
 

  



FOREWORD BY THE AUTHOR, MIKE SAID 

 

One of the great downsides of being recognised as a 

speaker specialising in business turnaround strategies is 

that I am expected to have all the answers to all the 

problems associated with running a business.  And while 

I do have many answers for you, itôs only because I still 

ask so many questions!  

That is why youôll find this book so useful.  I have been 

where you are so often.  In fact, I consider myself quite 

an expert (without being ex-pensive)! 

I am an expert in failure, in making bad business decisions, in trusting the wrong people, at 

misjudging markets, at doing things the wrong way round, at letting the administrative side 

slide and at working hard instead of working smart. 

Thatôs why you can use the information within the following pages with confidence ï the 

advice is relevant and I have the business scars to prove it! 

However, if you are expecting a dry do-it-yourself text book, youôll be disappointed.  But if 

youôre looking for down to earth, hard-hitting solutions given with just a twist of wry humour, 

then read on.  Let the results of my hard-earned experience give you courage and 

directionééé. 

Donôt forget, though, that all the advice in the world is useless unless you are willing to make 

changes.  What youôre doing now doesnôt work. So Iôll show you how to change this. 

Remember, a plan is NOT about what you will do some time in the future, a plan is what you 

will do today in light of how you would like the future to look 

 Iôll show you how to turn your business around using 7 easy steps, each one simple and 

achievable.  Work with me on this and youôll become the successful business owner you are 

meant to be! 

And as I consider this book to be a óworking documentô, I have attached some pages at the 

end of the book that you can print out and keep beside you while you read.  Make notes, do 

the exercises ï it all helps you to gain perspectiveéé. . 

Finally, donôt forget that I am always here to help you, as are many others who have also 

been through the business wars and survived!  My contact details are on the last page. 

I wish each and every one of you the success you so richly deserve 

 



 

That depends entirely on you.  You can skim the pages, think óWell ok, Mike.  This is all 

great, but Iôve heard it all beforeô.  Or you can go through each point carefully, taking what 

you need immediately and filing the rest mentally under óI must remember that for the futureô. 

Youôll notice I havenôt listed a óContentsô page. 

One of the problems I have come across when trying to help small business owners is that 

they often feel thereôs only one problem, one solution.  

Sorry folks, but that isnôt the case! 

You have embarked on a brave adventure that has many, many twists and turns, each one 

affecting the other.  A decision you make for one problem will not be in isolation ï it will 

influence outcomes in other areas. 

So take this information as a whole.  Use what you need right now and put the rest aside for 

later.  Use this as an ongoing reference book. 

The Action Now solutions are all there ï but as in most action plans, you have to accept that 

thereôs some óThis is what can go wrongô education first.  And if you find some repetition, 

thatôs because the point is worth repeating! 

Right!  Thatôs enough chatting. 

Read on!  

WHAT YOU WILL LEARN 

FROM THESE PAGES 



The first step in getting started on the road to change is to find out whatôs 

wrong with your business. 

Simple - itôs YOU!  The biggest problem with small businesses is the people who own them.   

If we fix YOU, then YOU 

can fix your business!  

To do that, youôll have to 

start from today to do 

something different ï 

you may not know what it 

is yet, you just know itôs 

something. 

It sounds so easy, and you 

know youôve heard it all 

before.  How your 

business strategy/plan is 

not about what you are 

going to do in the future, but what you are going to do today in light of how you would like 

the future to look.  And how you donôt plan for tomorrow, you plan for today so you can 

change tomorrow.   

All well and good in theory, but how do you put it into practice?  Before we begin to fix you 

and your business, I want you to look at the illustration on the next page.  I call this óWhy do 

you always feel like you are drowning?ô   

In the beginning, you wake up with a brilliant idea.  Youôve had enough of working for a 

boss; you want to start your own business.  (By the way, want to know the worst thing about 

working for yourself?  If you think the last guy you worked for was an idiot, heôs nothing like 

the guy youôre going to work for now ï he doesnôt pay you, doesnôt give you leave, doesnôt 

understand sickness, doesnôt accept excuses).  Chances are you were not VERY busy at 

this moment in your life, busy people seldom find the time to come up with great ideas, but 

that, my friends, is a topic for a whole other book 

The early days ï itôs exciting, you canôt stop talking about your idea, and youôll tell anyone 

whoôll listen all about it.  (You may find people beginning to avoid you at this stage).  Life 

seems so incredible, business is walking in the door and money is starting to build up in your 



accounté You have made the right decision! You open your business, 

things go well, and then you reach the éééé 

 éé..I can do anything stage.  You think you can replicate what 

youôre doing in Johannesburg successfully in Pretoria, then Cape Town.  

