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Marketing 
tips that 
may be 
implemented 
immediately:
Evaluate the success of your 
current marketing actions

In order to properly 
address this question, 
we should take a 
moment to consider 
the definition of 
marketing.

Simply put, this is everything we do to communicate our 
business (in respect of our product or service offers) to 
existing and new clients within our selected target market.

Evaluation is a continuous process of testing to determine 
how well our selected marketing mix (the elements we 
selected) performs against the targets that were set and 
the market trends within our specific industry.

Please complete the evaluation matrix and award a point 
of 1 (inadequate performance) to 5 (meets all the selected 
targets) to evaluate the performance of you selected 
marketing mix. Choose “N/A” if you do not make use of the 
specific element(s). However, ask yourself, “Why not?”

Vincent Manzini 
Ikapa Live

Article written by 
Jannie Rossouw, 
Head: Sanlam 
Business Market
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Marketing element Point (mark selected answer with “x”)

Note – this is not a complete list, but includes the 
most important elements

N/A 1 2 3 4 5

Brand identity

Newspaper advertisements

Advertorials

Radio

TV

Public promotions/articles

Direct marketing/mail/e-mail

Sales letter

Network functions/opportunities

Telemarketing

Events/talks

Newsletter

Website marketing (banners)

Referrals/recommendations by satisfied clients

Sales person/staff

Special offers

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

Licensed Financial Services Provider

Use the results in order to decide on which elements to use more or less of.

More tips on how to determine your 
marketing success: 
 Ask clients where they heard of your business. Weigh the feedback against the above 

evaluation matrix.
 Select specific marketing elements through which you want to market selected offers. 

Record the successes.
 Test various headings for advertisements and e-mail campaigns. Determine which headings 

work best and use these in the future.
 Publish useful articles and offer free reports. Use these to collect clients’ contact 

information. The number of responses is a good indicator of the subjects that interest your 
target market. Use these more.

 Use business opportunities to act as speaker and to thereby establish yourself as an 
expert on your product or service within your target market. This is one way to widen your 
business network and to create enquiries about, or interest in your product/service.

 When you take on brand name positioning projects (e.g. participation in a trade show) it is 
important that you determine your evaluation criteria before and after the show.

There are surely many other ways of testing the success of your marketing mix. See this as a 
start to objective measurement. Establish the practice of measurement in your business.

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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Calculate 
the value of 
existing and 
new clientsArticle written by 

Jannie Rossouw, 
Head: Sanlam 
Business Market

Vincent Manzini 
Ikapa Live

Nicola Nel 
Atmosphere Communications
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 “If you are 
not serving 
a customer, 
your job is to 
be serving 
someone 
who is”.
Jon Carlson (Swedish businessman, 
CEO of SAS Group)

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

There are basically three ways in which to grow a business, 
namely: 

01
 

getting new clients;

02
 

increasing the share of wallet, and

03
 
increasing the frequency of transactions 

 with existing clients.

Determining the value of a client can therefore be very 
useful. There is definitely a difference in the way we look 
at a potential client that is worth R50 vs R50 000 to our 
business.

Below is a formula you can use for such a calculation:

There are a few more questions 
the answers to which could 
help you focus your marketing 
actions for maximum results.

 What are your clients’ 
spending patterns? (These 
provide insight into which 
products and services sell 
the best.)

 How did clients hear of your 
product or service? (This 
enables you to determine 
which marketing elements 
work best, so you can make 
more use of them.)

 List your existing clients 
(also approach them to buy 
other products or services 
from you – make special 
offers available).

The value of existing client base ($) = N x V x F

 N = number of clients (number)

 V = average amount spent by clients at your 
business (value)

 F = the number of times a year they spend the 
above-mentioned amount at your business 
(frequency).

The value of every new client you add = ($ x Y) / N

 $ = the value of existing client base

 Y = number of years the client remains with your 
business

 N = number of clients.

This information gives you a better insight into the value 
of your existing client base and of new clients.

www.sanlam.co.za/businessowners/business-tools/Pages/financial-fitness-analysis.aspx/?tp=2&sp=79&cp=001&bp=001


6

A slogan 
defines the 
core of your 
Unique Selling 
Proposition
A unique selling proposition is defined as 
the factor or consideration presented by 
a seller as the reason that one product 
or service is different from and better 
than that of the competition. It positions 
your value proposition. It also helps your 
clients remember what you do and what 
you stand for.

