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Your business 
is your 
economy

When I looked at the typical “hassle map”1 of a business 
owner, it dawned on me that we tend to focus on the things 
that we cannot control or have little control over.
1. A so-called “hassle map” is a step-by-step depiction of the lives of customers using a product, and the problems big and 
small that they encounter. If you can eliminate these hassles, you can revolutionise a product or market.

Reghard Houssard 
Neal Richardson

Article written by Jannie Rossouw, 
Head: Sanlam Business Market
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Here is a list of 
things we do have 
control over: 

My attitude: Do I see the proverbial 
glass as half full or half empty? This is a 
purposeful choice I can make.
To keep my promises – delivering on 
my value proposition.
My business expenses: Do I have a 12-18 
month cash flow forecast which will 
highlight times of sales abundance or 
shortfall?
Contracting with my suppliers (credit 
terms) and clients (payment terms if 
credit is granted).
Do I actively manage my 
creditworthiness and that of my 
business? A sterling credit record 
comes into play when the going gets 
tough, as will happen from time to 
time.
I appoint people to fulfil a specific 
role in my business. Are their 
responsibilities clearly defined and 
contracted? People sometimes do 
what you ask them to do – but they 
mostly do what you pay them to do.
Marketing of my business: I can decide 
which marketing mix works best for 
my business and how much I want to 
spend on promoting my business and 
product/service offer.
The sales process is 100% under my 
control. I can decide to whom I want 
to sell something and how much I am 
willing to spend on my sales capacity. 
I can calculate how many sales I need 
per year, month and day to meet my 
sales objectives.
Asking for referrals from satisfied 
clients.
Service delivery (pre- and post-sales) 
and meeting of client expectations.
My own and my staff’s professional 
conduct.

Here are a couple 
of things we have 
limited or no 
control over: 

Government policies, legislation and 
requirements: It is best to comply with 
these.
Tax: Pay what is due and continue with 
your life!
Exchange rates: Take note and adjust 
your finances, costing and pricing as 
required.
Competitors: Keep close tabs on your 
competitors’s activities (use their 
website, advertising, PR and mystery 
shopping as sources of information).
Interest rate: Ensure the best possible 
credit rating for negotiating leverage 
with financiers.

In the end we should all “mind 
our business”, single-mindedly 
focus on our business targets 
and apply daily deliberate 
actions that will deliver results. 

To support business owners with the important 
task of business planning, Sanlam gives you free 
access to the book, Your Annual Business Game 
Plan for Success, which provides an easy and 
straightforward framework needed to draft a 
well-crafted game plan that will create the positive 
change and growth necessary for business 
success.

Go to www.sanlamgameplan.co.za to download 
your free copy.

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
https://www.sanlam.co.za/gameplan
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Client 
knowledge 
can improve 
sales

Article written by Jannie Rossouw, 
Head: Sanlam Business Market

Mariam Diedericks 
Coalition Cabling and Electrical
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“I don’t care how 
much power, brilliance 
or energy you have, 
if you don’t harness 
it and focus it on 
a specific target, 
and hold it there, 
you’re never going 
to accomplish as 
much as your ability 
warrants.”  
— Zig Ziglar was an American author, salesman, 
and motivational speaker.

What was first – the chicken or the egg? In some way we 
are faced by the same challenge in business. Should you 
endeavour to develop a new product or service before 
finding a market for it, or first choose a target market and 
then align your products and/or services to meet the needs 
of the identified market?

The identification of a niche market for your 
product and/or service helps you to see the trees 
(your niche market) from the wood (spectrum 
of all consumers). Some of the benefits of this 
approach are that your marketing and sales 
endeavours will be more profitable, because you 
have a better understanding of the needs of your 
niche market, making it possible to customise 
your offering to be an exact match for their 
needs. You can then position your business as an 
expert in your industry.

