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Geared up for growth
an open mind and agile approach, you
will find opportunities to grow your
business. We had a plan to grow the
business by adding more processes,
but working with our mentor, we
realised we could source these for
much less externally. It was a great
lesson that continues to shape our
business approach.
The Durban Chemical Cluster Business
Accelerator Programme recently
awarded the 2019 winning company,
Ocean Plastic Technologies, funding for
the rollout of the pioneering technology
developed by this innovative business.
This came after the company completed
the required growth-oriented business
plan and intense mentoring process
offered by the Business Accelerator
Programme.
“Working with our mentor has been
incredibly enabling. He helped us to
realise our business needs to focus
on our unique propositions: our
tremendous value at the front end
of the business in the design, rapid
prototyping and manufacture of plastic
products from regained material; as well
as the huge value in the reclamation
process which secures our raw material,”
says Oliver Nudds, MD of Ocean Plastic
Technologies. “With this direction,
we’ve mapped out an exciting growth
plan that will start rolling out in the next
few months.” Based on his lesson learnt
through the programme, Nudds shares
his top tips for entrepreneurs:

Never stop learning.

No matter how much you think you
know about business and industry,
there’s always room to learn more. With

WHAT
RECESSION

Deliver solutions.

Where there is a problem, there is an
opportunity for you to develop a
unique solution that can unlock growth.
To give you an example, the idea for
our micro-recycling plant was born
while I was in the Philippines and saw
hotel staff scrambling to clean up plastic
waste that had washed up on the
beach after a typhoon. The concept of
a mobile recycling unit has provided a
solution for our own raw material and
with the interest we’ve been getting
internationally, there’s great export
potential too.

Always accept help.

Interacting with other business leaders
and the incredible mentorship we’ve
received, through the Programme has
been invaluable. So, accept help when
it’s offered and be open to listening
and learning everything you can.

Never give up.

You have to believe in what you are
doing. This will get you through the
tough times. Within days of lockdown
being announced, we put our proof of
concept for our micro-recycling plant
on the backburner and pivoted the
business to produce face shields.
Do what you have to do to survive,
but if you have a dream, never give up!

I

Using AI for
avocados
In order for South
African avocados to
reach their full
growth potential
they must be
irrigated just right:
not too much and
not too little. Now, technology is
helping farmers use smarter ways
to irrigate and produce more.
SupPlant is a precision agriculture
hardware-software solution
that has expertise in sensing
plant stress. The system uses
agronomic algorithms, sensors,
artificial intelligence, big data
and cloud-based technology in
order to achieve these goals.
The sensors, which measure the
stress of the plant, are placed in 5
locations and monitor plant and
fruit growth patterns, the water
content in the soil and plant health
data. The software also monitors
real-time and forecasted climatic
data and forecasted plant growth
patterns. All this info is uploaded
every 30 minutes to an algorithm
in the cloud that provides
farmers with precise irrigation
recommendations. The mobile app
allows farmers to monitor plots
and control their water budget
from anywhere.
Once upon a time, in order to
irrigate farmers needed to go to
the field or set a water timer. Now
they can know from afar when
their avocados are thirsty.

have an

s
Busines Coach
kathiclarke.actioncoach.com
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It's never too late to switch to the cloud
It has been almost a year since the
global pandemic forced businesses
to re-evaluate their operational
requirements and working structure.
Those who acted quickly in shifting
towards a more online-focused
approached, mitigated many of the
pitfalls associated with protracted
lockdowns and Working-FromHome instructions. But all is not
lost for small businesses still making
use of traditional equipment in the
workplace. It is never too late to switch
to an online model (like Microsoft 365)
that gives you all the tools you need to
thrive.
Working from home or a hybrid work
model can present business owners
with a unique set of challenges. Having
a platform that reduces the stress of

the perceived loss of productivity by
including tools that foster teamwork
and collaboration has become critical.
What’s more, online file storage
and sharing that make it easy for
collaborators to have access to the
right information, is exactly what is
needed. And when compatible with
almost any device with an internet
connection, this means information
and a collaboration hub is just a click
away. That’s smart business!
Moving outdated systems and
practices to the cloud is not only
convenient, but also safer as well, as
it caters for information and threat
protection as well as identity, access
and security management. The process
is also incredibly easy to set up and
maintain - so as a small business, you
shouldn’t be deterred.

The nature of work is changing, and
businesses not only need to protect
vital IT assets, but they need to provide
empowerment, collaboration and tools
to enhance productivity. As customers
demand more, it’s an opportunity
for your business to deliver. So, look
for tools that will help you build and
manage your business and remember
it’s never too late to move to the cloud.
Choose a plan that’s right for you.

BIZINSIGHT
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Build a 'circular'
business
Something is made, it's used and then disposed
of. Worse still, it ends up as trash in a landfill or is
incinerated. The entire process sounds absolutely
nonsensical, doesn't it? But that's what has
traditionally happened to the things we buy.
The good news is that this can and will change organisations and businesses all over the globe are thinking
differently and taking a new approach as a means to being
more ‘circular’; looking at the goods and services they
provide and innovating for sustainable success.
But what does this take? Introducing the concept of the
circular economy to the wider business can be a tough ask,
but there are plenty of good reasons for an organisation to
invest time and money in the transition to a more ‘circular’
way of operating. There is plenty of evidence to support the
benefits, such as decreased waste and improved efficiency,
plus the huge brand reputation gains that come from being
an openly sustainable business. It can help you to gain new
customers and lower costs. All of this is great news.
The changes you need to make may be obvious, such as
addressing what happens at the end of your product’s
life. But there’s no doubt that plenty of other elements
of your production, design or even simply the way your
business operates can be changed or adjusted to meet
more sustainable standards. Circle Economy, a not-forprofit organisation that helps businesses, cities and even
governments, has set out seven ‘key elements’ of the circular
economy. And it’s a great place to start if you’re looking
to make a top-down analysis of your organisation for the
future:
1. Design for the future.
Make an assessment of the products you make or sell. What
materials are used? Are there more sustainable alternatives?
How long do these products last and what happens to them
when they are no longer of use? Can their life be extended
by a clever design adjustment?
2. Incorporate digital technology.
How efficient is your business? Do products or services
reach your customers in the most time and energy-efficient
way? Are you missing any key pieces of data or insights that
could change the way in which you achieve sales or reach
customers?
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3. Preserve and
extend what's
already made.
Think differently about
how products are made and
how they can potentially have a
‘second life’. For example, many Canon machines are
efficiently refurbished or remanufactured and subsequently
find themselves back out in use by happy customers who
are looking to meet some of their sustainability aims.
4. Prioritise regenerative resources.
What do you use? Are your material resources renewable,
reusable and non-toxic? How about manufacturing? Are you
consuming energy in the most efficient and low-impact way
possible? Do you make a regular audit of both?
5. Use waste as a resource.
Is it possible to sell or manufacture products that draw
upon or use materials that would otherwise be discarded?
Are there by-products of your own processes that may be
transformed into useful items elsewhere?
6. Rethink the business model.
Why does your business operate in the way it does?
We hear about companies that ‘disrupt’ a great deal, but it’s
simply an exciting way of saying that they’ve addressed at an
existing problem differently. For example, many disrupters
are simply converting products to services – allowing many
people to share or leasing items and incentivising long-term
use.
7. Collaborate to create joint value.
Supply chains are critical to a circular way of operating and
this means working together to a shared standard which
creates value for all. This might be teams coming together
in a product development environment or working towards
absolute transparency across the supply chain to ensure that
every aspect is clear, and information flows smoothly.
Finally, look at the outcomes of your analysis as
opportunities – you’re laying out the future of your
organisation, yes, but each step towards a more circular way
of doing business will positively impact partners, employees
and, most importantly, your customers.
Article by Canon South Africa.

YOUR BUSINESS | February-March 2021

9

MONEY MATTERS

Know your
key numbers
Good business doesn't just happen.
Good business is on purpose,
by design and built according
to best practice.

There are rules of play that we need to know and follow
with discipline, intention and competence if we want to
last as business owners. And this is never more true than
when it comes to the key numbers - which include but
are not limited to - the money.
I can’t tell you how often I hear business owners say
(particularly those who have started up off the back of
their talent-fuelled passion, which is most of us!) that
they “don’t like” or “aren’t good” at the numbers or
collecting the money. The reality is that just a love of
our craft (be that as a baker, or a photographer, or an
accountant or a manufacturer) isn’t enough. We cannot
continue without knowing our numbers and managing
our debt, or simply abdicate these roles to someone else
and stay “out of it”.
These key numbers are critical, because they tell us
whether we have enough or not, and hopefully in
enough time that we can take remedial action at regular
daily, weekly, monthly, quarterly and annual intervals in
the life-cycle of our business. If we don’t watch them like
a hawk, consistently and competently, we run the risk
of being dead in the water before we know it. Think of
money as the bloodline to the very heart of what we do,
and the key numbers as the report card on how we’re
doing to safeguard our blood supply.
10 YOUR BUSINESS | February-March 2021

And if we don’t know or don’t like or aren’t good at
these numbers, the good news is we can learn, we can
improve and we can do better. We can take back where
we have abdicated this responsibility and recognise our
job is to set up our business so that it brings in enough
money, plus know our key numbers along the way so
that we can gauge whether the business is on track or
not.

So, what numbers matter?
A basic business dashboard is made up of a mix of key
numbers, the first of which relate to the money directly
and the balance to marketing and sales - which drive
turnover. Good business knows, plans for, collects
monthly data on and reviews regularly against a
budgeted number for the following:

■ Turnover

Also known as revenue or income, this figure is largely
made up of sales (new and repeat), but can also include
other sources of income to the business, like the sale of
assets or interest or rental of business space.

■ Number of sales

This is the total number of concluded transactions that
contributed to or made up the turnover. They can be

Think of money as the
bloodline to the very heart
of what you do, and the key
numbers as the report card on
how you're doing to safeguard
your blood supply.
the day, week or month the sales momentum actually
covers all the costs.

■ Debtors and Creditors

analysed against daily, weekly, monthly, quarterly and
annual targets and also for their profitability. Not all
sales are equal and not all big sales are necessarily the
most profitable. The holy grail in sales is those with
the biggest profit margin that are also easy to transact
consistently and the volume of which is easily scalable.

■ Costs

This can be divided into two key numbers in most
businesses: Firstly the costs that relate directly to
actually making a sale known as the Cost of Sales; and
then ordinary expenses that can be a fixed or variable
monthly amount that in either event are incurred,
whether we make a sale or not.

■ Profit

Please intentionally budget for this every month to keep
your brain focused on more than just breakeven. In
panicking about bad debts and just keeping our heads
above water, we often set up the law of attraction to
deliver us both debt and a just-over-broke reality. Our
mental focus needs to be oriented towards making
a profit, so that we can employ our subconscious on
helping us achieve just that.

■ Breakeven

Every business needs to know at what specific point in

Cash is King is a wise, old, true saying. Without it, we
lose the business game even if we are selling profitably
on paper and have a healthy ROI (ask your accountant
if this is Greek). At all times we need to be clear which
clients owe us, how much and over what time frame –
our debtors. And we need know who we owe, including
SARS, and by when - our creditors. Together this creates
the basis of our cash flow monitoring that keeps us in
the game.
Some tips around good cash flow include:
• Don’t increase your sales or marketing until you have
gotten good at getting in the money on time, else you
will just grow yourself out of business.
• Ensure your payment terms to your customers match
your payment terms with your suppliers, so that your
suppliers - and not you - are effectively funding the cash
gap.
• Pay yourself first. If you run out of money to pay your
team or suppliers, at least you will still be motivated
enough to galvanise your sales actions.
• Manage (don’t endure) debt. Have a debt process that
includes a phone call or face-to-face early and often.
People who owe you tend to ghost you, so stipulate how
payment works upfront before starting to do business
together - then STICK TO IT and call them on it.
• STOP doing business with those who can’t, won’t or
don’t pay until they do.
• Keep residual cash in an interest-bearing account and
have a debit order on the current account to put savings
away monthly.
• Set aside a monthly contribution to annual bonuses,
tax and annual provisional tax in a separate account so
you don’t spend it.

Continued on the next page
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• Immediately as the money comes into the current
account, siphon off 15% if you’re VAT registered, and
hold it in the interest bearing account so you don’t
spend it either.
• Immediately call, or even better, go and see any
supplier you can’t pay and ask them to “ring fence” the
debt as non-interest bearing and arrange a re-payment
plan over as many months as you can negotiate. This
will help make your monthly obligation bearable by
breaking it down to a smaller number, allow you to “sell”
enough to include this cost and frighten you less!
• Review all costs at least bi-annually, staff performance
at least tri-annually, supplier performance annually
and marketing efforts monthly to see whether they are
yielding a return or not, and then remediate without
delay.

■ Your salary

Please don’t think you are being smart if you make this
as little as possible to “save tax”. This is short term
thinking. Your salary needs to be market-related and on
it you need to pay the tax, even if you don’t “take” it out
of the business because there isn’t cash flow. Untaken
salary can remain on the books owing to you on your
member’s loan account (and if this is Greek, do speak to
your accountant!) but it is critical to have this properly
reflected to calculate real profitability and to enable you
to qualify for a bond or credit facilities when needed.

■ Numbers of leads

These are contacts that come into the business in
response to your marketing strategies and efforts – both
inbound (you did little to generate them) and outbound
(you did some hard work to drum them up).

■ Conversion rate

This is a percentage calculation of the numbers of leads
that convert to sales. I do appreciate that this month’s
leads are not this month’s sales, but the percentage
calculation done every month will yield a trajectory
that over time is a valuable indicator of your business’
sales ability and whether it needs help OR whether your
marketing is yielding the right or wrong type of leads.
So, measure it and if you have a sales team, have a
conversion rate for each of them.

■ Average Rand Sale (ARS)

This key number is calculated by dividing your monthly
turnover by the number of customer invoices raised
in that month. It represents a measure that is directly
impacted by any and all upsell efforts. The aim is to
12 YOUR BUSINESS | February-March 2021

improve this ongoingly – it is the cheapest way of
growing revenue.

■ Customer or Lead Acquisition Cost

This is derived by dividing your marketing spend by the
number of leads or customers you acquired in the month
you made the spend. It is an enlightening number to
know and manage, as so often marketing seems to be
“money down an endless black hole”. Once you know
what it is you can aim to improve it.

