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Foreword

Setting things in place to find new  
markets abroad

Exploring new markets: A guide to export for craft 
producers, designers and other creatives
This guide is the second in a series funded by the Department of Arts and Culture (DAC). 

The first was the Department’s Growing your Creative Business. This guide consolidates and 

extends key information presented in the previous guide to assist craft producers to not 

only grow their businesses, but extend their markets into the international arena.

The DAC is implementing several strategic interventions that together will move the creative 

industries onto a more sustainable development path. This includes working closely with 

the Department of Trade and Industry (DTI) to stimulate and support our creative industries 

to participate in the international arena. This guide is part of our strategic effort to inspire 

and smooth the way for craft producers, designers and other creative entrepreneurs to 

export their products. It emphasises the necessity for proper management and business 

systems to support export activities and compete in the international arena. 

As the second in a series, this guide builds on successes businesses will have achieved by 

implementing the information in the first guide, and inspires and encourages them to look 

for further growth and new markets in the export sector. 

The guide draws on the knowledge of successful exporters as well as respected academics 

in the field to give a highly practical overview for first timers on everything it takes to get a 

business ready for export. While no guide can cover everything, particularly in a field such 

as export where so many variables hinge on the nature of the product and the country 

of export, the guide focuses on pointing craft producers in the right direction for finding 

further information, and towards other institutions that can provide support.

I wish to thank everyone who is playing a role in this very important project. While the DAC 

may be the funder, it would not be possible without the years of experience and wisdom 

of a wide range of role players who are contributing to the materials development. The 

Cape Craft & Design Institute is doing an excellent job in managing the development of 

this guide – with our dedicated team in the department – and we encourage you to send 

any feedback you have to them as we enhance this electronic version and ready it for 

publication this year.

The DAC continues to make significant strides in positioning the cultural and creative industries 

as one of the main drivers of economic growth and job creation in South Africa. We trust 

that you will find this guide an invaluable resource as you continue on your path of building 

sustainable and creative enterprise – and we wish you luck and great success on your journey. 

Ms Rejoice Mabudafhasi

Deputy Minister of Arts and Culture
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Make export part of 
your strategic  vision, 

pages 10 – 14.

Consider how export 
impacts on each stage 

of the product life cycle, 
pages 15 – 86.

Support export by 
strengthening your business 

systems, pages 87 – 151.

A healthy business ready to export 
relies on vision, careful planning 
to get the product to market, and 
strong business systems.



HOW TO USE THIS BOOK
Welcome to the Department of Arts and Culture (DAC) export guide for craft producers. This guide is to inspire small 

craft and design businesses to sell their products internationally and to strengthen their ability to do so. The guide focuses 

on targeting niches within the international independent retail sector in particular, but does not exclude the many other 

channels of distribution in the export market. 

Know where you are and have a vision
You need to start out by assessing whether your business is ready for export by identifying where your business is strong and 

what still needs to be put in place. You also need to be very clear about your reasons for export and have a strategic vision 

for your business in the export arena. The first part of the book helps you work through these ‘big picture’ issues.

See your product through its life cycle with an export lens
The next part of the guide takes your product through the value chain, from conception to development and production, 

and into the foreign market. The feedback you get on your product goes back into further development. If you have a 

successful way of distributing your product locally, perhaps you can find a similar way in the international market. If, for 

example, you successfully sell your product in five or six small shops in Johannesburg and Cape Town, that same product 

might sell in shops in New York. Of course, you will need to research the type of shop, and that is where this guide can help. 

Strengthen your business systems
This guide cautions against trying to grow your business internationally before you have some experience at home in South 

Africa. There is no magic formula for growing your business into export and no-one can do it for you. It is just as much 

hard work as it was to get it to the stage it is at now. You need to be honest about where you are and whether or not your 

business has the basic systems in place to support export. The third section of the guide focuses on your financial systems 

and human resources and how they can be strengthened to support your export activities. 

Stay practical
This is a practical guide put together with the input of several experienced exporters and industry experts. It reflects their 

experience towards what works, and it gives good practical advice. Every section offers an activity for you to move your 

business towards export. Rather than try to cover everything, the book also focuses on offering information and contact 

details for organisations that can offer help and advice. Many of these are at the back of the guide.

Keep learning and building relationships
There is caution that, while there are tried and tested steps you can take towards export, there is always the mysterious 

unknown. There are so many variables that can’t be foreseen and planned for. For this reason, the most important resource 

to develop is you, continuing to learn and stay alert, every step of the way. Related to this is the importance of developing, 

nurturing and protecting relationships. These networks of people will be there to offer advice and perhaps indirectly help 

you grow your business when the way forward is not always clear.
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VISION

Getting into the export market takes time and resources, so it is 
important to think it through carefully with the big picture of your 
business in mind. For any business, it’s essential to spend regular 
time away from the day-to-day operations getting in touch with 
the overall vision, as well as planning and strategising for how to 
get there. In order to do this, you need to benchmark where you 
are now and be clear about where you want to go. Then you need 
a way to check regularly if you are on track. Of course, all this will 
be related to a range of factors external to your business, not least 
your product and brand’s potential in the market. 

Know why 
Don’t try to do anything without being very clear about the purpose of your 

business and why you are in business. This must be clear to anyone who is 

working with you, too, as well as your customers. The ‘why’ will be written up as 

part of the vision and mission of your business. This big-picture purpose will help 

you to answer the question about why export could be good for your business. 

Some of the reasons South African craft and design businesses are deciding to 

export are to:

 • Increase sales and profits.

 • Reduce dependence on domestic markets.

 • Make use of extra production capacity.

 • Become more competitive.

 • Improve the status of the business and brand.

 • Extend the product’s life cycle.

 • Create new jobs.

Activity: Are you export-ready?

Many of the organisations that 

capacitate would-be exporters have 

extensive readiness assessments. This is 

a shortened version of some of these. 

Go through the checklist to assess your 

business’s readiness for export.  

Do you have:

 � Clear export objectives and 

commitment.

 � Sufficient production capacity.

 � Consistent and acceptable quality.

 � Storage space for materials and 

finished products.

 � Business experience and an 

understanding of business 

practices.

 � Good financial and office systems 

and equipment.

 � Access to extra working capital. 

Be very clear about the purpose of your business and why you are in business.
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Know where your business is now 

Consider your focus – production vs design and 
making vs. marketer
To have a successful export business requires all three roles of producer, designer 

and marketer to be actively played out. A marketer is a specialist in promoting a 

product or range in specific markets. A designer/design-maker is in touch with 

trends and developments in the market with a key focus on developing new and 

innovative products. A producer is less focused on product development and 

promotion and more focused on quality of production and economies of scale in 

the production of products that have been shown to work. 

A key question or tension that many producers need to grapple with is retaining 

their essential craft and design-based product while scaling up production and 

marketing to get the volumes of sales needed to grow their businesses. If you are 

more focused on design, you need to improve your other skills or partner with 

or employ someone to give attention to production and marketing. On the other 

hand, if production is your focus, you need to improve your other skills or find 

someone to work with who can concentrate on the design and marketing needs 

of your business.

