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You have 
it, why not 
use it?

Why do new 
customers buy from 
your business? Why 

do existing customers 
stay with you?
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“If those reasons are really strong enough for 
them to buy from me, then why don’t ALL the 
potential customers buy from me?”

If you cannot give immediate and compelling answers to these 
questions then you are operating blindly. If you can answer these 
questions then ask yourself: 

 The truth is that very few businesses have any kind of 
clarity about why customers come on board and then 
stay or go. Much of new business development relies on 
energy and luck. A lot of customer retention has more 
to do with inertia and relationships, than product and 
service superiority. Lost customers are blamed on unfair 
competition. The risk is that any competitor who finds a 
real compelling factor to attract customers is likely to grab 
them all.

This is an unnecessary risk, because the reasons customers 
join, stay or go are frequently in the business, but the 
information is not analysed or acted on. This leads to an 
ongoing loss of customers for little understood reasons, 
and an inability to duplicate the factors that brought new 
customers

It is very similar to the development of a customer 
database, the theme of these articles last year. 

All the information for a customer database resides in the 
company records. The problem is that it is scattered in 
debtors’ records and cell phone contacts, in e-mail, address 
books, sales analysis and in notes or in the minds of sales 
people and warehousemen. Too often this information is 
not collated into a database and used.

In exactly the same manner the reasons customers 
join, stay or go are often available in the business, but 
unused. For example when a customer is lost, the sales 
pattern can generate actions to reduce the risk of losing 
other customers. Before a customer stopped buying, 
did his orders taper off or did he stop buying products 
he previously purchased? Which other customers are 
displaying the first signs of this trend? It is time to talk to 
them, they may be looking elsewhere.

Other information about the lost 
customer can be as easy to use. Was 
there a change in management? Were 
there complaints or a change in the 
pattern of payment? Was a change 
in price or terms a factor? When 
was the previous review with their 
management? Unless this information 
is extracted and examined, there is 
no way of eliminating the causes 
of this loss and so preventing other 
customers from leaving. 

New customer gains can be made 
by duplicating the factors that 
motivated recent new customers to 
join. Which products did they buy 
first? Which manager or staff member 
was involved in securing the first 
order? Which competitor did they 
switch from? Are there patterns? Now 
duplicate the pattern.

In very large businesses they speak 
of data mining – extracting valuable 
business information which is in the 
records, but not visible. SME’s can 
do exactly the same, without the 
expensive software systems. Make 
a New Year’s resolution not to miss 
opportunities simply, because you did 
not look for and collate the available 
information.

This article was written by consultant Ed Hatton. See www.themarketingdirector.co.za for more information. Ed’s business 
advice blog is at http://marketingstrategy.co.za

How to quantify the most crucial financial 
planning risks in your business. FIND OUT MORE

Licensed Financial Services Provider

www.themarketingdirector.co.za
http://marketingstrategy.co.za
http://www.sanlam.co.za/businessowners/business-tools/1-2-3of-business/Pages/1-2-3-of-business-owners.aspx/?tp=1&sp=79&cp=001&bp=001
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 BUSINESS  
 STRATEGY 

Your “GPS” 
for future 
growth

Article produced 
by Jannie Rossouw, 
Head: Sanlam 
Business Market

Due to the pressures of time on business 
owners not enough attention is given to the 
composition of the business strategy and 
in particular to detailed business planning. 
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 It helps management to take better and more informed decisions.
 It focuses the attention of the staff on what is important for the business’ future success.
 It gives the business the competitive edge by focussing on what the business is good at and 

specialises in.

Sometimes 
it is simply 
a matter of 
“load and 
shoot, and 
then aim”.

benefits

Two possibilities
The process for the development of a strategy requires 
various and complementary skills, and experience. There are 
two possibilities:

 Involve the senior staff from your business’ 
functional areas:

  Finances  Human resources
  Production  Client services
  Marketing   Sales  If you are a sole owner, you may also obtain the 

benefit of other expertise and experience by 
using, as a sounding board, an external team of 
experts, which may include your:

  Accountant/bookkeeper
  Attorney 
  Financial planner
  Personal banker
  Property adviser
  A good friend or acquaintance with a   
  successful business

You do not necessarily have to pay them for the time they 
put at your disposal. Give them a small token of appreciation 
and offer to do the same for them.

