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The writer, publishers and contributors have made every attempt to en-
sure the accuracy and reliability of the information provided in this book. 

However, the information is provided “as is” without warranty of any 
kind. The writers, publishers and contributors do not accept any responsi-
bility or liability for the accuracy, content, completeness, legality, or reli-

ability of the information contained in this book.
 

No warranties, promises and/or representations of any kind, expressed 
or implied, are given as to the nature, standard, accuracy or otherwise of 
the information provided in this book nor to the suitability or otherwise 

of the information to your particular circumstances.
 

We shall not be liable for any loss or damage of whatever nature (direct, 
indirect, consequential, or other) whether arising in contract, tort or oth-
erwise, which may arise as a result of your use of (or inability to use) this 
book, or from your use of (or failure to use) the information in this book. 
This book provides references to other information and material owned 
by third parties. The additional or other content of these third party’s is 
not within our control, and we cannot and will not take responsibility for 
the information or content thereon. References to such third party’s are 
not to be taken as an endorsement of the third party’s, or any products 

promoted, offered or sold by the third party. 
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INTRODUCTION
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INTRODUCTION

Running a business is not easy. Period. But with the right tools, the journey to build your 
enterprise can be so much smoother. Looking back on my (relatively short) adventure as 
an entrepreneur, I always wished there was a single, accessible source in which to find 
the answers to my questions or solve problems, or at least to be pointed in the right 
direction. That’s the inspiration behind this book. 

This book is a resource tool which you, the business owner and aspiring entrepreneur, 
can refer to when you need ideas on how to address certain issues in your business. Be 
it how to create an ethical business environment, through to understanding different 
business (revenue) model strategies. We don’t promise solutions to everything, but we 
hope to provide you with an idea on where to start and point you in the right direction.

About two years ago, I was lucky enough to sit in on a talk by a successful South African 
serial entrepreneur and venture capitalist. He was advising entrepreneurs on how to set 
up and manage their small businesses successfully. He said a lot of important things that 
day which have stayed with me since.

He mentioned something that deeply resonated with me. He noted that many of 
us (small business owners) tend to work and struggle alone. That’s why the path to 
entrepreneurial success tends to be so hard and long. His advice on this was that small 
business owners should stop going at it alone, stop reinventing the wheel, and find ways 
to:

• USE OTHER PEOPLE’S EXPERTISE
• USE OTHER PEOPLE’S RESOURCES
• USE OTHER PEOPLE’S ASSETS, AND;
• PICK OTHER PEOPLE’S BRAINS.

By engaging with this book, you’ll be ticking off all four points mentioned above. The 
content is the result of hours and months of reading, research and an aggregation of 
information from various sources and publications. It is not a business textbook – but a 
guidance tool which you can refer to on a daily basis. We hope that it will be of value to 
you and your business.

I’M CONVINCED THAT ABOUT HALF OF WHAT 
SEPARATES THE SUCCESSFUL ENTREPRENEURS 
FROM THE NON-SUCCESSFUL ONES IS 
PURE PERSEVERANCE.

SUCCESS IS A JOURNEY, NOT A DESTINATION. 
THE DOING IS OFTEN MORE IMPORTANT THAN 
THE OUTCOME.

- Steve Jobs, Co-Founder and Former CEO of Apple

- Arthur Ashe

“

“
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BRANDING
CHAPTER 4

IMPORTANT FACTORS TO CONSIDER 
WHEN BUILDING YOUR BRAND

WHAT IS A BRAND

QUESTIONS TO ASK ABOUT YOUR BRAND

SOME TOPICS COVERED HERE INCLUDE
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BRANDING

SO WHY AREN’T MANY START-UPS OR SMALL 
BUSINESS OWNERS DOING THIS?

Most start-ups and small businesses are so 
focused on creating a business, selling a 
product or delivering a service, they forget to 
take time to think about the brand they are 
building. They don’t realise that they should 
be creating a brand from the word go – which 
over time will build incredible value for their 
business. 