The reality of any successful business, large or small, is that they need these three 

roles to be performing well – all the time.

Activity: Know your focus

Answer these questions to become 

clear about your focus:

 � Do you want to continue 

producing the products you 

design?

 � If not, have you identified 

companies that you want to 

work with to outsource your 

production?

 � Are you willing and able to market 

your business?

 � If not, can you identify a service 

provider to market your products?

Partner with others for the right 
mix of marketing, design and 
production savvy.

h
u

m

a
n resourc

e
s

Go to page 115 for  
more on HR.

marketerdesigner

producer

A successful export business needs all three roles of producer, designer and 
marketer to be actively played out.
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Complete a SWOT analysis 
To plan and to strategise, it helps to consolidate the information about your business readiness as well as broader market 

intelligence. Gather information and get feedback around the external and internal aspects of your business. Externally, look 

at what is happening in the craft and design sector as a whole, particularly with regard to products and designs that are 

similar to yours. You also need to consider your competitors and the feedback you get from your customers. Internally, listen 

to what your staff or business partners or business records are saying about what is working or not working. Gather all this 

information together into a SWOT analysis.

‘S.W.O.T.’ is an acronym that stands for Strengths, Weaknesses, Opportunities, and Threats. A SWOT analysis is an organised 

list of your business’s greatest strengths, weaknesses, opportunities and threats. A strength for the export market might 

be a cultural skill, such as woven telephone-wire plates. A weakness might be poor productivity or competitiveness. An 

opportunity could be demand in foreign markets for unique products, and a threat could be high distribution costs. 

Strengths

Strengths are what is positive within your organisation. They include the things you do well and the internal resources in your 

business. The strengths are within your control. Think about these things:

 • Your product style and range, and how these appeal to the market.

 • The people working in the business, especially their special skills, knowledge or expertise.

 • The assets of your business, for example, equipment, premises, capital, credit, existing customers or distribution channels.

 • Advantages you have over your competition, for example, strong designs or a special kind of technology or material.

Weaknesses 

Weaknesses are what need development internal to your business. Weaknesses are parts of your business that take away 

from the value you offer or place you at a competitive disadvantage. You need to improve these areas to compete. The 

weaknesses are within your control. Think about these things:

 • Areas that need improvement, for example production, marketing or transport.

 • What your business lacks or depends on, for example, expertise or access to skills, technology, equipment or materials.

Opportunities 

Opportunities are attractive external factors that represent reasons why your business is likely to do well. Opportunities are 

not within your control. Think about these things:

 • Opportunities in your market or environment you can benefit from.

 • The perception of your business. 

 • Recent market growth or other changes in the market. 

 • If the opportunity is ongoing or time-based.

Threats

Threats include external factors beyond your control that could place your strategy, or the business itself, at risk. You have no 

control over these, but you could put a plan in place to address them if they should happen. Think about these things:

 • Your existing or potential competitors.

 • Challenges created by an unfavourable trend or development that may lead to deteriorating revenues or profits.

 • Changes in supplier prices or availability of raw materials.

 • Shifts in consumer behaviour, the economy, or government regulations that could reduce your sales.

Go through each section in this book and see where 
your business is strong and where you can improve. 
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Identify where you want your business to be and 
how you will know when you get there
What do you want to achieve from exporting? Once you are clear on where you 

are and what your reasons are for export, you can start to think about where 

you want to be. As much as this is determined by strong business systems 

and financial management, it is also determined by the external factors in the 

market. These could be push factors like the local market being too small. They 

could also be pull factors, like getting the feedback that there is lots of potential 

in the international market. For example, you might find that shops supplying 

the tourist market are your best customers, or that a large percentage of your 

website enquiries are coming from people outside South Africa. 

Before you think about export, you must have clear information that the 

particular market is a great market for your business and there is lots of time 

and space to grow in that market. To help with this, you can think about the 

feasibility and viability of your export dreams. Feasibility is about whether 

something is actually doable so that you don’t lose money and that there is 

opportunity for profit. Viability is about the ability of a thing to maintain itself or 

realise its potential. Ultimately, viability is about how profitable your business can 

be. See page 87 for more.

Write it down in a business plan
Business plans have recently developed a bad reputation. This is not because 

they are not useful, but because they were often outsourced and written by 

consultants for business owners, rather than by the business owner himself/ 

herself. 

It is essential that you as a business owner are involved in the process of 

preparing a business plan. It is a useful process because it helps you document 

and clarify your vision and purpose as well as the steps you need to take to 

fulfil these. It will also help you identify the resources you will need to achieve 

your plan.

You may not refer back to your written business plan very often, because the 

process of writing it will have helped you embed your vision and mission and 

tasks. But it can help to look back at your business plan at least once a year to 

confirm your purpose and check how you are doing against your action plan.

Activity: Is your export idea 
feasible?

Try these three questions to quickly 

figure out if your export idea is feasible: 

 � Do I have the market?

 � Do I have the skills or can I  

get them?

 � Do I have the resources or can I  

get them?

Once you know that exporting is 

feasible and viable for your business, 

you can go about identifying the steps 

that will take you from where you are 

to where you want to be. You can also 

write your business plan. See the box 

below for major headings.

Contact SEDA for help with  
writing a business plan – see 

page 125.

p
l

a
c

es to help yo
u

For more on business  
viability, go to page 99.

Headings in a typical business plan 
• Executive summary • Mission statement • Industry background

• Competitor analysis • Market analysis • SWOT analysis

• Financial plan • Management and operations plan • Management summary

• Marketing plan (see page 62 
for the main headings in a 
marketing plan)

• Production plan (including  
resource requirements)

• Product/service offering 
(including unique selling  
points)
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Register as an exporter 
If, after working through your vision, your focus and your strengths, weaknesses, 

opportunities and threats, you think you are ready to supply international 

customers, you must register as an exporter with South African Customs and 

Excise. The minimum requirement for you to qualify for registration is to provide 

them with an income tax number. It is even better if you can submit a tax 

clearance certificate with your application. If the application documents are 

correctly completed and all supporting documents submitted, application should 

take about 10 working days. 

All the application forms, but mainly the DA185 and DA185.4A2, can be found at 

www.sars.gov.za. In terms of registering for the various trade agreements, refer 

to the DA185 for annexures that you need to complete. 

Trade agreements between South 
Africa and the European Union 
allow for a preferential duty rate.

Trade agreements
SA has formal bilateral and regional trade agreements 
with a number of countries and regions. These are 
negotiated at a national level by the Department of 
Trade and Industry (DTI) and make provision for duty-
free or reduced tariffs or duty-free trade on certain 
goods between companies within these countries or 
regions. For example, if you are planning to export to 
European Union (EU) countries, you will need to register 
specifically for this to enjoy the preferential duty rate 
that South African products enjoy in EU countries 
because of the trade agreement between South 
Africa and the EU. There are no fees payable for this 
registration. Likewise, you can register to benefit from 
The African Growth and Opportunity Act (AGOA), which 
offers trade incentives between the US and sub-Saharan 
Africa. Other agreements may also exist within SADC.