For me business strategy is the creation of ideas, the 
development of suggestions and the description and further 
analysis of a personal vision that will direct the future of the 
business, in order to profit from trends, new developments 
and opportunities. It should further also embody the vision 
of the owner(s) of the business.

A well-composed business strategy has the following 
benefits:

Most of us are inclined to spend  
more time “in” our businesses and  
not sufficient time “on” our 
businesses.  
This truth urges us to different 
insights and actions.

Ensuring the continued existence of 
our businesses is enough reason to 
make time in our diaries to create 
the strategy for our business and to 
review this continuously. If we are too 
busy with other responsibilities, no-
one else in the business will take up 
the responsibility of figuring out the 
strategy.

Business Owner, are you financially fit?  
Get a free Financial Fitness Analysis FIND OUT MORE
Licensed Financial Services Provider

www.sanlam.co.za/businessowners/business-tools/Pages/financial-fitness-analysis.aspx/?tp=2&sp=79&cp=001&bp=001
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Capitalise 
on business 
trends
In business we are mainly concerned 
with the “here and now”. The future is 
a dream, but the present a reality. The 
reality is that the world is changing daily. 
New discoveries, political decisions that 
affect the macro-economy (e.g. interest 
rates, exchange rates), as well as socio-
economic consequences have an impact 
on people, economies and businesses. 

Would it not be good to have a kind of crystal ball to make the future 
more “tangible”? This is the area of trend analysis. 

Artikel geskryf deur 
Jannie Rossouw, 
Hoof: Sanlam 
Besigheidsmark
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According to the website 
businessdictionary.com, a 
trend is a pattern of gradual 
change in a condition, output 
or process. 

This gradual change can have an impact on your product 
or service, as well as the way in which you do business. 
Consider how the digital media (internet, blogs, email, 
Kindle, iPad) are changing the printed media (newspapers, 
magazines, books). 

Where can I obtain 
information on trends? 
There are several sources. I use www.trendwatching.com for 
an international perspective on consumer behaviour, and 
www.clemsunter.co.za for a longer-term South African view. 
You can also find very useful information in newspapers, 
magazines and TV programmes. Look at what is advertised, 
who the new role players in your industry are, and what they 
are offering clients that differs from your value proposition. 
Also look at what the discussion focus of the day is.

How do I respond to trends? 
Here is a 5-point process you can follow: 

01

Identify the 
trends that 
could have an 
impact on your 
industry and 
business.

02

Classify the 
trends as 
opportunities 
for or threats 
to your 
business.

03

Conduct 
a further 
investigation to 
understand the 
trends better.

04

Determine your 
response (the 
“what”) to the 
trends.

05

Plan your 
response (the 
“how”) to the 
trends. 

Trends do not give a precise prediction of the future, but rather serve as guide-posts to help us to 
prepare for a future that will differ from today.

Buy & sell Business Owner  
Who will be your new business partner if 
your current partner passes on?

FIND OUT MORE

Licensed Financial Services Provider

http://www.trendwatching.com
http://www.clemsunter.co.za
https://www.sanlam.co.za/businessowners/buyandsell/Pages/default.aspx?tp=1&sp=79&cp=001&bp=001
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The 
building 
blocks of 
a business 
strategy
Everyone who has been in 
business for some time has 
a “recipe” for the formulation 
of a business strategy. In this 
article I share the primary 
building blocks of the business 
strategy framework I use when 
I assist small to medium-sized 
businesses with planning. 
These building blocks will be 
explained further in future 
articles. 

In order to achieve success in business you need an in-depth 
knowledge of the target market for your product/service. You 
should be able to at least answer the following questions:

 Do I have a written definition of the target market and target 
client?

 Do I understand the unique needs of my target market and 
client for which I will be offering a solution(s)?

 Do I know who my competitors are and what their value 
proposition is?

 Do I understand the market trends that will have an impact 
on my industry?

 Am I following a niche market strategy?

It all starts 
with a 
target 
market and 
target client
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Business elements 
that require further 
analysis

 Analyse the business output for the past 12 months
 Your best learning experiences result from previous 

successes and disappointments in business.

 Know the nature of your business
 The value system adhered to by you and your staff will 

make or break the trust between your clients and the 
business. 

 Do a proper role assessment
 Sometimes we fulfil roles in and through our business 

that we should rather leave alone or outsource. Other 
roles are not up to standard and should be addressed 
and improved. 