■ ROI

Ask your accountant what yours is - it will tell you whether
staying in business year on year is worth it or not!
To know these numbers, you will need to have an
Accountant on board OR an accounting software
package that can deliver you a balance sheet, a profit
and loss statement (preferably in comparison to a
monthly and year-to-date budget), a debtors’ age
analysis, a cash flow report and a bank statement
each month. You will need to ensure that someone
responsible and able captures what is needed, so that
inputs are sensible and useable. Rubbish in, rubbish
out - so don’t go cheap on this resource and think you’ll
save money! Once you have these documents, you can
calculate your conversion rate, your acquisition cost,
your ARS, your breakeven and your ROI.
Once you know these numbers, you can set targets and
review progress towards these consistently and with the
team. You can set strategies for improvement and rate
your success on these. You can accurately determine
what problems need solving so that your effort goes into
the right places - and I guarantee you will be pleasantly
surprised at how much good this does. Once you “take
back control” of the money and the numbers, you will
be amazed at how quickly you can understand where
to find these on your financials reports, how to read
and make sense of them. And lastly, you will be able to
save resources and take heart by watching how your
improvement efforts affect these numbers and what
impact taking action in response to them has on the
business - and that is GOOD BUSINESS. If any of this
eludes you, get help.

By Kathi Clarke, a registered
industrial psychologist and an
internationally-accredited business
coach with ActionCOACH. Visit:
www.kathiclarke.actioncoach.com
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“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.”
- Peter & Tania Edward's
3@1 Business Centre, Fourways

"We are very excited as we are
getting the rural community
connected. Apart from running a
business for the obvious, making
profit, we pride ourselves in bringing
those much-needed services at a very
low price. Our business is growing
strength to strength every month...”

"We’ve experienced regular
month on month growth since
inception, even after the disastrous
Covid-19 pandemic, and we continue
to be inspired by the exceptional
successes of the many 3@1 stores
who continue their operations well
beyond 10 years...”

— Midas Chawane
3@1 Business Centre, Acornhoek

— Assia & Elaais
3@1 Business Centre, Green Valley

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

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

Click here
to go to
Go to

www.3at1.co.za
for more info

Opportunities throughout South Africa, SADC, EMEA and UK. Owner-operators preferred.
Prices exclude landlord deposits and working capital. Landlords/Agents
– we require sites of roughly 50m2

MONEY MATTERS

How's that debtors' book
reading?
Don't let your defaulting debtor
turn you into a defaulting
debtor...
Many businesses experience cash-flow problems
around this time of the year, and what with Covid and
the related restrictions and lockdowns, it may very
well be a bleak period for many more industries than
usual.
The ramifications of COVID-19 on any part of the
business environment can cause your customers
to suffer cash-flow problems, delay or default on
payments, shut down their businesses or file for
bankruptcy. Now, more so than ever, it is imperative
for credit controllers and financial directors to keep
a close eye on the ball and to manage their debtors’
books carefully and appropriately.
According to the CIPC, (the Companies and Intellectual
Property Commission), as at 30 October 2020, over
230 business rescue cases had been filed in South
Africa since the beginning of the first phase of the
country’s lockdown in March 2020. With all sectors
affected by the lockdown, and with many businesses
unable to generate income and keep employees
employed, a significant number of retrenchments and
business closures across all sectors and industries have
resulted.
Many South Africans, businesses and service providers
find themselves in debt, with little indication of where
and how they will repay what they owe, or be repaid
what is due.
In these desperate times ‘Covid delinquencies’
are likely to explode and that collections amid the
pandemic call for care, consideration and co-operation.
PJ Velduizen, MD of commercial law firm Gillan and
Veldhuizen Inc. advises these steps for when your
invoices aren’t getting paid and the steps you can take
to recover your debts:
14 YOUR BUSINESS | February-March 2021

• Be prepared - make sure you know everything there
is to know about the customer and what is due;
• Document everything;
• Communicate with debtors. Be non-confrontational,
don’t alienate them, avoid manipulation and keep the
channels of communication open;
• Negotiate terms. Get payment commitments, even
part-payments;
• Be empathetic, but ensure that your outstanding
payments are top-of-mind for your debtors and re-cap
the agreed terms;
• If you are being ignored or getting the run-around,
consider approaching an attorney to take over the
collection sooner rather than later.
“It’s a case of first-mover advantage in prioritising
your payment in the mind of your debtor, or at least
considering how to secure your payment to avoid
your defaulting debtor turning you into a defaulting
debtor,” Veldhuizen advises. If you don’t act soon, the
‘mountain may be too high’ for your debtors,
he cautions.

PJ Veldhuizen (BProc, LLM, MBA)
is a Corporate & Commercial
Attorney (Insolvency & Business
Rescue), Arbitrator & Mediator at
Gillan & Veldhuizen Incorporated.

MAKE 2021
YOUR
YEAR
Become an Assisted Home
Nursing Franchise Owner

Essential Service Franchise

Invest in a Proﬁtable
& Rewarding Franchise
Start a tried and tested successful Franchise
Business providing quality care for the elderly
and disabled in the comfort of their own homes

Work from
home or oﬃce

Time-tested
business model

Low cost
of entry

TERRITORY FRANCHISES
FROM ONLY R250K ex VAT
• Full One-on-One Training:
• Recruiting, Training and Retaining Carers
• Expert marketing to Attract New Clients
• Operations Manual
• On-going Support
• Plus a Whole Lot More

If you have management experience and a will to succeed and the aptitude for running a high
quality home care business visit our website to ﬁnd out more

Visit www.assistedhomenursing.co.za to get started

Existing territories already trading successfully include:
Gauteng’s Northern and Eastern suburbs, Midrand, Cape Town’s Northern
Suburbs, KZN’s South Coast and now in Port Alfred in the Eastern Cape
Act now to secure your own exclusive territory!

MANAGEMENT & LEADERSHIP

Insights from the
COVID-19 crisis,
and how to use
them...
Now that we are almost a year into the biggest collective
business crisis of our generation, it is a good time to
reflect on the lessons that business owners can learn
from it, and how best to implement strategies based
on these insights, says Jeremy Lang, Regional General
Manager at Business Partners Limited.
Having battled in the frontlines since the start of the
crisis in March, Lang has seen the full range of reactions
by all sorts of businesses to the COVID-19 pandemic
and the lockdown, and has reflected on the reasons why
some businesses proved more resilient than others, even
within the same industry and region.
3 The importance of sound information
In the fog of the crisis, reliable information became
vital to business survival. Business owners who had
cultivated solid sources of information, including news
organisations, business associations and carefully
selected individuals within their networks, were able
to withstand the considerable misinformation polluting
social media. This enabled calm and accurate planning.
In contrast, many business owners who lacked good
information were prone to panic decisions and paralysis.
Business owners with good sources of information have
also been in the best position to see and evaluate new
business opportunities arising from the pandemic.
3 The dangers of comfort zones
The pandemic has proven that nothing is absolutely
certain. Businesses that found themselves deepest into
their comfort zones had the most trouble adapting to
the crisis. This does not mean that business owners
16 YOUR BUSINESS | February-March 2021

must live in constant fear of calamity, but only that
a minimum level of awareness and readiness for
unexpected setbacks is healthy. Businesses with basic
contingency plans have proven to be much more robust
than those without.
3 The importance of agility
How fast a business could adapt; to working from home,
to new forms of client interaction, to introducing new
products and services and new forms of marketing was
a key ingredient to survival. Agility is a function of mind
set, business culture, planning and information sourcing,
and is equally important for spotting new opportunities
as it is for weathering crises.
3 The importance of sound leadership
Businesses with strong leadership from its owners
coped much better than those adrift on the stormy sea.
Leadership includes having a clear and agile strategy,
good communication of the strategy throughout the
whole organisation, decisive decision making and
the building of a strong team around the strategy. An
important part of crisis leadership is setting a tone of
calm firmness - not to be confused with complacency to avoid panic and despair.
3 The importance of staying abreast of

technology
Any lack of investment in information technology was
sorely felt by businesses as the lockdown hit. Users of
well-developed IT systems and web-based processes
found it relatively easy to adapt to work-from-home

practices and remote communication with clients, and
avoided a scramble to set up modern systems and to
train up staff to use them.
3 The importance of strong talent management
The crises certainly exposed weaknesses in many
businesses’ human resources management systems.
Working from home meant many staff members had
to cope without direct supervision. It is therefore
no surprise that businesses that cultivated a selfmotivational, autonomous work ethic and smart ways of
measuring performance and productivity coped much
better.
3 The importance of contingency resources
If ever there was a time to dip into a rainy-day fund
it is now. The importance of contingency planning is
closely linked to the lesson above about being ready
for unexpected setbacks. Contingency planning can go
beyond just having an emergency fund. It can include
an emergency line of credit and a good relationship with
potential investors.
Armed with these lessons, business owners can look to
the year ahead, and prioritise the following aspects of
their businesses:

1

Budget and plan: If you haven’t set up a

budgeting and planning system for your business
yet, you need one urgently. The uncertainty around how
long the pandemic will last, when we will have a vaccine
and whether we will suffer a significant second or third
wave is no reason not to have a plan. In fact, it is exactly
because of the uncertainty that you need a plan more
than ever.
Planning forces you to think through different scenarios.
It guides your team, and it allows you to change strategy
and re-plan with agility when circumstances change.

2

Adapt to a reduced economy: Economic activity

has not stopped, but it certainly has reduced for
a great number of industries. You must adjust your
operations and your cost structures to fit the new
reality.

3

"Armed with these lessons,
business owners can look to the
year ahead, and know what to
prioritise."
business model is still relevant in the changed market.
It is an ongoing process that will require constant study.
Are there new markets that you can try with your
existing products and services, or new products and
services that you can sell to your existing clients, or new
products and services to new markets?

4

Increase your online presence: The crisis has

boosted the move to e-commerce and social
media marketing. If you haven’t fully explored these
aspects of your business, you have your work cut out for
you in the year ahead.

5

Smarter, more targeted marketing:

A combination of tight budgets and the dominance
of social media means that you must devise more
precise marketing strategies. For now, broad shot-gun
marketing campaigns need to take a back seat.

6

Customer service: The importance of excellent

customer services cannot be overstated. Under
these market conditions, there will be very little
tolerance for customer neglect.

7

Watch out for the opportunities: Every time the

market changes, new business opportunities arise,
even though the change itself feels chaotic and painful.
The direct business opportunities stemming from the
pandemic such as protective equipment and medical
equipment and services are only the tip of the iceberg.
Many of the opportunities that will arise are not quite
definable yet apart from broad trends such as increased
demand for logistics and delivery services due to the
rise of ecommerce. Watchful entrepreneurs who keep in
touch with these trends are best placed to capitalise on
them. And don’t neglect to look beyond the borders of
South Africa as well.

Review the market and your strategy within it:

The landscape has changed, even though we
don’t quite know to what extent and how permanent
the changes are. Every business owner must focus more
intensely than usual on the question of whether their

By Jeremy Lang, Regional General
Manager at Business Partners Limited.
Visit: www.businesspartners.co.za
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Come taste the Mexican fiesta!
Opportunities abound to grow alongside the demand for the
MOCHACHOS brand, known for its healthy, freshly prepared,
big portions and flavoursome meals, and unique festive dining
experience.

A world of opportunity
Since Mochachos opened its first store in 1994, the
brand has enjoyed the patronage of South Africans
countrywide and across all demographic and socioeconomic sectors.
The consumer demand for the Mochachos dining
experience is fast-growing and expanding exponentially,
which means widespread commercial opportunities
for the opening of numerous Mochachos franchised
businesses in all our provinces.
The constant landlord requests for a Mochachos
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franchised store has equipped the franchisor with
outstanding premium-grade sites in first-rate shopping
centres. In the first quarter of 2021 these premises
will quickly be snapped up by individuals that display a
sense of ambition and are keen to “learn the Mochachos
ropes” from the brand’s professional tutors and chefs
that are ready to train and ensure the success of each
new store.
2021 does indeed bring vast opportunities and
ambitions towards increasing the Mochachos brand
even further. By definition “brand recognition” is the
extent to which the general public is able to identify a

brand by its attributes. The Mochachos brand and logo is
strongly associated with the attributes of healthy, freshly
prepared, big portions and flavoursome meals. It is these
commendable attributes that the franchisor intends to
build on further with the aim to considerably increase its
market share.

A Mexican flavour fiesta and experience
With over 26 years’ experience, Mochachos understands
that its customers do not only want a meal; but a dining
experience.

The unique meal offerings is a major differential factor
which has enabled it to stand out from its competitors.
The Mexican flavour, spice and healthy grilled chicken
and Mexican recipes offer a delectable feast for any
discerning palate.
Mochachos is well-known for its beef and chicken
burgers, favourite embellishments together with a
splash of its special tangy Mochachos whip. Also on
the menu is the spicy succulent Mexican style, flame
grilled chicken with the heat gauge ranging from lemon
and herb, to mild, medium, hot or dynamite. All this is
enjoyed with the famous Mochachos spicy chips.
Specialised chefs prepare mouth-watering Mexican
meals such as fajitas which consist of soft tortillas
wrapping with a choice of filling, sautéed onion & green
pepper, accompanied with grated cheddar cheese, sour
cream, salsa and guacamole on order. The Mexican
choice is extensive consisting of burrito’s, chimichanga’s
and the Nacho Crunch Gourmet burger amongst other
menu items.
The FAMILIA FIESTA caters for families, while not-sohungry eaters enjoy the hearty ensaladas (salads) and
plato ligero (starters) and the healthy Bambino meals
cater to the appetites of all the little folks – a taste
selection for all occasions.
The Mochachos stores are a world of vibrant colour,
ambience and unique design. An energetic, lively and
flamboyant atmosphere and experience welcome all
patrons and their families.
Guests are greeted and embraced by bright décor with
the lighting, music and the colours setting the tone and
the mood for a superb dining experience. A festive style
combined with a welcoming convivial staff complement
awaits every customer. Everyone enjoys the sumptuous,
healthy, zesty, flavoursome and spicy Mochachos meals,
freshly prepared on order. The most discerning diner will
not be disappointed!

What makes Mochachos so popular?
All meals are freshly prepared upon order with a choice
of spices ranging from lemon and herb, mildly spiced to
medium, hot, very hot and the ultimate dynamite (which
speaks for itself!).
A high level of Brand recognition is not an easy feat
in a competitive market such as South Africa. The
franchisors’ 26 years in existence, its tenacity and
devotion has presented it with a brand to be proud of.
YOUR BUSINESS | February-March 2021
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Mochachos management, since inception, has been
driven towards continuous improvement to ensure the
sustainability and steady growth of the brand with a
view to continually increase market share and brand
awareness. The franchisor is steadfast in maintaining
its company’s competitive edge by incessantly adopting
and evolving strategies and practices that will continue
to serve the changing consumer preferences and
expectations.

What are the main criteria to become a
franchisee?
Each application will be evaluated individually; however
the basic criteria are as follows:
1. Previous food business experience is beneficial; but
not compulsory.
2. Owners must be available to operate the franchised
business themselves.
3. An understanding of how franchising works.
4. Available capital to set up the business.
5. A positive attitude and good peoples’ skills.
6. Systems and procedures orientated.
7. Excellent communication skills.

What do I get when I purchase a Mochachos
Franchise?
Once you have been approved as a franchisee, signed the
Franchise Agreement and have paid the franchise joining
fee, Mochachos will provide you with the following:
1. Assistance with the conclusion of a lease agreement
with the landlord.
2. Mandate the architectural design and the specification
development of the new store.
3. In the event that you require additional funding,
Mochachos is approved by the major financial
institutions and will assist you with your application.
4. Before you open your restaurant, you are required to
attend and complete the Mochachos training program.