BRANDING IS FUNDAMENTAL. BRANDING IS BASIC. BRANDING 
IS ESSENTIAL. BUILDING BRANDS BUILDS INCREDIBLE VALUE 
FOR COMPANIES AND CORPORATIONS.
(Scott Goodson, founder StrawberryFrog)

INTERESTING FACT
TATA MOTORS bought 

Jaguar & Range Rover from Ford for $2.56 

billion. Tata paid for the brands and not 

necessarily the assets, such as factories, 

patents and raw materials. This is because the 

value of the brands were worth far more than 

all the other components!

(Source: S. Goodson, Forbes.com)

WHAT IS A BRAND? 

We came across the following definitions of what a brand is on Wikipedia:
1. “A type of product manufactured by a particular company under a particular name.”
2. “An identifying mark burned on livestock…”

We can clearly see from the above definitions that a brand is an identifier of something which is 
symbolised by a name or a mark. According to Thomas Oosthuizen, author of The Brand Book, a 
brand can be defined as “shorthand for a set of benefits”. He also quotes Scott Davies, who calls a 
brand “a set of promises”. 

A
PRODUCT

HAS A LIFE 
CYCLE. ANYONE CAN CREATE A 

PRODUCT. IT HAS NO MEANING.

 OUTLIVES A PRODUCT. 
A BRAND HAS 

MEANING. IT IS VALUABLE.

A
BRA ND

WHAT IS THE DIFFERENCE BETWEEN A PRODUCT AND A BRAND?
It is very important that SMEs understand what the difference is between a brand and a product, 
as this impacts on the long-term sustainability of the business. Oosthuizen further states in his book that 
great brands have clear meanings and that it is the meaning of the brand that separates it from a product.
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DIGITAL 
MARKETING 
TIPS

CHAPTER 5

PREVIEW EDITION

WEBSITES AND BLOGGING

WHAT IS DIGITAL MARKETING?

GOOGLE ANALYTICS

SOME TOPICS COVERED HERE INCLUDE



DIGITAL MARKETING
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DIGITAL 
MARKETING
AND THE MOST IMPORTANT QUESTION IS, WHAT IS YOUR CONTENT OBJECTIVE, YOUR ULTIMATE GOAL?
Why are blogs and websites beneficial for small businesses? There are a number of reasons why you should 
consider a website and a blog for your business. First you need to understand the difference between the 
two:

WHY SHOULD YOU USE DIGITAL MARKETING IN YOUR BUSINESS?
Digital marketing is the fastest growing way to advertise your business or product in the 21st century.
There is no easier way to reach the largest possible audience than through digital marketing – the
stats below show this. South Africa’s Social Media use in 2015, according to World Wide Worx and
Fuseware was as follows:

HOW CAN YOU CHECK IF YOUR CONTENT IS REACHING THE RIGHT AUDIENCE?

GOOGLE ANALYTICS
Google Analytics is the best tool to measure how effective your blog and website is. The collection,
analysis and reporting of data will show you whether your site content is working. Some key features
of Google Analytics are:

• It will show you where your audience is going when they leave your page by tracking outbound links
• It provides real-time statistics of views, behaviour, location
• You can see which pages people view most
• You can see where people find your website, whether it’s through social media or Google

These questions play a key role in deciding what the best content is for your audience. You can then tailor 
your content according to the platforms you want to use.

Is it to build 
consumer 
affinity?

Create 
awareness?

Grow your 
customer base?