 Identify and formulate the strategic objectives  
of the business

 Formulating and recording objectives are extremely 
important. There are simple techniques that can be 
applied to create clearly defined objectives. Longer-
term (>12 months), medium-term (>6 to <12 months) 
and short-term (<6 months) objectives can be 
formulated.

 Plan for success
 There are certain mechanisms to ensure the best 

chance of a successful outcome, i.e. achieving an 
objective. Dedicated action, whereby all resources are 
used optimally, supports success. 

Article written by Jannie Rossouw, Head: Sanlam Business Market

Tools you can use 
immediately
Sanlam offers you two free tools that can be 
downloaded from our website to assist you with the 
planning process. 

 The Business Plan Book in English and Zulu

 The Business Turnaround Book in English

 Your Annual Business Game Plan for Success  
in English

How 
competitive 
are you 
really? 
Knowing who your competitors are 
and what their value proposition is, is 
not enough. Also note the following 
elements: 

 price strategy (special offers, 
discounts offered)

 packaging
 marketing elements 
 distribution (method of 

distribution and place/locality)

Armed with this information you 
are now able to make meaningful 
comparisons and adjustments where 
necessary. 

My team  
of experts
In a small business, the owner usually 
has to take responsibility for the entire 
value chain. However, it is possible 
to involve certain skills from outside 
your business when determining the 
strategy of your business. People like 
your accountant, lawyer, a very good 
friend who is successful in business 
and even your financial planner could 
provide valuable input and insight. 

In-flight 
adjustments 
A business strategy is not a static, 
once-off process, but rather a dynamic 
process in which regular adjustments 
are made as we learn from practice.

https://www.sanlam.co.za/businessowners/business-tools/Pages/creating-a-business-plan.aspx?tp=1&sp=79&cp=001
https://www.sanlam.co.za/businessowners/business-tools/Pages/the-business-turnaround-book.aspx?tp=2&sp=79&cp=001
https://www.sanlam.co.za/businessowners/business-tools/Pages/your-annual-business-game-plan-for-success.aspx?typeparm=3&sparm=79&cp=001
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BUSINESS 
STRATEGY: 

What can 
we learn 
from the 
past?

 “In the business 
world, the rear-view 
mirror is always 
clearer than the 
windshield.” 
Warren Buffett

Article written by Jannie Rossouw, 
Head: Sanlam Business Market
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One’s natural inclination is not to put enough effort into 
keeping an updated list of events/results and outputs in 
respect of one’s business. We remember negative events 
more easily.

I want to suggest that you make a point of regularly writing 
down and acknowledging the successes you achieve in 
your business. 

Think of the following examples:

 Our year-on-year profit growth has been 20% (our 
target was 12%)

 Our staff turnover was 5% for the previous financial 
period

 We opened 5 new branches
 We were able to grow our market share by 15%

In order to obtain a balanced perspective on 
our businesses, we also have to write down the 
disappointments/failures. James Joyce (Irish novelist and 
poet) on occasion said: “Errors are the portals to discovery.”

Think of the following examples:

 We lost a key individual to the competition
 Our bad debt is 14% higher than last year
 We were unable to obtain the capital required to finance 

one of our key projects
 We did not achieve our 20% turnover target

Over the years I have seen that, if you first list the successes 
and then the disappointments, the list of successes is 
usually longer than the disappointments. If one’s focus 
is first on the negative outcomes, they dominate one’s 
thoughts and this makes it more difficult to list the 
successes thereafter.

The next step is to identify the “learning experiences” out of 
the successes and disappointments you just listed.

These are a few interpretations of the examples listed above:

It is one thing to identify the 
learning experience, but quite 
another to put it into practice 
in the business. Here are a few 
suggestions to consider:

 Update the learning 
experiences in the written 
business strategy document 
(make it visible).

 Identify the business area 
where the learning experience 
applies and allocate a 
responsible person to ensure 
that the implication of the 
learning experience is taken 
into account in all further 
decision-making.

 Make the monitoring of 
the implications part of the 
feedback process where 
the implementation of the 
business strategy is updated.

 We did not achieve our 20% turnover target 
 Learning experience: We have to make sure that the assumptions we use to do financial 

modelling, are well thought out.
 We lost a key individual to the competition 

 Learning experience: We have to know who our key staff members are. We also have to 
ensure that they have sufficient reason to stay with our business.

 Our bad debt is 14% higher than last year 
 Learning experience: A credit analysis should be done for all new clients that apply for 

credit terms.

