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Entrepreneurs will need to change the way they do 

business if they are keen to invest in business resilience 

and s�ll grow their entrepreneurial muscles despite what 

the doom and gloom merchants are saying. 

 

It is no secret that business confidence in South Africa is at 

an all-�me low following the 2008/2009 global recession in 

terms of the latest SACCI Business Confidence Index issued  

 

 

 

 

 

 

 

 

           

 

            July 2016 

                        Business Accounting Network 

  

BAN BULLETIN 
  

 

 

Na�onal: 

0861 BAN BAN 

(0861 226 226) 

 

Fax: 

086 719 8307 

 

Postal: 

PO Box 30101, TOKAI, 7966 

Cape Town, South Africa 

 

Email: 

info@ban.co.za  

 

 

 CONTACT DETAILS 
 

in May 2016 even though economic growth was improving interna�onally … un�l the latest shock of the 

Bri�sh exit from the EU and David Cameron’s resigna�on that sent markets tumbling.   
 

Declines in business and consumer confidence and decreased sales threaten all businesses, but small 

businesses are par�cularly vulnerable as they o;en don't have the resources, broader access to capital 

and bargaining power to help them through as big business has.  A crumbling economy doesn’t 

necessarily mean smaller businesses have to get buried in the rubble. In fact, even the smallest 

companies can actually grow during an economic winter if they engage a mul�pronged strategy that 

places a heavy emphasis on standing out from their struggling compe��on and maintaining good 

financial control. 

Blaming the economy or other factors won't help your business to be resilient through these �mes.  If 

you have not done so already, you need to take ac�on and make changes. When things get tough, the 

tough entrepreneurs get going! In fact, these entrepreneurs choose to view such an economic 

environment as a challenge and a source of numerous unexploited opportuni�es! 
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Together, based on research done on high-

performing smaller businesses in a distressed 

economy in the UK (by Vassiliki C. Bamiatzi 

(University of Leeds) and Tom Kirchmaier (University of 

Manchester) - Interna onal Small Business Journal, 

Apr. 2014, vol. 32, no. 3) and this issue’s BAN 

Bulle�n’s writer, Monique Sharland, who has 30 

odd years South African SME business experience, 

share some strategies primarily geared towards 

smaller businesses that you can use to weather 

the storm …. and s�ll grow: 

 

Make What You Do Good … Be,er! 

Research done on high-performing smaller 

businesses in the UK found that they all strove to 

keep their produc�on budgets low and their prices 

compe��ve. However, even when confronted 

with a sagging economy, they refused to shirk on 

quality and internal quality control processes; as a 

result, most had slightly higher prices than their 

slumping counterparts, and they aDributed their 

success, in part, to delivering superior goods and 

services while avoiding price wars. 

 

Differen�a�on and Innova�on 

This is a good �me for entrepreneurs to innovate 

and iden�fy new revenue streams by diversifying 

their businesses, par�cularly if this can be done 

with no or very liDle capital outlay while s�ll 

s�cking to your core competencies. Diver�ng 

excessively from what you are good at can 

damage your core business by taking your �me 

and money away from what you do best and could 

damage your brand and reputa�on. 

Sit back and take a cold, hard look at your 

strengths and weaknesses and possible markets. 

Ask yourself the hard ques�ons first: Do your 

clients or customers s�ll want and buy the same 

type of services or products you sell? Do you need 

to develop new products or services? Have 

industries and styles changed since you started 

business? Have you kept up with the changes? If 

not, what changes should you implement to make 

your business compe��ve? 

 

 
 

Schedule a Monthly Financial Budget Mee�ng 

with Your Accountant 

The assump�on is that you together with your 

accountant have prepared an annual financial 

budget (also known as a forecast or financial plan) 

and that you measure your plan at least every 

month against your actual trading figures that 

your accountant prepares.   The assump�on is that 

with this financial informa�on, you know what 

your breakeven number is.   

You may be surprised at how many small 

businesses either (a) don't spend the �me to 

develop a proper budget or, (b) don't have a 

regular budget review process or, (c) don’t have 

their accountant produce monthly management 

accounts and as a result, literally work in the dark! 