You can use the data of your current clients to 
get a better understanding of your niche market 
profile. The following elements may be used to 
develop a profile of your ideal client:

 Income category
 Age
 Gender
 Interests 
 Hobbies
 Occupation
 Geographical location

To know your clients, you have to spend time 
with them – thus creating opportunities for 
engagement. To add value for clients is a sure 
way to vest a positive affinity towards your 
business and brand. You can use articles to 
illustrate your knowledge of the industry you 
operate in. These articles can also be used to 
teach clients to use the product, or to apply 
the service to their best advantage, but also to 
introduce more products or services to them. 
Make a point of also notifying your existing 

clients of special offers. It is also good business 
practice to get feedback from your existing 
clients about your product and/or service set and 
service experience. Use this feedback to improve 
your product/service offering and service 
delivery. By staying in the forefront with your 
clients, you in effect keep the “marketing noise” 
of your competitors outside the hearing range of 
your clients. 

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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Give before 
you expect to 
receive

Article written by Jannie Rossouw, Head: Sanlam Business Market

Michelle B Gasnola 
GMN Panelbeaters

In business the general view is that there is no such 
thing as a “free lunch”. This implies that, if a consumer 
within your target market receives something free from a 
business, there is always an expected quid pro quo. 

If this is the conventional wisdom, the question remains as 
to how a business may provide value, without the potential 
future client experiencing it as “bribery” to buy something 
from the business? 
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Below are a few examples of value-adding that, if they are not 
followed up by a request to buy, may make a positive impression 
of your business on the client. 

 Illustrate your knowledge of a specific solution by demonstrating that you understand the target 
client’s need/challenge. Write short articles, and/or take part in radio/TV interviews where you, as the 
expert, give objective advice on the problem posed and also supply suitable solutions. Journalists and 
other media owners are always looking for subjects that people are struggling with, as well as experts 
that are able to address these subjects. Think, for example, of “green” solutions, the pursuit of healthier 
lifestyles, weight loss, how to save in challenging economic circumstances, how to start an own 
business, how to survive with children in their teenage years, and so forth.

 Clients often do not understand their actual needs and buy services and products that seem to offer a 
solution to their need/challenge. Instead of simply providing a quotation on service requests, why not 
go that step further and determine what the most optimal solution for addressing the client’s need, 
would be. This might sometimes result in your business not being able to provide the optimal 
solution – then provide a referral.

 Give free samples of your product to potential clients. They may then use the product and experience 
the results themselves, instead of just trusting your sales input and the endorsement of existing clients.

 Become involved in matters that are of consequence to your target market. Your involvement should, 
however, be sincere, or you should not even consider it.

 In many cases people have questions and just want to use an expert as a sounding board. I think of the 
advice counter at a nursery that people may contact telephonically or in person if they require advice 
on which chemical substance they need to treat a sick plant or shrub, or which shrubs flourish in shade. 
Not all businesses are necessarily suited to this type of solution, but it remains something to consider. 
This is another way of demonstrating your expertise.

If you succeed in establishing this added value, it may hold the 
following benefits for your business:

 Your expertise instils respect in your target market. This subsequently creates trust in your target 
market that you are the right person to solve their needs/challenges.

 Your credibility grows – people believe your advice and accept your guidance.
 You become part of your target market’s “solution” – they see you as a “partner” in their lives.
 It creates a perception of accessibility with your target market.
 Applied correctly, it creates positive word of mouth for your business.

Winston Churchill was probably correct when he 
said the following, 

“We make a living by what we 
get; we make a life by what 
we give.”

Find a way of sharing 
your unique expertise 
with your target market 
FREE OF CHARGE – in all 
probability your business 
will reap the benefits 
thereof in growing sales.

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

FIND OUT MORE

Licensed Financial Services Provider

https://www.sanlam.co.za/businessowners/buyandsell/Pages/default.aspx?tp=1&sp=79&cp=001&bp=001
https://www.hellopeter.com
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Why you should 
evaluate the 
packaging of your 
value proposition

Article written by Jannie Rossouw, 
Head: Sanlam Business Market

Ian Ashforth
Blend Event Life

In a commoditised world it is becoming more challenging 
to differentiate your product or service from your 
competition, as technological advances make it possible 
to replicate a product or service in a relative short period 
of time.
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Paying close attention to the packaging of your value proposition may contribute towards 
increased sales, because it has the following benefits: 

01
 

Brand and Product/Service Recognition
 An unique colour, picture, or use of font 
in your text or slogan will enable your 
clients to recognise your brand above 
that of your competition.