It’s a good idea to research trade agreement provisions 
for the countries you export to, or are intending to 
export to, as these could make a significant difference 
to the viability of your product in those markets.

Links to these agreements can be found on  
www.sars.gov.za

p
l
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See Places to Help You on  
page 121 for contact details.
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PRODUCT LIFE 
CYCLE

Greer
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Case study: Product ideas and range 
development
Greer Valley’s product designs combine exquisite leatherwork with 
hand-woven textiles sourced in Ghana, Senegal and Ethiopia. These 
hand-woven textiles contain stories that have been passed down 
through generations and form the signature for Greer’s range of 
truly African products under the Kushn brand. These include laptop 
cases, shoes and bags. 

One of Greer’s ranges is brogue shoes. The range itself was inspired 
by the 1960s and market research told her that the classic brogue 
is a popular shoe amongst her brand’s target market of young, 
worldly people. Greer and her business partner, Themba Mntambo, 
tell of how they got the inspiration to add another product to this 
range. In Ghana, Kente artists designed a pattern specifically to 
commemorate and celebrate the virtues of Fathia Nkrumah, the wife 
of the first president of Ghana after liberation. Greer incorporated 
this beautiful fabric into the design of a pair of ladies’ brogue shoes. 
The shoes symbolise walking in great steps. Greer reflects that the 
world market wants something genuinely African, and so, rather 
than follow an international trend, Kushn is setting a trend by 
weaving African stories and fabrics into their products.

Kushn products are available at a shop at the Cape Town Waterfront 
where Greer spends two days a week. Greer says the feedback she 
gets from customers in the shop is very important for further product 
design and development. Customers and would-be buyers help her 
with decision-making about colour, finishes and new products and 
it is easy to run up a few samples and test them in the shop. Greer 
has realised there is a need to design smaller, more affordable items. 
None of the Kushn products are ‘tourist products’; they are products 
that their customers would buy for themselves wherever they were. 
Greer knows that the products that sell well to foreign visitors at 
the Waterfront will sell well in the export market, too. During quiet 
times in the shop, Greer sits and sketches. But, Greer says, apart 
from the time in the shop, it’s important to structure proper time 
for product development where she can do proper research and 
think about her existing products as well as her new products. 
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PRODUCT LIFE 
CYCLE

This giraffe was inspired by the 
giraffe in the hit movie Madagascar.

You don’t have to do all your design work 
yourself! Maybe there is someone you could 
work with. Maybe an outside designer could 
bring a fresh perspective to your products.

A business often starts out with one product. By the time you are 
ready to export, you will most likely have a range of products. 
Certainly, to keep both your local and international customers 
buying, you need new products and your existing products must 
be updated. In other words, you need to continue to look at your 
products from a fresh perspective, as well as increase or change 
your product range. 

Start off by identifying your signature style, which makes 
customers buy your products. Don’t let it dictate your product, but 
consistently research international trends for ideas and inspiration 
to develop your products and product ranges. Take notice of shifts 
in the market and inspire yourself with new ideas. Stay ahead by 
being aware of your customers’ needs. Keep your eye on what 
your competitors are doing. Expand your successful ranges and 
learn from the failures. Look left and right, behind you as well as 
forward! 

Stay inspired
Look at your product category in shops, magazines and online to make sure 

your product design is unique. Identify other brands that inspire you by the way 

they present themselves. Explore aspects of your own history, culture, heritage, 

surroundings and events. Try to identify rituals or stories that have relevance for 

you to find possible springboards of inspiration for your work. Think through 

what it means for you to come from Africa in particular. Often, international 

buyers are looking for a product that is contemporary African. Continuous 

product development is the only way to stay ahead of the imitators, who copy 

designs and produce them for a fraction of the cost in other countries.

Your signature style is part of 
your branding. For more about 

branding, see page 54.

This ceramicist has used technology 
to revolutionise the way plants and 
animals can be captured in ceramic.

Much of the information in this section on product ideas 
and development is taken from Your Guide to Product 
and Range Development written by Aileen Brindle and 
published by the Centre for the Promotion of Imports from 
developing countries (CBI).
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Know your product style 
Whatever it is that you can say about all your products is what is called your 

signature style. Perhaps they are made of the same raw material, or perhaps 

they all use the same production technique. It is what all your products have in 

common. Your signature style is the thread that connects your products together. 

In Your Guide to Product and Range Development by Aileen Brindle, examples of 

style are listed as:

• Traditional – products have a historical cultural reference in the materials they 

use or the way they are made.

• Classic – products generally have simple, harmonious proportions and are 

finished to a high quality with no particular reference to culture or a period  

of time.

• Contemporary – products represent the lifestyle of present times with simple 

lines, often combining function and style.

The style of your products will stay in your range. This will link to the particular 

style preferences of the consumers who buy your products. But you will need to 

think of ways to add to or adapt products in your signature style to keep these 

consumers buying.

Research international trends  
and markets 
Trends affect the types of products and the styles of products that people are 

likely to buy during a particular buying season. What makes a trend? 

• Season – for example, in the spring/summer season, crisper, brighter colours 

in lighter fabrics are used more often.

• Entertainment – films and cultural events influence designers. For example, 

the movie Madagascar has inspired a different style in depicting the range of 

African animals.

• Art – art and styles from the past inspire designers.

• Social changes – there are many more products around health and home 

comfort to counter the stressed work and city environments; examples are 

burners and massage aids.

• Technology – new technologies in computer-aided design, dyes, fibres and 

fabrics also have an impact on design. 

• Times gone by – the designs, art and ways of thinking of the past can 

influence trends in fashion and home interiors. 

• Nature – from animals, to plants and trees, oceans and mountains, nature 

remains an abundant source of creativity for designers.

Activity: Look at an existing 
product and decide which way 
to adapt it

Place your product on a table in front 

of you. Now close your eyes and 

imagine you are your ideal customer. 

As your ideal customer, imagine where 

you are, the kind of day you have had, 

what you are wearing and what you 

are worried about. Now open your 

eyes and look at your product through 

your customer’s eyes. Still in the role  

of your customer, think about how  

you might: 

 � Change colour, size, form or shape.

 � Use different raw material.

 � Improve quality.

 � Add a decoration or pattern.

 � Change the texture or finish.

 � Add extra parts or change or add 

to the function.
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PRODUCT LIFE 
CYCLE

Build your range
A range is a specific number of products, which present buyers with a choice of which to buy as well as an invitation to 

buy more than one product. Ranges are generally coordinated by an overall style, which is developed for a specific market. 

Having a product range rather than just one product spreads the risk so that decline in sales of one product may be offset by 

sales of other products. Also, selling a single product may not generate enough returns for the business. 

Define the total size of your range
In considering the number of products to put in your range, think about:

• Enough products to satisfy customer needs and give them a choice of what to buy.

• Enough products to make a profit, but not so many that the development and management time can’t be justified.

• Having enough products to create a balanced concept and to create an impact.

• Your production capacity and economies of scale.

Identify the role of different products within your range
Within ranges, different products play different roles: 

• Core or basic products – they make up the bulk of your range and achieve the needed turnover.