Use the mee�ng to track actual monthly sales, 

gross profit and overheads and compare these to 

budgeted projec�ons to find ways to grow 

turnover and/or gross profits and retain or even 

reduce expenses. Challenge yourself and your 

employees for growth turnover ideas, and reward 

your employees for ideas that actually get 

implemented.  

 

Budget for “Con�ngency Reserves” 

If we could predict the future, we would all be 

very wealthy! Have a “con�ngency” line item in 

your budget.  A good star�ng point would be to 

set aside 5% to 10% of all your total annual 

overheads for unforeseen circumstances.  To 

ensure that you do not end up spending your 

reserves, transfer the budgeted amount monthly 

in cash from your business bank account into a 

special “rainy days” call account. 
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Review Your Ra�o’s 

Profits are quickly eaten up by slow moving or 

immobile inventory, low-produc�vity employees 

and sale price discounts given for no reason.  

When last did you check your selling prices and 

does the profit cover your current annual 

overheads that includes a market related salary 

for you? What is your current liquidity ra�o?  

Work closely with your accountant to incorporate 

these ra�os as part of your monthly budget and 

management account review process.  Discover 

what the reasons for employee’s low produc�vity 

are and take steps to turn it around. Get rid of 

inventory that does not sell by holding a “sale at 

cost – all items must go”. This is the only �me 

discoun�ng makes sense. If there is no strategic 

reason to discount a selling price, you take the 

focus away from the value you provide and place 

it squarely on price which can damage your price 

integrity and reputa�on. Discounted prices draw 

customers that think price only and to get them 

to re-focus on value can prove difficult, resul�ng 

in your profits being eroded. If you're the type of 

person who shops for only sale prices, think 

about this: Would you want you as a customer in 

your own business? 

Stay Close to Key Business Alliance Partners 

During �mes like these entrepreneurs should stay 

close to their business partners such as bankers, 

key suppliers, strategic alliance partners and 

customers and advise them up front of any 

pressures on the business or poten�al 

challenges. They know the economy is tough and 

will o;en be willing to work together to get 

through a difficult �me. 

Keep Your Personal and Business Credit 

Record in Good Shape. 

Hard times make it harder to borrow and 

small business loans are often among the first 

to be rejected. With good personal credit, 

you’ll stand a much better chance of being 

able to borrow the money needed to keep 

your business afloat if you need to. Keep tabs 

on your personal credit rating as well as your 

business one and do what's necessary to keep 

your credit ratings in good shape. 
 

Continue to Market Your Business 

In lean times, many smaller businesses make 

the mistake of cutting their marketing budget 

to the bone or even eliminating it entirely. But 

lean times are exactly the times your business 

most needs marketing. It is in these tough 

times when consumers are looking to make 

changes in their buying decisions. You need to 

help them find your products and services and 

to choose you rather than others by getting 

your name out there. So don't quit marketing. 

In fact, if possible, step on your marketing 

accelerator. Getting into Social Media and 

other Internet on-line platforms is a very 

inexpensive way to expand your marketing.  
 

Sell on the Internet  

If your sales are declining and you're 

s�ll telling yourself that your 

customers don't shop online, it's �me 

to get your head out of the sand. The 

few customers you have le; may not 

use the Internet, but the rest of the 

world does. Even people who buy in 

person or on the basis of personal 

rela�onships, they are likely to 

research the services, products, 

company, franchise or consultant 

online before making a decision on 

what to buy and from whom to buy it. 
 

Get Involved in Social Media 

Social media might not be your cup of 

tea, but find out which social media 

sites aDracts the types of clients or 

customers you want to reach and then 

get ac�ve on those sites.   
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Post comments, answer ques�ons, start 

discussions related to your services or products 

and industry. If you don't have �me, consider 

having a trusted staff member handle social 

media tasks. Adver�sing on social media sites are 

inexpensive and reach the areas and target 

audience you determine. 
 