Article written by 
Jannie Rossouw, 
Head: Sanlam 
Business Market

Daniel Nel 
OneNebula
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A slogan may be utilised as 
follows: 

 Together with the logo of your business

 On all marketing material and literature, at the bottom 
of all correspondence, in advertisements and on the 
website of your business

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

FIND OUT MORE

Licensed Financial Services Provider

A few examples of slogans: 
 Sanlam: We think ahead

 First National Bank: How can we help you?

 Checkers: Better and Better

 AVIS: We try harder

 Kaleidoscope: Scientific e-marketing

 Allan Gray: Independent minded

 Silverline Group: Building for a better tomorrow

 Yellow Pages: Let your fingers do the walking

 KFC: Finger lickin’ good

 Federal Express: When it absolutely, positively has to be there overnight

 Interflora: Say it with flowers

 Audi: Vorsprung durch Technik

 MasterCard: There are some things money can’t buy. For everything 
else, there’s MasterCard 

As is evident from the above examples, the slogan sometimes speaks to 
values and at other times to what the business does.

Sometimes the name of one’s 
business is not descriptive enough 
to inform prospective clients about 
what the business stands for, or 
does. A slogan speaks 
in your absence.

https://www.sanlam.co.za/businessowners/buyandsell/Pages/default.aspx?tp=1&sp=79&cp=001&bp=001
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Ask 
yourself 
what your 
service or 
product is 
worth
In a competitive market 
environment business owners 
are prone to sell themselves 
short, because they do not take 
the time to determine a fair 
and justifiable price for their 
services and products.These 
building blocks will be explained 
further in future articles. 

Article written by Jannie Rossouw,
Head: Sanlam Business Market

Conan Cole 
Visual Multi service and Solar care
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There are 
so-called “value 
drivers” that 
support the 
charging of a 
premium for 
your service or 
product, if:

It solves an expensive problem 
for the client.

It saves the client money.

 It increases the client’s turnover/
profit.

The demand for your service/
product is high and there are only 
a few providers.

You have a good track record 
with regard to delivery.

You provide good warranties.

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

You can also consider 
the following pricing 
alternatives:

Per hour.

Per project.

Per unit.

Per solution.

Per result.

A “freemium” model – provide a basic solution for free, 
but charge a premium for greater functionality.

Based on volume (use a sliding scale for a volume 
discount).

The following factors can 
also influence your pricing 
strategy:

The price and value offering of your competitors.

The market trends within your industry.

The value your product/service has for a client.

The difficulty of the work that must be done.

The resources necessary to complete the work.

The expected time frame within which the work must be 
completed.

“Pricing is 
actually a 
pretty 
simple and 
straightforward 
thing. Customers 
will not pay 
literally a penny 
more than the 
true value of the 
product”.
Ron Johnson (American 
Businessman)

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/your-annual-business-game-plan-for-success.aspx?typeparm=3&sparm=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
https://www.sanlam.co.za/businessowners/business-tools/Pages/the-business-turnaround-book.aspx
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How your 
product/
service 
guarantee can 
differentiate 
your business
A guarantee is a formal assurance 
(typically written) that certain conditions 
will be met; specifically that a product 
will be reinstated or replaced if it does 
not live up to the specified quality, or that 
a service will be reviewed if it does not 
deliver the expected result.

Article written by 
Jannie Rossouw, 
Head: Sanlam 
Business Market

Jason Stewart / 
Ryan McFadyen 
Have you heard
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Business Owner? Signed surety for 
business debt? FIND OUT HOW TO REDUCE THIS RISK

Licensed Financial Services Provider

Such a 
guarantee 
should:

Eliminate any discerned risk 
for a client

Demonstrate full trust in your 
product

Be specific – include all claim 
particulars and conditions

Be measurable

The following 
guidelines can 
be considered 
when you 
frame 
guarantees:

Learn from your competitors 
(what do they do?).

Focus on what you do 
excellently (what you 
do better than your 
competition).

Guarantee results (the 
outcome that your client can 
expect).

Pay more than 100% of the 
product/service value when 
a guarantee is called up and 
guarantee conditions are met 
(pay an extra % for a client’s 
time and trouble).

The following are a few 
examples of phrases that 
you can consider:
100% on the spot guarantee”

“Absolutely no risk for you”

“My 110% - I must be crazy” guarantee

“Unconditional money back guarantee”

When you consider a product/service guarantee it should be in line with the “best promise that 
you can deliver on”.

