis, then bookkeeping is the cheapest 
part of running your business. If you have the data, 
everything else flows from there. You can make the 
right calls, because you know where you stand.” 

MONEY MATTERS

Does your SME owe 
SARS money? 
Know your options...

Ken Brown is Master Franchisor at SME.
Tax, an SME accounting and advisory firm. 
E-mail: ken@sme.taxKe
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A constant focus on identifying and cutting unnecessary 
costs and driving efficiency should be part of every South 
African business owner’s list of priorities, says Siphethe 
Dumeko, CFO at Business Partners. He suggests the 
following tips for minimising costs: 

■ NEGOTIATE WITH SUPPLIERS 
Remember that suppliers are often willing to negotiate for 
mutually beneficial price structures. Suppliers may offer 
discounts on bulk orders, and if the business uses certain 
goods regularly, buying wholesale may be the answer. If 
the quantity (at better wholesale rates) is too large, explore 
opportunities to partner with neighbouring businesses who 
are willing to buy and split bulk orders together,” Dumeko 
suggests. 

 As part of this process, Dumeko says business owners 
should also renegotiate their equipment leases and  
maintenance and service contracts. It may be better to pay 
for repairs on an ad hoc basis.”

■ LOOK FOR AND APPLY NEW TECH
Almost every day new technology emerges that can 
make business processes cheaper. Cheap data calls are 
now possible in most urban settings, telematics gives you 
unprecedented control over the movement of your vehicles, 
route optimisation software shaves thousands of kilometres 
off delivery rounds, office paper printing and filing is giving 
way to scanning and electronic documents, more energy 
efficient machines are constantly being produced and there 
is a fair amount of online software applications that are 
available freely nowadays.

■ REDUCE INCIDENTALS 
Once the easily identifiable potential cost saving measures 
have been analysed, it’s time to look for invisible costs, says 
Dumeko. “These are the incidental expenses that may not 
be worth their cost to company. Common examples of these 
invisible costs are magazine subscriptions, excessive catering 
for meetings, as well as expensive packaging.  Look at ways 
to reduce waste. Industrial operations can also benefit from 
ways to reduce material usage, eliminate duplication and/
or bottlenecks as well as reducing manufacturing errors. 
Finding alternative uses for the waste and by-products 
produced by the business can also be of benefit.”

Maximise savings with  
cost cutting measures

http://biz2sell.co.za/
mailto:greig%40biz2sell.co.za?subject=Query%20from%20Your%20Business%20Magazine
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Often within your business cycle, we tend to 
get into a rut as a result of routine or just doing 
business 'our way'. When this happens, it is easy 
to get fixated on the challenges rather than 
the positive, exciting opportunities it presents. 
Ideally, we want to be learning every day, even 
from one another - with the goal of growing.

Here’s your five-step guide to take action today:

1. Take the time to understand: Where 
are you and your business currently at?

Entrepreneurs or business owners who are truly stuck 
should firstly step back and take a long, hard, honest look 
as to why this might have happened. 

Have you been doing the same thing for far too long? 
Just because it’s always been done, doesn’t mean it’s 
what should be done. Is it fear that keeps you from 
moving forward? Or is it perhaps your pride? 

In many cases, it might be that you just do not know 
how to move forward. All these are excuses for resisting 
change. In today’s life, it is easy to find resources 
for possible solutions, from government funded 
programmes, to corporate funded programmes, mentors, 
coaches – even Google. Push beyond your comfort zone 
and think out of the box. Show that you are willing to 
make a change and looking for new opportunities and 
methods.

2. Explore who or what can help you.

It is about working ON your business that will allow you 
the time to study the problem, but then your next step 
should be to find help. Recent business studies showed 
that lack of skills and funding was the reason why most 
SMMEs fail. Are you upskilling yourself and exploring all 
your options? 

Often you just need a fresh opinion. One of the first 
places to start is possibly attending a network group. At 
times we just need to think differently by stimulating 

other areas of the brain. Go to an art class, or somewhere 
completely different to your normal day-to-day activity. 
Join a business lunch or attend a talk presented by an 
expert in order to meet coaches, mentors, business 
owners and other guest speakers.

3. Relook your business plan

Most business owners get professional help to draft a 
business plan when they start up. These business plans 
need to be revised once the owner really knows where 
they want to take their enterprise. Why, you might ask? 
Because 42% of failed businesses neglected to plan and 
research if there is indeed a market for their product or 
service. A great idea or a great product is not enough. 
The start-up graveyard is littered with amazing ideas and 
products that have failed - now you know why! Revisiting 
your business plan will afford you the opportunity to put 
your stuck situation in perspective, as well as remind you 
why you started in the first place and where you want to 
go next. This will most certainly reignite the fire again. 

4. Now, put a new plan together

Once you have taken the time to investigate your 
business, met with someone for expert advice, and after 
you have rediscovered the reason for your business to be 
in operation, it is time to put a new action plan together. 

Will this mean that you need to find new clients, new 
suppliers or a new market? Perhaps you need to diversify 
or simplify?  Whichever direction you decide to take, Di
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Getting unstuck when  
in a business rut

INSPIRATION

YOUR 5-STEP GUIDE: 
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do not do it without putting a plan 
together. Devise this with clear action 
points and specific dates against each 
action so that you can remain on track.

Be motivated by the fact that 
companies who have a business plan 
are more likely to increase profit than 
those who don’t.

5. Go... just DO IT

After all this, it is now the time to take 
action. Get up, get dressed and as the 
saying goes, “Put your big girl panties 
on” or “Big boy pants”, and just do it! 

Go find the clients. Go interview the 
suppliers. Build a product range. Be 
merciless and discard products that 
are not working. Add colours to your 
ranges. Expand your services and 
product basket that brings you success. 
Give your clients a positive reason to 
come back.

Often when we are stuck as 
entrepreneurs or business owners, 
we just need a reality check, practice 
being resilient and employ innovative 
thinking. Try pushing the boundaries 
and take risks in order to try something 
new. Have you been exploring how 
technology can change your every 
day? Include your staff in your 
decision making and include all their 
suggestions as part of the team when 
working out your plans.

Our economic situation is very strained 
currently, but understand what 
customers need and use your business 
in order to solve these for them. There 
will always be opportunities; you need 
to understand your market, and then 
find and provide the ideal solution. 

Diane Boorman is 
Founder at Brand 
Analytics, A Business 
Enabler and mentor. 
Contact her at diane@
brandanalytics.co.za. 

FROM VUCA to VUKA 
 - Rising up from fear
A relatively modern term that describes the complexities facing an 
aspiring entrepreneur in the South African context is that of VUCA.

VUCA is an acronym that stands for volatility, uncertainty, complexity 
and ambiguity, a combination of qualities that, taken together, 
characterize the nature of some difficult conditions and situations. 

Being a new business owner and entrepreneur in the present “VUCA” 
environment is not for the faint hearted.  Starting a business requires 
a mastery of skills, and no business owner is immune to the common 
challenges or variety of fears. Yet there is a marked resilience in South 
Africans, and we can learn to navigate the VUCA by being VUKA.  
This means to ‘get up’ or ‘wake up’ in Zulu.

Small steps to getting up:

■ Understand you are not unique and that all aspiring entrepreneurs 
face fear. Former president Nelson Mandela said it like this: “I learned 
that courage was not the absence of fear, but the triumph over it. The 
brave man is not he who does not feel afraid, but he who conquers that 
fear.” This means that whilst fear is a factor on the journey, it doesn’t 
mean it should stop you from taking the journey.

■  Work on finding solutions and a “GPS” that will work for you.  
Developing your problem solving competencies whilst being systematic 
and focussed in addressing said challenges, can go a long way to safely 
navigating potential icebergs.

■  There is immense value in seeking the input of experienced 
entrepreneurs, mentors, coaches and other business support.  The 
entrepreneurial journey is often lonely. The presence and contribution 
of a friendly external person is integral.

■ Stress and fear can debilitate an entrepreneur, so take extended 
breaks to avoid burnout. This should include technology breaks.

■  Revisit your why.  Simon Sinek writes in the Business classic, “Start 
with why”.  Those who achieve significantly in life, revisit their Why 
they get up in the morning, Why they exist. This means identifying your 
core belief, your main purpose, and from there, let it be proven and 
realized by your HOWs and your WHATs.

■  Audit what you read and listen to. Inundation of news and 
trauma can lead to what is known as disaster fatigue, making us less 
concerned, more apathetic and feeling a diminished sense of urgency.  
Learn to filter and limit your exposure to news in a way that will still 
keep you in touch but not so that you will be in a “grip” of fear.