Practical, hands–on training is conducted in a company
certified training store and theoretical training is done
at Head office. The franchisor provides step-by-step
assistance and ongoing support for the whole duration of
your franchise experience.
5. Complete assistance by its Operations Staff with the
opening of the franchised business.
6. The Operations Staff advises on and assists with the
recruitment and selection of staff and provides general
assistance and guidance to you in the running of your
store.
7. The use of a Mochachos Operations Manual which
contains recipes, operating procedures, equipment and
maintenance guidelines, record keeping systems and
general reference materials for guidance in the proper
manner of operating a Mochachos store.
8. The right to use the Mochachos trademarks.

Strong associations and proud brands
Mochachos is a proud member of SANHA (South African
Halaal Association) and FASA (Franchise Association of
South Africa).
Other brands that fall under the franchisor’s umbrella:
• Skippers Fish and Chips – The Skippers brand
tantalises the taste buds of the seafood lovers. It
specialises in fish and chips prepared the traditional
British way, together with “newsprint” packaging.
Additional dishes include prawns and calamari.
• Max Frango’s – South African Cuisine launching soon.
• Café Bacini’s – This upmarket Italian coffee shop/
bakery serves light meals, exotic coffees and ice creams,
as well as pastas and village-style pizzas prepared in a
wood burning oven.
More than one brand may be accommodated in one
franchised store thus creating a multi-brand store.
The franchisor’s passion and love for the brand will
always drive it to reach boundless heights.

For further information regarding the Mochachos
commercial opportunity, you may express your
interest by completing a franchise information
request form here: www.mochachos.com/
franchise-information-request/.
Visit www.mochachos.com, e-mail:
info@mochachos.com or call 011 450 2145.
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Ola Amigos! It’s fiesta time!

FRANCHISE OPPORTUNITIES
AVAILABLE IN ALL PROVINCES
Bring a flavour of Mexico to your community and enjoy being part of this leading restaurant brand that offers
healthy, fresh and flavoursome flame-grilled Mexican-style food – a true dining experience for everyone to enjoy!

Set-up cost From
R1,950 million ex Vat

We offer you:
● A proven business model for over 26 years
● Full turnkey operation with established infrastructure, systems and controls
● Theoretical, practical and hands-on training
● Step-by-step guidance to ensure the success of each new store
● Ongoing support for the whole duration of your franchise experience

If you are a self-motivated, ambitious, and business savvy person who is passionate about
the food service industry and would like to join Mochachos as an owner-operator, then we’d
like to hear from you.
Please call us on 011 450 2145, email: info@mochachos.com OR complete our franchise
information request form here: www.mochachos.com/franchise-information-request/

BIZOPPS GUIDE

Finding the
opportunities in

underexplored sectors
In a radically reshaped world, opportunities have opened
up for those willing to pivot and spot the gaps.
Even before the pandemic there were sectors of the
South African economy that were underexplored by Small
and Medium Enterprises (SMEs), and some of those gaps
have only grown. The businesses that will thrive are those
that are able to remain alert for gaps in the market, and
ready to take advantage of emerging consumer demands
and new ways of working.
Andiswa Bata, FNB Business Regional Head for Gauteng
South West, examines several sectors that may be ripe for
entrepreneurs and small business owners who are looking
for new opportunities and ideas.

■ Manufacturing
There are pockets of opportunity if you find the right
niche. The mass import of COVID-related PPE showed
the potential for the local manufacture of medical
equipment, while technology is moving fast enough that
the sub-sector is not at capacity. There is also opportunity
in items tailored to the local market, such as clothing for
babies and infants, particularly clothing that goes beyond
the everyday to celebrate special occasions. People
want the best for their children, and they’re willing to
pay for it. The same can be said of pet owners. There
have been some breakout success stories in local dogfood manufacturing, but there is still potential for locally
produced healthy, ethically manufactured pet food.

■ Education
The world of education has changed, perhaps irrevocably.
Many institutions are unlikely to go back to an entirely
physical learning model, instead embracing some sort of
hybrid between online and physical learning. There are
numerous opportunities for the savvy entrepreneur in
this space. For example, parents feel as though they lack
control of their kids’ online learning. Easy-to-use, helpful
learning-management tools are unlikely to go out of
fashion.
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■ Delivery services
An easy win might be in the provision of local delivery
services. Grocery deliveries are still thriving. And there
is room for maturation in the segment. A value-adding
service in this area is personalised or bespoke shopping,
encompassing recommendations and curated baskets.
There are also under-targeted market segments, including
elderly and vulnerable people, especially given uncertainty
in terms of how long COVID-19 will be with us.

■ Renewable Energy
Government has announced long-term plans to further
opening the energy grid to renewable energy, and there
will be increased opportunities in the construction and
management of renewable energy facilities, whether
on a commercial, residential or industrial scale. With
more people than ever working from home, there is an
increased demand to make homes more sustainable
(especially solar powered), and to reduce the risk
of inconsistent electricity supply. In a similar vein,
the provision of backup water supply (for example,
storage tanks that harvest rain water) is also becoming
increasingly important for households and businesses
alike.

■ Funeral Services

A deeply regrettable effect of COVID-19 has been
the high death toll. There are reports of operators in
the broader funeral/burial services value chain being
inundated, creating opportunities for other SMEs to step
in and help. For example, SMEs that were historically in
the events business may find use for their under-utilised
equipment, or transport providers may find use for their
dormant vehicles, etc.
These are just a few ideas, but there exists a multitude of
potential opportunities for savvy entrepreneurs and SMEs
that can pivot towards the places where there is greatest
societal need and spot gaps in the market.
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Join our Digit success story!

Fleet & fuel management solutions

Digit DCut
Safely stop and immobilise your
vehicle anytime, anywhere with
the DCut feature.

Digit Fleet
Management
Solutions (FMS)
High-end fleet tracking solutions
with powerful management
software.

Truck Protect
Turn up the heat against looters &
criminals with Digit Truck Protect
pepper spray systems.

Digit DCam
Live Stream onboard cameras
that cover every angle with
optional AI.

Digit R2DFuel
Information through innovation

Stolen vehicle
recovery

Bulk storage and dispensing
solutions to monitor delivered
and dispensed fuel.

24 hour stolen vehicle recovery
& control room services.

AJAX
Wireless alarm systems for
homes, commercial
property and vehicles.

Digit DFuel
Live fuel monitoring for vehicles
to prevent theft and fraud.

Local & International franchise opportunities available!

www.digitfms.co.za/franchise or +27 (0)76 860 6203
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Why would a
business consider
franchising?
For entrepreneurs with profitable,
established business models
that demonstrate competence,
franchising may be the key to
growth and increased
competitiveness.
Over the last couple of years, we have seen a sharp
increase in mergers, acquisitions, joint ventures and
other forms of collaboration between entities, as owners
scramble to expand, innovate and increase their overall
competitive advantage in highly saturated markets.

required to open and operate a new franchise. This means
that the franchisor ultimately benefits without having
to dilute its own equity, increase its liabilities or enter
into any new leases or other commercial contracts which
would bind the principal business.

Although often overlooked in South Africa, franchising
is a form of ‘co-operation’ which holds promise for
increased profit and expansion for business of all sizes in
almost any conceivable industry.

• Reduced labour risks
The Franchisor does not assume any of the obligations
or bear any responsibility for the employees of the
franchisee’s business. This means that the overall
labour and human resource obligations and challenges
arising from the franchisee’s business are borne by the
franchisee alone.

On the one hand, franchising plays a fundamental role
in building the South African economy as it accelerates
knowledge and skills transfer and fuels economic growth
by fostering a culture of entrepreneurship in industries
where skills and knowledge are generally lacking.
On the other hand, it gives entrepreneurs a lower cost
option to expansion by allowing them to convert the
intellectual property in their business from a simple
registration at the trademarks office to an income
generating item on their balance sheet.

Key benefits of franchising
• Commercialising your intellectual property
Franchising is a specialised licence of an existing
business’ model and underlying intellectual property.
This means that an entrepreneur is able to use already
existing intellectual property assets and goodwill to
generate new streams of income which will ultimately
improve the overall value and return of those intellectual
property assets.
• Expansion with a reduced financial risk
The franchisee is responsible for raising the funds
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• Greater geographical presence
Unless there is an extremely high demand for it, very
seldom are various franchises opened within close
proximity to one another. This means there is increased
market reach as stores are generally strategically placed
in order to reach more potential customers and develop
market share in those regions.
For entrepreneurs with profitable, established business
models that demonstrate competence as well as
consumer acceptance, franchising may be the key
that enables them to unlock the true potential of their
business, and compete with larger corporations without
having to dilute the business’ equity or incur large
amounts of debt.

By Seani Ramabulana, Associate at
Norton Rose Fulbright.

FEATURED OPPORTUNITY

An uplifting business
Maid4U is a premier domestic worker, nanny, au-pair, cleaner and
home-based care workers training, recruitment and placement agency.
Maid4U’s focus is on a safe and secure platform for
households, SMMEs and retirement homes to source reliable,
screened and trained employees.
With over 7 awards for Good Service, Job Creation, National
Business Champion and the Premier Award, the agency is
expanding its offering throughout SA.
The recently launched micro-franchise opportunity offers
affordable startup costs and high returns. Maid4U is looking
for female entrepreneurs who have the drive, discipline and
passion to build their own legacy, whilst uplifting the lives of
others. Franchisees receive ongoing support and benefit from
training provided to them and their staff members. While
franchisees focus on servicing their clients in their assigned
location, Head Office takes care of all HR , Payroll and legal
aspects. Franchisees also run recruitment and training drives
for unemployed women in their surrounding communities
with the assistance and support of the franchisor.

Run your own
successful business
whilst uplifting the
lives of others.
Due to high demand Maid4U is now offering Micro Franchise
Business Operations across South Africa. Franchisees will
be allocated their territory, attend training, set up with all
related systems, and Head Office does all the rest!
Key Agent benefits:

• Credibility of the Maid4U brand and successful formula.
• Low start-up cost and high income potential.
• Exclusive area rights.
• Full training in all aspects of running the business with ongoing suppor.t
start-up package (marketing and promotional material, stationery
• Complete
and contacts, employment forms, software, manuals, branded uniforms, etc)
• Proven lead generation formula to acquire clients.
• All accounting, legal and compliance duties performed by Head Office.
• Multiple revenue streams

MAID4U has built a strong
digital platform and related
systems to ensure the client
experience is pleasant and
professional.
MAID4U Head Office takes
Lindiwe Shibambo,
care of all other aspects,
Founder, Maid4U
including: management
and accounting to ensure
compliance, operational license renewals, client queries,
compilation and registration of all employees and their pay
slips, legal aspects such as a lease, assisting franchisees
with applicants’ training, moderation and assessments of
trainees, national advertising, marketing, sales, IT aspects
and assistance with branch opening dates and campaigns.

To find out more, email: franchise@maid4u.co.za,
call 073 011 5462 or visit www.maid4u.co.za.

Maid4U is a premier award winning agency that
provides fully trained, reliable and professional:

• Domestic workers
• Nannies
• Au pairs
• Home Nurses and Home care givers (baby care, child
minding, care for the elderly and special needs)

• Office cleaners / General Workers
Additional Services

Training of Domestic Workers, Nannies, Child Minders. Training
in work related skills such as Cooking, Baking, Laundry and
Garment care, Swimming, Driving, First Aid and CPR, Cleaning
and House Keeping, Time and personal Finances Management.

The Investment required for a Micro Franchise Branch is a
Total Capital of R65 000 (excl. Vat). This is a small branch of
about 40SQM, home-based or Small Holding Branch (Funders,
Funding Application and Assistance and Support Available).

Maid4U has won more than 14 Awards in recognition of job creation, service excellence and a
winning business formula. If you are interested in joining the family, email franchise@maid4u.co.za
or info@maid4u.co.za, contact Lindiwe 073 011 5462 or visit our website Click on ➜ Franchise for
more details and a Prospectus www.maid4u.co.za. We are the Help.
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“When our clients find us, they stay with us”

FEATURED OPPORTUNITY

Carve your niche in the Property
and Pet Care market
MY HOME WATCH is a one-of-a-kind
franchise that's taken the industry by storm.

Are you a good fit and ready to join us?

Originating in Australia, this winning concept offers a
multitude of services to assist home owners, pet owners,
real estate agents, Airbnb and property owners in taking care
of their valuable and cherished possessions whilst they are
away.
Now launched here in South Africa, My Home Watch is
looking for franchise partners that share a passion for
providing exceptional customer service.
Franchisees will be required to provide a range of services
to care for and safeguard the owner’s property inside and
out. Services include home inspections, maintenance and
emergency repair co-ordination, security, guest arrivals and
departures, grocery purchases, linen changes, pet home care
visits, and any other tasks requested by the home owner who
wants ‘peace-of-mind’ knowing that everything is managed
during their absence.

R150 000 is all you need to start your own My Home Watch
business. A two-week online training course is provided to
teach you all aspects of running the business, both on-the-job
and in the office. Training includes recruiting staff and how to
manage their performance to increase your revenue. Using our
innovative systems and technology you will have all the tools
you need to hit the ground running. Your training and support
will not stop there. As a Franchisee, you become part of the
My Home Watch family as we all continue to train and learn as
our business model evolves over time.
This franchise is best suited to self-motivated, well organised
and caring individuals who have a desire to run their own
business with pride and from their home. Your success is
our success, which is why we’re committed to sharing our
experience and considerable market knowledge with you.
Our job is to support you and work as a team!
Call: 083 308 9133 or email: jacques@myhomewatch.co.za.

Smart, simple and effective
Franchise Opportunity

My Home Watch of is an exciting
on-demand franchise concept that
specializes in assisting home owners
take care of their homes, pets and
vacant properties in their absence.

Home Watch

• Simple and easy to run operation
• Low overheads
• Proven business model
• Full training and ongoing support

Airbnb

Demand is growing and so are we…
If you are ready to commit to building your own
successful business in this vibrant market, then
contact us to find out more.

Real Estate Assist

Franchises available
nationwide for
only R150 000

Pet Watch

Jacques Stoltz on 083 308 9133
jacques@myhomewatch.co.za
www. Myhomewatch.co.za
YOUR BUSINESS | February-March 2021
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Snap-on
to this great
opportunity
Invest in a brand that has now been in existence
for 100 years, and 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 ongoing support,
holding regular Field Group Meetings to discuss all
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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 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 and 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.
Dealers have the opportunity to invite their customers
to regular seminars to learn from experts in the field of
diagnostics and to expose their customers to the latest
range of Snap-on diagnostic and 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.

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 is a Snap-on
Dealership suited to?
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 and has 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 and 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 and with final approval by
Snap-on management.
Contact the Business Manager on 031 569 7637
or 082 4444 801 , email: biz@snapon.co.za,
or visit: www.snapon.co.za
for more information.