• Star sales products – get more volume sales or more margin than average.

• Range-setters – create the mood of themes or concepts in the range.

• Eye-catchers – attract the attention of the customer, perhaps through a new technique or innovation (see page 150).

Help define your range with product groups
Most likely, your products will fit into a major product group such as ceramics, wood, leather or basketry. Think of how else 

you might organise your products into groups. For example, you could think of bowls, vases, cushion covers, furniture, and 

matting. Another way to group products could be according to setting, for example, dining, bathroom, kitchen, office or 

decorative household accessories. Some companies group their products according to those targeted at individuals and those 

targeted at corporates. Not only can product groups help with selecting products to keep in a range, but they can also help 

with promotion (see page 58 for more on promotion). 

The CBI website
The Dutch Centre for the Promotion of Imports from developing countries (CBI) has a huge 
website to support would-be exporters to get a foothold in the market in the European 
Union countries. The CBI has many market surveys, including gifts and decorative articles, 
toys and games, stationery items, office and school supplies and domestic furniture. The 
website includes lots of other market information and is well worth a visit. Be warned, 
however, that this is an incredible resource AND it is easy to get overwhelmed by the 
volume of information on the site. Before visiting it, be very focused and specific about 
the information you want to get. Go to http://www.cbi.eu/marketintel_platform. For more 
places to help you, see page 121.

introduction
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Understand product life cycles
Just as people go through infancy, childhood, adulthood and old age, so, too, 

do products and brands. The four phases usually used to describe a product’s life 

cycle are introduction, growth, maturity and decline. 

• Introduction – researching, developing and then launching the product.

• Growth – when sales are increasing at their fastest rate.

• Maturity – sales are near their highest, but the rate of growth is slowing 

down, e.g. new competitors in market or saturation.

• Decline – final stage of the cycle, when sales begin to fall.

It’s important to understand that there is no set time limit on the life of a 

product. Many export products have been selling successfully for 15 years. A 

key point in working with product life cycles is that you don’t necessarily need a 

new product when your sales go into decline. It might be that you need a new 

market to get that growth in sales again, or your might need to refresh the range 

or implement a new marketing strategy. A product in the decline phase in one 

market may be at the growth stage in another market. A successful product is not 

easy to develop and therefore it is important to maximise its product life cycle by 

accessing different markets. 

See page 86 for how to identify 
your best sellers.

introduction

growth

maturity

decline

Product life cycle

feedback

Every product has its own life cycle.
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Case study: Prototyping and sampling
Wilbert Kamupira is part of a team of sample artists for Streetwires 
that produces a huge range of beaded wire artefacts, including South 
African animals and birds. Streetwires sells its products locally and 
internationally. Wilbert, also known as ‘Mr Perfect’, sets the standard 
for the other wire artists in the workshop. Streetwires differentiates 
itself by creating highly refined, detailed interpretations of South 
African fauna. Wilbert is often inspired by scientific drawings of 
these animals. He is also inspired by his past; as a boy, he used to 
herd animals and spent many hours in the veld, observing birds. 

Wilbert’s samples must show precisely how to shape, bind, plaster 
and add the peripherals, like eyes. The sample also shows the 
detailed, neat finishes of the product. Working with a costing 
sheet, sample artists record precisely how many metres of wire and 
spindled bead they use for the product. They also record how long 
each stage of making the product takes. This information is entered 
into a database and helps to set the final price of the piece. When 
they are finished, the samples are sprayed green to differentiate 
them from their copies. 

The national bird of South Africa is the blue crane and so it was 
important this bird be included in the range. Wilbert struggled with 
early prototypes. The first version had a separate wing attachment 
and feedback was that the wing made the bird too clunky and a bit 
unbalanced. Wilbert then used the wire to form just the shape of a 
wing, implicit in the overall form of the bird. This brought down the 
costs of the bird – but feedback on this version was that the blue 
crane was too blue! Wilbert then changed the colour of the beads 
for the winged part, making them a slightly lighter blue. Feedback 
now comes in the form of the high sales for this product, both locally 
and internationally. Wilbert explains that when the bird sells from 
their local store, it is often tourists wanting something to remember 
their time in South Africa by, but when it sells internationally, it is 
just the pretty bird that customers want, and the fact that it is a blue 
crane passes them by. 

Sales of animal ranges tend to be slow. Streetwires gets quicker 
sales from its corporate products. The company has examples on 
its website showing the many ways that it can use bead and wire. 
Companies abroad order specially designed wire products to support 
their corporate events and branding.
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It is difficult to get feedback on an abstract idea. A prototype is 
a version of your new product idea in physical form. The sooner 
you have something concrete for people to give feedback on, the 
sooner you can refine it into a product that is viable in the export 
market. So once you know what you want to add to your range, to 
further meet the needs of your customer, start experimenting. Once 
you have a prototype, you can see if it meets the needs, quality and 
price you have identified, and also get feedback from the export 
market you want to target. 

Make sure your first prototypes meet 
the needs you identified
In analysing your style and looking at trends, you had some specific ideas  

about what your new or adapted product should look like. Make sure that it 

meets these. 

Experiment with prototypes and packing  
for export
You may need to redesign your product to be more export-friendly. Shipping 

costs are a huge consideration around export. When creating early versions 

of your product, think through how they might be designed so that they can 

nest within each other, or be dismantled and flat-packed. In other words, 

build packing considerations into the design of your product so that when you 

transport it there will be less air in the box! In addition to volume, also think 

carefully about the weight of the materials you are using. The lighter the better 

for export!

Get feedback on new products
Retailers are always looking for new products to make their shops interesting 

and get better sales. Select an independent shop that you would like your 

products to be sold in and try to develop a good relationship with the owner. 

Shop owners tend to be quite objective about products. Ask the shop owner: 

“What can you get for this?” This will give you an idea for a price in South 

Africa and you can see if your product will be viable. Note that prices in a 

foreign market might be different, possibly higher or lower, and much depends 

on the distribution channel you use. Be aware that retailers may get many 

similar requests, so think through your approach carefully and try to offer 

something different.

Activity: Assess your prototype

This activity to assess your prototype 

comes from the CBI’s Your Guide to 

Product and Range Development:

 � Does the product meet your 

objectives?

 � Is the product fit for purpose?

 � Does the product fit the look of 

the range?

 � Is the product durable and of 

suitable quality?

 � Does the product come in at a 

competitive or acceptable cost?

 � Does the product meet legislation 

requirements?

This table is flat-packed.  
See page 45 for more on packing 
and packaging.

materials

See page 29 for more on materials.
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If you get resistance from shop owners, another way to get feedback is to put 

prototypes into shops on consignment. Selling your products on consignment is 

placing your product in the shop but retaining ownership until it is sold. If you 

do give goods on consignment, be sure to negotiate a lesser commission for 

the retailer, as you are taking all the risk. Since consignment selling is not really 

desirable for your business, explain to the shop owner that this arrangement 

is just for the testing phase of the product, for both you and the shop. If the 

product sells well, the shop owner will need to buy it for the shop, rather than 

continue to receive it on consignment. Selling on consignment is not feasible for 

supplying foreign shops.