 Product-related information on the 
packaging provides useful information 
to clients, e.g.
• User directions
• Ingredients (for example – is the 

product biodegradable/healthy?)
• Manufacturer’s address
• Manufacturer’s contact details
• ISO standard
• Barcode – for easy stock-keeping 

and pricing

02
 

Creating a brand that is trusted by clients
 If they see your packaging, they know 
what they can expect:
• A quality product or service
• Satisfaction guarantee
• An innovative/cutting-edge solution
• Good value for money
• Excellent service and after sales care
• Knowledgeable staff

03
 

Protection of products
 If sufficiently isolated, it will limit 
damage to products to ensure that 
clients purchase a fully intact and 
undamaged product.

 Prevents contamination
 Keeps perishable goods fresh (A sell-by 
date is of paramount importance as 
part of the packaging.)

04
 

Product comparison
 If your packaging is easily recognised 
by clients, it will help them to “find” 
your product, as they might already 
trust your business/brand.

05
 

Convenience
 Optimal packaging makes it easier to 
transport or store a physical product 
(think of cool drink crates – it protects 
the bottle and makes it easier to carry 
and store).

06
 

Your silent marketer
 Good packaging can be an asset 
and may be used as an extension to 
increase the promotion and marketing 
reach of your marketing elements – i.e. 
clients will recognise your product 
when advertised.

“Nobody counts the 
number of ads you 
run; they just remember 
the impression you 
make.” 
– Bill Bernbach Bill Bernbach was an American 
advertising creative director. 

It might just be worth the effort to reconsider the 
current packaging of your products to help vest a 
lasting positive association between your clients 
and your products/brand/business.

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

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/creating-a-business-plan.aspx?typeparm=1&sparm=79
https://www.sanlam.co.za/businessowners/business-tools/Pages/the-business-turnaround-book.aspx?typeparm=2&sparm=79
https://www.sanlam.co.za/gameplan
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Hidden life stage 
selling opportunities

Article written by Jannie Rossouw, 
Head: Sanlam Business Market

Sharief Reynolds 
Reynolds Auto

The needs of all consumers change over time as they age. 
It is my sense that many business owners miss out on the 
repeat business opportunities presented by this single life 
eventuality.
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There are many permutations of life stage segmentation models available. I found the one 
below easy to understand.

Life stage segment Age and Family

Young Adults Adults aged 20 – 39 with no children

Older Adults Adults aged 40 – 59 with no children

Young Families Adults with all children under 10

Older Families Adults with one or more children over 10

Pensioners Adults over 60 with no children

Mixed Multigenerational households

The application of such a framework in business is best understood by using a case study.

Most of us are clients of the motor vehicle manufacturing industry.
Enter Peter: 
As a student, his parents gave him a second-hand 
vehicle.
He was fortunate to land a dream job after he 
finished his qualification. At this stage he wanted 
to update his 1995 student car. (He is now a 
Young Adult – see Life stage segment above)
He chose a branded vehicle dealership and 
purchased a pre-owned, newish vehicle. If the 
salesperson was savvy and had the business 
processes to support him, he would have captured 
the client`s information which is then used (with 
his permission) to:

 SMS/e-mail updates on new models, special 
deals and service reminders using conventional 
communication mechanisms and social media 
platforms

 prompt him after a period of time that his 
vehicle might be due for an upgrade, because of 
the kilometres done, or the age of the vehicle.

In this way the dealership is keeping their brand 
top of mind with the client – a personal telephonic 
check-in by the salesperson with an invitation to try 
out a new(er) vehicle may increase the likelihood of 
Peter considering this dealership/brand when he is 
in the market for another vehicle.

Fast forward a couple of years:
Peter is now well vested with this vehicle brand and 
has purchased numerous vehicles from them. He 
is married and has a 17 year old daughter. Because 
the dealership kept track of Peter`s life stage  
(Older Family – see Life stage segment above) 
and has an updated family record, they know he 
has a daughter who might be in the market for a 
student vehicle soon. Instead of leaving things to 
chance, they congratulate Peter on his daughter`s 
17th birthday and offer to help him find a suitable 
vehicle for his daughter when he is ready to pursue 
this need.
I trust that the principle and benefits of:

 capturing a client`s details and life stage,
 ensuring that the record is kept up to date,
 tracking the changes in the family structure,
 using life events as selling/upsell opportunities

become very clear from the above.
Can you apply these principles in your specific 
business to increase/improve sales in a difficult 
economic environment?