A good guarantee says that you have faith in 
your product/service. It gives clients that do 
not know you yet, peace of mind.

Henry Ford once said:

“Quality means doing it right 
when nobody is looking.”
If quality is part of the DNA of how we must 
do business, the honouring of guarantees will 
be no challenge, because the calling up of a 
guarantee will then be the exception and not 
the rule.

Tell the world about your 
guarantees. Include them 
in your business marketing 
material, quotations and website 
information, i.e. feature them in all 
your marketing elements.

https://www.sanlam.co.za/businessowners/signsurety/Pages/default.aspx?tp=1&sp=79&cp=001&bp=001
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How to 
use client 
feedback 
and case 
studies to 
the benefit 
of your 
business

A satisfied client is an asset to any business, 
but business owners often neglect to use the 
positive references of clients as a marketing 

element in the establishment of credibility 
during their marketing activities.

First things first: If you wish to use a client’s feedback and want to mention him/her 
by name, it is of the utmost importance to obtain the written consent of such a client.

Article written by 
Jannie Rossouw, 
Head: Sanlam 
Business Market

Shaun Fortuin 
The Brake Specialist 
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Are you a Business Owner? 5 reasons why 
you should consider a retirement annuity

FIND OUT MORE
Licensed Financial Services Provider

Consider the following 
elements in deciding 
whether feedback is of 
value, or not:

Is it interesting? (Will it capture the attention of 
prospective clients?)

Is it appropriate?

Has the input been written ‘well’? (Will prospective 
clients be able to understand and associate themselves 
with the input?)

Does it contain learning experiences that may benefit 
others?

When a case study is 
considered, the framework 
below may be utilised 
to neatly ‘package’ the 
information:
01 Introduction (Outline the client’s history and the 

situation before he/she made use of your product/
service.)

02 Highlight the main challenges the client had faced 
that are relevant to your product/service as a solution 
for similar challenges.

03 How would the client benefit from using your 
product/service?

04 What was the proposed solution?

05 How did you tackle the challenge and solve it for the 
client?

06 What was the result/outcome after the 
implementation of your product/service?

After ‘packaging’ 
the information 
in the most 
appropriate 
manner, you 
may utilise client 
feedback and 
case studies in 
the following 
ways:

Put them on your website

Make them part of your brochures

Integrate them with your business 
profile

Use them in articles

Include them in your business’ 
newsletters

Start using one 
of your business’ 
dormant assets – the 
feedback of satisfied 
clients – to help 
market the service/
product of your 
business today.

https://www.sanlam.co.za/businessowners/retirementforbusinessowners/Pages/default.aspx?tp=1&sp=79&cp=001&bp=001
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Three 
activities to 
grow your 
business

Article written by 
Jannie Rossouw, 
Head: Sanlam 
Business Market

Michael Fortune/ Kyle Wing-King/ 
June Van Den Heever 
Uhambo
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It is said that business is simple, 
but it is definitely not easy. This 
article aims to highlight three 
ways in which businesses can 
grow.

01 Recruit new clients. 
(This is the most difficult and most expensive option 
and the value your business offers, the ability of your 
sales staff, your marketing strategy and the extent 
to which the quality of your product/service meets 
or exceeds that of the competition, are determining 
factors in the arsenal of tools at your disposal in 
persuading consumers to buy from your business.)

02 Sell more to existing clients. 
(Follow an aggressive price strategy. In other words, 
package a service/product at special discounted 
prices – you do not need to recruit new clients.)

03 Sell to existing clients more often. 
(Consider a loyalty card or a discount strategy for 
frequent purchases.)

In order to make informed decisions with 
regards to a suitable strategy, especially to 
sell more to existing clients, the following 
dimensions for business growth must be taken 
into consideration. The underlying assumption 
is that reliable client and management 
information is available.

The size of the existing client base.

Average spending per client.

Frequency of spending.

Doing a sensitivity analysis – What would 
the business’ turnover be if there is for 
example an increase of 5, 10, 15, 20 or 50% 
in client spending?

Consider proposals to increase the 
transaction value. (Ways of “up-selling”.)

Consider proposals to increase the 
frequency of purchases.