Some businesses that make most of their money from export have one local 

shop in a strategic location where they test products first. The location should 

attract the international market, for example Sandton City in Johannesburg, the 

Waterfront in Cape Town or uShaka Marine World in Durban. If a product sells 

well to tourists in South Africa, it is possible that it will sell well in the export 

market. Note, however, that when recording local sales to foreign visitors, it is 

important to understand whether the product is being purchased for its souvenir 

value (i.e. as a reminder of a holiday here) or for its intrinsic value, as something 

that would be purchased whether or not the visitor was here or at home. The 

products that are bought for their intrinsic value are the products that will sell  

well internationally.

Send an electronic catalogue to a panel of buyers
It can be expensive to send prototypes and samples overseas for feedback. 

Another option is to get some good photographs of your samples and 

prototypes. Develop a panel of buyers for feedback on prototypes. This means 

having a relationship with the buyers so they have the will to respond to 

information and photographs of new products with feedback on their markets. 

Try to have buyers from different parts of the world so you get insight into the 

different markets. For example, your panel might include buyers from Canada, 

the USA, UK and Europe. 

Have a high regard for your retailer.

To get volume and sales, you need 

distribution channels and you need 

to understand the mark-up retailers 

put on your product.

See page 88 for more on costing.

Look in shops for products similar 
to yours to get a price point. See 

page 55 for more on pricing.

marketing
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Be careful before you send a physical sample
Sometimes customers request physical samples, or some kinds of products, e.g. 

fabric, as buyers want to get a feel of the product. In this case, you can charge 

for the samples, e.g. at cost price, but a discussion about samples should always 

be held in the spirit of developing a mutually beneficial relationship. Experienced 

exporters advise that free samples often don’t reach the correct decision-maker, 

perhaps because no-one is expecting them or particularly valuing them. Samples 

are usually sent only after initial discussions have taken place and the negotiation 

stage is quite well advanced. If you are sending samples to distributors, check how 

many retailers they have on their books. 

If you are concerned that samples may be used by competitors to copy your 

products, you could consider the following options to give yourself at least  

some protection:

• Send the product to yourself by registered mail.

• Take a photograph of the product, which includes the date.

• Make a copy of the courier slip (if using a courier!)

Distinguish real potential buyers from individuals 
wanting a deal
You need to protect the prices your retail outlets put on your products. This means 

you can’t sell wholesale to individuals. If you do, you undercut yourself in the 

market, and retailers will be reluctant to buy your products. Sometimes individuals 

will pose as retailers or wholesalers in order to get a good deal on a product. You 

will need to verify that these are real buyers by asking questions that would expose 

an individual posing, e.g. the shop’s physical address and website. 

If you do give goods on consignment, be sure to 
negotiate a lesser commission for the retailer, as you 

are taking all the risk.
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Case study: Materials
Majda Rabin uses crocodile and ostrich skin to create a truly exotic 
and African range of leather bags and belts under the brand 
Chimpel. The soft belly of the crocodile tends to be favoured by 
leather workers because it is supple and easy to work with. As a 
result, it is more expensive than the hard and horny back of the 
crocodile. If not used creatively, this part of the crocodile can create 
a very raw and repellent product! However, Majda has found ways 
to incorporate this textured bony back into the centrepiece of her 
designs, resulting in highly original pieces.

While the kind of crocodile used in Majda’s designs is not endangered, 
Majda is well aware that some species of crocodile are, and she 
consequently needs a CITES permit for exporting her crocodile skin 
goods. CITES is an acronym for Convention on International Trade in 
Endangered Species of Wild Fauna and Flora. 

On one occasion, Majda was due to exhibit her wares at a trade 
show in New York. Although she notified the freight forwarders 
well in advance, officials in New York would not allow the bags, 
or indeed any of Majda’s goods, outside the airport. The reason 
was that the goods were destined for an exhibition rather than a 
particular company or person, as was usual with her exports. Her 
regular importers in the United States could not help, since any 
changes to an order, such as the name of a supplier, would result in 
their being blacklisted. The bags were sent back to South Africa, and 
when Majda got home and opened the parcel, she found that about 
half the goods had been stolen.

Majda’s advice is that, as soon as the export permit is issued on the 
South African side, it should be sent to the authorities in the country 
of export. She also highlights the need to be absolutely precise 
about everything, because if there is one thing left out or wrong, 
officials in the country of export will literally confiscate everything 
and burn it. Majda is now preparing for a trade show in Japan. She 
received a month’s notice of her acceptance at the exhibition and 
yet it takes three months to get a CITES permit. She has decided to 
leave her crocodile-skin products out of the show, except for the 
one she uses as her personal handbag, to show as a sample.
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Materials for export must be of a quality fit for the purpose and 
must comply with the legal requirements regarding materials 
for importation and exportation to various markets. A range of 
organisations can offer information about these requirements as 
well as what certification is needed regarding quality, fumigation, 
origin and value.

Choose materials that will be 
competitive in your export market
Start out by choosing materials that can be competitive in the export market. 

Think carefully before trying to make products out of raw materials that are 

cheaper in the markets you are trying to reach. In Europe, for instance, glass is 

really cheap and Russians can get very cheap steel. In cases like these, be sure 

that you are adding sufficient value to the materials to justify the price you 

charge. You might also want to consider what duty rebates are available in your 

market (as for the trade agreements mentioned on page 14). Also think about 

what materials are unique to your environment, which would make your product 

unusual in your target market.

Use quality materials that will make 
your product fit for use
All parts of the product must satisfy the customers’ stated and implied needs. The 

quality of a product is a major factor in any purchasing decision. This means that 

your materials must be of a quality fit for purpose. 

This often starts with suppliers. Building strong relationships with reliable raw-

materials suppliers is very important. Buy your materials from reputable South 

African suppliers whom you can contact with problems. Keep accurate records 

and be aware of any technical support offered by the manufacturers of your 

materials. Read the product sheets, which give detailed information about what 

goes into the product. Your suppliers are part of the team that helps you to 

satisfy the needs of your customers. Consistency of raw materials is essential if 

you are intending to produce export orders to an agreed specification.

Materials must be competitive in 
the overseas market. See page 121 
for places to help you.

Quality is also part of  
production management.  

See page 35 for more.

pr
oduction

All wooden products will need a fumigation certificate for export.
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Get the information you 
need about export and  
your materials
You need to find out precise information about the 

materials you want to export and what the regulations 

are on these materials in the countries or regions to which 

you are planning to export. Consider also that legislation 

may be in flux. Metal bromide, for example, used to be 

used to fumigate wood and is now going to be banned. 

The legislation is not in place yet, but there is a year’s 

lead time to get compliance from suppliers. Know that 

all wood will need a fumigation certificate. Be aware 

that adding small details of animal hide or shells can add 

enormous restrictions you may not want to involve yourself 

with. Any part of an organism once living, e.g. shells, 

feathers or skins, may require a CITES permit. This permit 

– representing the Convention on International Trade in 

Endangered Species of Wild Fauna and Flora – is part of an 

international agreement to protect species.