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.
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5 Customer experience
trends to take note of...
Be a customer-centric
business first and foremost.
Now that we have kissed 2020 goodbye and have had a
break over the Christmas and New Year period, we must
welcome 2021 with enthusiasm and vigour.
Particularly during Covid, we need to deliver excellent
customer service more now than ever before.
So what are the trends that we should be taking note of,
as far as the customer experience is concerned?

1Trust
In the past we have had huge privacy changes.

Customers need to know how they are being
protected, and that confidential information is just
that - confidential. Deliver great service, but not at the
expense of the protection of customer information.

choices
2 Self-service
There will be a greater demand for self-service

options. Today’s customers know what they want,
and they want it now, with the minimal amount of
inconvenience possible. Self-service opportunities must
be at the forefront of your business model.

and personalisation
3 Customisation
Customisation and personalisation will be more

important than ever before. The days of one-size-fitsall are gone. Constantly be on the look-out for ways to
allow customers to customise their experience to what
they want. The more you can communicate with your
customers on a one-on-one basis, the better.

hasn't nearly reached its full potential
4 AIDuring
2021 we should see a significant

improvement, but only in the foreseeable future will
AI (artificial intelligence) serve as a strong assistant to
humans. So, 2022 could be the year for AI to really make
its mark.

experience
5 Customer
Customer Experience will differentiate you

from your competition. We will see more Customer
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Experience Managers, Customer Experience Officers
and more fancy terms to describe the member of staff
heading up Customer Experience in major companies.
Put the customer at the centre of your business in
2021 and look at what effect that will have on the
customer experience. Let the customer have a seat at
the boardroom table, represented by the Customer
Experience Officer.
As we come out of the pandemic, customers will judge
us even more critically on the experience they had in
dealing with your business, large or small. Customer
experience will be the differentiator.
Welcome the year with open arms, an open mind and
a lot of optimism. It is time for a reset, a reboot and
a major re-invention of your customer experience
strategy. Become a customer centric business - and
the profits will flow. The converse applies.

By Basil O'Hagan Marketing, serving
businesses through proven customer
service, customer experience and
neighbourhood marketing solutions.
Visit: www.bohmarketing.co.za

The Genuine Undisputed
Leaders of Home Inspections
in South Africa
Secure your
prime area:

Mpumalanga, North West Province,
Durban, Ballito, Kimberley/Northern
Cape, Richards Bay/Empangeni, East
London, Port Elizabeth, George, Knysna
and the Free State, Gauteng, KZN North
Coast, KZN South Coast, Newcastle,
Witbank / Ermelo / Bethal, Somerset
West / Stellenbosch / Paarl (Cape
Winelands).
No building experience is required as
we provide full training and ongoing
support.

“

We have used Inspect-a-Home three times and each
time have received superb service. Your inspectors have
always been very knowledgeable, thorough, professional,
available to explain issues, efficient, and unfailingly patient
and polite. If you are buying a home or need to evaluate
or monitor renovations, the expertise of Inspect-a-Home
is absolutely essential. Their inspection and report can
save a buyer or owner hundreds times the cost of the
inspection. We have recommended Inspect-a-Home many
times and will continue to do so.

- Rachel & Rick de Kock,
Parkhurst/Parktown North

”

Eric Bell is the Executive Director
of InterNACHI South Africa.

Call: 083 375 5588 | 031 266 7271
Email: eric@inspectahome.co.za
or visit www.inspectahome.co.za

Inspect-a-home are specialists in
residential, commercial and industrial
property inspections; Building disputes;
Quality control during building phase

Franchisees benefit greatly from:

• Over 35 years of experience
• A Powerful competitive advantage
• Marketing support
• Reputation and experience
• Exclusive territories
SPECIAL PRICES ON
ALL FRANCHISES
– with an Easy
Payment Plan.

FOCUS ON THE KIDS’ MARKET

A vibrant and expanding
business sector
Love working with kids? Then investing in a franchise or
business opportunity with kids at the core could be the answer...
The kiddie sector is a vibrant segment in the South
African franchising and business opportunity market.
For entrepreneurs wanting to jump into a rewarding
child-orientated business with a proven business
concept and model, there are lots of great options
to explore, from education and tutoring, fitness and
recreation, parties and entertainment, child-care and
after-care services, children’s clothing, specialised
products and services, and many more..
Shrinking school budgets have also contributed and
opened up a niche market for entrepreneurs to fill the
gap providing all types of extra-curricular activities,
ranging from supplementary Maths and English study
programs, music and sports lessons to pottery classes.

What parents need
Giving your child the best start in life has always been a
core motivation for parents everywhere, and today they
are investing heavily in extra-curricular activities that will
give their children an advantage and enrich their skill set
– they are determined to give their children as much of a
head start as possible, and will make sacrifices to provide
additional quality education for their children.
As a result of economic constraints, many families have
both parents working, so for them and single-parents,
businesses that address convenience and time-saving
activities are in great demand. Examples of this could
include after-school care, school lifts, ready-prepared
food products, kiddie parties and more.
Continued on the next page
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Open your own
KUMON Study Centre

Kumon Centres offer in-Centre and online classes

MATHS ENGLISH
0800 002 775

www.kumon.co.za

franchising@kumon.co.za

FOCUS ON THE KIDS’ MARKET

Is this industry for you?
While the nature of the business may vary substantially
across this sector, not surprisingly one key requirement
for setting up shop would be a passion for working with
children, a desire to interact with them and help them grow.
Characteristics such as patience, flexibility, empathy and a
desire for them to succeed will stand you in good stead for
building a healthy kiddie business.
There are personal factors to take into account as well, like
how a business might impact on your own family. While many
people think that starting a child-related business will give
them more time and flexibility to be at home with their own
children, the reality is that starting a new business of any
nature is hugely demanding and cannot really be seen as a
part-time venture, unless the business opportunity has been
set up in that way specifically. The more effort you put into
your child-related business, the more you will get out.
Operating a child-related business also means working
closely with parents, so people skills are a necessity.

Research your market
Look carefully at the offerings in this space, and chat with
existing operators about their experiences, how they rate
the support from their head office, and what they believe are
the strengths and weaknesses of the system. Whether you
join an existing network or go it alone, thorough research is
always the starting point of any successful entrepreneurial
endeavor. Liaise with parents in your area to find out what
services they require, and visit child-related businesses to get
an understanding of the gaps in the market and what it takes
to succeed.
Researching international trends can also be helpful, as
developed markets are often a few steps ahead - local
markets progress in the same way, in time. Do remember to
contextualise though, as specific market knowledge is crucial.
Kids live in a world of magic, excitement and endless
possibilities. As an entrepreneur, try to enter that world with
them and you’ll be that much closer tapping into their desires
and needs. To survive in business you need to go the extra
mile; offer something special. It’s the small things that count,
the effective personal touches that will give your business
the right ‘personality’ - so that it stands out from the rest and
makes your customers come back for more.
If you’re inspired to start up in the kiddie-sector, there are
some exciting and rewarding opportunities lined up for you…
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7 Tips for starting a
child-related business
Narrow down your choice
Consider your strengths and
weaknesses and consider what you enjoy
doing most. If you’re not passionate about
your business, you are unlikely to succeed

1

Is a kiddie-orientated business
right for you?
You must love kids (and parents!) and be very
patient, not to mention energetic, businessminded and a competent leader. You should
strong organisational skills and the stamina
to stick at it through the often-tough early
months of operation.

2

Talk to your customers
Talk to parents in your area to see
what services they are interested in. Don’t
forget to canvass the kids too. Find out what
they want and when they need the service.

3

Check the demographics in your area
Are there enough children to sustain
your business? Visit the local schools to find
out more.

4

What’s already on offer?
Check what extra-mural activities local
schools and day care centres offer or need.

4

Are there any gaps?
Visit a number of service businesses
aimed at children to get a better
understanding of holes in the market
and what it takes to succeed. Check out
any potential competitors carefully too.
What makes them the kiddie-business of
preference, and what will make your service
different?

6

Safety is a key concern

7 Consider the unique challenges of

running this type of operation. Safety is a
huge concern and you’ll have to make sure
your premises and products comply with
local rules and regulations. It is important to
remain ahead of the curve in terms of new
regulations, requirements and ongoing health
concerns for children.

Are you looking
to start your own
business, but
finding that the
process can be
overwhelming?

From sales, marketing, and
operations teams to budgets
and cash flow, there is quite a
bit that goes into starting
one’s own business.

Understanding this, Money
Savvy, a multi-award-winning
brand and business, has
launched its business
licensee offering.

Contact kathryn@moneysavvykids.co.za | www.moneysavvykids.co.za | moneysavvygeneration.co.za

FEATURED OPPORTUNITY

Be your own boss
in the educational space
Do you have an entrepreneurial mind? Do you want to work for yourself,
but not by yourself? Do you have access to computers?
Then the e-Learner business opportunity is for you!
Computers 4 Kids is a South African based Education
and ICT Company with its head office in Cape Town
and a footprint throughout Africa and the Middle
East. To date, six million learners and 30 000 teachers
have completed the e-learner content – a great
accomplishment for this reputable company founded in
1995.

Acquire the e-Learner software and get going!
Computers 4 Kids is offering their award-winning
e-Learner software to owners of computer training
centres, educational facilities, community centres and
internet café’s across the country with no start-up or
upfront fee.
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Access to the software is available at R350.00 per
device per month on a sliding scale. Free online
training is offered to get you started.

Curriculum sets on offer to Licensees
Computers 4 Kids is offering three of their awardwinning curriculum sets, namely: Primary School,
Secondary School and the Community Curriculum,
all made up of hundreds of exciting lessons and
activities. All content is accessed from
www.classesonline.mobi.
Primary and secondary school curriculum sets are
aligned to the national school curriculum, catering
for learners from Grade R to 10. Various coding and

programming lessons including Minecraft content are
available. Using the Minecraft content will empower you
to run online gaming sessions and digital camps.
The Community version allows you to offer ICT classes
for adults. These lessons include valuable life skills such
as preparing a CV, creating a will, banking, social media
safety etc.
Benchmarked certification is available at R500.00
per person, including registration, training manual,
assessments and the e-Learner Foundation certificate.
Prepare your students for the 4th Industrial Revolution
by joining our team NOW!

Contact Russell Pengelly on 083 310 1438,
emai|: info@computers4kids.co.za or
visit: www.computers4kids/business-opportunity

e-LEARNER BUSINESS OPPORTUNITY
DIGITAL SKILLS TRAINING
Primary Schools | Secondary Schools | Adult Curriculum

BECOME A LICENSEE IN YOUR AREA
• No upfront fee
• Ideal for training centres, libraries,
community centre and internet cafes
• Localised content integrating 21st century
digital skills
• Benchmarked certification
• Free online training and ongoing support
by qualified educators
• Backed by 25+ years in the industry
• Hundreds of exciting lessons and activities

Prepare students for the
4th industrial revolution
E-Learner software
A flat rate royalty fee of R350 per
month per device (unlimited users)
for access to all resources, scaling to
a maximum of R3 000 per month for
unlimited devices.

To join our unique team of licensees contact Russell Pengelly
Cell: 083 310 1438 | info@computers4kids.co.za | www.computers4kids.co.za
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How to manage your
greater tax risk in 2021
"If you think compliance is
expensive, try non-compliance."
- Paul McNulty, former US Deputy Attorney General

The extent of corporate taxes (from income tax,
employment taxes and value added tax (VAT), to
dividend taxes, capital gains taxes, transaction taxes
and other indirect taxes) along with the operational
aspects, such as data and reporting systems and related
technicalities, guarantee complexity and time-consuming
processes for companies, which in turn increases
compliance costs.
This also compounds other tax risks such as underestimation; underpayments; overpayments; not applying
the correct tax savings and incentives; tax penalties
(such as the 10% late payment penalty); the inability to
meet tax obligations; assessments and audits.
Compliance costs are another growing tax risk. Studies
suggest that companies spend hundreds of hours and
tens of thousands of Rands each year on internal tax
compliance costs such as labour or time devoted to tax
activities and incidental compliance expenses, and on
external tax compliance costs like tax practitioners’ fees.
In addition, tax issues can place a company’s reputation
and brand at risk. An example would be a company
losing a tender on a large contract because it was unable
to provide a tax clearance certificate, perhaps due to
a technical or minor non-compliance issue. Companies
also face the risk that a tax issue could attract negative
attention from the media, civil society or competitors,
as growing numbers of stakeholders ranging from
customers to potential investors increasingly support
only companies perceived to be contributing their
fair share to the country and community in which it
operates.

Why tax risk management will be even more
critical in 2021
All these tax risks will be amplified in 2021 for a number
of reasons, including increased tax liabilities; intensified
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taxpayer scrutiny; and the further entrenchment of
SARS’ powers.
In the 2020 Medium-Term Budget Policy Statement,
Finance Minister Tito Mboweni announced governmentprojected tax increases of R5 billion in 2021/22;
R10 billion in 2022/23; R10 billion in 2023/24; and
R15 billion in 2024/25. Companies need to factor these
tax increases into their future planning and budgeting.
Taxpayers will also find themselves under greater
scrutiny and likely to be subject to more punitive
measures in 2021. Human errors and simple mistakes which are not uncommon given the complex processes
and strict deadlines involved - stand now to be harshly
punished, even if unintentional.
The Tax Administration Laws Amendment Bill, 2020
(awaiting Presidential signature to become law) provides
that for certain tax crimes you can be convicted if you
acted either “wilfully or negligently”, where previously
proof of wilfulness (intention) was required. This means
that a court could find a taxpayer guilty of an offence
without proof of wilfulness, so that even inadvertent

errors could be penalised with a maximum penalty of
up to two years’ imprisonment.
Along the same lines, companies can also expect an
increase in the number of tax audits, as well as more
detailed, expensive, and time-consuming investigations
and audits. These are likely to focus on SMMEs, business
owners, trusts and high net worth individuals.
Furthermore, SARS’ already extensive powers - including
asset forfeiture powers - continue to be entrenched.
Just two examples from recent court rulings illustrate:
the Gauteng High Court confirmed a taxpayer’s
obligation to be vigilant when filing a tax return and
liability for appropriate penalties when falling short
of this duty, while a North High Court judgement set
an important precedent by re-affirming SARS’ right
to liquidate a taxpayer to recover debt where an
assessment is under appeal.