There are many side-line activities that can be considered 
to increase a business’ turnover and profit. However, these 
three tools/activities form the basis for further consideration.
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Marketing Return on 
Investment (“RoI”)
Mariam Diedericks 
Coalition Cabling and Electrical
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John Wanamaker 
(American merchant, 
religious leader, civic 
and political figure) 
on occasion had 
the following to say 
on marketing and 
the placement of 
advertisement: 
“Half the money I 
spend on advertising 
is wasted, the trouble 
is I don’ t know which 
half”.
It is against the background of just 
this statement that it is of vital 
importance for business owners 
to make well-considered decisions 
when having to decide on marketing.

Marketing Return on
Investment (“RoI”)

Article written by Jannie Rossouw, 
Head: Sanlam Business Market

There are essentially two 
ways to calculate a RoI on 
marketing expenses:
01 Testing – apply a marketing element, evaluate the 

outcome and decide if and how you wish to continue 
with the application of the specific element, given 
the results. The aim is to improve the RoI with every 
test, measured against a benchmark for that specific 
element.

02 Measurement – it sounds obvious, but most business 
owners fall into the trap by not making sure that 
some sort of measurement is indeed possible, before 
deciding to apply a specific marketing element.

The following marketing elements may be applied as 
direct response opportunities; that is, the roll-out could 
be structured in such a way that client response is 
monitored continuously and on-going adjustments may be 
implemented to improve the impact and outcomes.

Advertisement (place more than one and see which 
provides the best results)

Direct mail (“snail mail”) and e-mail campaigns (first do 
a random test on a small scale and make adjustments 
depending on the outcome)

On-line marketing (banner advertisements for example). 
The cost per click and click through ratios provide useful 
feedback statistics.

The crux of the matter is to decide in advance on the 
measurement method for a marketing element and to put in 
place a record-keeping system in conjunction thereto.

Your ‘point-of-sales’ staff members may make a valuable 
contribution in obtaining insight from clients. Make a point 
of asking the client where he or she found out about the 
business every time you service a client. In this way you will be 
able to translate the feedback to specific marketing elements.

Use the feedback obtained from the measurement activities 
to decide whether you should use more or less of something, 
try something completely different, or make adjustments to 
obtain better results from your marketing activities.

It is possible to improve the returns 
on you marketing investment. 
This will require you to be involved 
in the roll-out and monitoring 
processes. The old adage does 
say: “The eye of the master fattens 
the horse”.



18

Communication 
to existing clients: 
The lifeblood of 
business 
We spend much of our resources on recruiting clients 
for our businesses, but then forget about them once a 
transaction has been finalised. It is common knowledge 
that it is cheaper to sell to existing clients, than to recruit 
new ones.

Article written by Jannie Rossouw, 
Head: Sanlam Business Market

Nomaphelo Mtweku
Sinako Facilities Management
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Business Owner, are you Financially Fit? 
Get a free Financial Fitness Analysis here!

Licensed Financial Services Provider
FIND OUT MORE

Below there are four communication options that you may implement in your business immediately:

Distribute a 
newsletter among 
your existing 
clients
An electronic newsletter is by far the 
cheapest and most efficient way of 
communicating with existing clients. 
The caveat is that you have to have a 
valid e-mail address for your clients on 
record. A newsletter should address the 
following elements:

The information you are 
communicating, should be useful to 
the reader – perhaps something like 
tips on how to optimally utilise your 
product or service
The frequency of distribution 
should be well thought through 
– between two and four short
newsletters per month is optimal
A personalised newsletter shows 
your respect for the individual; for 
example calling someone by his/her 
name
Make use of “immediate response” 
mechanisms, for example when you 
offer your clients a special deal and 
they are able to react immediately 
(phone you, e-mail you, or complete 
an online service request)

Distribute useful 
articles
You may also include articles in your 
newsletter, but these could also be 
vested as a separate communication 
element. If you have specific skills, 
experience and insights, you could 
establish yourself as an expert that 
provides people with advice and 
council on specific subjects. Use the 
article to relay people to your website. 
Also include the business’ telephone 
number and e-mail address in every 
article.

Build up a “with permission” 
e-mail address list
Always ensure that you communicate with people who 
have given their permission to have information sent to 
them. There are two ways to recruit subscriptions to your 
newsletter and articles, namely an invitation from your 
website (start an article archive, or place a copy of your most 
recent newsletter on your website), and by obtaining their 
permission to register them as recipients of your newsletters 
and/or articles at the point of sale, or when the contract is 
being signed.