Although we cannot 
turn back time, 
we can learn from 
events in the past in 
order to bring about 
a better future. 

Business Owner? Signed surety for 
business debt? FIND OUT HOW TO REDUCE THIS RISK

Licensed Financial Services Provider

https://www.sanlam.co.za/businessowners/signsurety/Pages/default.aspx?tp=1&sp=79&cp=001&bp=001


12

Values 
form the 
character 
of my 
business

In the www.thefreedictionary.com character 
is defined as the combination of qualities or 

features that distinguishes one person, group 
or thing from another. It is also said that a 

person acts ‘in character’ when he/she does 
things that you would expect from him/her.

Artikel geskryf deur 
Jannie Rossouw, 
Hoof: Sanlam 
Besigheids mark

http://www.thefreedictionary.com
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Are you able to answer  
the following questions: 

I am of the opinion that the character of a business is formed by the values 
adhered to by the business. www.businessdictionary.com defines values as 
important and lasting beliefs or ideals shared by the members of a culture (in 
this case the people in a business) about what is good or bad and desirable or 
undesirable. Values have a major influence on a person’s behaviour and attitude 
and serve as broad guidelines in all situations.

In the context of business the mutually agreed upon values guide the behaviour 
of the staff, so that clients are able to judge the character of the business.

Let us look at a few examples of the values that may apply to a business.

 How do clients distinguish my business from the competition? 

 Do my staff and I act ‘in character’; in other words can our clients 
trust our word and do we not contradict ourselves?

 Fairness 
 Innovation
 Community involvement
 Trustworthiness 
 Reliable 
 Loyal
 Committed 
 Receptive 
 Consistent 
 Honest 
 Effective 

 Creative 
 Jovial 
 Adventurous 
 Motivated 
 Positive
 Optimistic
 Inspiring
 Passionate 
 Deferential 
 Educated/competent
 Respected 

Which of the above values find favour with you? Now compile your own list 
and select three to five values that will distinguish your business from the 
competition. Then share this information with your staff and agree on how this 
will be given shape within your business. Values are not worth the paper they are 
written on, unless they get ‘feet and legs’ and are lived out by everyone in the 
business, from the owners to the most junior staff members.

Mahatma Gandhi once said the following:

“Your beliefs become your thoughts, your thoughts 
become your words, your words become your actions, 
your actions become your habits, your habits become 
your values, your values become your destiny.”

Are you a Business Owner? 5 reasons why 
you should consider a retirement annuity

FIND OUT MORE
Licensed Financial Services Provider

http://www.businessdictionary.com
https://www.sanlam.co.za/businessowners/retirementforbusinessowners/Pages/default.aspx?tp=1&sp=79&cp=001&bp=001
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The roles my 
business fulfils

“It often happens that I wake at night  
and begin to think about a serious 
problem and decide I must tell the Pope 
about it. Then I wake up and remember 
that I am the Pope.” 
Pope John Paul XXIIIArticle written by 

Jannie Rossouw, 
Head: Sanlam 
Business Market
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The third step is to rate your results (how well you perform the role in your 
business). Allocate a point out of ten for each of the eight roles.

 1 = no results
 5 = average results
 10 = no room for improvement – we are perfect

Now choose one role out of the eight. It does not necessarily need to be the 
one allocated the lowest mark, but should be the one that can result in the 
most progress for your business if your performance here improves on this 
rating. Keep a twelve-month horizon in mind.

The first step is to list all the roles that your business currently performs. 
Here are a few examples to stimulate your train of thought:

 Business-owner  Deal Maker 
 Employer  Wealth Creator 
 Marketer   IT user
 Manager of people   Compliance Manager 
 Product Developer   Legal Expert 
 Distributor   Sales Manager 
 Financial Manager   Trainer/Coach 
 Procurer 

The second step is to select eight roles that are most appropriate to  
your business.

I am sure that we can all identify with the above quotation. Business-owners are 
“chief cooks and bottle washers”. Like people our business also has different roles 
to fulfil. It is important to know exactly what those roles are, because someone (a 
person or a team) in our business must take responsibility for this specific aspect, 
otherwise it is not seen to.

This exercise is very useful for allocating responsibilities in a business. It often 
happens that a business team is under the illusion that “somebody” – usually 
not them – takes care of marketing, for example. However, if this area of work is 
scrutinised more closely, they discover that “everyone” is giving inputs, but nobody 
is actually being held directly responsible for this specific role and function.