Research certification  
and standards 
Most countries and regions have specific minimum 

standards for products sold in their markets. These may 

cover material, manufacturing process, and usage, for 

example a fumigation certificate, lighting specifications  

and drop tests. 

If you are serious about exporting to a particular country or 

region, you must check if there are any certification or other 

standards you need to comply with. 

Your materials and product design will need to take these 

into account and you will probably require testing to be 

done by an accredited testing authority. In South Africa, we 

have the South African Bureau of Standards (SABS), and 

there may be private-sector companies accredited to do this.

You would do well to research this beforehand as some 

issues may not be resolvable when you are at the point  

of shipping.

Activity: Visit the following places to get 
information about your materials

 � The CBI website (user-friendly and product-specific but 

European Union-focused). 

 � Freight forwarders.

 � Google to find a particular country’s import 

requirements. 

 � South Africa’s foreign economic representative (FER) in 

the country concerned (SA High Commission, embassy 

or trade office).

 � Buyers can give information on materials in the countries 

they export to.

 � Wesgro offers a free service around materials.

 � South African Customs is there to answer questions 

about certain materials, the export of which  

is controlled.

 � The Cape Craft & Design Institute has product support 

advisers who can help with decision-making about 

materials.

Any part of a once-living 
organism, e.g. shells, feathers, or 

skins, may require a CITES permit. 

See Places to Help You  
on page 121 for organisations 

that can advise on regional export 
requirements.
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Case study: Production
Dan Sacs makes wooden furniture and is especially well known for 
his ‘surfboard’ coffee-table range. Dan’s workshop is organised so 
that assembly happens in the middle; sanding, which is very noisy 
and dusty, is at the back; and finishing and packing are at the front, 
nearest the door, where it is easiest to dispatch items. The walls have 
racks that hold stocks of materials, as well as template pieces and a 
work board with the progress of every job tracked on it. Dan says 
that export has changed his business from the making of a single 
product to producing mass volumes within a particular time period.

When Dan was just getting started with export, he received an 
order for 100 tables from Denmark, just before Christmas, as every 
supplier’s stock was running low. This order forced Dan to do a time 
motion study and proper costings for the first time. He says that 
once you’ve done this, it doesn’t matter how much labour you bring 
in – it just shortens the time it takes to complete the order. He also 
had the realisation that he could rent things like sanders and just 
cost them in. 

Dan’s advice with a big order is to spend proper time planning and 
order in absolutely everything you need. With a plan, it is very 
clear what needs to be done every day and things can be properly 
managed to get to the deadline on time. Other ways that Dan tries 
to increase his capacity for production are:

• Designing multiple products with the same component or base 
part, for example the way a leg fits into a table.

• Designing products around using the off-cuts of other products.

• Designing products around flat-packing so they are more easily 
stored and transported.

• Limiting the colours and wood finishes available on products.

• Outsourcing the cutting of various components to a computer- 
based cutting machine.
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You are able to adjust your end-selling 
price when you know and can manipulate 

the variables in your production.

Planning for production is tied up with the demand for your 
product. It means organising things so that staff, materials, 
production methods and machinery are being used optimally. Built 
into your production planning and management must be a way to 
cost absolutely everything properly, as well as to monitor these 
costs on an ongoing basis to keep them in check or under control. 

You will need to work out a system to manage and administer your 
production process. At the least, this will require some record-
keeping books and a job card to track the process of a particular 
product through your system. Also, you need to make sure you 
comply with international standards for quality and safety, if 
applicable.

Consider your capacity
Even if your focus is on design, export presents the opportunity to sell small 

volumes to similar market segments and niches that you have in South Africa. 

With this focus, you do not need to scale up dramatically in production capacity. 

If you are more focused on production, you need to take care with developing 

new markets if you don’t have the capacity to supply the needs they create. 

Common problems include offering products to buyers who are likely to place far 

larger orders than you can supply. 

Work out what your demand on production 
capacity is 
Grow your production capacity with demand for your products rather than 

thinking too big at first. It could make sense to outsource some of your 

production until you can create enough demand for your product. Take care, 

however, to manage the quality and standards you have over your production and 

product. Once there is enough market demand for your product, you can bring 

production in-house, but guard against overextending your capital investment to 

do so, especially if the demand is not guaranteed.

One of the biggest problems in production is that the demand for any one 

product could change over the course of the year. Plan to level out demand by 

trying to alter sales patterns. This could include reducing prices or increasing 

promotion during quiet periods. 



TIME STUDY

PRODUCT 
REFERENCE 
NUMBER

ER01 PRODUCT NAME Ceramic bowl DATE 
MADE

4th April 2014

Task name  
Slip cast

Observed time (i.e. 1 task 
observed and timed  
several times)

Calculation Notes

Process Minutes Seconds

Time 1 12 0 12.00 Measure the time a worker takes 
to complete a task several times. 
Convert minutes and seconds 
into a decimal fraction by adding 
minutes + (seconds ÷ 60) = decimal 
answer (e.g. 2 minutes + (36 
seconds ÷ 60) = 2.60

Time 2 9 30 9.50

Time 3 5 20 5.33

Time 4 8 15 8.25

Time 5 7 5 7.08

Average observed time 8.43 Calculate the average observed 
time by adding the 5 times 
together and dividing by 5.

Expected standard time  
(minutes and seconds)

8 minutes 26 
seconds

Convert the decimal to seconds by 
multiplying the decimal by 60 and 
adding it to the minutes e.g. 2.88 
=  [ = 2 + (0.88 x 60)] = 2 minutes 
53 seconds
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Understand your product in terms of time,  
movement and space 

Write down every step of the process needed to create  
your product
Write the name of your product and then every step needed to create your product. Number the steps 

in the order they need to be done to create the product.  

For example, for the production of a ceramic bowl, the steps involving time for labour would be:

1. Mixing the clay 4. Decorating 7. Painting 

2. Casting 5. Cleaning 8. Glazing 

3. Cleaning 6. Stacking 9. Packing

Improve efficiency: go through each step again. Is there one that can be skipped or merged with 

another? You could also save time by mechanising some part of the process or by using something like 

a mould or a jig.

Time each step of the process
Do a time study for each individual step of your production process. A time study means measuring 

the time it takes to complete the step. For accuracy, it is useful to measure it several times to get a 

reliable average. Once you have measured the time for that step several times, you will be able to get 

an expected or average time that it will take to complete this step. 

You will use 
the expected 
standard time 
for each step 
to cost your 
product. See 
page 88.
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See page 128 for 
a blank time-
study template.

templates
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Design the layout of your production area
To design the layout of your production area, start with the door! The door is 

where materials will arrive and where the completed product will leave. To save 

time, energy and physical manpower, have your raw materials cupboard and your 

completed products on either side of the door. Then have a work station for the 

first step to creating your product next to the materials cupboard. Work each step 

around the room until the last step is completed.

Think through each step again. If there are two or three steps that require similar 

tools and space, maybe they can be carried out at the same station. Consider any 

steps that need water or electricity. Consider, too, processes needing chemicals 

that should be completed in a closed (ventilated) area and those that are very 

noisy and should be in a closed-off soundproof space.