How to manage your tax risk
• Plan for tax compliance
A well-defined tax strategy, aligned with your overall
business strategy and the specific tax challenges facing
your business, is important. As the business grows, a
re-assessment of the corporate vehicle or tax structure
may be required.
Detailed planning is also required for the tax year ahead,
providing ample time for processes required for proper
record-keeping to ensure tax returns are complete and
accurate, and that the numerous tax deadlines can be
met.
Planning should also incorporate identifying and
implementing relevant tax relief and incentives and
assistance. Just one example is turnover tax that
provides administrative relief for micro businesses by
replacing Income Tax, VAT, Provisional Tax, Capital Gains
Tax and Dividends Tax for businesses with a qualifying
annual turnover of R1 million or less.
• Budget for tax compliance
Proper budgeting is required to ensure all the various
tax liabilities can be met before or on the stipulated
deadlines, while also factoring in the effect of the annual
tax increases announced in the latest Medium-Term
Budget Policy.
Companies also need to budget for compliance costs

including the internal cost of labour or time devoted to
tax activities, incidental expenses, and the resources,
systems and continuous upskilling required to meet
ever-changing tax obligations. The budget should also
provide for external costs such as tax practitioners’
fees; external reviews of the tax function; and even tax
risk insurance to cover the cost of immediate expert
assistance and support from a team of tax professionals
in the case of a SARS’ tax audit.
• Call on expert professional services
Given the increase in compliance complexity and costs,
the expertise of accounting officers and auditors is vital
in determining the taxable income and the amount of
tax to be paid.
Advice from a tax professional can ensure an
appropriate tax strategy is formulated to proactively
manage your tax risk in the long-term, saving time and
money and avoiding expensive tax mistakes, while
keeping in line with the ever-changing tax obligations.
Be sure to choose a specialist who is appropriately
qualified and experienced, as well as a member of
a professional controlling body that enforces strict
standards, such as SAICA (South African Institute of
Chartered Accountants).

Benefits of professional tax risk management
Failure to manage tax risk effectively will negatively
impact on an organisation’s profitability. However,
beyond managing tax liability, there are further benefits
to managing a business’ tax risks.
One of these is more accurate records resulting from tax
compliance obligations. This improves the availability
of up-to-date information and insight into the financial
position of the business and its profitability – enabling
accurate, timeous financial management which is crucial
to business success. In addition, tax compliance has
become both a corporate governance and a reputational
issue and can create both shareholder value and
stakeholder trust. These benefits, along with tightly
managed tax liabilities, will certainly assist companies as
they build back after the economic upheaval of 2020.

This article originally appeared in CA(SA)DotNews and is
reproduced with the permission of Harry Curtis & Co. who
can be contacted on (021) 797 6041 or via their website
www.harrycurtisco.co.za and DotNews.
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You can't
always
play
defense
Run your SME
like an American
football team.

In American Football, your side comprises of two distinct
line-ups: The “Offensive” and the “Defensive” positions.
No side can succeed if they don’t have cover in both
line-ups. We believe the same could be said for all small
businesses.

have them playing in a defensive role the whole time.

For many a small business, their accountant is the
person they talk to when they need their financials
sorted out or when the South African Revenue Services
(SARS) comes knocking on their door.

How do you think you would fare against a 100kg
professional athlete who spends every day in the gym
focusing on being a great American Football player?
Probably not particularly well, and the same lesson
applies in business.

We would argue that you should be turning your
accountant into an attacking weapon, rather than to
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These are a few of practical examples of how you can
make smarter use of your accounting support team:

Play to your strengths

Many small business owners and entrepreneurs are

generalists and try to be experts in multiple fields.
In many cases, they are so eager to get any kind of deal
that they under-price their product or service, or rush to
accept poor payment terms. This results in them going
out of business despite winning promising deals.
Paying your accountant to help you negotiate these deals
can add significant profits to your bottom line and ensure
that you have the cash-flow to actually fulfil the deal.

You won't win the Super Bowl by defending
How many small business owners employ entrylevel youth under the age of 29, but don’t claim the
Employment Tax Incentive (ETI) each year?
So many small businesses don’t know how a B-BBEE
affidavit works and simply don’t try tendering for business
that requires a “B-BBEE Level 4 or higher”.
Has your business been excluded from potential contracts
on the Central Supplier Database because you are noncompliant for some reason?
In all of the above cases, your accountant can give you
tools to improve your cash-flow and attractiveness as a
supplier, simply because of the rules and legislation.

Your accountant obsesses about the touchdown
Follow your favourite sports star or celebrity on social
media and you will see a lot of “action” shots from their
recent games or their latest endorsement deals. In a
lot of ways, winning has become a bit of a secondary
consideration as they raise their public profiles.
None of the glamour will matter if the paperwork is
not signed and the money is not in the bank, and this
is another area where your accountant becomes a
critical part of your offensive line-up – by freeing up the
entrepreneur to focus on driving their team to deliver a
high-quality experience so that the client comes back for
more.
We challenge you to think differently: No team can
consistently win when it is defending all the time. Use all
your resources (including your accountant) to put you on
the front foot early on in the season.

By Ken Brown, Director of Accounting firm SME.Tax,
Tyronne Nel, CEO of SME Snapshot, a fintech
firm specialising in gathering real-time data analytics, and
Marc Ashton, CEO of Decusatio, a consulting firm assisting
entrepreneurs tackle the twin challenges of Access to
finance and Access to Markets.

The Employment Tax Incentive
(ETI)
Youth unemployment levels in South Africa are one
of the highest in the world. In an effort to address
this challenge, the government introduced the
Employment Tax Incentive (ETI) scheme. The scheme
was initiated to encourage and incentivise employers
to employ the youth. While this is a great initiative to
enhance work opportunities for unemployed youths
who often struggle to secure employment due to
inexperience, you as the employer can also benefit
from this scheme.
The ETI reduces the cost of hiring young people (i.e. is
18 to 29 years old) through a cost-sharing mechanism
with the government by reducing the Pay-As-You-Earn
owed to SARS while leaving the salary received by the
employee unaffected. It allows the employer to reduce
the cost of employment in the first two years, through
partial subsidisation (essentially the recoup of this
portion of the employee’s tax).
Taking advantage of the ETI means a win-win.
Younger, potentially less experienced workers will
gain access to work and earnings opportunities, and
businesses can secure the manpower they need at an
incentivised cost. This is an especially good option for
small or start-up businesses who operate with limited
budgets.
The Employment Tax Incentive is only open to private
companies who are registered with SARS. The scheme
is easily administered, making it accessible to even
small businesses.
Businesses simply claim the ETI by decreasing the
applicable amount of PAYE payable for all qualifying
employees, by completing the ETI field on the
businesses’ monthly EMP201 submission to SARS.
As businesses seek to re-establish their financial
stability post Covid-19, employing younger workers
and taking advantage of the ETI is a great way to help
build the economy, balance the books and make a
socio-economic contribution to address the national
challenges of poverty, unemployment and inequality.
By The Confederation of Associations in the Private Employment Sector (CAPES),
an umbrella body formed in 2002 to address the need for a unified voice for the
South African staffing industry.
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Director's Duties:
A snapshot of your role as a Director of a Company
Conceptually, a company is an artificial person and is a
separate entity from the individuals who own, manage,
and support its operations. Companies have many of the
same legal rights and responsibilities as a person, such
as the ability to enter into contracts, own assets, hire
employees, pay tax and incur liability.
However, given the separate and unique nature of a
company, of course a human is required to direct its
actions, strategic decisions and ultimately shape its
identity in accordance with the purpose for which it
was created. This task is undertaken by the appointed
directors which are empowered by the Companies Act
71 of 2008 (the “Companies Act”) and Memorandum of
Incorporation (“MOI”) of the company.
Directors are identified and appointed at the
incorporation of a company and can also be appointed
afterwards by shareholders or any other persons
designated with that right. In the vast majority of cases,
only shareholders appoint directors. However, the
company’s MOI can give that right to other parties such
as investors and creditors who insist on the right to
appoint a director on the board.
Once a person accepts their appointment as a director,
they become a “fiduciary” in relation to the company and
are obliged to display the utmost good faith towards the
company. To explain this very simply, the fiduciary duty
means that the director must act in the best interests of
the company when dealing on the company’s behalf –
placing the company’s interests ahead of the director’s
own interest in many instances.
The fiduciary duty is a concept developed in law as
having the following duties (set out in Section 76(3) the
Companies Act):

that his/her conduct was in the best interest of the
company. When making this decision, courts will take
into account:

• the duty to act in good faith;
• the duty to act for a proper purpose;
• the duty to avoid conflicts of interests; and
• the duty to act in the best interests of the company.

• the relevant facts available to the director at the time;

The first element of good faith is quite subjective.
This means that the courts will go through a process
of enquiring whether the director genuinely believed
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• his/her level of skill;
• the expected level of diligence and care in such a
situation; and
• whether their actions were reasonable.
A proper purpose is not defined in the Companies
Act, however the courts’ approach is to test whether

the directors exercised their powers for an objective
purpose. The court will first look for factual evidence
(i.e. objective evidence) for what the purpose of the
director’s appointment was.
This will largely involve understanding the purpose
of the company by looking at its MOI, shareholders
agreement and historical decisions by shareholders
and the board (through written resolutions). Once the
courts understand what the purpose of the company
was, and how the director’s appointment was intended
to further that purpose, then they can test the director’s
actions against that. If the director’s actions do not have
any rational link to furthering the company’s purpose,
their actions may be considered to have been for an
improper purpose.
Directors’ fiduciary duties also extend to the duty not
to place themselves in a position in which their personal
interests’ conflict, or may conflict, with their duty to act
in good faith. An obvious and important element of this
duty is the obligation not to compete with the company
and to avoid a conflict between a director’s interests and
the interests of the company. Effectively, this means
that every director has an automatic non-competition
obligation with the companies that they serve.
Acting in the best interests of the company means to
act for the benefit of the company as a whole. There
has been much debate as to what this means. However,
this does not mean just acting in the best interest of the
shareholders. Rather, this can also mean acting in the
interests of “stakeholders” generally - including, at least,
employees and creditors.
If there is a dispute around whether the decision taken
by the director was in the best interests of the company,
the courts will apply the “business judgement rule” by
having regard to what the director believed at the time
in light of their general knowledge, skill and experience.
The director will have satisfied the duty to act in the
best interests of the company if he/she:
• took reasonably diligent steps to become informed
about the matter;
• had no personal financial interest in the subject matter
of the decision (and had no basis to know that any
person/ entity related to the company had a personal
financial interest in the company);
• had a rational basis for believing that the decision was
in the best interests of the company.
Given the variable nature of directors carrying out their

duties in practice, the Companies Act provides that
they can only be expected to act with similar care, skill
and diligence that would reasonably be expected of a
person carrying out the same functions in relation to the
company as those carried out by that director, having a
similar level of general knowledge, skill and experience
of that director.
The starting point is that all directors are expected
to carry out their duties honestly, in good faith and
for a proper purpose, without exception. However,
the yardstick used to assess whether each duty was
carried out effectively will differ on a case-by-case
basis depending on the general knowledge, skill and
experience of that particular director. This means that
your actions as a director will effectively be tested in
light of your ability and knowledge of the company and
how it operates.
On that basis, it is accepted that not all directors have
the same skill and experience, and not all directors have
the same understanding of how companies function.
Courts have acknowledged that it is not a prerequisite to
have special business acumen in order to be a director,
highlighting the subjective nature of the test.
If there is a dispute around whether the decision taken
by the director was in the best interests of the company,
the courts will apply the “business judgement rule” by
having regard to what the director believed at the time
in light of their general knowledge, skill and experience.
With this in mind, directors will be protected by the
law if, relying on their skill and experience in hand,
they approach company related decisions by taking
intentional steps to become properly informed about a
matter, are aware of and avoid any conflict of interest,
and ensure and can provide evidence to the fact that
there is a rational basis for believing that the decision
taken was in the best interest of the company at that
time.
If you still have questions on directors’ duties or are
unsure of what certain duties entail, consider obtaining
advice in this regard.

By Timothy Kelly - Associate - BA LLB
(UCT), Dommisse Attorneys. This article
is a summary of the 3-part series on
Directors Duties recently published
www.dommisseattorneys.co.za.
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Social

media
megatrends
As traditional media strategies
faltered, 2020 highlighted the
growing relevance of social
media marketing and the
need for businesses to relook
customer engagement.
Social media usage soared – both in number of users and
amount of time spent on social media platforms.
In July 2020, social media users surpassed 4.75 billion,
which is more than half the global population, with
346 million new users joining in the 12 months prior.
We look at the social media megatrends for 2021, and
what brands need to do to flourish in this space.

up valuable content for free
1Offer
Social media users have always been spoilt for choice
when it comes to online content and brands to follow.
However, quantity doesn’t always means quality. To stay
relevant, brands need to bump up the amount of value
offered. A stale social media calendar populated with
#MotivationMondays and #ThrowBackThursdays is not
going to cut it.

As a brand, you have your finger on the pulse of your
industry, and this deep industry knowledge is valuable
to your ideal customer. Anyone can find anything online,
at the cost of their time, so brands need to provide
information in easy, snackable formats. It doesn’t mean
giving away trade secrets, but rather providing enough
value so that your brand stays top-of-mind. If someone
has a question or is looking for more detailed information,
why not provide articles or white papers to aid their
search?
There are several ways to provide value; free information,
collaboration with users, product insights, industry
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knowledge and tips, tools such as useful calculators and
downloadables.
The fierce competition to add more value has inspired
brand owners to create online learning, webinars and
long-form videos where users engage more deeply with a
brand. If you’re not adding value right now, weave in this
critical ingredient into your social media plans.

an authentic brand, with integrity
2 Be
Users crave authenticity and real, genuine

engagement and interactions with brands. As the digital
world becomes more pervasive, we demand the “human
touch” in our online experience. Although cancel culture,
where people boycott users, brands and even social
platforms, is thriving, many people still turn to social
media for solace, community and connection. This is
where brands can step in and be the hero.
Don’t be afraid to humanise your brand. For example,
show what happens behind the scenes. Selling a
product? Share stories about how you make it, where
the inspiration came from. Don’t forget to talk about the
people behind the brand. Respond to user queries in a
warm, human tone. Being authentic means staying true
to the purpose of being a brand and a business, not hiding
behind insincere and irrelevant content. If you are selling,
which you should be doing, sell authentically. Authentic
selling means effectively communicating the value of your
service or product. When a consumer can clearly see the
value, it’s easy for them to buy.

in to online complaints with
3 Lean
empowered customer service
This past year undermined most physical customer
experiences, with some estimates indicating that South
African online retail sales grew by around 40% during the
last year. Social media will continue to evolve into true
sales channels, but will need impeccable customer service
levels to succeed.