 
 

Customiza�on:  Make the Most of the 

Customers or Clients You Already Have 

An economic cycle sees an economic downturn 

inevitably turn to an economic recovery. In the 

aforemen�oned research of high performing 

smaller businesses in the UK, they did not 

undertake tradi�onal marke�ng ac�vi�es in 

difficult �mes, reasoning that the required 

investment wouldn’t be worth a limited short-

term spike in sales. Instead, they relied on their 

sales team and Internet outreach to keep their 

exis�ng customer base up to date about new 

products or services. 

To do this effec�vely, don't guess at what your 

clients or customers need and will pay for. 

Analyse your exis�ng sales and talk to living, 

breathing clients and customers. What can you 

provide? Let them know about the full extent of 

services and products you offer. What do they 

need? What's the best way to deliver solu�ons to 

them? What's going to bring in the most profit? 

Is there any par�cular niche that buys regularly 

from you now? If so, consider how you can bring 

in more of the same types of clients or 

customers, and what other services or products 

they'd be likely to buy. 

 

 

O;en the easiest way to bring in new 

business is to sell more to your exis�ng 

customers. Keep your eyes and ears open 

for new opportuni�es and be sure your 

clients are aware of all of your capabili�es 

so that they can use your services and 

products to its full poten�al. 

 

 Explore New Sales Markets 

Difficult economic condi�ons may force 

business owners to look for new markets 

and customers. As strange as it may seem, 

an economic downturn is the perfect �me 

to look for opportuni�es in new markets. 

If a compe�tor closed its doors, this 

should spell..."O P P O R T U N I T Y". The 

customer may be cuRng back, but when 

things get beDer or they find a new job, 

they will be back. You will want to make 

sure you are well posi�oned to fill the gap 

le; by your compe�tor.  

Contact former clients or customers. 

Don't assume that a former client or 

customer who stopped buying from you 

in the past will never buy from you again. 

Customers' needs and circumstances 

change, just as yours do. The client or 

customer who went with a lower-priced 

compe�tor may be dissa�sfied with the 

quality or service and be recep�ve to a 

call from you today. Or, the manager who 

had given the work to his best friend may 

no longer be with the company. 
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Laying Off Employees 

The ques�on of how to survive these tough 

�mes and reduced profit margins usually results 

in business owners having to reassess their 

business model leading to answers such as…"we 

have to lay off employees”. The problem with 

retrenching is that … when the economy 

rebounds, you will be looking to re-employ 

those very good people you retrenched in the 

first place. Unfortunately, you may discover that 

they have moved on to other jobs or started 

their own businesses. You have then put 

yourself in a situa�on where you have to now 

hire and train a new employee or hire a more 

experienced worker who can "hit the ground 

running” at a much higher cost.  

Retrenching employees during economic 

downturns should be a “last resort”. Well, at 

least not un�l you have explored all other 

avenues, namely trying the strategies I have 

outlined above …. and more to follow below. 

Start off by changing your payroll cycle to 

improve cash flow.  If you are on a weekly 

payroll cycle, consider moving to bi-weekly. If 

you are paying bi-weekly, consider moving to 

semi-monthly (15th and 30th) or even monthly. 

You can reduce yours or your outsourced payroll 

processing costs significantly. 
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Before you consider retrenching employees, 

explore the possibility of working together with 

your labour lawyer to reduce employees 

working hours.  The employees will s�ll 

appreciate having an income and, at the same 

�me, you will save money on statutory 

company contribu�ons.  

 

And finally ….. 

In concluding the research of UK’s high 

performing smaller businesses in tough 

economic �mes, most evidently, the 

businesses that achieved high growth despite a 

distressed economy pursued mul�ple tac�cs, 

refusing to be pigeonholed in their approach. 

The most common combina�on among the 

businesses studied was an aDempt to 

differen�ate themselves from their 

compe�tors through innova�on plus some 

type of product or service customiza�on plan. 

 

If you have already implemented some (if not 

all) of these strategies, or have made them an 

integral part of your business’s opera�ng 

culture, chances are that the current economic 

�mes will not have much effect on your 

business and its boDom line. 

 

 
 

 

 
 

Monique Sharland 

 

CEO of Business Accounting Network, 

Monique is a professional accountant, 

SME business tax law expert  

and franchising specialist 
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