Interpreted information becomes a knowledge resource which 
enables directed and relevant marketing endeavours. 

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
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Cold-calling is a 
waste of time
The quest for finding new clients and increasing sales is 
a reality for any commercial business. There are many 
different ways to attract new clients to our business. 
The practice of cold-calling has been and still is part 
of the sales strategy of most businesses. But is this 
practice worth our while?

Marlene Sathekge  
Cherry Blossom Communications

Article written by Jannie Rossouw, 
Head: Sanlam Business Market
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Cold-calling can be perceived as 
a waste of time for the following 
reasons: 

 The client receives an unsolicited and unexpected contact 
(e-mail, phone call, sales visit).

 Clients might be contacted who are not in the target 
market of the business – a waste of effort and money.

 It destroys the “status” of the sales person as a “business 
equal” of the client.

 Valuable time is wasted because the success rate is very 
low (less than 1 to 5% in most cases).

 It puts the sales person on the back foot, as the client 
will, in most cases, be uncomfortable with the unsolicited 
contact.

The perfect sales scenario: When a client has a need for 
our product/service and we are present in that moment to 
solve the need.

The following client procurement 
practices are proven to be more 
productive than cold-calling:
01  

As business owner you firstly need to identify the 
niche target market most likely to buy your product 
or service.

02  
The second step is to develop a marketing mix of 
elements that complement one another and ultimately 
lead to a directed call to action.

The marketing mix may include one or more of the following 
elements, depending on the allocated marketing budget:

 Radio advertisement(s) – call to action directed at telephone 
number, e-mail or website

 Advertising – call to action directed at telephone number, 
e-mail or website

 Public relations – vest yourself as a knowledge resource and 
solution to (a) specific client need(s) – call to action is usually 
not allowed, but you will be recognised as the author of the 
content, linking it back to your brand and business name.

 Client events – vest yourself as a knowledge resource and 
solution to (a) specific client need(s) – call to action can be 
directed at you, telephone number, e-mail or website.

 Website – the basic elements to be included in any website 
should be: 
• What we do and who we are. 
• How we can resolve your need as client.
• Where you can get hold of me/us.

 Google AdWords – bid on words 
and phrases that speak to client 
needs and direct enquiries to the 
contact number or e-mail of the 
business.

 Campaign pages – develop a single 
webpage (hosted on the back of 
your website, not part of the visible 
navigation) which addresses a 
single client need and positions 
your solution. The call to action is 
directed to the telephone number 
and e-mail address of the business.

 e-Mail campaigns – work with 
pre-selected and targeted datasets 
which are POPI compliant (i.e. 
clients gave permission to be 
contacted). The focus is on a client 
need and how you can resolve it.

 LinkedIn – repurpose the articles 
which you wrote for Public 
Relations application and post it on 
the LinkedIn page of your business.

 Blog – the same content used for 
LinkedIn can also be published here. 
The underlying assumption is that 
people use different media and 
communication platforms to inform 
themselves.

The underlying philosophy is to apply 
procurement practices which will result 
in (a) qualified clients and (b) solvable 
needs.

Some food for thought – The 
definitions of “Buying” and “Selling” as 
presented by Frank J. Rumbauskas Jr. 
(American author, businessman, and 
satirist).

Buying: The act of willingly acquiring 
for money something that you want or 
need. The buyer generally leaves the 
transaction feeling happy and satisfied.

Selling: Attempting to convince 
another that they want or need your 
product or service despite the fact that 
they may not. The purchaser typically 
leaves the transaction with a strong 
feeling of “buyer’s remorse”.

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

FIND OUT MORE
Licensed Financial Services Provider

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


14

What to do in 
tough economic 
times

Recently I asked the 15 finalists and winners of the 2016 
Entrepreneur of the Year Competition, sponsored by Sanlam 
and Business Partners (see www.eoy.co.za ), to tell me what 
they do to ensure that their businesses survive and thrive in 
the current difficult economic environment.
Their responses were varied, underlying the fact that no single “recipe” works for all businesses. Each 
business owner needs to carve out and implement the element mix which is optimal for his/her business. 
This article will focus on the elements which were generic across the feedback received.