What youôre doing for CDs you can also do for books.  And so on.  We 

think we can do anything, we think we can walk on water.  I call this the 

PAYE stage ï Planes, Automobiles, Yacht, Etc. ï everything that you shouldnôt be buying!  

Then one day 

you wake up 

to the first 

signs of 

trouble ï an 

order gets 

cancelled, 

youôre taken to 

the CCMA by 

a staff 

member,  you 

canôt get 

money into 

your account. 

There is that 

sudden 

realisation that 

this is not SO 

easy and 

suddenly you find yourself sitting and languishing in ééé 

éé the dip of the wave.  Most small business in South Africa is there right now. Itôs 

debilitating, demotivating and seems to drain your energy and enthusiasm. Personally I go 

through a dip every April without fail ïcome April I think óApply for a jobô, but somehow, 

things always begin to turn around at the point called Decision Time.  

Decision Time is when you decide you donôt want your business to struggle any more, you 

want to do something better.  You may even decide to give up.  Or youôll carry on, but you 



realise you have to do things differently, do it better. For many of you that moment is now 

and it is for that very reason that you find yourself reading this book. 

Once the decision has been made, thatôs when the real work starts ï you start to do all 

the things you should have done in the beginning.  You register for VAT and you actually pay 

it over, you get those licenses and agreements in place. You get yourself a decent invoicing 

and accounting system and most importantly you stop procrastinating! Then ï the wonderful, 

exciting, it-was-all-worth it Reward!  But donôt forget - this is a wave. It keeps coming back, 

day after day, week after week, month after month, and year after year.  Successful small 

business owners realise theyôre sliding down the wave into the dip, but through experience 

they manage to get out of it in plenty of time. 

 

 

 

THE 7 MISTAKES THAT ALL SMALL 

BUSINESSES MAKE! 

 

Einsteinôs Theory of Insanity goes like this:  

ñThe definition of insanity is doing the same thing over and over again and 

expecting a different result.ò 

Iôm sure there are days when you feel you must have been insane to voluntarily give up the 

security of your steady job, with all its benefits, set daily hours and free weekends!  Well ï 

letôs not get into those strait jackets just yetéé. 

Remember, you are not alone!  Almost all the business owners I know have made most of 

these mistakes, including me.  If you arenôt in business yet, try to avoid at least some of 

them! 

Letôs look at the 7 mistakes that all small businesses make, and do something different!     

 

   



1. ôIôm not very good at marketingô.  

Small business owners often try a bit of marketing - perhaps a flyer or brochure at busy 

robots, or a small ad in the Yellow Pages or the local Caxton paper, or maybe banners on a 

website.  However, precious resources are wasted often on marketing that doesnôt work. 

(A tip to save yourself money on ówrongô marketing:  when printing your marketing material, 

be it flyers, ads or banners, add different extension numbers to your 

telephone number on each marketing item ï e.g. put extension 1 on 

your flyer, ó2ô on the banner, ó3ô on the Yellow Pages insert and ó4ô on 

the Caxton ad.  When the calls come in, the caller will ask for the 

extension shown on the relevant marketing item ï letôs take extension 1 

as an example. Your reply will be ñIôm afraid that extension is busy, may 

I help you?ô  Then tick off extension 1 on your óWhere I spent my money 

on marketingô list.  Youôll then see easily which marketing method works for you and 

therefore where to spend more/less money). 

 

2. Going in without a business plan.   

Experts are divided on this issue.   

Many of the best business plans are carried around in heads, but obviously you cannot go to 

a bank or funding source without a detailed strategy covering your marketing, sales and 

financial forward planning.   And there are many excellent templates available either at the 

financial institutions or online to assist you with this.  However, if you arenôt applying for 

finance, rather write one yourself in a format that suits you.  

 

In fact, I think a Marketing Plan is far more important.  Thereôs too much emphasis on the 

óCash Flowô in many business plans, and while healthy finances are obviously crucial, you 

need to have a strong emphasis on how you are going to get lots of money in the bank. 

 

When travelling around the country to see small businesses, I so often sit down in front of a 

business owner and ask óWhat is the problem?ô  The answer is óI have a cashflow problemô.  

I take a look at the Financials and see that the REAL problem is that there is no cash to 

flow!  These owners actually have Marketing & Sales problems.  If Marketing and Sales 

plans are firmly in place, thereôll be some cash and then you can complain about your 

cashflow!   