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.

mailto:diane%40brandanalytics.co.za?subject=Query%20from%20Your%20Business%20Magazine
mailto:diane%40brandanalytics.co.za?subject=Query%20from%20Your%20Business%20Magazine
https://www.falsebaycollege.co.za/
https://www.falsebaycollege.co.za/
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In many cases, we cannot switch off and it means that no 
one truly rests after a day at the office. This is even more 
true for those who run their own businesses. 

Entrepreneurs are, essentially, the face and brand of 
their business. In many cases, an hour that they are 
not working, is an hour not earning any money - and 
that is something that is always at the back of their 
minds. These entrepreneurs are fiercely passionate 
and most obsessive about getting work done, servicing 
clients and ensuring that no ball is dropped. As a result, 
entrepreneur burnout is a real thing. 

David Seinker, CEO and founder of The Business 
Exchange, a South African-born co-working space, has a 
few tips on how to avoid entrepreneur burnout and how 
to ensure that you are taking care of yourself, all while 
taking care of your business. 

■  Make time for the things that keep you sane
I have found that it is often easy to let time with family, 
friends and doing hobbies slide. You always think that 
your loved ones will understand and that there will 
always be time to do that fun activity another time. 
It’s a slippery slope. If you do it too often, you will do 
it all the time, and soon enough you’re missing out on 
moments you used to enjoy being part of. If you say yes 
to an event, go to it. If you’ve planned a date night, stick 
to it, and if Sunday mornings are usually reserved for 
mountain bike rides, then commit to it. This way, your 
days aren’t only filled with work and you are giving your 
head and heart some time to re-energise. 

■ Talk to other entrepreneurs 
You’re not the only one going through this. It’s easy to 
believe that a) our problems are unique and that b) we 
don’t want to burden other busy entrepreneurs with 

our problems, but you would be surprised at how easily 
other business owners are willing to talk about what they 
are going through and offer up some advice. No man or 
woman needs to be an island, and a good chat about 
shared issues can be very therapeutic and business 
beneficial. 

■ Check in with yourself
Don’t get so buried under the pressure and volume of 
work that you don’t even notice the signs of burnout. 
Take some time every now and then and check in with 
yourself. You can ask yourself questions such as “Am I 
easily irritated by small issues?”, “Do I feel tired and run 
down all the time?” and “Am I missing out on other parts 
of life because I’m working too much?”. If the answers to 
all of these questions is “yes”, then perhaps it’s time to 
take a bit of a breather.   

■ Take some time off and don't feel guilty 
If you need time off, take the time and don’t feel guilty 
about it. In fact, if you can regularly schedule a break, 
do it. Perhaps you could block out the first weekend 
of every month to just unplug and relax? Or the first 
week of a certain month for a mini-holiday with friends 
or family? Give clients notice well in advance, delegate 
tasks to other staff, if you have people working for you, 
and enjoy some guilt-free downtime. 

■ Make sure you're in an environment that 
allows you to thrive 
It is important that your work environment is relatively 
stress-free and allows you to thrive. If you, for example, 
work out of your garage surrounded by clutter, it is 
going to clutter your mind and add to your stress levels.. 
Ensure that your workspace as an area is conducive to 
creative thinking and high output. 

INSPIRATION

The modern workforce is tired and worn 
out. Advancements made in technology 
have resulted in the ability to always be 
online, always check mail, and to always 
be available for meetings. 

Tips to avoid   
entrepreneurial  
burnout
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The staff that work for you determine:
1. How happy your customers are with your business.
2. The quality of the things that you sell.
3. The costs that you incur to sell your products and 
services.
4. Your risks (the things that can go wrong and how 
much it costs you.)

All these things determine your profitability and 
competitiveness. How do you ensure that everyone is 
on the same side and helping you to make profits?

At work, everyone believes that they are getting 
something (such as money) and are giving something in 
return (such as time and effort). They weigh up in their 
mind “how much am I giving, how much am I getting in 
return and is this fair?” If they believe that they are:
• Giving too much or 
• getting too little, 
• then this is unfair, and they won’t work well (poor 
productivity).

The manager needs to:
• Know what people are thinking about what they are 
giving and getting,
• manage the giving or getting side, 
• so that people become more productive.
In a smaller business, you often cannot afford to pay 

more or provide the sort of benefits (pensions, medical 
aid, bursaries etc.) that larger firms can. So staff may be 
dissatified and on the look-out for something better.

So how do you increase happiness without money?

Everyone wants:
1. Job security: Knowing that you will still have a job 
next year, and that you will get paid on time.

2. Recognition for contributing to the success of the 
business. If you train staff with the knowledge and skills 
to do a better job, and then encourage and support 
them, they are happier, and you increase profits. If you 
then share some of these profits with the staff that 
helped you to make them, everyone wins!

3. To be taken seriously and treated with respect. If 
you do this, then staff are happier, and they will also 
treat your customers with respect.

4. To be part of the team. You can do this by having a 
regular briefing on future plans are and to discuss new 
ideas. Because staff are doing the actual work, they will 
often have good ideas and then will be motivated to 
implement them – it was their idea after all!

Staff leaving you all the time is a bad thing. If you 
implement the strategy above, you will have happier, 
more productive staff, and a more profitable business.

Keep your people  
in the game

by Henry Sebata, Managing Partner, Avocado Vision
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TRAINING AND EDUCATION

Get started in training  
and education

The educational and 
skills training sector 
is booming, with a 
range of innovative 
opportunities 
available for those 
looking to get 
involved. Now more 
than ever, parents 
are willing to invest 
in their children’s 

early learning and critical skills development through fun, educational 
programmes that build on a traditional school curriculum. Business 
owners too, identify with the benefit of upskilling themselves and their 
staff, as they realise their reliance on a core team to thrive.

Working with kids
If you have a genuine love for children, a lot of energy, and a good 
dose of business acumen, there’s money to be made in the burgeoning 
children’s product and services industry. Education and tutoring, 
fitness and recreation, parties and entertainment, specialised and 
personalised products and even bath and skincare products are just 
some of the areas in which there is a huge variety of child-related 
opportunities to explore. With both parents working in many 
families, and single-parent homes on the rise, businesses that address 
convenience and time-saving activities are also in great demand. 

Employee and skills training
For those who prefer teaching adults, the market is just as varied 
with today’s emphasis on empowerment and skills training. Equipping 
people and employees with the necessary knowledge to deliver an 
excellent service, or produce a superior quality product, can not only 
can boost a business, but will also lead to job creation and better 
opportunities for all.

Training for employees and adults can come in the form of on-site 
training, seminars, online courses and videos, technical training, 
formal learning, business coaching, presentations, workshops and 
more. Researching international trends can also be helpful, as often 
developed markets are a few steps ahead and local markets will 
eventually progress in the same way.

The building blocks of business
Training and education-related businesses offer excellent and 
rewarding work opportunities for people focused on community 
and skills development. While the nature of the business may vary 
substantially across this sector, not surprisingly one key requirement 
for working in training and education is a passion for working with 
people, a desire to interact with them and help them grow. Of course, 
characteristics like patience, flexibility, empathy and a sense of humour 
all go hand in hand with a successful venture in this enterprise. 

Demand for ICT skills
Kim Palmer has been an entrepreneur 
in the Information Communication and 
Technology (ICT) education sector for 
the past 14 years, creating IT specialists 
through her company, On The Ball College.  
“The market for ICT jobs in South Africa 
has increased drastically,” says Palmer. 
“An ICT skill is ranked at number one of 
the most in-demand job skills at present, 
and for the future. These include Artificial 
intelligence, Robotics, Data analytics, 
Digital marketing and Cybersecurity, to 
name a few. There are opportunities in 
these environments still to come, that are 
no even on the market yet.” 

This opens plenty of scope for 
entrepreneurship to evolve in the 
education sector, as well as in the 
professional services sector. “Our 
country is one of the most diverse in the 
world and we have many challenges in 
language, access to resources and building 
sustainable models for future growth 
in communities. Making ICT education 
possible to all young people in our country 
is the key to eradicating unemployment. 
Through partnerships with business and 
skills training solutions, everyone can 
have the access needed to grow the skills 
required in the economy for future jobs 
and business sectors to evolve. It will be a 
win-win for everyone,” says Palmer. 

To succeed in this sector, Palmer says 
entrepreneurs should be purpose driven, 
with a sound vision and a good mix of 
people and budgeting skills. “Education in 
ICT can solve many of the  
problems in South Africa  
and the world, if it’s  
used smartly and  
the correct  
curriculums  
are identified to  
build for future  
jobs,” she  
concludes.