Article written by Jannie Rossouw, 
Head: Sanlam Business Market

Daniel Guasco 
????
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01
 

Let the trend be your friend
 Continuous and meticulous research is 

required to understand
 how client needs in your target market 
change over time;

 which technological advances will 
impact your business;

 what your competition is doing.
 The interpreted findings can be used to 

update your product/service and value 
proposition.

02
 

Focus on marketing
 It is prudent to keep marketing expense 

the same, or even to increase it, in 
challenging economic times. To decrease 
marketing expense is the conventional 
wisdom applied by most businesses that 
are looking at ways to decrease their 
expenditure. If you can continue at the 
same rate, then your business will stand 
out from the crowd, as your competitors 
will not be able to buy the same exposure 
with a smaller marketing budget. It is, 
however, important to review and choose 
the most optimal marketing mix for your 
business. Use every opportunity to market 
and promote the trademark of your 
business, products and services. 

03
 

Income and cost considerations
 Income can be increased if you diversify

 Client exposure – not to be dependent 
on a couple of large clients

 Market access – is it possible to move 
the boundaries of your geographical 
footprint regionally in SA or to vest an 
African, or even international, market 
expansion?

 Distribution – have you already 
considered e-commerce or an online 
distribution capability for your 
business?

Cost may be curtailed by
 Optimising operations
 Negotiating “deeper” discounts from 
suppliers – remember, they also need 
good paying clients

 Considering a 4 day work week – 
thereby not laying staff off

 Sharing premises/sub-letting

03
 

Differentiate on service delivery
 Service delivery is not a hygiene factor 

in business. Meticulous efforts to 
continuously improve it, can serve as a 
business differentiator. Here are a couple 
of considerations:

 Reward client loyalty
 Run “specials” – not to engage in a 
price war with your competitors, but to 
keep your business top of mind for your 
target market

 Comply with all legislation (e.g. Health 
and Safety Act, BEE) to make it easy 
and rewarding for clients to do business 
with you

 Invest in “deep” client relationships; 
move beyond a transactional 
association

03
 

Treat employees as real assets of your 
business

 People need to see proof that they are 
valued and respected. 

 Here are a few considerations
 There is always room for personal 
growth – really vest a learning 
organisation

 Pay them fairly – an example was cited 
where overtime was converted into 
paid leave

 Recognise and reward them – profit 
sharing or even a paid holiday

 Value their opinions – let your staff 
participate in decision-making

 Support them on a personal level – an 
example is to help them materialise 
their dreams and aspirations and to 
provide mentorship support

 Use flexi-time to enable work-life-
balance

 Provide them with a dignified office 
space and social facilities (e.g. cooked 
meals)

Much can be done to enable the 
success of your business, even in 
tough economic times.  

Zig Ziglar (American author and 
motivational speaker) once stated: 

“If people like you they 
will listen to you, but if 
they trust you they l̀l do 
business with you.” 
This might be a prudent building block 
for business success in South Africa.
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Reap the rewards 
when client 
expectations are 
exceeded

Rob Stokes 
Mirum 

Come to think of it, it all seems simple enough – clients will 
consider our product or service if we help them solve a 
problem or address a need they have. But is this all there is 
to attracting clients to our business? The qualified answer 
is “no”.

Article written by Jannie Rossouw, 
Head: Sanlam Business Market
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Potential clients have unspoken expectations from a 
prospective business. 

These include, but are not limited to 
the following: 

 If we are requested to quote for business, we actually 
need to pitch up at the agreed upon time to do the 
quote. This might be said tongue in cheek, but there is 
a tendency among businesses to not be diligent in this 
respect.

 Communication should be open – especially when things 
are not going according to plan.

 Use plain and simple language to ensure that clients 
understand contractual terms and considerations.

 Clients expect honesty – if we cannot do the job, be up 
front about it and rather walk away from a deal than 
tarnish our reputation.

 Clients mostly expect good value for their money and not 
necessarily the cheapest price.

 Refrain from loading prices merely because a client 
might be living in or coming from an upmarket 
neighbourhood.

 People want a good quality product and excellent service.
 Product and service providers need to hit deadlines or 
negotiate postponements when needed.