 

3. Doing things the wrong way round.   

Unless you are Jensen Button you do not need a fancy, fast car. 

You will no doubt need a car, office equipment such as a 

computer and a good printer, and you may even need an office, 

but these donôt have to be fancy ï donôt spend money 

unnecessarily. Make the money first, spend it later. 

 

4. Thinking itôs all about you.  

That because we think itôs a good idea, everyone else will think itôs a good idea. I recently 

travelled through Alexander Township with my good friend Boetie and noticed a remarkable 

business opportunityé There was not one single shop that sold swimming pool chemicals 

and swimming pool equipment - what a fantastic business opportunity! When I mentioned 

this to Boetie he almost wet himself laughing. ñThere are no swimming pools in Alexò he 

roared. Well, just goes to show, a little ólocal knowledgeô goes a long way. Itôs not about what 

you want or like, itôs about what your market wants and likes. 

 

5. The worst number in the world.   

For small businesses, itôs number 1: one person, one idea, one source of income, one client.  

If any of these fall by the wayside, youôre in real trouble.  Every small business owner 

dreams about landing that big government contract ï until you get that big government 

contract!  After a hefty dose of dealing with one ï possibly high-maintenance ï client, youôll 

be sitting dreaming about lots of little private contracts, because they pay.   So ï itôs not one 

idea, one person, one client!   

 

6. Ingratitude.   

 

When we finally get it right, we forget to thank the people around us.   

 

We forget to thank our spouses and our children, who stood by us and went for weeks 

without Lifeôs small luxuries; we forget to thank the people who gave us money; and we 

forget to thank our clients.  

 



We think we have arrived and it was all due to us.  We give ourselves a pat on the back and 

we move on.    

 

Great entrepreneurs have one great skill that no-one else has: when things go really well, 

they have the ability to look out of the window and see who they can thank: when things go 

wrong they look in the mirror and know exactly who to blame.  Other people do it the other 

way around ï when things are going wrong, they look out the window for someone to blame 

and when things go well they look in the mirror.   

So ask yourself ï which of those are you?  

 

7. Following the herd.   

Most of us tend to do this.  Just because somebody else is doing something, we think we 

must also do it. Want to be seen to be apart from the herd?  Donôt worry about finding an 

original idea ï rather find something original about your idea.  Work on that, expand on it, 

sell it ï make people sit up and take notice. 

NOW we get to down to the part youôve been waiting for ï how to start doing things 

differently and get your business back on its feet! 

 

ACTION NOW!!! 

(Or rather, Letôs Get This Thing Back on the Road Already!!!) 

 

There are 7 Action Steps you can start TODAY!   

1. Writing your Elevator Pitch 

2. Making yourself Professional 

3. Getting Sociable with Social Media 

4. Seeking Help Fast! 

5. The óNot to Doô list 

6. Keep your Feet on the Ground 

7. GET STARTED NOW! 

 



1. The Elevator Pitch.   

You had an idea, you opened your business, but can you tell me in 60 seconds what is it you 

do, or what you can do for me?   

For example:  I walk up to this woman and say óGood morning, my name is Mike Saidô and 

she gives me this nice smile but in her head she says óSoooooooooô?   

I say óYou know what, Iôve got a business called brandStrategyô and she says (silently, I 

hope) óSo what?ô  

óI have clients all over the country and I think Iôm wonderfulô say I.  

Again, a lifting of the eyebrow and the polite smile that yells out óSo what?ô   

Then I say, óGive me 15 minutes of your time and let me tell you how I can 

turn your whole business aroundô.   

Suddenly the smile is genuine, and the invitation is given to óSit downô.  

First of all I have to tell her what I can do for her before I tell her who I am, 

how important I am.   

So how can you tell your clients what problems they have that you can solve 

for them?  Itôs simple.   

You start off by writing what is called your Elevator Pitch, also known as a Brand 

Positioning Statement, which:.   

¶ Establishes what the brand stands for and how well it will compete 

¶ Identifies the way we want consumers to think about the brand in the context of other 

similar products 

¶ Creates an enduring, sustainable competitive advantage based on (perceived) quality 

¶ Strategies and tactics to the market must be consistent with the positioning of the brand 

 

As an example, weôll use Jonathan, who teaches people to speak in public.  

 

 

 



First of all I ask him ï who is your target market?  He tells me that itôs people who need to 

speak in public or at work.   