Online customer service is the glue that holds this new
online dynamic together as users compliment, complain,
enquire, shop and engage with brands. Users now, more
than ever, use their online voice to ensure that brands
deliver on what they promise.
They don’t like waiting on hold to talk to a representative.
Social presents an opportunity to wow customers by
answering questions far more quickly and efficiently
than the phone. You can stand out if your community
managers are empowered to resolve queries and respond
quickly. This means giving your online community
managers the tools to make decisions that leave
customers smiling.

on and communicate your business'
4 Decide
purpose for long term sustainability
People are looking towards the private sector to make a
positive difference to the planet and their communities.
They seek out brands that care and fearlessly expose
those who don’t. Purpose-driven companies that care
about sustainability will be on the right side of history.
But becoming purpose-driven is not something you can
mimic on social media by just following popular trends or
newsworthy topics.
As users hold higher expectations for what they expect
businesses to contribute to the world, social media
statements alone can’t make up for a lack of true brand
purpose. It’s truly time to “put your money where your
mouth is,” and in doing this, it could really pay off.
Many brands stumbled in 2020 with the need to respond
to public pressure and positively contribute to societal
conversations ending up in knee-jerk reactions, many of
which were called out as hypocritical. Businesses need
to decide on a cause that makes sense to their brand and
ideal customer, and stick to it for the long-term.
For South African brands, supporting local products,

companies and individuals is one way to become more
sustainable and appeal to a local-conscious consumer.

your customers by embracing
5 Embrace
the data

This past year gave brand owners a renewed appreciation
for social media, which became the bridge to connect
with customers after other traditional media strategies
failed. The downside of investing in a strong social media
following is that you never really own this following.
Platform algorithms change and technical glitches
happen. There is a massive drive for brands to own their
follower data.
Brand owners need to push social media engagement
into a database. According to Hootsuite’s 2021 Social
Trends survey, 85% of organisations that integrate social
data into other systems have confidence in their ability to
accurately quantify the ROI of social media.
If you own your follower data, you can reach out to
offer valuable content or special offers. Email marketing
remains a highly effective, if underrated, communications
tool to nurture potential customers. According to a
study by McKinsey & Company, email marketing is up to
40 times more effective than social media promotion.
Promoting on social media is a great way to build up an
email database.
To build that precious database, you must provide a highvalue item – users are not going to give out their contact
information for anything less. Gone are the days of a
useless PDF guide that has no real value.

By Leandri Janse
van Vuuren (MD)
and Sabrina
Andreucci (Strategic
Director) of
Social Media 101.
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Earned
vs paid vs
owned media
While each element has its
own role, understanding
how to integrate the types
of media can make for a
very effective digital media
strategy.
Andy Haldane, Chief Economist at the Bank of England,
said: “The business model of the future for many
corporations will not be the same as the business model
of the past; it will have a much larger digital dimension
to it.”
We’re all currently experiencing this digital
transformation, in both our work and personal lives,
but it’s not just a short-term necessity - many of these
changes are here for the long haul.

understand the different types of content:

■ EARNED MEDIA
Earned media is content that someone creates about
your company (such as a mention of your product or
service in an Instagram Story). It’s free exposure, which
is great, but on the flip side you don’t have control over
it. Other examples include a Google review about your
product or service, or if you’re mentioned in a backlink
from another person or company’s blog post.

One thing we have all seen first-hand, as second waves
of the COVID-19 virus peak across the world, is that
future success always depends on actions taken today.
The same theory applies to the marketing world: smart
companies won’t be placing their communication efforts
on hold, waiting to see how the ‘new normal’ will pan
out. Instead, they will be running strategic digital PR and
marketing campaigns now, so that they’re ready to strike
when new opportunities arise.

Examples of earned media:

A digital approach to your PR and marketing campaigns,
without a doubt, gives you the greatest reach right
now. But how can you strategise the most effective
campaigns?

• Blog posts about your business or product.

What is the difference between earned,
paid and owned media?
To build an effective digital marketing strategy to
survive and thrive in our current landscape, you need to
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• Customer reviews and ratings (e.g., Yelp.com for
restaurants, Amazon.com for products).
• Mentions on any social media platforms.
• Word-of-mouth recommendations, both in person
and digital.
• Shares/retweets of your content or any content
about your brand or business.
• Coverage in magazine or newspaper articles.

■ PAID MEDIA
Paid media is the content you pay for (like a targeted
Facebook and Instagram advert). The positive is that it is
created and controlled by you (the brand), but it appears
on channels that the brand doesn’t own or control.
Making use of outsourced media agencies often help

Of course, there are two big advantages to owned
media. First, you have complete control over the
content. Second, it’s usually more cost-effective that
other forms of media. Use your owned media presence
to establish yourself as an expert in your field. Create
helpful, high-quality content on a regular basis, and
use both owned and paid media channels to distribute
this content to your target audiences. If your content is
truly valuable, it will also help you gain earned media via
referrals and mentions.
Examples of owned media
you get a better return on your investment.
Examples of paid media:
• Paid search advertising (e.g. Google Ads, Pay-per-click,
Remarketing/Retargeting).
• Social Media ads (Facebook, Instagram, YouTube,
LinkedIn, Twitter, Snapchat, and Pinterest, etc).
• Paid influencer campaigns.
• Native ads (Sponsored/Recommended Content, Search
and Promoted Listings, Promoted Stories).
• Display ads, video ads, pop-ups, and other promoted
multimedia.
• Traditional advertising (e.g., television, radio, print,
outdoor).

■ OWNED MEDIA
Owned media is content that you create and you own
(think of your website, including the blog posts you
promote on it), which allows you to be in total control
of your content. This can be content created in-house
(posts and Stories on your Instagram page) or through a
third-party provider or platform (the Facebook platform
or the video someone created for your business).
Although owned media allows you to build your brand’s
awareness and audience engagement, it often doesn’t
have the same impact as a recommendation from a
friend or customer.

• Company Website or blog.
• Social media accounts.
• Newsletters and email lists.

How can they be used together to build an
effective marketing campaign, especially in
this landscape?
To find the right balance of earned, paid and owned
media, put yourself in your target audience’s shoes and
imagine their user-journey. For example, they may first
experience your brand through a striking paid Instagram
campaign, which leads them to your website where
they see your latest earned editorial coverage, and then
browse your brand’s owned content before making a
purchase.
Most companies use a mix of all three types of media in
their marketing strategies, but your chosen mix will be
dependent on your goals, budget and brand strategy.
By understanding how they complement each other,
you can optimise your digital marketing efforts and keep
your brand top-of-mind during these unusual times.

By Jessica Pitman, Accounts and
Project Manager at Yellow Door
Collective, a strategic marketing
agency in Cape Town.
Visit: www.yellowdoorcollective.com.
YOUR BUSINESS | February-March 2021

47

MARKETING

The year of authentic
visual immersion
Eight key trends that will
affect online retailers in 2021.
How customers buy products and services online has
changed forever. Online retail is now the norm, and
in 2021 immersive, visual experiences will deepen
customer engagement. Craig Bellingham, founder and
CEO of Studio[K]irmack, shares eight key trends that will
affect online retailers.

TREND #1: Visuals drive sales
“As cocooning humans spend more time at home than
ever before, they’ll lean into the virtual using video and
rich, smart imagery to guide their ecommerce choices
for both work and home,” says Bellingham.
The global COVID-19 pandemic has radically shifted
buyer behaviour, both in the business-to-consumer
(B2C) and business-to-business (B2B) sectors. Today
buying is done increasingly remotely, which means
that visual content - be it still, 360° or video - is more
important than it ever was to customers.
Worldwide management consulting firm McKinsey
confirms this trend with new analysis. The key takeout? Humanity’s buying and selling habits have changed
forever, and virtualising experience will mean creating
hyper-real experiences with smart imaging.
Sales for global retail ecommerce are expected to
reach $4.9 trillion in 2021, a massive opportunity for
the South African ecommerce cohort that is readily
embracing innovation to leap ahead. Brand owners are
now embracing artificial intelligence (AI) and robotics
together with new video and imagery solutions to
get them to market faster while improving the user
experience (UX).

TREND #2: TikTok explodes, driving video
engagement
As 2020 came to a close, the big news was that social
media gorilla, TikTok invested heavily in social commerce
and did a major e-commerce deal with Shopify.
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“TikTok is massive, with over 800-million users, and
the partnership will see Shopify’s 1-million merchants
enjoy better access to TikTok’s huge audience,” says
Bellingham. “Given that TikTok is hugely popular with
Generation-Z and is video-driven, this means the move
to video is a media trend retailers can’t ignore in 2021,”
he adds.

TREND #3: Visual automation wins
Agility and innovation will be central to marketing, which
will lean into photographic automation to drive better
speed to market and to increase responsiveness. The
traditional way of doing a photo shoot was about hiring
crews and equipment, but automation tools for e-comm
studios has penetrated the video and photography
sector thanks to advances in both robotics and artificial
intelligence, resulting in costs per image being reduced
10x and producing 4x more photos per day.
Today’s fashion and e-commerce world demands speed
to market, and this has seen the rise of automated
product photography equipment with softwarecontrolled compact studios for still and 360° product
photography, as well as video.
“I’ve seen this trend accelerate first-hand after investing
in our automated photography and video solutions that
make it faster than ever to execute creative for high
fashion, technology, FMCG and anything that requires
visual imaging to connect to customers and sell,”
Bellingham explains. “The high-end machinery and allin-one solutions allow clients to cut costs on equipment
and eliminate repetitive tasks for teams and most
importantly, minimise post-processing time.”
The interface of these studios is simplicity itself, and
anyone can produce a high-end shoot faster than ever
before, also meaning that e-tailers can be freed up to
obsess about every customer detail in the effort to
differentiate and personalise services and products.

TREND #4: Safer creative working
environments
“COVID-19 has changed the way we work, and part
of this will be ensuring safe working environments
where we are protected, calm and able to do our
best work. In the worlds of retail and fashion, where
video and photographic shoots have meant clusters

■ 75% of online shoppers
rely on product photos when
deciding on a potential
purchase.
■ 22% of returns occur
because the product looks
different in person.
■ Good visual content is 40%
more likely to get shared on
social accounts.
■ Consumers are more likely to
remember information when it's
paired with an image.
■ 91% of individuals want the
ability to turn products around
in full 360° spin.
of teams working closely together, photographic and
video automation will bring better safety standards,”
Bellingham predicts.
“Technology will enable brand owners to create
sophisticated, innovative shoots at the touch of
a button. This will do away with the requirement
for huge, expensive fashion shoots and will enable
a new generation of creativity with safer working
environments.” This is important given that COVID-19
will not go away sometime soon.

TREND #5: Authenticity matters more
Authenticity is everything and will be pivotal to
building trust with customers in both B2B and B2C
markets. From a digital retail perspective, consumers
are increasingly looking for authenticity, and this has
been a rallying point for building trust and connections.
From a video and photography perspective, this means
paring back, bringing in natural colours and shying
away from overt photographic manipulation. In a world
where trust is the biggest conversion factor, leaning
hard into authenticity creates better credibility and
believability.
YOUR BUSINESS | February-March 2021
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TREND #6: Speed to market

TREND #7: Minimalism and simplicity

Getting your product online quickly, accurately and
with a large degree of consistency is key to how your
consumers engage with your brand. No matter the size
of your business this is critical.

A global pandemic has made the world more chaotic,
unpredictable, complex and stressed. In this context,
trends show that consumers long for simplicity and
minimalism. “In terms of photography, this means that
less is more in a “busy and complex world,” advises
Bellingham. “Visual imagery and video play a powerful
role in contributing to the user experience, and in 2021
customers will want balance, calmness and pared-back
image styling.”

For huge, global retailers like Zulily for example, speed
to market is everything, a pressure that will continue
in 2021 and filter to smaller brands. Zulily offers
customers “a new store every day”. To achieve this,
the massive retailer cuts down on time wastage by
keeping photography in-house and using photographic
automation. Zulily typically loads up more than 9,000
products a day on its website.
Says Bellingham: “To achieve the kind of photographic
quality and style the brand’s 700,000 daily visitors
expect, Zulily uses industrialized photography processes
and photographic automation. This means a new season,
with thousands and thousands of products can be
shot in a number of days. Traditionally - without using
automation - this photo and video process could take
weeks, if not months.”

Bellingham points out that another expression of
this trend is that customers will increasingly look for
photography that hasn’t been obviously manipulated or
changed by Photoshop. Because of this brand owners
will need to focus on creating product shots and styled
photography that looks and feels natural.

TREND #8: Virtual and augmented reality
mainstreams
Now that humans are familiar with online shopping,
they will want to try before they buy, and this is where
virtual and augmented reality comes into play. “Let’s
face it, customers want the benefit of being as close to
reality as possible, but without the risk of being exposed
to other humans they don’t know in the real-world
retail environment,” Bellingham says. “But augmented
reality and virtual reality can plug the gap here and give
humans the opportunity to “try-before-you-buy”.
However, what will be critical to ensuring the integrity
of experience will be the quality of the photography.
With automation retailers can achieve both quality and
speed, which means automation can provide the right
imaging for virtual and augmented reality quickly and
easily,” he says.
eCommerce is projected to reach $4.9 trillion by 2021,
a massive market for South African and African retailers
looking for recovery and growth. Science shows that
90% of what our brains process is visual, which is why
leaning into video, and using a smarter approach to
photography and visual imagery, will drive ecommerce
growth.

By Craig Bellingham, founder
and CEO of Studio[K]irmack, an
innovative high-tech
production studio.
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SALES

12 SALES TIPS

Learn from the sales superstars that are thriving
in the 'new marketplace'.
Let’s face it, there’s so much going on in the world right
now for businesses and consumers. We’re all surrounded
by VUCA: Volatility, Uncertainty, Complexity and
Ambiguity.
There seems to be two different worlds emerging amid
this upheaval. In one world - where most people live salespeople are working hard, but can’t wait to get back
to ‘normal’.
Salespeople are struggling, and still using outdated sales
methods like lengthy Powerpoint sales presentations.
But buyers get bored quickly, and they are doing
their own research on the Features and Benefits of
your product or service. Now, they want a deeper
‘engagement’, and many salespeople have not made the
transition.
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In the other world, a much smaller group of salespeople
are enjoying success. They are using the opportunities
arising from the pandemic and are in tune with changing
consumer behaviour. In fact, they’re thriving in this ‘new
normal’.
These superstars are doing certain things right now that
are allowing them to close more sales in today’s unstable
market.
We are working with these salespeople, and here are the
critical things they are doing right:

■ Go virtual
Understand the technology and get used to Zoom or
Microsoft Meetings. Have your home office prepped
and ready to go.

■ Know your prospect

■ Be crystal clear about your Value Proposition

Focus all your efforts on your Ideal prospect - you
must know exactly who your target audience is. Treat
everyone as a ‘suspect’ until you decide to qualify them
as a ‘prospect’.

Any prospect you engage with should be able to
understand the problem your offering intends to solve.
What value do you bring to businesses who buy from
you?

■ Know your sales process

■ Drop your sales pitch

If you are winging sales calls you’ll be crushed in today’s
marketplace. The ‘science’ of sales is all about following
a systematic process that ‘hooks’ prospects. Make a
commitment right now to use a proven sales process.

You can teach a monkey to pitch. See your presentation
as a conversation and an opportunity to position
yourself as a trusted advisor. People buy from people
that they like and trust.

■ Become a research ninja

■ Put the prospect 1st

Understand your prospect’s market and their common
challenges. Know the trends in their sector and its
competitors. Take advantage of LinkedIn and develop
a network of genuine prospects. Use personalised
messaging to reach out to them.