You can use the information from your time study to make sure there are not 

hold-ups between stations. Hold-ups can happen when some activities take 

longer than others. If you have someone decorating and it takes 10 minutes, and 

the next station is cleaning and it takes five minutes, the person cleaning will 

need to wait five minutes between cleanings. By adding an extra person at the 

decorating station, you can increase productivity and production.

Production layout should start at the door with raw materials and end at the door with 
completed products.

stock cupboard
raw material

mixing clay cast dry

glaze          paint

clean

kiln
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Put in place a basic system to manage production
To have smooth and efficient production, you will need to manage:

• The start of a run with an order book and materials receipt book.

• Raw material stocks with a materials receipt and issuing book.

• Process of the product order with a job card.

• Your overall orders for production with a production-lead-time chart.

• The quality of your production with a quality checklist.

More details of these requirements follow in the next pages.

Initiate the production run

Order book

Once a quotation has been accepted, any raw materials required to complete the order must be  

written up and the order placed.

ORDER BOOK 

Name of company

Ordering date 4/09/2015 Order No 00032

Place of 
delivery

Wynberg Discount N/A

Supplier Clayworx Conditions of 
payment

COD

Remarks None Telephone 021 555 5555

Fax

Code Description Price/Unit Quantity Total 
amount

Date of 
delivery

Date 
received

Cla001 Clay 20.00 100 R2 000.00 2/10/2015 2/10/2015

Pai001 Paint 5.00 100 R500.00 2/10/2015 2/10/2015

Gla001 Glaze 7.00 100 R700.00 2/10/2015 2/10/2015

Box001 Box 2.00 100 R200.00 2/10/2015 2/10/2015

Authorisation name  John Walters

Signature

Date  5/09/2015

See page 129 
for a blank 
order book 
template.

templates
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Material receipt book

Once the materials arrive they must be recorded in a material receipt book and compared against the 

order book. Deviations should be dealt with immediately.

Manage your raw materials

Material receipt and issuing book 

Materials should be recorded in the material receipt and issuing book and raw materials should be 

locked up. When raw materials are required for production, they should be recorded under the issuing 

section, which then provides you with the balance of raw materials for future orders. 

Manage and learn from the production process

Production lead-time chart 

The intention is to have a chart that lists all orders in production and orders that still need to enter 

production, in order for you to keep an eye on the lead time and determine whether or not you are 

meeting your targets.  

MATERIAL RECEIPT BOOK

Name of business

Date Invoice No. Description Quantity Total amount

2/10/2015 INV. 117 Clay 100 R2 000.00 01

2/10/2015 INV. 117 Paint 100 R500.00 01

2/10/2015 INV. 117 Glaze 100 R700.00 01

2/10/2015 INV. 117 Box 100 R200.00 01

See page 130 
for a material 
receipt book 

template.

PRODUCTION LEAD-TIME CHART 

Name of business

Production 
capacity 

9 600  
Minutes

Customer Units Time 
per unit

Total 
time

Days 
needed

Date 
received

Date  
commenced

Delivery 
date

Date 
completed

A 100 40 4000 4.17 2/09/2015 2/09/2015 8/09/2015 5/09/2015

B 30 40 1200 1.25 3/09/2015 8/09/2015 10/09/2015 9/09/2015

C 60 40 2400 2.50 4/09/2015 9/09/2015 12/09/2015 11/09/2015

        

templates
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JOB CARD

Name of business  Blue Bird Ceramics

Name of client Gallery Paris Job card No. 00005

Address Date commenced

Planned delivery date

Date completed

Fax

Tel.

Product code  0257

Product description Small ceramic bowl with African bird

Description of work Mixing, casting, cleaning, painting, glazing

Material

Date Description Quantity Amount

3/09/2015 Clay 100 R2 000.00

Paint 100 R500.00

Glue 100 R700.00

Box 104 R208.00

Total R3 408.00

Labour

Date Description of work to be done Time Amount

Mixing clay 150 R30.00

Casting 850 R170.00

Cleaning 300 R60.00

Decorating 5000 R2 500.00

Cleaning 300 R60.00

Painting 2000 R1 000.00

Glazing 900 R180.00

Total 9500 R4 000.00

R7 408.00

R2 592.80

Total amount R10 000.80

Office use Actual Budget Variance

Quotation price R9 990.00 R9 990.00 R0.00 

Material R3 408.00 R3 400.00 R8.00 

Labour R4 000.00 R4 000.00 R0.00 

Mark-up R2 582.00 R2 590.00 R-8.00 

Job card 

The job card travels with the raw materials through all the production processes and all the raw materials and labour 

times are recorded at every stage. The job card also has labour and mark-up on it. The actuals are recorded during each 

production phase and the variance between the planned and the actual can be determined to work out the viability and 

inform future quotes. This is a useful system for made-to-order production as well.

The job card also shows the costings, which are for office use only and added at the end of the production run.

See page 131 
for a blank 
job card.

templates
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Make sure quality is managed 
Quality consists of two attributes: the physical technical standards with which the 

product complies, and the expectations the product fulfils according to consumer 

perceptions. Quality assurance management is setting quality policies, objectives 

and responsibilities and implementing them effectively. Quality control is the 

techniques and activities to fulfil quality requirements. Quality control is to make 

sure that, even if many of them are produced, your product keeps the same high 

value and function. You need to develop a quality checklist for every product to be 

checked against. 

Create product specifications
It is useful to have a product specifications document that details everything 

about the individual product. This includes materials, dimensions, legislative issues, 

design details, finishes, etc., as well as an attached image/swatch. The product 

specifications document should be created as an internal tool and quality assurance 

measure by which finished products are checked, but also as an agreement with the 

customer in terms of what will be supplied. 

ISO 9000
ISO 9000 is a series of generic quality management system standards that can apply to 

any organisation. As well as keeping quality consistent, it helps bring down costs and 

makes an organisation more efficient. Information about ISO 9000 can be obtained 

from the South African Bureau of Standards. See page 124 for contact details.

You can get ISO 9000 certification from an approved certification body after it has 

checked that your company is compliant with the relevant ISO 9000 series standard. 

Compliance with ISO 9000 standards is becoming more important for success in 

foreign markets as customers worldwide are becoming more quality conscious. But 

implementation can be expensive and time consuming, taking up to 12 months.

ISO 9000 formalises systems, policies, procedures, as well as contracts with each 

person. It is a very good management tool. ISO 9000 doesn’t determine the quality; 

it assures that whatever quality you want to achieve is achieved consistently. If 

something goes wrong, it takes you to the root of the problem and you can take 

corrective action. ISO 9000 documents how to manage your business, so that even 

if you are out of the picture, there is a very clear record of the different systems that 

make up the business. Note, however, that it can be expensive and it’s not really 

worth implementing in a very small business, although some of the principles could 

be followed. 

Think through piecework production
Many craft businesses outsource some of their production to independent 

contractors, sometimes even supplying them with material to produce their pieces. 

A time-and-motion study can help to make sure you are paying independent 

contractors fairly for what they produce. Know that in terms of legislation you may 

in effect be considered an employer, and therefore carry additional responsibilities, 

if certain threshholds of time and regularity of work are met. See pages 115–20 for 

more information on this.  