This exercise enables you to set targets per 
chosen role, knowing that it is possible to 
allocate responsibilities and also that you have 
not missed out on an important area of work.

01

02

03

04
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Business goals  
that make sense
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Guidelines
It is relatively easy to set goals if you adhere to 
the following guidelines:

Use the “SMART” principles.

S  = Specific

M  = Measurable

A  = Appropriate

R  = Result or process goal

T  = Time-based

General: Start with a verb

Principles 
A few principles apply:

 The planning horizon for the formulation of goals for 
the purposes of this exercise is 12 months from now.

 It would be sensible to create at least 1 goal per role.
 IThe role you chose as the focus role should have  

3 to 5 goals.

Examples
 Make a profit of R2.5 million by 28/02/2014  

(example of a result goal = specific end date)
 Develop two new product lines by 31/12/2013
 Establish a new distribution channel by 30/09/2014
 Identify five new ways of marketing my/our value 

proposition by 30/10/2013
 Do a monthly client satisfaction survey (example of a 

process goal = recurring)
 Identify two new sources of clients by 31/09/2013

Tip: It works well if you have a page per role for the 
formulation of your goals.

“Goals are the steps  
to success
Jannie Rossouw

In our previous 
article, namely  
“The roles my 
business fulfils” 
(click here for 
a link to the full 
article) I suggested 
that it would be 
productive to 
identify the roles 
(8 in total) fulfilled 
by your business. 
Further you also 
have to decide 
which one of the 
roles could benefit 
your business most 
if it should improve 
dramatically.
The focus of this article is the 
provision of guidelines in order 
to formulate goals for the eight 
chosen roles. 

Article written by Jannie Rossouw,  
Head: Sanlam Business Market

http://online-hosting.co.za/e-books/V3774/download/Business%20Tips%2007.2013%20The%20roles%20my%20business%20fulfils.docx
http://online-hosting.co.za/e-books/V3774/download/Business%20Tips%2007.2013%20The%20roles%20my%20business%20fulfils.docx
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Ensure that 
you reach 
the strategic 
goals 
of your 
business

Article written by Jannie Rossouw,  
Head: Sanlam Business Market
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Zig Ziglar 
(American 
sales expert, 
motivational 
speaker and 
writer) once said 
the following 
about reaching 
goals: 

“A goal properly 
set is halfway 
reached.”

It often happens 
that goals which 
management has 
bought into are set, 
but thereafter nothing 
much is done to 
ensure that these 
goals are reached. 
Here are a few tips 
that may help you 
create a greater sense 
of security in respect 
of reaching your 
business’ strategic 
goals.

 Assign responsibility
 It may sound obvious, but we often fail to appoint 

members of our management team or staff and to 
assign the responsibility for the implementation of 
specific goals to them. It is also good practice to make 
such responsibilities part of the critical performance 
areas of the manager or staff member. It is said that 
people sometimes do what you ask them to do, but 
almost without exception do what you pay them to do.

 Document the expected output
 Before responsibilities are assigned, you should be 

clear on the expected output. It could be of value to 
document these outputs so that you do not have to 
wonder, at a later stage, what the original aims of the 
targets were. It would also aid with the contracting 
referred to above.

 Allocation of resources
 One swallow does not make a summer, so the person 

to whom the responsibility has been assigned to strive 
towards a goal, may not necessarily have the capacity 
and ability to push the goal through to the expected 
output on his/her own. Beforehand, determine the 
capital and human resources required to optimally reach 
the goal and then allocate adequate resources to the 
task/project.

 Regular feedback
 The progress made in the reaching of the strategic 

goals should be a standing agenda point at every 
management meeting. This confirms the importance 
of the goals. Deviations and challenges may then be 
addressed timeously.

 Replanning 
 We do not live in a perfect world and we also do not 

have all the facts available when we decide to pursue 
certain goals. Only once we are actively pursuing a goal, 
we may find that it is not realistically viable, or able to 
provide us with the expected output. It may, therefore, 
happen that a strategic goal has to be amended or even 
scrapped and that an alternative goal may be more 
relevant. Therefore, be open to amending your plan of 
action as and when necessary.

 Reward 
 Apart from making people responsible for certain 

outputs, it is also a good business practice to reward 
(other than with an annual bonus) people/teams when 
they perform exceptionally in the reaching of and 
exceeding the contracted outputs. Bring the quantum 
of the reward in line with the size of the output.