Kim Palmer
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— UNIQUE FRANCHISE OPPORTUNITY! —
Founded in 1981, we pride ourselves as one of the best 

private training schools in…

info@cookingwithcarter.co.za            www.cookingwithcarter.co.za
Contact No:  071-869-7469          cookingwithcartersa

Hands-on Cooking & Baking Skills
Tent-Draping, Catering & Event Planning
Short Hospitality & Basic Business Skills

We seek self-motivated franchisees who have good cooking 
and baking skills and enjoy teaching and empowering others 
to expand our well-known brand. Comprehensive training is 

provided with on-going support.

Set-up Cost:  R350 000.00 to R450 000.00

An infopreneur is someone who makes money by collecting, 
organising and selling information mainly in a niche market 
(online or offline). E-books, videos, podcasts, tutorials, 
webinars, etc are some of the ways in which infopreneurs 
can sell their products and ideas online. 

According to Dylan Kohlstadt from the Digital Marketing 
Academy and Shift ONE digital, infopreneurship is a quick 
and relatively easy way to make money from expertise. She 
shares a few tips to get started with being an infopreneur:

1. Have something to say
Make sure you are talking about the topic that really 
interests you,and that you are passionate about. Your 
followers, viewers and students will pick up that the topic 
doesn’t interest you as soon as you open your mouth.

2. Become comfortable in the spotlight
Forget your phobias about being in front of cameras, as 
infopreneurship is led by webinars, video and podcasts. 
These highly personal platforms allow you to build a 
relationship with your viewers and students, and cross over 
the divides of time and countries, allowing you to create 
and share content to the world.

3. Create it once, sell it many times
Once you’ve recorded your content, using good sound and 
video editing, you’ll have an asset that you can sell over and 
over again. This is the dream: Make money while you sleep. 
Once you’ve created the content you can upload it onto 
Moodle, Udemy, Linda and a host of different platforms.

4. Engage your students
You’ll want to be available for your students, answering 
questions, and helping them complete their course.

5. Click funnels and website
Here’s the only technical part of this process...building 
digital click funnels and lead generation campaigns will 
ensure that you have a constant stream of customers 
coming to your free webinar, and eventually signing up for 
your ebook and video courses. You’ll need a sales-optimised 
website to go along with your lead gen campaigns.

“More and more people are turning to video to learn,” 
says Dylan from her offices in Cape Town. “The clever 
entrepreneur will turn this into an opportunity they can  
ride until the next phase of education arises.”

How to become an infopreneur

https://digitalmarketingacademy.co.za/
https://digitalmarketingacademy.co.za/
https://www.shiftone.co.za/
mailto:info%40cookingwithcarter.co.za?subject=Query%20from%20Your%20Business%20Magazine
http://www.cookingwithcarter.co.za/
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Serving the fast-changing demands of the 21st Century workplace.

MiniChess is a play-innovation program linked to 
mathematics and entrepreneurial STEM (science, 
technology, engineering and mathematics) skills 
development from the early ages.

The MiniChess Franchise focusses on delivering the 
award-winning MiniChess program for young minds 
between 4-9 years of age. MiniChess is not a simple 
chess coaching program. Apart from learning the game, 
MiniChess is designed to use complex, creative and 
dynamic play, innovative mini-games, storytelling and 
active engagement to develop critical skills such as 
higher-order thinking skills, socio-emotional skills and 
number/STEM-skills. 

Former world chess-champion, Grand Master Garry 
Kasparov, calls MiniChess “the most scientific program in 
the world, linking chess with education”. 

Business start-up is easy, low-risk and 
working hours are flexible:

  Starting up

After completing the initial 2-day MiniChess program 
training, receiving the Start-up Pack and marketing 
support, the Franchisee is fully equipped and can start 
presenting to clients including parents, schools,  
pre-schools, clubs, etc - anywhere with children  
between 4-9 years. 

  Working hours

It is a flexi-time business where the Franchisee will 
structure class-times in collaboration with the client.

  Working space

No need for for expenses such as venue or working 
space hiring, as MiniChess classes are presented at the 
client’s location.

 Cost

The cost of the franchise is R75 000 upfront, which 
covers all initial MiniChess training, all equipment, 
licenced-rights for a specific geographical region, 

INNOVATIVE EDUCATION  
Business Franchise Opportunities available

TRAINING AND EDUCATION

marketing and admin/business support, MiniChess 
Franchisee Symposium, etc.  Annual renewal is at 10%  
of the current franchise selling price. 

  Brand management and ongoing support

The MiniChess Brand and IP is registered on 5 
continents. After the initial 2-day training course, 
Franchisees receive ongoing training and mentoring.

  Who is the MiniChess Franchise suited to? 

• People who want to work with young children between 
the ages of 4-9 years, will enjoy this business. 
• No chess pre-knowledge is required, but a background 
in education will be useful.
• Dedicated people, purpose-driven and passionate 
about community impact, who can communicate well. 
• The first step is to meet with the Franchisor before 
starting the FASA-prescribed steps (CPA-driven).  
Contact: info@minichess.co.za

  Income projection 

1. The MiniChess Franchise business generates a 
repetitive monthly income over 10 months/year 
(February to November) over 5 income streams. Income 
is determined by the number of clients. 

2. MiniChess Franchisees’ income is directly linked to 
their marketing activity and service effectivity. 

WWW.MINICHESS.CO.ZA
www.info@minichess.co.za

Tel: (012) 347 3852/6464

mailto:info%40minichess.co.za?subject=Query%20from%20Your%20Business%20Magazine
WWW.MINICHESS.CO.ZA
mailto:info%40minichess.co.za?subject=Query%20from%20Your%20Business%20Magazine
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Developing people. Changing 
nations. Building legacies.

We are a team of passionate experts specialising in developing and 
supporting SMMEs to propel their businesses to become sustainable 
enterprises. We do this through business mentorship and practical training 
programmes that are aimed at providing entrepreneurs with the necessary 
skills and support to build their businesses.

Our work is made possible through partnerships with corporate companies 
with whom we design and implement impactful enterprise and supplier 
development (ESD) programmes that go beyond the development of SMMEs 
and the enhancement of the B-BBEE scorecard. In addition, our programmes 
result in effective and measurable access to markets opportunities for 
SMMEs, as well as ensuring that corporate companies have suitable and 
reliable SMME suppliers that they can procure services from.

"The role of the 
mentor is not to 
singlehandedly 

transform a mentee. 
It is to bring out in the 
mentee the desire and 
capacity to transform 

themselves." 

The Transformation Legacy is an enterprise development company 
providing impact-driven enterprise and supplier development 
programmes that are geared towards empowering small, medium and 
micro enterprises (SMMEs) to significantly grow their businesses. 

The Transformation Legacy offers the following services:

• Business mentorship

• Business skills training

• Enterprise and supplier development programmes

• Entrepreneur development programmes: 
-  Infinite wisdom facilitation programme, which includes in-depth  
   personal assessment and personal development mentoring. 
- Transitioning entrepreneur programme: For full-time employees who  
   want to become full-time entrepreneurs. 
- Women in entrepreneurship programme
- Youth township entrepreneur programme

• SMME business consultancy:
- Business plan development
- Business strategy development
- Business processes development

- Founder,  
Busi Raphekwane

TRAINING AND EDUCATION

https://transformationlegacy.com/


The Transformation Legacy is an Enterprise Development 

company providing impact-driven Enterprise & Supplier 

development (ESD) programmes and projects that are 

geared towards empowering small businesses to 

significantly grow their enterprises whilst improving your 

BEE compliance as a corporate partner.

Are you aware of the exciting 
opportunities for you to 
support small businesses?

Partner with us in 
supporting small 
businesses to scale 
and grow their 
businesses.

Contact us on +27 10 005 5753 | info@transformationlegacy.com | www.transformationlegacy.com

Maxwell Office Park, Waterfall City, Midrand, 2090

OUR OFFERING TO CORPORATES: 

• Development and Implementation of 
Enterprise & Supplier Development projects.

• The Transitioning Entrepreneur Programme: 
Reskilling of retrenched individuals aspiring 
to start their own businesses.

• Skills Development programmes: SETA 
accredited NQF level 4 Business Skills 
training to train and upskill individuals.

‘’Maximize your BEE compliance and improve your 

competitiveness in the market whilst impacting the 

sustainability of small businesses” 

OUR OFFERING TO ENTREPRENEURS: 

• Business Coaching & Mentoring.

• Business Skills Training.

• Start-up business development support 
programmes.

• SMME Consultancy services: Creation of 
Business Plans, Strategic Plans and 
Marketing Plans.