 Respect the property of a client if work is done on site – if 
something is broken, even by accident, clients will take us 
to task.

 After sales service is of the utmost importance – we need 
to implement our product or service to meet and exceed 
client expectations. 

Here are some of the benefits we will 
reap if we meet and exceed client 
expectations: 

 Positive word of mouth – prospective clients will start to 
contact us

 We will receive positive affirmations that can be used in 
our public relations endeavours, on our website and in 
brochures. Always remember to request clients to consent 
to the use of their testimonials.

 It is easier to upsell or resell products and services to a 
satisfied client.

 Clients might use us in their personal capacity and a 
positive experience in this context may spill over into 
their businesses, or to an employer needing a similar 
product or service.

Business is simple, but not easy. If we can 
get the basics right it will go a long way in 
enabling our success.

http://www.sanlam.co.za/businessowners/articles/Documents/BTips 07.2015 Where is my business heading.pdf
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Where do you find your business on this bumpy road to success?

In the classic entrepreneurial book, The E-Myth, Michael E. Gerber unveils the reality of running and 
owning a business.
A business owner, according to him, is 3 people in one:

 An Entrepreneur: visionary, innovator, is mostly unstructured, deal-maker
 The Manager: practical, planner, implementer, creator of order from chaos
 The Technician: the doer

Many people start their own business, because they are good technicians, but without prior knowledge 
and experience of running a business.

This article provides some insights into how the business owner can juggle the three roles (entrepreneur, 
manager and technician) to enable a business to grow and become more successful over time.

Work on and not in 
your business

Article written by Jannie Rossouw, 
Head: Sanlam Business Market

You have surely heard the statement above, but what does it 
really mean?
To start, run and succeed in business is not for the faint-hearted. Why? International statistics state that 
40% of all new business start-ups fail in the first year and 80% within the first 5 years, and 80% of those 
who made it through the first 5 years fail in the second 5 years. Hence, only 4% make it after 10 years. South 
Africa is no different – our failure rates might even be worse. It is said that business is simple, but not easy.

Amir Tal 
Myertal practical Security



Element Taak Rol Waar om hulp te soek

Business 
Owner – self 

Improve own skills – continuous education Technician Industry training bodies/Technicon/
University

Decide which tasks/responsibilities may be 
delegated

Technician/
Manager

Management team

Redefine own responsibilities after the task above 
is done 

Manager

Focus on:
	Deals
	Innovation
	Financial well-being of business
	Competitiveness of business

Entrepreneur
Technician
Manager
Manager

Sales staff
Specialists in industry
Accountant
Accountant

People 
management

Create job descriptions Manager HR practitioner

Negotiate key performance areas with staff Manager HR Practitioner

Address remuneration and incentives for staff Manager HR Practitioner

Upskill staff Technician Industry training bodies

Marketing Choose the optimal marketing elements to mar-
ket the business

Manager Marketing Specialist

Identify the target market Manager Marketing Specialist

Do research – competitors and trends in industry Technician/
Entrepreneur

Press releases/website of competitors/
market research specialist

Sales Ensure optimal staff appointment practices Manager Staff placement agency

Identify the ratios and figures which will present 
guidance on how well the business is doing w.r.t.:
	Prospecting new clients
	Number of quotes
	Number of accepted quotes
	Number of implementations
	How well after-sales service is done
	Number of sales to existing customers

Manager/ 
Entrepreneur

Sales Specialist

Information 
Technology

Is the business using technology productively? Manager IT Specialist

Management Does the business comply with all appropriate 
legislation

Manager Accountant

Are management meetings scheduled and 
structured?

Manager Management team

Are minutes of meetings and decisions taken up 
to date?

Manager Management team

Are the financial reports up to date?
	Dashboard
	Projections vs. actual figures
	Corrective actions where targets are not being 

achieved

Manager Accountant
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In closing
The reality of the practical guideline above is that the majority of tasks to be done in business speaks 
to the role of manager. The implication is that, if you are doing all the work as technician (the doer), the 
progress and future success of your business will suffer. This list of tasks is by no means complete, but 
it is a very good point of departure. It is very important that you find the balance between the roles of 
Technician, Manager and Entrepreneur that  will work best for you and your business.

Practical guideline to illustrate how a business owner can work ON his/her business

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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