Business Owner, are you Financially Fit? 
Get a free Financial Fitness Analysis here!

Licensed Financial Services Provider
FIND OUT MORE

www.sanlam.co.za/businessowners/business-tools/Pages/financial-fitness-analysis.aspx/?tp=2&sp=79&cp=001&bp=001
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Research is a science on its own. For 
this reason we very often complicate the 
task and content of research. This can 
discourage people from participating in 
research studies or even from giving their 
honest opinions on the questions posed.

The role and 
place of research 
in a business
Article written by 
Jannie Rossouw, 
Head: Sanlam 
Business Market
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A few general usages of 
research

 To know who the competition for your business is and what their 
value proposition is, as well as their competitive advantages

 To evaluate the viability of a new product/service
 To find new niche markets for products or services
 To assess the service that your business delivers

Ideally-speaking we should formulate a single “open” question. When people are 
offered the opportunity to give their frank opinion or feedback; namely, without 
answers provided as options, we obtain valuable feedback and insights from 
respondents. There is, however, also place and scope for the use of structured 
research methodology.

A few examples of “open” questions for obtaining feedback from existing  
clients are:

 What is your service experience of ... (the name of your business)?
 How can ... (the name of your business) improve our service to clients?
 What can ... (the name of your business) do to ensure that you become a 

regular client of our business?

There are certain guidelines that can be followed to ensure a statistically 
grounded research outcome. With 350 responses it will already be possible to 
observe certain trends in the feedback.

Neil Armstrong once said: 

“Research is creating new knowledge.”

Use research to gain better insight regarding 
who your clients are and how their thinking 
and frame of reference meshes. It takes a little 
intellectual work, but the results can have a real 
impact on the decisions that we take.

Research offers us the opportunity to analyse and interpret consumer behaviour. 
It is grounded in a random sample of the whole (also called the universe). For 
this reason it is essential to select the target audience carefully and to word the 
questions appropriately.

Research ought to be the departure point of our decision-making, as any product 
or service adjustment or evaluation has an impact on our clients. Indeed we 
develop products and services to resolve their needs and problems.

Research can also be used to acquire useful information on a wide variety of 
subjects. A few general usages are the following:
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Connecting 
the dots

This is the final article in our series 
on “Business Strategy: Your GPS 
to future growth”.

Article written by 
Jannie Rossouw, 
Head: Sanlam 
Business Market
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Articles
Below is a summary of the articles we published in the course of 2013, which 
highlights the main elements to address and consider when you develop your 
business strategy.

Click on the subject heading for a direct link to the article:

 Who to involve when developing a business strategy
 How to capitalise on business trends
 The building blocks of a business strategy
 Business outcomes: What can we learn from the past?
 How values form the character of your business
 The roles my business fulfils 
 Creating sensible business goals
 Ensure that you achieve the strategic goals of the business
 The role and place of research in your business

It is productive to have an inclusive approach when developing your business 
strategy, as your staff and management need to take ownership for the 
implementation thereof. Employees are the people who deal with our clients. 
Their insights might prove to be invaluable in influencing and improving your 
business strategy.

May your business grow from strength to 
strength in the year to come.

Is the following  
quote true for your 
business?
“Employees are a company’s greatest asset - they’re your competitive 
advantage. You want to attract and retain the best; provide them 
with encouragement, stimulus, and make them feel that they are an 
integral part of the company’s mission.” 

Anne M. Mulcahy – former chairperson and CEO of Xerox Corporation

How to quantify the most crucial financial 
planning risks in your business. FIND OUT MORE