30 Years’ collective experience in entrepreneur 

development | NQF Level 4 accredited Business Skills 

Training | BEE Level 1-100% Black-women owned.

mailto:info%40transformationlegacy.com?subject=
https://transformationlegacy.com/
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One of the things that most start-up entrepreneurs 
complain about is the loneliness that they experience. 
In a corporate you are surrounded by people who you 
can ‘run it through’ when you need to make a decision 
or ‘brainstorm’ to get a collective idea up and running. 
As a start-up, you’re pretty much on your own and 
entrepreneurs can end up feeling like they have been 
abandoned on a desert island by themselves. 

But, is this a reason to get into partnership with someone 
else? Let’s break it down and have a look at some of the 
pros and cons.

Pros

1.Having an associate and support system.
As a business owner, every decision, every result, every 

Go it alone, or get  
a business partner?

success or failure rests squarely on your shoulders. Also, 
if you have staff, you feel responsible for their livelihood. 
This can over time take its toll on your mental state, 
unless you are disciplined and manage it well. Having 
a like-minded business partner who has the same core 
values as you, who shares the burden of responsibility, 
supports your decisions and the hard choices, is an 
absolute God-send. Be warned though, they will need to 
care about the company as much as you do and put in the 
same amount of effort as you do.

2. You benefit from having an additional 
knowledge and skill set.
Partners can often bring huge value to the business in 
terms of their skill set and their knowledge. They may 
have a huge amount of business experience that you do 
not have, even if they don’t share the product or service 

Being a solo-entrepreneur can be a lonely journey, but is that a good 
enough reason to go into a partnership? Here are some pros and cons 
to consider. 
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knowledge that you perhaps have. It’s never a good 
idea to bring someone in who has the exact same 
skill-set as you, another ‘mini-me’ if you will. You need 
someone who has the opposite of you, someone whose 
strength is your weaknesses and visa-versa.

3. You share the financial burden.
Bringing in a partner that ‘buys in’ financially is 
always a great asset. Starting a business can be really 
expensive, especially if you are selling a product or 
manufacturing one. The cost of inventory, equipment, 
retail and office space can be astronomical and having 
someone to share the burden is ideal. The additional 
finance that a partner brings in may mean that some 
of the requirements can be paid upfront, ensuring that 
you avoid huge amounts of debt.

Now let’s have a look at the other side of the coin:

Cons

1. Giving up ownership, power and control.
This is probably one of the most difficult things to do. 
Many entrepreneurs love to be in control and are quite 
happy to carry the accountability and responsibility 
of their own actions (or non-actions for that matter). 
Taking responsibility for somebody else’s mistakes 
or misdeeds is a pill that most find very difficult to 
swallow. It’s therefore of the utmost importance to 
have someone who is like-minded, transparent, and has 
the same ethical beliefs than you. This is often a unique 
combination that is quite difficult to find.

2. You have to split the profits.
As much as it was wonderful to find someone who 
was willing to ‘buy in’ to the business as a partner, they 
also deserve to get a share of the profits. This can be 
trying, especially in the beginning when there is very 
little profit and you seem to be putting more and more 
of your own money into the business. When there is a 
breakdown in the partnership, the money (or the lack 
thereof) is often what causes the rift. So you need to 
be absolutely clear on financial matters and agree to 
all the terms and conditions upfront, before it gets 
emotional.

3. You won't always agree.
Having a partner means that you will no longer be 
able to make the important decisions on your own 
and this of course inevitably means that there will 
be disagreements. Conflict management between 
partners is huge and you will both have to find a way 
to get through it, else it may cause the partnership 
to be dissolved. It’s is always better to disagree and 
argue the decision than to get personal and emotional. 
There has to be some sort of give and take in any 
relationship, and this is never more true than in a 
partnership, especially if the business is not performing 
as expected. Emotions need to be kept in check and 
logic must prevail.

Plan from the start
To some extent partnerships are like a marriage, which 
is why it is never a good idea to enter into it without 
any kind of document and agreements in place. Make 
sure that everything around the ‘financial’ angle is 
clearly documented, so that if (or when) things go 
wrong, there is no need to get emotional about it. This 
should include things like salary, bonuses, expenses, 
how to split the profits, etc. 

It should also clearly outline every partner’s 
responsibilities in the business, so that you can both 
get on with your individual tasks and roles without 
undermining or micro-managing your partner. No-one 
likes to work with someone hanging over their shoulder 
all the time. 

Finally, make sure that there is an exit clause so that if 
things don’t work out, you can part ways amicably and 
without damaging both the business and each other.

Good luck and remember to always have fun.

Nikki 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. 

mailto:nikki%40viljoenconsulting.co.za?subject=Query%20from%20Your%20Business%20Magazine
https://www.viljoenconsulting.co.za/
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Launching your business? 
7 Essential agreements  
for any start up
While it can be tempting for founders 
to jump straight into the practical 
aspects of making their vision a 
reality, it often means that the legal 
aspects take a back seat. Many 
founders overlook the importance of 
establishing a strong legal structure 
during early growth. There are a 
wide range of legal issues that will 
need to be considered, ranging from 
choosing the appropriate legal entity, 
taking the steps needed to become 
“investor ready”, to protecting 
your business from various legal 
standpoints. 

Building your business should be 
a well thought-out and measured 
process that requires a strong legal 
foundation and skipping this step 
can have potentially devastating 
consequences. 

This article will focus on seven 
essential legal agreements that every 
business should have, right from the 
outset. 

START-UP

MEMORANDUM OF INCORPORATION (MOI)
An MOI is the most important constitutional document governing a 
company and sets out the rules governing the conduct of a company, 
as specified by its incorporators and shareholders. 

Every company has a set of default rules or regulations in terms of 
the Companies Act, 71 of 2008 (“the Act”) that apply to the company, 
unless changed by means of its MOI. The Act imposes certain specific 
requirements for the content of an MOI, as necessary to protect the 
interests of shareholders and other stakeholders of a company, which 
are referred to as the “unalterable provisions”. As its name suggests, 
these provisions may not be changed by means of an MOI (unless the 
MOI sets stricter requirements or higher thresholds). The simplest 
and most cost-effective manner is to register a company with a 
default, standard form CoR 15.1A MOI, which basically models the 
unalterable provisions of the Act.

The Act also provides for several “alterable provisions”, which 
companies may accept or alter as they wish, as long as such changes 
are in line with the Act. In addition, the Act allows for a company 
to add provisions to its MOI to address matters applicable to that 
company not already addressed in the Act itself, provided that all 
provisions of the MOI must be consistent with the Act. A unique MOI 
will be able to take advantage of this by building in, among other 
things, added protection for the shareholders. 

It is important, especially in the context of a start-up business, to have 
an MOI that is not only consistent with the provisions of the Act from 
a governance perspective, but one which ultimately gives effect to all 
the parties’ intentions. If the company is looking to attract investors, 
then agreeing on a bespoke MOI to regulate the rights, duties and 
      responsibilities of all the shareholders and directors early on, is   
           definitely the way to go. 
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SHAREHOLDERS' AGREEMENT
When more than one founder is coming into a 
business or where a company is looking to raise 
funds from investors in return for an equity 
stake in the company, then a shareholders’ 
agreement is highly recommended. Having a 
shareholders’ agreement is a valuable resource 
for any business as it structures the relationship 
between the shareholders early on and provides 
the mechanism for how shareholders will 
interact with each other and how they can 
protect their interests. It further sets out the 
rights and duties of the shareholders and can 
regulate the process surrounding an exit by 
a founder. Unlike an MOI which is a public 
document, a shareholders’ agreement is a 
private document, the binding force of which 
stems from the normal principles of the law 
of contract. For that reason, a shareholders’ 
agreement is more difficult to alter and 
usually requires the unanimous consent of all 
the shareholders while an MOI, by default, 
can be amended by special resolution of 
the shareholders (i.e. if at least 75% of the 
shareholders agree). 

Because a shareholders’ agreement is a private 
document, it is also useful in cases where 
shareholders intend to build in certain funding 
and exit strategies, which they do not wish 
to record in the MOI. Although an MOI may 
contain many of these provisions already, a 
well-drafted shareholders’ agreement will act as 
a much needed safeguard where the MOI lacks 
protection. It is therefore important to ensure 
your shareholders’ agreement is tailored to 
your company’s specific needs while still being 
in line with the MOI and the provisions of the 
Act (in terms of hierarchy, the MOI supersedes 
a shareholders’ agreement in the case of a 
conflict).