The place and value of an 
integrated communication 
system
The publication of a newsletter or article in isolation is not 
enough to obtain optimal client interaction. A combination of 
the following elements should be considered:

e-Mail (newsletters and articles)
Website
Social media (LinkedIn and Twitter seem to be the most 
productive alternatives from the point of view of doing 
business)
Advertisement
Brochures

Here is a breakdown of the 
reasons why businesses 
lose clients:

1% - death
3% - move from the area where the business is
5% - convinced by the competition to leave
9% - better terms offered by another provider
14% - unfinished/unresolved conflict
68% - apathy and lack of communication on the part of 
the business

It is therefore clear that clients have expectations of and 
a need for timeous and useful communication from the 
businesses where they have spent and spend their money. 

www.sanlam.co.za/businessowners/business-tools/Pages/financial-fitness-analysis.aspx/?tp=2&sp=79&cp=001&bp=001
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The following statement may 
sound strange – encourage clients 
to report complaints when their 
expectations have not been met. 

Client complaints 
are jewels in 
disguise 

Article written by 
Jannie Rossouw,  
Head: Sanlam 
Business Market

Leon - Lee Madolo 
Espinaca Innovations
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When we know what our clients are 
dissatisfied with, the feedback may 
firstly create an opportunity for us to 
rectify the situation. Furthermore, it 
constitutes an opportunity for learning; 
that is, how to improve on our current 
output, quality, business processes, price 
or level of service delivery. Management 
also receives practical examples of 
specific matters and incidents that 
may be taken up with the staff and 
addressed, so that the substandard 
output is not repeated. 

Here are a few 
tips on teaching 
staff to deal with 
complaints: 

To successfully utilise complaints 
to accomplish improvement, 
staff members have to be taught 
to ‘listen’ to clients. Watch their 
behaviour, words, attitude and 
body language in order to gauge 
their dissatisfaction.

Teach them to act timeously 
when a client voices his/her 
dissatisfaction. Try to set the 
situation right there and then, while 
the client is still on your premises/
inside your shop.

Create a transparent process for 
dealing with complaints – for 
example, place a pro forma client 
evaluation form and a container for 
the completed forms at the point 
of sale. Give the responsibility for 
the daily emptying of the container 
and evaluating the merit of every 
complaint and deciding on the 
rectifying actions that should 
be taken, to a manager. It is also 
important to keep a proper record 
of all complaints received, as well 
as the subsequent actions. Thereby 
it will be possible to highlight 
regular complaints and to create an 
audit trail for when a client follows 
up on a previous complaint. Keep 

Many consumers tend to keep quiet, but then they cause much damage to your business by later sharing 
their bad experience(s) with your business within their personal networks (friends, family and colleagues). 
You are then not there to defend yourself. Others just keep quiet, but never return to your business. You, 
therefore, lose their business forever. 

the valid complaints apart from those that are senseless 
and unfair.
Always try to propose a solution that is more than the 
client expected in terms of rectification – make the client 
smile.

Formulate goals in respect of the number of complaints 
and the rectification thereof as part of your staff 
members’ key performance areas (KPAs).

It is also important to empower staff that work directly 
with clients to offer compensation to clients within certain 
guidelines. For example – a client waits an extraordinary 
long time for his/her take-away meal – offer an ‘on the 
spot’ free meal, or offer a gift voucher for a free meal 
when he/she again orders from your fast food restaurant.

It is of the utmost importance to make changes to the 
business in order to avoid a repetition of client dissatisfaction.

What to do: 
Think of an appropriate solution.

Find the origin of the challenge.

Do an analysis of the details of the complaint.

Understand the consequences of doing nothing about 
the complaint.

Identify trends.

Determine whether an improvement in a product/
service is required.

The following actions may go far in changing a client’s bad 
experience into a ‘win’ for the business:

A letter of apology in your name as owner of the 
business.

A telephone call from you to the client to ensure that 
the rectification had addressed the negative experience 
of your business.

In both the above cases you want to make it clear that you 
wish to use the opportunity to rectify the bad experience, 
to offer an apology for any inconvenience caused and to 
show that you understand the frustration that they may 
have experienced. 

Most clients are rational, understand that people make 
mistakes and are usually willing to give the business 
another chance, before finally cutting all ties with the 
business and taking their business elsewhere. 

It is, therefore, possible 
to change a client complaint 

into a positive testimonial 
for your business. 
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Business 
tactics

Article written by 
Jannie Rossouw, 
Head: Sanlam 
Business Market

Jennifer Classen 
Ngaphaya 
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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 years 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://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? 

Dane Thomson 
Judante
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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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