The stark reality is they do not care about you or your
company. All they worry about is how you could possibly
solve their current challenges

■ Disqualify prospects from your pipe-line
Yes, you heard me right. Top salespeople disqualify up to
50% of their prospects. They are tough on ‘shoppers’ or
‘information-seekers’ who are massive time wasters.

■ Stop trying to close
Learning 18 different ways to close deals is a load of
nonsense. Once sales professionals find 3 ‘pain-points’
and plug them with solutions, a natural close follows.

■ Think like a Doctor
Most salespeople prescribe solutions way too early
before they have understood the problems. Does a
Doctor do that? If they did, they would have no patients.

■ Write well
Check your readability and clarity scores. Do you know
the layout of a well-structured proposal? Is your writing
crystal clear? Do you use writing Apps like Hemingway
and Grammarly?

■ Show 'insight'
As an expert in your field can you show proof of past
successes with clients who have had similar issues. Do
you give your prospects take-aways that are meaningful
and insightful to them?
There you are, 12 quick sales tips you can put in place
now and watch your conversions increase. Remember
you cannot win them all. If the end result is not a sale,
thank the prospect for the conversation and offer to stay
in touch.
Often times a ‘no’ is ‘not right now’ or the money isn’t in
the budget. Meantime, you have gained valuable insights
and established a relationship that will support future
sales. Happy Selling!

By Clive Price, Managing Director of
The Peer Group in South Africa.
He has personally trained over
150 000 delegates in improving their
sales competencies in 8 countries.
E-mail: clive@mypeergroup.com
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#TheArtOfSelfCare
You cannot pour from an empty cup, and neither can your business.
Over the past couple of months, #TheArtOfSelfCare
hashtag became bigger than just a note that comes with
my Instagram posts about the latest destinations that
I’ve discovered. I am certain that many of you can relate
to constantly experiencing a bit of fatigue, a feeling of
being stagnant and the struggle to stay creative as the
lockdown continued to hit you with multiple blows that
challenged how your business would ride against the
tide.
I’ll admit that at some point, I took a slump and had to
force myself to trace back to the very things that could
potentially keep my spirit uplifted and help me get
back into a creative mode. As a Creative or an “ideas
person”, the pressure kept mounting as I was constantly
in meetings that our team used as platforms to relook
at ways in which we could re-imagine our offering as an
organisation.
Due to the lockdown restrictions and how each day
came with even more uncertainty, the “solutions” that
would help me return to and remain in a creative mode
had to be those that had proved to work in the past,
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would ensure that I safely move around, wouldn’t hurt
my pocket, nor require an entire lifestyle change.
You might be wondering how self-care is tied to your
business’ success. There is a lot of truth in the notion
that one can never pour from an empty cup. This
couldn’t be truer for you as a business owner, having
to keep everyone around you motivated and doing
all it takes to ensure that your business survives the
pandemic.
I hope in my reflection of the things that have helped
revive my work environment and had me tap back into
a creative space, you will find what works for you and
carry it throughout the year that lies ahead of us - a bit
of self-care if you will, as we continue to be optimistic
about a year that feels a bit like a continuation of 2020.

Be mindful and intentional about the activities
that help you separate the days and the hours
During the national lockdown, I’ve had days on which
I struggled to take breaks, because at the time I believed
that long consecutive hours would reflect back as

• Leave work “at work”, even if it’s just a corner in my
lounge that I work from on a daily basis.
• Close shop at a set time daily unless we are chasing a
team deadline.

Solo work dates

productivity. With the mind having to process the ‘new
normal’, the loss of clients and lives, minimised human
interaction, as well as the shutting down of businesses,
I started to feel overworked and anxious about working
around the clock. By the time this article gets published,
I would have hit my very first full year of working from
home – isolated on most days.
For you as an entrepreneur, this might have been the
norm since the inception of your business. I have had
to learn to stick to the same working spot regardless of
how tempting it gets to move my laptop into the next
room. If my laptop is going to move, it would have to be
a completely new space outside of home where I can
safely free my mind from the four walls around me.

Working from home over the past twelve
months has taught me to:
• Take breaks regularly. The mind needs it more than you
can imagine.
• Be mindful and take advantage of my productivity
levels during the day. The time of the day when I’m most
creative, when I can be proactive about reaching out to
colleagues and when I have the capacity to reply (or be
reactive) to requests and other emails.
• Be intentional about scheduling working breakfasts in
secluded spots.
• Stick to the time and the budget set for working away
from home.

Make the time and effort to safely explore your
neighbourhood. I’ve been pleasantly surprised by
the gems that I keep discovering in Johannesburg
and have started taking time out to work from there.
This has created a sense of going into the “office” for
work, focusing on the work that I need to get done
without any interruptions and actually knocking off at
close of business. Of course, this has required proper
budgeting, planning ahead (both the week and the day)
and finding quiet spots that are hardly ever packed. It
helps to call in and book a table, because it provides
you the opportunity to get a copy of the menu and plan
accordingly, and ask about off-peak hours, noise levels
and the available resources (plug point and wi-fi access)
that will make your workday a breeze. When the world
opens up in future, you would have built a black book
with a list of breathtaking spots at which you could
potentially meet up with your clients for business.

Keep tabs of your skills set
Be mindful of the new work that you have recently found
yourself exploring. In there lies the set of new skills that
you can start honing as well as those that had been lying
dormant over the years.
In your quest to designing what will work for you this
year, remember to keep in touch with your circle,
including your previous clients. Everyone is currently
building something new or reviving what they had
previously set aside as an idea to explore in the future.
There might be new business opportunities that pop up
from these authentic conversations and check-ins. Stay
ready for whatever comes from this exercise because
we are all going through something. Just be careful not
to get stuck in the negative talk, lest you become the
resident DJ at the pity party.

By Amantle Mokubung. Amantle is a
Marketing Strategist, Co-founder at
Makgarebe A Mahikeng, Business
Coach at Future Females Business
School and a radio content contributor.
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That first team 'pep-talk'
Setting intentions in
times of uncertainty.
2020 has most certainly put a dampener on the goal
setters out there, with many people feeling like ‘What’s
the point?’ Uncertainty is a killer of dreams and ambition,
and provides one with many excuses for not committing
to a plan, programme or the accomplishment of a dream.
We know, however, that dreams, vision and goals are
the very essence of what keeps us moving forward,
motivated and alive. Even our bodies and our immune
systems respond positively to our endeavours to achieve
the impossible and our spirits are lifted each time we
make a small stride or achieve a milestone. Remove our
goals and we sometimes sink into a lethargy or even a
depression, aimlessly wandering from one day to the
next, with no end in sight.
So, with the new year here for the taking and the making,
what shall one do during that first team pep talk or that
strategic planning meeting, when everyone is expected to
be inspired and optimistic about the new prospects and
project that will lead to the highest profits in the history
of the company?
Knowing what we know now, how should we approach
2021 when it comes to setting goals and objectives for
the future, be it our own or that of the team or company?
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Flexibility is strength
The companies and people who excelled last year - and
there were more than you think - were light, nimble and
flexible. They reacted fast, smart and hard. They assessed
and took action, without too much pomp and ceremony,
sentiment and circumspection. Whether it meant layoffs,
home-based offices or shutting down branches, whether
they went online or took a new product line onboard
within weeks, they simply kept moving and adjusting with
the shifting sand they found themselves on.
This year will call for even more flexibility as we are
required to lean further into the challenges we face.
The adaptations made in 2020 have given rise to new
questions and demands not previously seen. Do we
stay virtual or become a hybrid company? What do we
do with all the spaces opening up in urban areas? Will
women, who have been fighting for promotions and their
place in the corporate boardroom actually want to be
there, or have they decided that they are more needed
as stay-at-home moms and tutors to the future of the
nation?
Each individual will need to require a more flexible
attitude, which is possibly why yoga has been embraced
as the most trending exercise mode, since lockdown level
5 and the explosion of virtual exercise platforms.

Intentions are the new goals
I am a great believer in goals, but currently, I am hearing
how goal setting is provoking fear of failure and angst,

due to the high ‘failure-rate’ of 2020. I asked a friend
about her goals and she laughed, saying, ‘I’m not making
any new goals, because I never achieved any of the one’s
I set last year.’ If you are one of those, who prefer to tread
lightly in this arena, consider a gentler approach, one of
setting intentions.

"Knowing what we know now,
how should we approach the year
when it comes to setting goals
and objectives for the future?"

An intention is a goal without a deadline. It is more of
a strong desire that you are working towards, but not
completely attached to achieving it by the exact time and
date or in the precise manner you wish to achieve it.

question could be, ’What is the beat we are dancing to
this year?’ This could serve as a fun ice breaker and give
everyone insight of the various rhythms in the room.

Change your measuring methods

Appreciation is key

Traditional measuring tools such as ROI may not be
the only tool. New trending measurements - that have
been coming at us for some time now - are employee
happiness, which leads to engagement, the wellbeing
of the workforce, the contribution we make to the
community and the ability to retain good quality people.
An idea, for that first team pep talk would be to ask the
question. ‘How should we measure our success this year?’

Choose a new rhythm, the dance has changed
Achieving any goal means changing a habit or two. What
we often don’t take into account is that changing a habit
requires changing your rhythm. Think about the habit of
a cup of coffee, in bed every morning. Think of that cup
of coffee as a few beats in our daily rhythm. By removing
the cup of coffee and all it represents we actually change
the rhythm a bit. By becoming aware of this, we can
replace the ‘missing beat’ or change the entire ‘tune.’
Sticking to the normal rhythm without the coffee will feel
incomplete. Instead, change the tune by getting up early,
drinking a cup of warm water and doing some stretching
or taking a walk or jog. Immediately, the coffee ‘piece’ is
no longer required to complete the tune, the tune is new
and complete without it. If you think about all the aspects
of your life as different songs or tunes, then you are less
inclined to miss those pieces that are no longer there, as
they do not fit in anymore.
This can be applied in the work area too. Not having
Monday morning in-office meetings can feel strange,
but instead of trying to substitute these with virtual
meetings, change the whole song. Use this time of
change to really shake things up, bring in some fun and
create a new vibe allowing those finding the transition
difficult to start enjoying the experience. As the leader,
you are there to ‘conduct the orchestra.’ Your pep talk

Of all the complaints I hear through coaching and during
the workshops I facilitate, the one I hear most regularly
is, “They didn’t even say thank you.” Worse still, is when
the department that gets the results receives public
appreciation, but not the ‘behind-the-scenes’ crowd who
supported them. Departments like IT often go unnoticed
while the sales team takes home the bonus. Appreciation
and gratitude costs nothing, but goes a million miles to
creating happy and engaged employees.
’Connection before content,’ as said by Peter Block. Make
sure to spend time really connecting with each person
before moving onto the more pressing matters of the day,
week or year. All employee engagement surveys point
to one reality, and that is that people want to be seen,
heard, valued and to feel appreciated. In these troubled
times, a bit of love and empathy can go a long way to
developing a caring culture of loyal employees, willing to
go the extra mile.
Remember to give what you wish to receive. People
model behaviour, they no longer fall for long lectures
painting pretty pictures if the vision isn’t backed up by
values demonstrated by leadership.
2021 will require of us to dig deep, be resourceful, stay
present, be flexible all the while also being empathetic,
patient, understanding and caring. It is advisable to set
short term goals and long term intentions.

Mel Tomlinson is a COMENSA
registered business and consciousness
coach, and CEO of Performance
Booster a licenced, personal
development programme run for
businesses.
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The key drivers
of motivation

Finding the balance between intrinsic and extrinsic motivators
to maximise employee effectiveness and productivity...
Most companies have unique methods for motivating
people. When done right, this delivers an energised
workforce, inspires progress and pushes teams to excel.
But motivating employees can be tricky and with the
ongoing upheavals we’re experiencing, keeping your
workforce motivated is more challenging than ever.
“The best way to motivate your team is to find the right
balance between intrinsic and extrinsic drivers. Extrinsic
motivation comprises external factors such as money,
recognition and praise. Intrinsic motivation is when
employees find purpose in their roles, work with people
they like and develop as individuals,” says Craig Kiggen,
Managing Director of Consolidated Wealth.
“Many businesses use extrinsic motivators such as pay
hikes and incentives to drive performance, but this
can have a diminishing margin of return. In fact, when
people earn enough to sustain their desired lifestyle in
a knowledge-based environment, they look to intrinsic
drivers to fuel their performance,” he explains. “Being
aware that the balance is unique to each employee, and
optimising that balance when rewarding individuals, is the
best formula to ensure a motivated workforce.”
Kiggen’s key drivers for creating and keeping your workforce
motivated are:
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around a higher purpose
1Unite
People who find purpose in their work unlock the

highest level of motivation. Connecting your employees
to a cause bigger than themselves will give their days and
lives meaning. Motivated by this higher purpose, they
can be inspired to stretch goals and tackle seemingly
impossible challenges as they understand and care
about the outcome. So get out of mere measurement
by numbers and figures, and connect your company and
your employees’ work to people and values.

them autonomy
2 Give
People are not robots, so don’t expect them to

respond to commands. Empowered employees feel
they have a choice and a voice and are thus motivated
to perform. To encourage autonomy in the workplace,
consider these three factors:
• Congeniality: If the people in a business get along, they
are likely to stay when things get tough. So organise
activities that encourage teamwork and provide
opportunities where they can connect as people.
• Time: The COVID crisis has shown us that employees
are able to work from home and still be productive. If
your team is working remotely, establish an output driven

5 TIPS to crush "Millennial"
environment and give them the flexibility to
do the work at times that suits their current
lifestyle needs.
• Tasks: Help employees determine their own
priorities. When people have the choice to
prioritise their tasks, their productivity rockets!

mastery
3 Encourage
Learning must be ongoing for personal

and professional growth. Give employees a
sense of progress by providing opportunities
to develop their capabilities one step at a
time. The trick is to allocate tasks that foster
improvement, continual mastery and growth.
This can be a balancing act and it’s important
to avoid keeping square Bob or triangle Mary
from pushing themselves into round tasks.
But when new skills are applied successfully,
it contributes massively to inner drive and
motivation!

4 Businesses carefully tailor remuneration
Tailor your Employee Benefits

plans for each employee, but when it comes
to employee benefits, usually it’s a one-sizefits-all solution. More companies are however
starting to offer benefits that are specific
to each employee. By providing bespoke
benefits tailored for each individual by a
financial adviser, employees feel they have
the full coverage required. This enhances the
company’s employee value proposition and it’s
a strong motivator and retention tool.
“The old-school model of carrots and sticks
is becoming increasingly outdated. Many
motivational frameworks just don’t cut it in
this age. Instead, companies need to develop
motivation that focusses on the ‘complete’
employee by creating an environment that is
appealing, where their people are constantly
learning so that they deliver against a core
purpose. The result in not just a more
productive and effective workforce, but a
happier one too,” concludes Kiggen.