FOUNDER AGREEMENT
For early stage start-ups (pre-investors), it may make 
sense to have an MOI and a shareholders’ agreement 
combined into one document. We refer to this as a 
“Founder Agreement”. Due to the cost implications 
of having two separate documents and the need to 
ensure that they are consistent with each other, a 
Founder Agreement can be hugely valuable for start-
up businesses who lack the initial legal resources 
but wish to take the first step in formalising their 
relationship. Seen as the “marriage” contract between 
the founders, a Founder Agreement addresses 
various key issues by focusing on the following 
principals:
● Commitment: the success of the business you have 
embarked on will take commitment from each of the 
founders and having a proper Founder Agreement 
in place will ensure that the founders need to stay 
operationally involved in order to keep their shares.
● Control: a Founder Agreement allows for directors 
to be appointed, with defined voting rights, and 
explains shareholder rights to intervene in the 
decisions of the company, thereby ensuring that the 
big decisions are always made by the right people.
● Economics: a Founder Agreement defines the 
ownership structure and ensures that the founders 
get the value created by the business by addressing 
the principles of an exit, how that can happen, and 
how profits can be distributed. 
● Funding: a Founder Agreement will address how 
the company is to be initially funded, how loans are 
made to the company, how interest is managed, and 
how those loans are repaid.
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INTELLECTUAL 
PROPERTY (IP) 
ASSIGNMENT 
AGREEMENT
IP can be regarded as possibly 
the most important asset of 
a company. This is especially 
true for start-up companies, 
because it’s often the value 
of the IP that determines 
the long-term success and 
profitability of your business. 
When investors look at the 
potential value of a business, 
the IP often forms a big part 
of the valuation methodology.

As such, IP should be 
effectively managed to ensure 
that the business itself gets 
the best protection and the 
most out of the ideas. The 
creator of the IP will either 
be the founder or someone 
employed by the founder 
to develop and enhance 
that IP. It is important 
that the ownership of the 
IP is addressed through 
appropriate contractual 
arrangements so that 
ownership of all IP assets 
does not remain with the 
creator but is rather assigned 
to the company right from the 
outset. This not only ensures 
that the IP contributes to 
the initial valuation of the 
market value of your company 
but that it can be properly 
exploited by the company to 
generate future income for 
the business. 

Although not an agreement in 
the strict sense, the term sheet 
is a document that outlines 
the terms by which an investor 
(angel or institutional), will 
make a financial investment 
in your company. The term 
sheet is crucial, as it usually 
determines the final deal 
structure with your investor 
– it outlines the terms by 
which your investor will 
make a financial investment 
in your company. Finding an 
investor can be complex and 
time consuming. Once you’ve 
found one with the right 
strategies and values, you may 
be tempted to rush through 
negotiations to access the 
promised cash injection. There 
can be serious ramifications 
if the details of the deal are 
not negotiated on a level 

playing field and a term sheet 
exposes the bare bones of the 
fundamental commercial terms 
of the investment. Due to its 
concise nature, the involved 
parties are less likely to miss 
essential details.

It is important to note that a 
term sheet is intended solely 
as a summary of terms for 
discussion and agreement 
between the parties. In other 
words, it seeks to cover the 
more important aspects of a 
deal without going into every 
minor detail as in the case of 
a binding contract. Except for 
the confidentiality provisions, 
nothing should create any 
legally binding obligations on 
the part of the parties until 
they execute the definitive 
written agreements.

THE TERM SHEET

START-UP



EMPLOYMENT AGREEMENTS
Once your business becomes operational, it will need to 
employ a task force. It is important that the status of any 
employee is clearly defined in writing. Section 29 of the 
Basic Conditions of Employment Act,11 of 2002 (“the 
BCEA”) requires every employer to supply the employee 
with written particulars of employment no later than the 
first day of employment. For this reason, employers are 
advised to enter into a written contract of employment with 
every employee. Although there is no legal requirement 
(apart from section 29 of the BCEA) for an employer to 
provide a written contract, by reducing everything to 
writing ensures that there can be no arguments down 
the line regarding the terms of employment, termination, 
breach or any unlawful action. 

Conclusion
The above is not an exhaustive list but serves to highlight 
the most important things to consider and have in place 
when starting your business. Obtaining the right legal 
advice and having the right legal agreements in place not 
only ensures that your business is adequately protected but 
provides you with the head start to fully focus on growing 
your business the way you intended.

REVENUE AGREEMENTS
Depending on the nature and the industry within 
which your start-up business operates, your company 
will at some point, be delivering specified services 
to its customers. This will be the basis upon which 
your company will earn revenue – the lifeblood of any 
company. A services agreement will not only define the 
services provided in detail, but it can also equip you with 
the negotiation tools to limit your risk if the services 
are not delivered to the customer’s expectations or 
in accordance with any warranties. Having a services 
agreement tailored to the company will also ensure that 
other crucial aspects which are not normally thought 
about, are carefully carved out, including exclusivity of 
the services provided, who owns the IP created in the 
course of providing the services and obligations to keep 
information confidential, to name a few. 
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If you're looking to invest in a business venture that offers you years of 
experience in the industry, the trust and loyalty of its customers, and 
franchise support from an expert team, then Hi-Q is the one for you.

The one you can trust

What you'll become a part of
Since opening their doors in 1999, Hi-Q has gone from 
strength to strength, growing a humble 3 store enterprise, 
into an extensive 130 store franchise network with a 
unique multi-product and multi-services automotive 
offering. 

Hi-Q’s approach to business is centred around being ‘the 
one you can trust’ to their customers, their suppliers and 
their franchisees.

“That has always been the key driver in everything we 
do,” says Sean Harrison, Hi-Q’s Managing Director. “For 
example, when it comes to our customers, they need to 
know they can rely on us to put their safety first. That 
we’ll always strive to offer them expert, friendly service 
and top of the range products, while also keeping up-to-
date with the latest technologies and advancements in 
our field.”

An acclaimed and awarded brand
Hi-Q has again and again proven themselves to be a 
leader in the industry. They’ve been voted South Africa’s 
No.1 tyre retailer for 8 consecutive years (2010 – 2017) 
by consumers in the Ask Africa Icon Brands Survey, the 
biggest of its kind in Africa – a clear indication that they 
are respected and trusted by their customers.

Business support
Hi-Q Franchisees all have the support of an expert and 
knowledgeable team with years of experience in the 
industry, who are available to guide them on their business 
venture. This includes areas of business such as marketing/
promotional, commercial, organisational structure, tools 
and equipment, sales and more. Franchisees also have 
access to various skills training opportunities for members 
of their team. Hi-Q is invested in providing their network 
with the tools needed to thrive and grow in an ever-
challenging market.

Relationship with Goodyear
Hi-Q has the support and backing of international tyre of 
multinational premium tyre manufacturer, Goodyear, and 
its full value proposition. This means access to incredible 
promotional and marketing opportunities in partnership 
with the brand.

Franchising opportunities
Hi-Q has embarked on an extensive expansion plan 
and have identified areas of opportunity to extend their 
Franchise footprint growth countrywide. You’ll find more 
information on our website www.hiq.co.za.

We’d like to invite those who are interested to become 
part of our team to contact 011 663 2431 or email:
naomi_claassen@hiqmail.co.za

SHOWCASE

www.hiq.co.za
mailto:naomi_claassen%40hiqmail.co.za?subject=Franchise%20Query%20-%20Your%20Business%20Magazine
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Invest in a brand that's renowned for delivering personalised, professional 
service...right at the customer's place of work.

SNAP-ON INCORPORATED is a leading global innovator, 
manufacturer and marketer of tools, diagnostic and 
equipment solutions for professional tool users. Since 
1920, when Snap-on first developed the interchangeable 
socket wrench, the name “Snap-on” has been recognised 
as the leader in providing the finest quality tools and 
equipment for the professional technician. Snap-on first 
entered the international arena in 1931 and today has a 
presence in over 130 countries around the globe. 

During this time, Snap-on pioneered and perfected the 
idea of direct sales to technicians, right at their place of 
business, while providing credit programmes so they could 
purchase the tools that would build their business. The 
company still does that today, and as a leading marketer of 
tool and equipment solutions, Snap-on provides aspiring 
business owners with an opportunity to partner with a 
financially strong company with an outstanding reputation 
for quality, service and innovation. If you are seriously 
considering an investment in a business, give yourself the 
benefit of starting with an established industry leader, and 
join the over 4500 dealers worldwide that represent the 
Snap-on brand of high-quality merchandise. 