(This is a vital point ï itôs really important, as this is where 

youôll spend most of your money.  Itôs tempting to be óall 

things to all peopleô, but rather concentrate on the one group 

of companies/individuals that will help you reach your 

financial goal the quickest). 

Then I ask ï what is it that people are seeking?  He 

answers that itôs to improve their speaking and presentation 

skills. 

(A lot of money can be made by small businesses solving 

other peopleôs problems.  So write out what your target market is seeking.  Once youôve 

done that, write out what it is you can offer).   

My next question is - What do you offer? ï Jonathanôs response is óA professional 

assessment and ongoing skills trainingô. 

(Explain to the client the service you will be offering to satisfy their need). 

Finally ï Why should they choose you or your company?  What is their reason to 

believe?  Jonathan tells us he has over 10 yearsô experience in coaching and the mentoring 

of speakers. 

If you can put this down on paper, it will change everything.  Wake up every morning and 

read it and youôll gain a deep understanding of your target market, your offering and how you 

will compete. 

 

2. Making óYouô Professional - LOOKS COUNT! 

Your appearance, the standard of your marketing tools, the answering message on your 

óphone ï all of these should give the message óI take myself and my business seriously, and 

so should youô.  For example, your email address should not be one of the ófreebiesô ï if itôs 

Yahoo, or Gmail, or óIôm Too Cheap for my Own Domain addressô, itôs no go!  You canôt give 

someone a card with a free domain address on it and a cellphone number and think theyôll 

give you their money.  They wonôt. 



(A tip about small business telephones ï if you work from home, try and get a spare line 

for your business, particularly if you have small children.  A two-year old answering an 

important call from a prospective client doesnôt exactly add to your hard-earned image!)   

(Another tip ï if you are asked where your office is situated and youôre among the growing 

number of home-based businesses, answer that you ówork from an office close to homeô.  

No-one needs to know that at the moment itôs in the corner of your dining room.   

When you meet with the clients, either go to their offices or take them for coffee somewhere 

mutually convenient.  The excuse of óIôll be coming straight from another meeting in your 

areaô sounds good, and people often enjoy a break from their office routine.  If you are 

choosing the venue, ensure that itôs a select, subdued atmosphere.  Get there early, take out 

your laptop and look busy, even if youôre just writing an email to your friend.  When your 

guest arrives, close your laptop and say óSorry about that.  I thought Iôd just put together 

some notes on my last meeting while they were fresh in my mind)ô.   

I know that thereôs often a shortage of óreal moneyô when you start your business ï itôs 

amazing how quickly your hard-earned savings disappear! But getting a professional look 

need not cost a bomb.   

There is so much you can get done for just a few hundred Randé contact me with your 

design web and social media requirements and I will put you in touch with companies and 

individuals who can assist you 

 

Itôs all about Looking Professional! 

¶ Ensure everything you write has neither spelling nor grammatical errors.  READ 

THIS CAREFULLY ï Do NOT make a mistake in the spelling of the name of the 

person to whom you are sending a business proposal ï it will go straight into the bin!   

Youôd be surprised at how often this happens! 

 

¶ Act professionally.  Turn up to appointments in time (preferably 5 minutes early) 

fully prepared, with all the required paperwork in a neat folder.   And Iôm sorry to be 

the bearer of bad news ï THEREôS NO SUCH THING AS AFRICAN TIME!  Make 

sure you know the address of the meeting ahead of time, find out how many 

attendees thereôll be and have copies at hand of what you would like to leave with 

them.  And mean exactly what you say, with clarity and with no room for 

misrepresentation.  For example, donôt leave clients óhangingô.  How would you 



translate the words ñI would like to take you to lunchò uttered by someone meeting 

with you at an 11am appointment?  I bet youôd already be working out ways to put 

your next appointment forward, or asking someone to pick up the kids from school.  

Now imagine that same person at the conclusion of the meeting packing up his 

papers, putting them into his briefcase, saying his farewells and walking out the door 

to his car.  Youôd feel a bit flummoxed to say the least.  However, he didnôt say when 

he would like to take you out for lunchééé.  

 

Itôs like this current habit of saying óChat to you laterô.  That could mean in an hour, a day, 

a week ï or in some cases, a couple of years.  Be specific and unambiguous in your 

business dealings. 

 

¶ Brand Promise ï In the following illustration MIND THE GAP you have a business, 

you offer a service, you have a product, and therefore you have something you want 

to sell to someone.  At the bottom you have prospective clients, the people whoôll 

pay.   

 