By Craig Kiggen, Managing
Director of Consolidated
Wealth.

communication

“More than 50% of today’s workforce is made up of Millennials. Born
between 1980 and 2000, digital communication is a basic condition
of their home, social and educational lives. So why should it be any
different in the workplace?” says Heather Mostert, a Co-Founder and
Director at Airshot. “To reach Millennials and keep them motivated,
your business needs to be communicating on their wavelength.”
She shares five tips for managing workplace communication in
the Millennial age:

■ Go digital or go home
Millennials may live on their phones, but they seldom make or take
calls. Instead they message - first thing in the morning, throughout
the day and before calling it a night. Their lives are managed through
Apps, so give your people the ability to connect with your business on
one centralised platform that makes their lives easier. Streamline their
workflow and communicate anywhere, at any time. Super handy. Super
Millennial.

■ Give them a purpose
Like other generations, Millennials have a strong set of values that
motivate them. When they can see what they are achieving, they feel
valued and are hyper driven to perform. So, keep them engaged and
connected, and what they mean to your business and the part they
are playing.

■ The feedback loop
Let’s be honest, Millennials have more opinions than most and aren’t
shy about voicing them, so an open feedback process is essential for
your people to have the opportunity to give and get feedback on their
performance and on the business. And with the right measurement
tools in place, you’ll be able to see who is engaging with your content
and when. That way, you can streamline your communications and
ensure that your messaging packs a punch.

■ Let's get visual
Millennials are an incredibly visual bunch. GIF’s, memes and emojis are
their language, so it’s safe to say that visual stimuli work for them. Use
all the visual tools that you can and keep your communication simple
and incredibly easy for everyone on your team - Millennial or not.

■ Recognition
Growing up with instant gratification, one of the Millennials’ most
distinctive features is their need to be recognised, by their superiors
and (especially) by their peers. To motivate performance, recognise
the teams and individuals that are achieving through incentives and
rewards.
Heather recognises that Millennials are a different breed, but they are
hardworking, dedicated and a huge asset in any business. “You just need
to make sure that you’re communicating on the same wavelength. Use
technology, leverage their values and encourage collaboration, and your
Millennials will be both effective and productive in your business.”
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Looking to
the future
of HR Tech
2020 was perhaps the most challenging
and important year for HR on record.
As businesses struggled against the
global pandemic, People teams were
crucial, with 87% of HR leaders saying
their teams played a vital role in driving
change, enabling remote working, and
supporting staff.
As we transition into 2021, People departments will be at
the center of transformation, using technology in innovative
ways to drive successful and sustainable working.

HR will use digital tools to cement its leadership in
business resilience and sustainable working
With the disruption of COVID-19 set to continue,
workers will remain atomised and separated from the
office environment. Hybrid working, unfamiliar to many
businesses only a year ago, will become the status quo.
A core priority for businesses will be to maintain
consistency and resiliency, so that the initial disruption to
work caused by COVID won’t be repeated again. To keep
pace with a changing, increasingly digital workforce, twothirds (69%) of People executives believe the HR function
needs to completely transform itself.
A business is only as resilient as its people, so HR and
People teams will focus intently on employee wellbeing
and experiences. Sustainable working practices – where
employees feel happy, healthy and supported – are key
to productivity and a successful business. Yet it can be
challenging to maintain when employees are so dispersed.
The rhythm of work is often intense, which can take a toll
on employees’ mental health and wellbeing. Experiencing
this in isolation has seen Americans’ mental health hit a
20-year low. Unless businesses can mitigate these effects,
they will struggle with burnout and employee retention.
That’s why HR is likely to increase investment in employee
monitoring and analytics. These tools will help People
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leaders to understand the changes that occur in the
organisation in real-time. They can see how the virtual
employee experience is developing and move quickly
to allocate extra resource and support when needed.
Designing for flexibility rather than efficiency is expected
to bring real benefits by 52% of HR leaders.
Work events and socials - put on pause for many
businesses - will also see a comeback in a virtualised
form. This is alongside emerging initiatives, such as the
virtual commute which some companies are exploring
to encourage employees to recharge and prepare for
the working day. However, in taking a more active role
in employee’s professional and personal lives, People
teams must be careful to not overstep the mark. Virtual
team events should be planned into the working day to
avoid burn out, and employees busy schedules should
be considered - they won’t appreciate more to-do lists or
constant check-ins from HR.

Collaboration tools become the new desktop
When people are separated, collaboration inevitably
suffers. We’ve seen this during the pandemic, and
businesses are starting to appreciate that it’s teams working
together, rather than individuals working by themselves,
that contribute to organisational success. In 2021, HR will
take a more proactive role in encouraging teamwork and
collaboration. Ability to work with colleagues will become a
more central factor in employee assessment and appraisal.

The power of AI for HR lies in detecting patterns and
trends in data which are almost impossible for humans
to notice or analyse. Based on that analysis, AI tools
hold the promise of prediction and can offer business
recommendations, providing better lead indicators that
help managers prepare for - rather than just respond to
- problems. For example, People leaders will be able to
identify employee’s in danger of leaving the company, and
where the business could have a particular skills gap in the
near future. Armed with insight, they can confidently adjust
their policies.
Indeed, we’re reaching the stage where all work
conversations, whether by video, email or message, can
be measured and analysed. Organisations can obtain
data on how long and at what times an employee is at
their workstation. For an HR team to be monitoring and
analysing all this information would be impossible, but it’s
not for AI.
Similarly, when a project fails the wider team will be
assessed to understand where and why the breakdown
occurred.
Keeping collaboration alive in a remote environment also
requires a technological shift. Collaboration platforms
like Zoom, Teams and Slack have been critical to bringing
colleagues together and keeping a steady stream of
communication during lockdown. The next step will be to
integrate these tools with HR and other business systems,
to give employees faster and easier access to apps, data,
and self-service options.
We will see important HR announcements and virtual
shout-outs communicated through employee recognition
tools, integrated with the collaboration platforms staff are
already using. When an employee succeeds or embodies
a company value in their work, they will receive an
automatic congratulation, boosting morale and improving
remote engagement.

AI will become the guardian of employees, but it
will also kickstart debates on privacy and trust
Next year will also be very significant for the use of AI and
machine learning in People management, with 47% of HR
leaders expecting to increase their investment. It already
plays a central role in the recruitment function of many
businesses, but that role will now extend to giving HR
entirely new capabilities.

By implementing AI into their technology stacks, People
teams can achieve accurate sentiment and behavioural
analytics. Analysing a range of factors, from the tone of
their voice to what time they start work in the morning, a
business can tell when an employee is struggling and under
pressure. HR can then intervene to ensure the employee
gets the support they need before they burn out or take
time off. These kinds of activities will form the backbone of
sustainable working initiatives.
However, AI must be treated with caution. Its introduction
into HR operations is already raising debate around
ethics and privacy issues, which will only grow as more
AI tools are adopted. This was the case when Microsoft
launched productivity scoring and monitoring capabilities
to its Teams platform, which have since been scaled
back following criticism. The controversy underlines
the importance of employee inclusion when it comes to
introducing AI. It’s crucial that the technology isn’t imposed
on employees without their consent and education of its
benefits. People teams must also ensure that AI-driven
decisions don’t lead to discrimination or victimisation of
employees. Data doesn’t tell the full story and human
judgement must remain the deciding factor in every case.

By Paul Burrin, Vice President, Sage
People at Sage.
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Choose the right hosting
package for your business
When you start a business, there's a lot to think about. One of the things not
initially considered is where to host your website. But it's an important step
in getting your business online.
A reputable and reliable hosting provider will give you
access to the customer service and support you’ll need.
Xneelo, South Africa’s leading specialist web hosting
company, has shared a few tips on what to look for
when you’re trying to find the right web hosting partner.

Web hosting basics
What is web hosting? Simply put, web hosting is your
website’s home on the Internet. A web hosting provider,
like xneelo, ‘rents out’ allocated space on its servers to
customers for a fee. The cost of web hosting depends on
your specific requirements. The web hosting packages
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are made up of several features like email accounts, disk
space for storing files and the number of visitors allowed
(traffic quotas).
Depending on your business’ requirements, you may
need only a portion of a server or the entire server.
Renting a portion of the server is called shared hosting
as you share the server with other customers. Your
hosting provider will continuously monitor all the
hosting accounts on the server, making sure that no one
is abusing the shared hosting space and slowing the
other customers’ websites down.

If you require a lot of disk space or expect a large
amount of traffic, you may want to rent an entire server
- this is known as dedicated hosting. With dedicated
hosting, you have the option of having the server
maintained on your behalf (Managed Hosting), or you
can manage the whole server, the updates and security
yourself (Self-Managed Hosting).

Choosing a hosting package
Choosing a hosting package that’s right for your
business depends on several factors including your
business’ specific website needs. Factors you may want
to consider are:

1. The resources you’ll need:
Hosting packages normally include specific quotas for
resources such as disk space and traffic. You’ll need to
factor how much your website will need when making
your hosting package decision. If your website is a
simple corporate site, a small e-commerce site or a
personal blog, a shared hosting package is best. If you
are running a popular website with a large number of
visitors, a custom website with specialised software
or if you have specific configuration requirements, a
dedicated hosting plan would be more suitable.

It’s important to understand your resource needs before
selecting a web hosting package. While it’s possible to
adjust your package based on our needs, exceeding your
allocated quotas could lead to unnecessary over-usage
costs.

2. Technical assistance:
How much control you want and assistance you’ll need
will dictate the type of hosting plan you choose. If you
require every aspect of your web hosting managed for
you, including software updates, security patches and
networking, then a shared hosting plan would be your
best choice. While all aspects of hosting are managed
by the hosting provider, most hosting providers will not
assist with your website design and development.
If you need more control over your hosting and you are
willing to assume a bit more responsibility in keeping
everything up to date, a Self-Managed Server would be
suitable for you. In this case, the hosting provider only
provides the server and a place in the data centre. You
manage all other aspects of the hosting, including which
operating system and other software are installed.
Finally, If you are looking for a balance between control
and support, then a Managed Server may be your best
bet. Here the hardware, networking and software are
provided and managed on your behalf, while you get
access to the entire server.

3. Capacity to scale
Scalability is important when choosing a hosting provider
and web hosting package. While you may start small,
you’ll want to be able to upgrade your hosting package
with ease as your business grows. Be wary of any hosting
provider who makes upgrading or downgrading between
packages unnecessarily complicated or costly.
Lastly, no matter the package you choose, you want a
hosting provider that prides themselves on their customer
service, and one that makes themselves available to you
24/7. The customer support team should be available by
phone and email and should also provide you with helpful
resources to guide you if you prefer to figure things out
on your own.
When you’re ready to share your product or service
online, it’s important to choose the right hosting package
- and provider - to help you do that. With more than
500,000 websites hosted, xneelo knows how to support
its customers to start and grow their businesses online.
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How's your email security?
With 94% of malware delivered by email last year, it is crucial
to continually educate and inform your staff of the threats to
watch out for, and how to identify potential social engineering
attacks.
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The lockdown has highlighted the importance of
cybersecurity as an integrated business process,
especially given the normalisation of remote working.
But while the focus has been on safeguarding employee
devices, email security has fallen by the wayside. And
yet, 95% of cyberattacks leverage email as an entry point
into organisational back-end systems.
Perhaps even more concerning is that last year 94% of
malware was delivered by email. Fast forward to the
present and the dynamic challenges, and organisations
can ill afford to neglect one of the most fundamental
elements of their business.
But email defence entails more than just installing
an anti-virus or firewall. It centres on increasing the
business resilience against all forms of malware while
still delivering business continuity and disaster recovery
should the worst happen.

COMPLEX ISSUE
Of course, this is as much a technology problem as it is a
human one. In the case of the former, organisations must
be aware of not only endpoint protection, but backup
storage best practice, the importance of encryption, and
even recovery testing of backup data when it comes
to employee emails. For the latter, it is about continual
education campaigns that keep staff informed of the
threats to watch out for and how to identify potential
social engineering attacks.

From customer contracts to client
files, sensitive documents to
contact information built up over
years of engagement, none of this
will be safe if a hacker locks down
company data with ransomware.
especially if it is known to the underground community
that it pays ransomware.

MORE SERIOUSLY
Local organisations must take their email security and
business resilience more seriously. Yes, there are many
‘fear, uncertainty, and doubt’ campaigns muddying the
waters especially when it comes to the seriousness
of the threat. But it is about taking a more proactive
stance and implementing the right kind of cybersecurity
solutions, updated policies to reflect business continuity
requirements, and educating staff on email and other
threats such as social engineering.
The business landscape will be radically different
this year. If cybersecurity does not form part of the
new environment for a company, then its chances of
remaining relevant will all but disappear.

Despite the risk to operations, many companies still
believe their existing cybersecurity solutions and
approaches will provide adequate defence against
sophisticated threat agents. Sadly, the reality is that it
is only a matter of time before they get compromised.
Surviving a random virus might be relatively easy, but
overcoming a concerted ransomware attack is on a
whole other level.

TIPS TO UP YOUR EMAIL SECURITY

Imagine the consequences if a business cannot recover
its email data. From customer contracts to client files,
sensitive documents to contact information built up over
years of engagement, none of this will be safe if a hacker
locksdown company data with ransomware.

• Know the sender, don’t just open emails and click on
links and attachments.

Anecdotal evidence suggests that companies who do
end up paying ransomware will likely need to close their
doors within six months of doing so. The repercussions
are far-reaching both from a financial and reputational
perspective. And then you have the likelihood that
hackers would simply target the business again,

• Use Strong passwords: Utilise a minimum of 8
characters, with upper and lower case, random numbers
and letters.
• Change your password regularly.
• Ensure you have email security. That includes
protection from phishing, spam and viruses, and allows
for policies.

• Have a compliant archive to ensure continuity and
governance.

By Mayleen Bywater, Senior Product
Manager for Email and SMS at Vox.
YOUR BUSINESS | February-March 2021

65

FLEXIBILITY. AFFORDABILITY. SCALABILITY

The future of
work is here!

WHY PAY FOR EXPENSIVE OFFICE

ADAPT TO THE CHANGING TIMES WITH

• SHARED OFFICES

FLEXIBLE, CONVENIENT, AND AFFORDABLE

• VIRTUAL OFFICES

COWORKING SOLUTIONS TAILORMADE TO
BUILD AND SUSTAIN YOUR BUSINESS.
WITH BRANCHES IN THE VIBRANT LIFESTYLE

OVERHEADS WHEN YOU CAN PAY
FOR WHAT YOU NEED AS YOU NEED?

• HOTDESKING

• PRIVATE OFFICES
• MEETING ROOMS

HUBS OF CLAREMONT, CONSTANTIA AND

ALL UTILITIES, INTERNET

SOMERSET WEST, VENTURE WORKSPACE

CONNECTION AND RECEPTION

PROVIDES THE PERFECT ALL-INCLUSIVE

SERVICES INCLUDED WITH THE

EXPERIENCE FOR BOTH WORK AND PLAY.

ADDED BONUS OF FREE PARKING.

www.ventureworkspace.co.za | 021 035 1400 | work@ventureworkspace.co.za