What's on offer 
Snap-on dealers are offered the opportunity to purchase 
high-quality tools manufactured and distributed by Snap-
on at a discount from suggested retail prices, and to re-sell 
those products at recommended prices. Dealers call on 
their customers each week within an allocated territory, 
which include a wide variety of businesses such as auto 
dealerships, independent repair shops, auto-electricians, 

body shops and others. Dealers need to have a suitable van 
(approved by Snap-on Africa) with the Snap-on designed 
tool display area to encourage impulse buying. This 
“Showroom on wheels” also allows you to take products 
right to your customer’s place of business and deliver that 
personalised, professional service associated with the 
Snap-on brand. A successful Snap-on dealership requires 
hard work, planning and the development of personal 
relationships with customers. As a Snap-on dealer, you 
will enjoy a professional and respected position in the tool 
industry with good income potential. 

Support to succeed 
One of the most important steps in getting a new business 
off to a good start is training. After a rigorous week in the 
classroom learning the basics of the business, new dealers 
will be assigned a Sales Development Manager (SDM) and 
a Diagnostic Sales Developer (DSD). The SDM or DSD 
accompanies dealers on their route for an initial period of 
two to three weeks, to assist with training in the day-to-
day aspects of the business. During this in-territory training 
period the SDM or DSD covers sales training, product 
knowledge, van display, credit programme management, 
policies and procedures and record keeping. 

The good news is that the training doesn’t stop there; 
the SDM &/or DSD continue with on-going support, 
holding regular Field Group Meetings to discuss all aspects 
of the business; including new initiatives, promotional 
programmes, and developing product knowledge.

Getting the word out 
Snap-on spends thousands of Rands each year to promote 
Snap-on 
products and the 
Snap-on brand 
through sales 
and marketing 
campaigns. 
However, unlike 
many companies 
that charge 
their dealers an 
additional fee 
for advertising, 
Snap-on provides 
advertising and 
promotions as 

Snap-on to this  
great opportunity

SHOWCASE
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part of its service. Some of the promotional arenas that the 
Snap-on marketing department is involved in includes media 
and trade publications, sales contests and promotions, 
promotional products, weekly promotions backed up by 
electronic marketing material & printed summaries of items 
on promotion once a month. These are all designed to help 
dealers grow their business; with Head Office realising that 
their own success as a company depends on the success of 
its dealers.

A strategically planned DEMO VAN programme exists 
currently, and is available to participating Dealers to show 
case other Snap-on product to their customers that they 
wouldn’t ordinarily have available in their own stock holding. 
Take a virtual tour of the current demo van by visiting www.
snapon.co.za/Content/Virtual_Tour/
Dealers have the opportunity to invite their customers 
to regular seminars to learn from experts in the field of 
Diagnostics & to expose their customers to the latest range 
of Snap-on Diagnostic & similar equipment.  
The investment cost of a Snap-on dealership depends on 
one’s circumstances and there are a few options available. 
However, the minimum amount of cash available to invest 
must be no less than R150 000. Applicants must also have 
their own panel vans. A Sales Development Manager (SDM) 
will explain costs, panel van preferences, and options 
available at an initial meeting.  

Buying a business is a serious undertaking and a decision 
that must not be rushed. That is why Snap-on makes 
no excuses for having a lengthy application programme 
that not only includes a number of meetings, but also a 
minimum of three days spent with existing dealers in their 
territories. With many unique features that sets it apart 
from other opportunities on the market (including being 

an established company with a comprehensive product 
line, on-going training and assistance, financing and credit 
assistance programmes), a Snap-on mobile dealership is 
well worth investigating.

What type of person does this business 
suit?
Like all owner-operated businesses, it requires a highly 
motivated individual to make a success of this opportunity, 
and although a person who is technically savvy, with sales 
experience could be better suited to this business, this 
is by no means a pre-requisite. Support in the form of a 
family member to assist with the everyday running of the 
business, and perhaps the book-keeping & reporting side 
would also be an advantage.

What expansion opportunities are available?
The owner of a successfully run Snap-on dealership can apply 
for a second territory. This is quite common in other countries 
where the dealership is well established.  
It is not uncommon for the original business owner to have 
invested in a second territory for a family member or sibling. 
This option would need to be considered very carefully and in 
collaboration & with final approval by Snap-on management.

Contact The Business Manager on  
031 569 7637, email: biz@snapon.co.za,  
or visit: www.snapon.co.za  
for more information. 

http://www.snapon.co.za/Content/Virtual_Tour/
http://www.snapon.co.za/Content/Virtual_Tour/
mailto:biz%40snapon.co.za?subject=Query%20from%20Your%20Business%20Magazine
http://www.snapon.co.za/dealerenquiry
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“Think before you speak,” is a nugget of advice which 
most of us learnt at a young age and continue to see its 
practical application even in our daily lives. In the fast-
paced era of information sharing, big data and brands 
perpetually competing for audiences’ attention, that 
same piece of advice can be reinterpreted to “research 
before you post”. 

Failed social media campaigns from famous 
and reputable brands are plentiful on the 
internet. 

No brand is immune to making 
mistakes, yet some errors are 
easily avoidable. Without a 
comprehensive social media policy 
and practical social media tools, 
companies can end up trending for 
the wrong reasons. 

Madelain Roscher, Managing 
Director of PR Worx offers 
five tips on how brands 
can avoid digital and 
overall campaign 
blunders:
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Think before you speak
HOW TO avoid online 
campaign disasters.

1. Diversity cures tone-deaf campaigns
To prevent apparent traps, individuals working on 
online content creation should come from a diverse 
background. Blatant errors often happen because those 
responsible for curating a brand’s subject matter are 
tone-deaf or suffer from tunnel vision. Having multiple 



YOUR BUSINESS | October-November 2019   53

Madelain Roscher is the Managing 
Director of PR Worx, a full-service 
marketing-communications agency. 
PR Worx is the highest awarded public 
relations firm in Africa. Visit  
www.prworx.co.za

by grandstanding or diminishing people’s lived 
experiences to a failed media campaign. 

The internet’s population now sits at 4.4 billion 
users and has become the easiest way to reach a 
wider audience while engaging them where they 
primarily live. But with so many brands competing 
for audiences’ attention, creating a sterling 
campaign capable of resonating with so many 
different personas is no small feat. 

In the digital age, being the first to publish 
engaging content is excellent. But getting it right is 
even better. 

It is harder for a brand to clean up its tarnished 
image because they rushed to be first and got it 
wrong than it is to create and execute a whole 
well-researched campaign. The costs of not 
investing in the groundwork for a campaign far 
outweigh the price and time spent required to 
getting it right the first time around.  

people check the content before its published also helps 
to notice typos and grammar errors. The same applies 
to the use of hashtags. Do a general search to see if 
that hashtag is not associated with anything that goes 
against the brand’s values.    

2. Meme your own business
Brands wishing to pivot their presence on the back 
of a pop culture reference or newsfeed need to have 
conducted a comprehensive research. They must ensure 
the context of the reference applies to their messaging 
and values as a brand. 

3. The more, the merrier - until it is not
A great way of attracting audience engagement is to 
create a campaign that incorporates user-generated 
content. This allows your target market to embody 
your brand and feel like they belong to the broader 
community. But left unattended, trolls can set fire to 
your campaign, reducing your brand’s reputation to ash. 
The choice is simple: vet and only allow content that 
resonates with the brand or refrain from campaigns that 
rely on user-generated content. 

4. Not all funny bones need tickling
Humour is a great way of endearing a brand’s values 
within the target audience’s emotions. Funny wins big 
when it lands. But not every brand can afford to be 
funny, let alone pull it off. Never compromise a brand’s 
ethics to gain a few laughs. Humour is subjective, while 
your intentions may be pure, you may end up missing 
the mark and receiving huge backlash, especially when 
trying to lighten up a heavy subject.      

5. Brands need to learn to walk before 
they race 
South Africa is a country with a racially charged history. 
Some marketers may be oblivious how some cultural 
stereotypes, instead of landing as humorous, may come 
across as racist.  While it is essential to have discussions 
from all parties around how we move the nation 
forward, brands wishing to get into the conversation 
of race need to be careful how they walk that line. If 
brands miss the mark, they risk tarnishing their image 

No brand is immune to 
making mistakes, yet some 
errors are easily avoidable. 
Without a social media policy 
and practical tools, companies 
can end up trending for the 
wrong reasons. 

https://www.prworx.co.za/
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In a world where consumers rule the world and are 
powered by technology, small businesses are forced to 
choose between establishing themselves both online 
and offline or alternatively cherry-picking one of the 
two options and sticking to it. While customers enjoy 
the luxury of being presented with an array of options 
to conveniently access good and services, it is critical for 
small businesses to be deliberate about their brand stories 
and their customers’ journey. 

Customers connect with more than just your logo, new 
product or service delivery mode – they want to get 
to learn about the business.  A recipe for successfully 
executing brand storytelling is authenticity and 
engagement with a dash of visuals (so we know it’s real), 
topped with a dollop of characters who display passion 
and love for the business. Building your brand story is a tad 
easier for small businesses than it is for larger companies 
whose reputation and perceptions (good or bad) have been 
built over the years.