Licensed Financial Services Provider

http://online-hosting.co.za/e-books/V3774/download/Business%20Tips%2002.2013%20Business%20Strategy%20-%20Your%20GPS%20for%20future%20growth-Who%20to%20involve%20when%20developing%20a%20business%20strategy.docx
http://online-hosting.co.za/e-books/V3774/download/Business%20Tips%2003.2013%20Capitalise%20on%20business%20trends.docx
http://online-hosting.co.za/e-books/V3774/download/Business%20Tips%2004.2013%20The%20building%20blocks%20of%20a%20business%20strategy.docx
http://online-hosting.co.za/e-books/V3774/download/Business%20Tips%2005.2013%20Business%20outcomes%20-%20What%20can%20we%20learn%20from%20the%20past.docx
http://online-hosting.co.za/e-books/V3774/download/Business%20Tips%2006.2013%20Values%20form%20the%20character%20of%20your%20business.docx
http://online-hosting.co.za/e-books/V3774/download/Business%20Tips%2007.2013%20The%20roles%20my%20business%20fulfils.docx
http://online-hosting.co.za/e-books/V3774/download/Business%20Tips%2008.2013%20Business%20goals%20that%20makes%20sense-Creating%20sensible%20business%20goals.docx
http://online-hosting.co.za/e-books/V3774/download/Business%20Tips%2009.2013%20Ensure%20that%20you%20reach%20the%20strategic%20goals%20of%20the%20business.docx
http://online-hosting.co.za/e-books/V3774/download/Business%20Tips%2010.2013%20The%20role%20and%20place%20of%20research%20in%20your%20business.docx
http://www.sanlam.co.za/businessowners/business-tools/1-2-3of-business/Pages/1-2-3-of-business-owners.aspx/?tp=1&sp=79&cp=001&bp=001
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Quality 
checks 
for your 
business 
plan
We all know we should check 
our cars before travelling. 
Equally important is the need 
to check your business plan 
for faults and potential failures 
before making it the core of 
your business, or using it to ask 
for financing. Here is a 6 point 
check:

01 Can YOU execute? 

02 Have you done a sensibility check? 

03 Is there really a reason for customers to buy from you? 

04 Are the sales projections realistic 

05 Have the key success factors and major risks been identified? 

06 Do you know what your competitors are doing? 
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01  Can YOU execute 
Failure to convince financiers of this aspect is 
probably the number one reason for rejection. 
More critically, it is probably the number one 
reason for early start-up failure. 

Points to check: 

03 Is there really a reason for 
customers to buy from you? 

Perhaps the second biggest reason for 
business failure. Take a hard look and answer 
the question: “Why would this business attract 
customers away from the companies they now 
buy from?” If there are insufficient reasons to 
convince an outsider, then the plan is likely to 
lead to failure. Think again or find a different 
business. 

04 Are the sales projections  
realistic? 

Entrepreneurs are optimists by nature, but 
forecasts should always be conservative. Check 
issues like sales per customer, the proportion 
of new business to existing customers and the 
expected win/loss ratio. Cut out the optimism – be 
realistic or pessimistic. Do not build a plan which 
is reliant on a marketing promotional plan that has 
never been tried before.

05 Have the key success factors and 
major risks been identified? 

Your plan should identify the four or five factors 
that must be achieved for the plan to succeed. 
Sales running to forecast is usually one of those, 
but others may be customer satisfaction levels, 
quality standards, productivity, cash flow or 
others. These must be monitored frequently, at 
least once per week, preferably in a dashboard. 
Risks are equally important. Identify the four 
or five biggest risks to the success of the plan, 
have mitigation plans prepared and monitor 
frequently.

06 Do you know what your 
competitors are doing? 

Now that you have done your safety checks to 
your car and business plan, you may go away on 
holiday in a relaxed frame of mind. Enjoy!

 Do you have enough knowledge to 
run the business? The entrepreneur 
behind a business which markets 
services needs to understand 
marketing, as well as the service. 

 Do you have any experience in this 
field? Hobbies are often a help in this 
regard – for instance, enthusiastic 
cooks setting up catering companies. 

 Do you have the time to execute 
the planned actions, and will 
your family support that? 
Entrepreneurship is not for the 
faint-hearted – there will be many 
late nights and early mornings. 

 Can you take risks? If you are 
uncomfortable with being daring 
at times you should plan for safer 
businesses. 

 Can you lead? You will need to 
tell people what to do and learn 
to make uncomfortable, even 
agonising decisions.

02 Have you done a sensibility 
check? 

Most business plans I see have glaring flaws 
in them. For instance, listing all the grand 
marketing promotions and advertising planned 
and then providing a marketing budget of a 
fraction of that cost. Or not thinking about 
the capacity of the organisation to handle the 
projected customers. Are there enough tables 
in a restaurant to serve the projected number of 
meals? Can enough sales calls be made to get 
to the sales forecast? Will the cash flow support 
the raw material purchases needed? Check the 
whole plan with a cynical eye.

This article was written by consultant Ed Hatton. See www.themarketingdirector.co.za for more information. Ed’s business 
advice blog is at http://marketingstrategy.co.za

http://www.themarketingdirector.co.za
http://marketingstrategy.co.za
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