(Source:http://www.fin24.com/Tech/Multimedia/INFOGRAPHIC-SA-social-media-by-
thenumbers-20150917)

Facebook
13 

Million
 users

Twitter  
7.4 

Million 
users

LinkedIn  
6.6 

Million 
users

Instagram
2.68 

Million 
users

Youtube
(video demand)

8.28 
Million 
users
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HR TIPS FOR
SMALL 
BUSINESS

CHAPTER 8

HR TIPS FOR SMALL BUSINESSES

WE HAVE PUT TOGETHER SOME 
GUIDELINES TO HELP YOU,

SOME TOPICS COVERED HERE INCLUDE
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HR TIPS

HR TIPS FOR SMALL BUSINESSES
South Africa has some of the most stringent labour laws and 
all organisations – big or small, local or international, private 
or public – are expected to comply. Unfortunately the impact 
of non-compliance for a small business has far-reaching 
consequences. We recently came across a story where a small 
business had to liquidate, after a ruling from the Commission 
for Conciliation, Mediation and Arbitration that the business 
had to compensate an employee for wrongful dismissal.

The saddest part of this story is that the employee was in the 
wrong, but since the small business had not followed due 
process and did not have the required policies and procedures 
in place, it had no leg to
stand on.

Human resources is a strategic tool in the business, yet 
is one of the most overlooked parts of running a business. 
Understandably so. Most small business owners don’t have 
the time, money or skills to put together an HR department. 
People are the most valuable resource in your business. 
Having the right systems and processes in place that enable 
you to hire the right people, keep and motivate talented staff, 
support, train and develop your team and successfully let go 
of any non-performers, can only be good for your business.
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FINANCES
CHAPTER 10

MANAGING YOUR BUSINESS’S FINANCES

INVEST IN THE RIGHT SYSTEMS

CREATING A BUSINESS BUDGET

SOME TOPICS COVERED HERE INCLUDE
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FINANCES

MANAGING YOUR BUSINESS’S FINANCES

“Stay on top of your finances, don’t leave that up to others.” – Leiff Garret

Poor financial management, consistently comes up as one of the key reasons small businesses fail.  
Some of the reasons we found, that cause this are:

The purpose of this chapter is to share with you the systems, processes, measures and people you need to 
surround yourself with, to ensure that you manage your businesses finances well, and minimize the risk of 
failure due to poor financial mismanagement.

EDUCATE YOURSELF ON FINANCE
You don’t know everything as an entrepreneur, and that is OK. In business, though, not understanding your 
finances is terrible. Most of us are in business to make money and even if money is not your primary driver 
in starting a business, you need money to remain sustainable and grow. We suggest that you take the time 
to educate yourself on finance with the primary purpose of at least being able to read and understand your 
financials. This will allow you to:

Insufficient business capital

Poor cash-flow management

 Failure to monitor finances

Financial mismanagement

 Lack of compliance to the tax laws

Make 
smarter 
business 
decisions

Price 
smartly and 
focus on 
pro itabilityf

Negotiate 
pricing and 
payment 
terms

Make good 
cash    ow 
decisions

f l
Challenge 
your 
accountant 
or anyone 
else giving 
you  inancial 
advice

f
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CUSTOMER 
SERVICE

CHAPTER 17

THE RESULTS OF GOOD CUSTOMER 
SERVICE ON YOUR BUSINESS

SOME TOPICS COVERED HERE INCLUDE

TIPS ON IMPROVING CUSTOMER SERVICE
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CUSTOMER
SERVICE
“BUSINESS IS NOT ABOUT YOU; IT’S ABOUT BUSINESS. IT’S ABOUT YOUR CUSTOMERS’
EXPERIENCE WITH YOUR PRODUCTS. REMEMBER WHO SERVES WHOM IN THE
RELATIONSHIP.” - (STEVE TOBAK)

THE RESULTS OF GOOD CUSTOMER SERVICE ON YOUR BUSINESS

TIPS ON IMPROVING CUSTOMER SERVICE

Customers leave happy

They talk about you in positive ways

They recommend you to others

They come back again and again

It costs less money than marketing

A

C

B

D

E

1 ENGAGE AND GET TO KNOW YOUR CUSTOMERS
• Be friendly and polite
• Greet them when they come into your business or store
• Ask how you can help
• Use their names, where possible

2 ASK CUSTOMERS FOR FEEDBACK
• Ask them to fill in a simple questionnaire as they pay
• Ask how you can improve your services



 