Let your purpose guide you
Your business’ purpose will guide you and open up 
pockets of opportunities to help you tell the story. A good 
example of a small business that is creatively building 
a bigger audience through different platforms, is Amazi 

MARKETING

Brand storytelling is no longer 
a nice to have. It is a need to 
have, and what will ultimately 
maximize your business's 
visibility, profit, and impact. 

Tell your story with LOVE, 
treat it as a compass for your 
marketing strategy, and the 
result will be a brand that is as 
profitable as it is valued.
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Beauty. Not by using paid advertising,  but rather by 
sharing valuable content and growing the tribe of 
women who support the business. Last year, I had the 
honor of attending the recording of a podcast at Amazi 
Beauty in Braamfontein where the head of marketing 
at the Foschini Group, Pride Maunatlala was being 
interviewed on the rise of the female centric economy. 
While the rich and insightful content was what lured an 
audience into the salon, as guests we got to experience 
an Amazi treatment and personally, I have been part of 
the business’ SoundCloud channel audience ever since. 
Instead of purely focusing on promoting your offering 
or taking it to market in the same way that you have 
always done, find or create spaces where you are able to 
emotionally connect with your existing and prospective 
customers. Use the reason for your business’ existence 
(the need that your business is addressing) as the 
foundation of seeding ideas around your business’ brand 
experiences.

Remember that the people maketh  
the story. 
Quite a number of small business owners are guilty of 
maintaining social media pages that are filled with a 
stream of logos, branded goods and discounted prices 
on products and services. While it’s great for your 
customers to be reminded of your offering, keep in mind 

that it is equally important for them to put faces to the 
business’ name. Find ways of capturing your team’s 
everyday moments around the work that gets put into 
making the business a success – this could be the arrival 
of new stock, preparations for a big event or even one 
of your founding members delivering a talk at an event 
as a representative of the business. Remember to make 
a firm decision around who you would like to have as 
the faces of your business and be prepared to have your 
audience link the face’s personal profile to the business, 
whether or not this forms part of your plan.

Let them share
Give your customers the freedom  to share their 
experience with your business using various platforms 
and create guidelines such as hashtags that you may 
make use of to follow their stories about your brand. You 
can later re-share the content with your entire audience. 
This makes for authentic brand storytelling and adds 
layers to it.

Engage with your audience 
There isn’t a social media manager that I know who is 
ever prepared to openly talk about the awkwardness 
that came with the day that they attempted to pose 
a question to their social media community and not 
a single soul on the planet responded. It’s weird but 
a critical exercise for sussing out who your audience 
is and the type of content that makes them respond. 
Test different content and decide on the metrics of 
measuring success before you even go live with the 
content. On occasions that one or a few  of your 
followers do respond, it’s important to communicate 
back to them. And I mean COMMUNICATE. A simple 
“Like” on a comment is a low-key insult. Make an effort 
but don’t try too hard and end up coming across as the 
socially awkward business.

Customers connect with 
more than just your logo, new 
product or service delivery 
mode, they want to get to learn 
about the business.  

A recipe for successful brand 
storytelling is authenticity and 
engagement, with a dash of 
visuals, topped with a dollop of 
characters who display passion 
and love for the business. 

http://www.amantle.co.za
mailto:info@amantle.co.za
https://twitter.com/amantle_%3Flang%3Den
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Decide what will create enough hype around your brand 
for it to get traction and draw a loyal fan base and 
whether a launch event should be part of the mix. If the 
answer is yes, here are a few tips to keep in mind along 
the way:  

PERFECT YOUR BRAND STORY
Before you officially launch your product or service, you 
need to have a brand identity  and be clear on what 
your brand stands for. Make sure the story is presented 
in a simple and compelling way across all platforms and 
touchpoints.  

TEST THE MARKET 
It’s always tempting to just jump in headfirst and hope 
for the best! But it’s a risky strategy, and not worth 
jeopardising what you’ve worked so hard for. So, create 
a focus group or launch an MVP (minimal viable product) 
to test the waters and figure out what tweaks you need 
to make before taking it further. User feedback  is a vital 
step in perfecting your offering. 

PICK THE RIGHT DATE 
Once that’s done, you can start planning the anticipated 
launch event. And this isn’t as easy as it sounds… in fact 
it’s something you need to be very clever about. 

It’s also industry specific and depends on who your 
target audience is, but in general: 

-Avoid school holidays, as families tend to go away or 
take time out from work.

-Avoid the silly season – most people’s calendars are jam 
packed in December and they are trying to wind down 
rather than squeeze more in. 

- Check what other events are on the same day, and 
whether your target audience are likely to attend.
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TIPS for a successful 
launch event
There are a million and one things to think about and coordinate when 
you are launching a brand or product, and it can be tough to break into 
the market. To avoid the juggling act that inevitably leads to chaos and 
exhaustion, you need to be strategic in your approach. 
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With her big picture thinking and ambitious 
ideas, Emma Donovan of Yellow Door Collective 
ensures that the business keeps growing 
without losing sight of their values. She sees to 
it that every campaign is strategically thought 
out and executed in the best way possible.  
Visit: www.yellowdoorcollective.com. 

an event hashtag is promoted and used, you can 
track how many people posted about the event, 
and what reach this has on a particular platform. 
Sales following the event can also be tracked, to 
see if there is a spike or interesting pattern.

HAVE A DRAW CARD 
With an endless stream of giveaways and events 
available to influencers and industry leaders, 
you need to come up with a way for your event 
to stand out from the crowd. Look to bring in a 
world class guest speaker or better yet, curate an 
interactive experience that will inspire or impress 
guests and give them a welcome break from their 
9-to-5 day, or what they typically experience at an 
event. 

GENERATE INSTANT SALES
Launch events are primarily for brand exposure 
and networking, but you can convert attendees 
into customers while you’re at it! Something as 
simple as offering 10% off all online purchases 
made within 24-hours of the event, using an 
exclusive discount code, can have a significant 
impact on your bottom line and justify the cost of 
the event. 

With online shopping, e-marketing and online 
enquiries at an all-time high, brands can be 
tempted to skip a launch event altogether in 
the belief that customers no longer desire a 
face-to-face element on their path to purchase. 
However, we believe that the in-person interaction 
and engagement can go a long way in building 
relationships, trust and brand affinity with your 
target group. In turn, the guests’ first-hand 
experience with you and your brand also has a 
powerful word-of-mouth effect that can ripple out 
to a wide audience, long after the launch is over.

CREATE A DREAM TEAM 
Don’t try to do everything yourself. Focus on what 
you’re good at and bring in experts to do the rest. 
This could be the catering, the entertainment or the 
organisation of the actual event. 

When it comes to guest lists and media coverage, 
working with a marketing and PR agency can save 
you time and money, as they are likely to be well-
connected and well-versed in this space. They can 
assist with potential brand collaborations or sponsors, 
as well as social media influencers, media coverage 
and support on the day. This typically covers liaising 
with journalists and influencers, as well as live tweets 
and Instagram Stories. 

Measuring the success of the launch campaign or 
event is also a critical part of the process, so you can 
understand the return on investment. For example, if 

http://yellowdoorcollective.com/
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Over the past few years, 
Sub-Saharan Africa has 
led the world in mobile 
take-up growth. With 
increasing smartphone 
penetration, coupled with 
falling data prices, more 
and more people - as well 
as businesses - are turning 
to mobile as their go-to 
computing device. For 
business owners, now is the 
time to begin considering a 
mobile-first approach to daily 
operations. Here's why:

TECHNOLOGY

5 Reasons to embrace  
mobile IT for daily business  
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Designed for fast growth and agility

Given that SMEs and start-ups generally don’t 
have large-scale legacy technology infrastructure and 
systems in place, these businesses can be more agile and 
leapfrog to a mobile-only approach. Also, as many business 
leaders are now finding, being geared to operate on-the-
go can spur the growth of new and expanding businesses. 
Today, many of the new productivity apps are built for, and 
work better on, phones and tablets.  They’re also more 
efficient and user-friendly than legacy desktop software, 
making things like payments and document creation far 
more simple and seamless. 

Mobile Micro Computers enabling green 
IT (and energy efficiency!)

With increasing regulatory emphasis on green business 
practices and environmental sustainability, new micro 
computing devices promote mobile working while also 
significantly reducing energy usage. The CloudGate X, 
for example, is a locally developed micro computer that 
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uses less than five percent of the electricity that a 
typical desktop requires. By switching to this highly 
innovative palm-sized device, businesses of any size 
can immediately reduce their energy footprint by a 
substantial amount. This type of cost saving device also 
enables businesses to continue operating for a longer 
time during outages - with much of the processing 
power and storage capabilities that traditional 
computers offer. 

Mobile-only mindset fuelling global 
innovation

According to analytics firm ComScore, mobile digital 
app use has grown by around 50 percent over the 
past two years. The company has noted that ‘mobile 
has grown so fast that it’s now the leading digital 
platform, with total activity on smartphones and tablets 
accounting for 62 percent of digital media time spent, 
and apps alone now representing the majority of 
digital media time at 54 percent.’ It’s no surprise then, 
that technologists are creating highly innovative and 
effective tools that align with a mobile-only mindset. 

E-Commerce is growing wings  

Smartphones and other mobile devices are 
rapidly shaping how global commerce is conducted. 
Beyond influencing shopping behaviour, data 
is revealing that consumers are becoming more 
comfortable finalizing transactions on their phones. 
In the U.S., a trailblazer for e-commerce and all things 
retail, smartphones were used in over one-third—or 
more than $1 trillion—of total U.S. retail sales in 2018. 
This is according to Forrester’s 2018 Retail Best 
Practices: Mobile Web study. 

Additionally, according to data from Google Analytics 
from June to September 2017, over 40 percent of 
online transactions were made on mobile devices. For 
savvy brands and businesses, this means that more 
and more eyeballs are being trained on smartphones at 
every hour of the day – creating infinite opportunities 
to engage with both consumers and businesses. 

Restless millennials craving mobility

For any emerging start-up or fast growing 
SME, it is becoming critical to attract young and 

tech savvy talent. This generation has grown up with 
smartphones and social media, and expect to be able 
to work remotely, preferably off a mobile device. In SA, 
Millennials represent the largest generation (at 19.5 
million) to enter the workforce. They’ll represent over 
50% of the workforce by 2020 and 75% by 2030!

Given these statistics, businesses across sectors simply 
cannot afford to ignore the need for a mobile-first (or 
mobile-only) approach. 

Review Your Mobile IT Security Practices 

Before leaping into the highly seductive sphere of 
mobile business, however, we have to highlight the 
importance of robust mobile IT security. Today, given 
the shift within the business and consumer ecosystems, 
mobile is now being described as the new ‘playground’ 
for cyber criminals and hackers.

According to an IBM study, users are actually three 
times more likely to respond to a phishing attack on a 
mobile device than a desktop, largely because a phone 
is where people are most likely to first see a message 
or email (by the way, a staggering 91% of cybercrime 
starts with email!) Notably, research from U.S. telecoms 
giant Verizon shows that the smaller screen sizes and 
corresponding limited display of detailed information 
on smartphones (particularly in notifications, which 
frequently include one-tap options for opening links 
or responding to messages) can also increase the 
likelihood of phishing success.

Before panicking and renouncing mobile (and the 
Web!), rather speak to your IT provider to ensure that 
you have the best protections and strategies in place. 
By following basic rules and guidelines, as well as 
implementing key security tools, you can keep your 
mobile and micro computing environments both safe 
and user-friendly!

Aaron Thornton is the Managing Director 
of Dial a Nerd, providing professional IT 
& computer support and solutions across 
South Africa. Visit www.dialanerd.co.za 
or call (010) 007 0012/(021) 200 1460.
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START YOUR OWN 
 BUSINESS TODAY
Our easy to operate windscreen 
repair system  can be turned into a 
highly profitable business  for any 
candidate! Operate from anywhere 
 and make money everywhere!

Successful training 
sessions with new 
entrepreneurs on their 
way to self sustaining

Advantages of NO BETR 
windscreen repair kits:

• Easy to operate and learn.
• Unsurpassable in work quality - 

Professional kits.
• Cheap to purchase - can generate 

more than R15,000+ per month.
• Light weight and mobile (only 5kgs), 

battery operated (included).
• Parts locally available with minimum 

down time wherever you are. We 
do have everything in stock - parts 
and products - resin etc. Offer 
permanent guarantee on your work.
• FREE intensive practical training or 

instruction DVD.
• Guaranteed work: every car on the 

road is a potential customer.

Get started today! Contact Frik Liebenberg on Cell: +27 82 364 9669 
email frik@nbwindscreenrepairs.co.za or visit 
www.nbwindscreenrepairs.co.za

The price you see is what you 
pay. No hidden costs. Every kit 

is complete. No extra costs.

THE PROOF IS IN 
 THE PUDDING

See how our headlight polishing 
system  cleans a faded 

headlight. This miracle system 
makes  99% of headlights to 

look brand new again!

WOMEN CAN  

EXCEL AT THIS!!

Windscreen Repair kit
only R5 750!

High quality repairs of cracks and chips (or get 
the starter kit for only R3 750!)

Glass Scratch 
Removal kit
only R7 500!

Headlight 
Restoration Kit

only R4 000!

Restore any headlight to look like 
new within minutes. Training DVD 

included (or get the handkit for 
only R950!)

EACH KIT IS A BUSINESS 
ON ITS OWN AND OFFERS 
A COMPLETE BUSINESS IN 
A TOOLBOX. EACH KIT IS 

BOUGHT SEPARATELY.

Before After 

Genuine outcome

Turn This Into This

WORK ANYWHERE. EARN MONEY EVERYWHERE
Excellent for part time / full time or add to existing business

Glass polishing for windscreens, 
table tops, building glass, shopfronts, 

patio doors, showrooms, etc 
(or R3,750 for STARTER KIT to 

remove single stripes AND small  
dots on glass)

My offer to you: Earn all the money you want!
PROOF!! THIS BUSINESS IS A HIGH INCOME GENERATOR 

AND CAN MAKE YOU RICH! GUARANTEED! 
Easy-to-operate mobile kits

https://nbwindscreenrepairs.com/
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It is rated for one ton (surprised me) and offers two metres 
in length and 1.2 high, with 1.2 between the wheel arches 
in the cargo area. And yet the outside is small enough to 
fit into a normal parking bay or garage. Braked towing 
capability is 850kg, while unbraked is 720kg.

The other excellent feature is the cabin. Clever, in one 
word.

Above the window is a ‘ledge’ or shelf which would be 
ideal for a clip board or A4 diary. In the dash is an old 
fashioned cubbyhole, a slot for something like an order 
book and a cubicle above the instrument cluster which 
has a lid and is ideal for keeping petty cash and slips and 
finally two cup holders. Forward of the gear lever is a 
space for your phone or tablet, slots for coins, a cavity for 
a remote and small circular holder. The doors have the 
normal space with place for a water bottle and between 
the seats there is a receptacle for a wallet and a further 
two cup holders. There is also an additional 12v socket. 
The bluetooth telephone system is geared to serve both 
driver and passenger.

I found the seats to be comfortable and the driving 
position good. The steering is adjustable for rake and 
height. The instrumentation and controls are functional 
and effective.

The cargo area is large (3.9m³) and long enough to hold 
two motorcycles or four or more mountain bikes. There 
are six tie down anchors and plenty of notches and holes 
to attach permanent fixtures and brackets. Fixing points 
for a roof rack are standard. There is a sixty/ forty full 
height rear door and doors on both sides in the LWB 
model. The Short Wheel Base has only one door and a few 
other minor differences.

Performance is good with a smooth five-speed manual 
box coupled to a willing 1.6L turbodiesel mill doing 
service. This van has more than enough power and 
230Nm torque. Combined cycle fuel consumption is 
claimed to be 5L/100km and I think you will get under 
6 in general driving and less than 5L/100km on the 
highway. This van is easy to drive and is more car-like 
than commercial. The speed sensitive steering is almost 
too light for my taste but is a pleasure in town and makes 
manoeuvring simple. It is actually comprehensively 
equipped with for example hill start assist, stability 
control, aircon with pollen filter, halogen lights, bluetooth 
and radio.

Opel have hit the sweet spot with this van, getting the 
price point, size and capability just right.

The five-seater bus version known as the Life will be 
available in September. Warranty is three years or 120 
000km and a three year or 60 000km service plan is 
included.

The Opel Combo LWB is listed at R350 000. The little 
sister short wheel base is R315 000, but remember it only 
has one side door and can handle a payload of only 650kg.

AUTONEWS

Remember the story about the three bears and 
the porridge? The one bowl was just right. Not too 
hot or too small. Well Opel has pulled off a similar 
stunt with the new Combo Long Wheel Base, a van 
that is not too big, nor too little. I checked with an 
electrician, plumber and a carpenter, and they all 
thought it was just the right size and also priced 
right.

A mighty little van

Opel Combo Cargo LWB
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