Activity: What does quality 
mean for your product?

Work through these questions to think 

through what ‘quality’ might mean for 

your product.

 � Does it mean a level of design that 

makes the product very functional, 

whether in a practical way in use 

or as an ornament? 

 � Does it mean a particular grade of 

material is used? 

 � Does it mean each item is 

identical? 

 � Does it mean that there is some 

variation between each item – 

because they are handmade? 

 � Does it mean that the production 

detail of the item (stitching, 

finishing, etc.) shows total 

competence and control? 

Be sure to adhere to fair labour 
practices. See page 115.
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Case study: Packing and packaging
Mathokoza Nhlapo produces exquisitely crafted bracelets, décor bowls, mirrors and 
picture frames, inspired by the proud Nguni traditional crafting methods of rich 
Ndebele heritage. Many of her designs are in the shape of a circle, made with a 
core of dry grass covered with beads. The women who make the circles are based in 
KwaNdebele, rural Mpumalanga. The circles of desired sizes are wrapped securely 
together in recycled clean newspapers and sent by post to Mathokoza to be finished 
in Cape Town, as a variety of products with glass, leather or ceramics. Mathokoza 
delivers the finished products to the Cape Town décor shop that stocks Sithabe 
African Craft products. The products include her famous mirrors, picture frames and 
décor bowls with ceramics and pots. She gathers the products together into a soft 
white cloth, which allows easy access for shop owners to see each item in perfect 
condition.

Mathokoza tells the story of the challenges the business faced when it began to 
venture into exports in earnest. Sithabe received a significant order from a retail chain 
in Europe, which was almost lost due to the sheer volume of logistical requirements 
for such a small operation. These requirements ranged from delays in processing 
the deposit, without which Sithabe was unable to complete the initial manufacture, 
to demands that the products be priced in Euros, which meant figuring out how to 
reconstruct the pricing. In addition, the customer demanded differently sized bracelets 
and many design changes that were based on a misunderstanding of the handmade 
nature of the product – its greatest selling point is that each item is unique, therefore 
no two are identical. The lessons learnt from this episode included the dire need for 
legal advice to be available to SMMEs.

A linked challenge was the requirement by the customer that all the boxing, labelling, 
packaging and bar-coding had to be done from Mathokoza’s home in South Africa so 
that the goods could go straight onto the shop shelves on arrival. Since each item had 
to be boxed separately, this added significantly to the costs, especially because the 
boxes had to be custom-made. Not only that, but the exercise required Mathokoza to 
label each according to European standards of disclosure, right down to detailing the 
composition of the materials used to make the products. All this was in the context of 
an all-pervasive language barrier. 

The retail chain emailed her the final labels with barcodes. These had to be printed 
on sticky paper and cut up. On every small box was pasted the barcode and label to 
describe the bracelet, including the colours, sizes and price. The small boxes had to be 
packed into a larger box. This, too, had to have precise information about everything 
that was in it. It had to be sealed with a special sealing tape. This larger box had to 
fit with others to make up a load or a palette. Each of these boxes had to have a very 
specific destination address affixed to it.

Mathokoza’s advice is that, if you are a small business, deal with another small business. 
She adds that the returns on the order were very small when compared to the hassle.



Packaging is the wrapping that 
immediately encloses the product.

48

PRODUCT LIFE 
CYCLE

In thinking about export, you should know that your product will be 
handled several times as it travels on its way to the end user. When 
it gets opened up by the end user, you want it to look great and 
you want all the necessary information and branding to be with it. 
So there is the labelling and packaging that stays with the product 
and is part of its visual appeal and positioning, its marketing and 
branding, and then there is the actual packing for transport that 
gives your product proper protection on its journey.

Buyers and distributors, freight forwarders and transport operators will want the 

weight and dimensions of your ‘inner box’ for your product, which might be part 

of your packaging, in addition to your ‘outer’ or ‘master box’, which is usually 

part of your packing. They will also want to know precisely how many items are 

packed per inner and outer box!

Package for export
Packaging is the term given to the box, container or wrapping that immediately 

encloses the product and forms part of the product’s image and presentation. In 

the same way, labelling is the label that appears on the packaging or is attached 

to the product. 

Packaging is part of your marketing
Packaging is an important marketing tool as it remains with the product at the 

point of purchase until the product is used. Packaging gives the product its visual 

image and, through display techniques, distinguishes it from competing products. 

Make sure your packaging reflects the quality of your brand. Packaging is also 

one of the elements that might need to be adapted to different cultures. 

On the other hand, when exporting your product, be sure to check if your point-

of-sale packaging (display packaging, swing ticketing, etc.) is actually going to be 

used by the retailer. It can be a great way of communicating your story, but many 

retailers disregard it and use their own display packaging. This is important to 

communicate before prices are finalised and resources wasted.

See page 51 for more on 
marketing.

Make sure that packaging reflects 
the quality of your brand.

marketing

Buyers usually select and purchase stock for a retail business.

Distributors usually buy your goods and then resell them.

Freight forwarders take responsibility for all the paperwork 
in getting goods from one country to another.

Transport operators transport goods from one place  
to another.

Agents usually act on your behalf to get your goods sold. 
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Packaging should be environmentally friendly
Use recyclable packaging and be mindful of wastefulness. 

Packaging should appeal to the senses of the buyer
If you have products of different colours or shapes, use your designer’s eye to 

pack them so that opening the box offers a visual feast for your buyer. Some 

successful exporters report appealing to their buyers’ sense of smell by using 

beeswax spray for their wooden products or perfume for their bags. 

Pack for export
Packing protects and stores goods before, during and after shipment. 

Consider how your product will travel
The mode of transport will determine what type of packaging to use. Goods 

transported by air need lighter packaging than those transported by sea or rail. 

Be aware of the particular maximum size and weight possible depending on 

your chosen mode. For example, the maximum weight for boxes and packages 

that Express Mail Services (EMS) at the post office will do is now 30kg or less, 

depending on the country of destination. Freight forwarders can also provide 

good information about packing requirements.

Master cartons or double walled export boxes must have packing lists, which  

give product description and quantity for the buyer and custom authorities. See 

page 123 for the contact details of the Institute of Packaging and page 124 for 

the contact details of the South African Bureau of Standards, which can help 

with this kind of information.

Pack to minimise damage
The benchmark for good packaging and packing is that you must be able to 

drop your parcel from a height of 1.2 metres and the contents should remain 

undamaged. The double walled box provides extra protection for your product, 

but it can up the price slightly. The less items move while they are in transit, 

the less likely they are to get damaged, so using paper or bubble wrap to fill in 

the small gaps between products is very important. For large orders, consider 

palletising and shrink-wrapping your outer cartons. 

Packing and display in one
The packing material or boxes could also double as an innovative way to display 

your product once it reaches its final destination. For example, a business 

exporting rustic frames packed these in a wooden fruit crate. The crate was 

sold together with the frames, but at cost. It could be used as a display crate for 

retailers to display the frames once they arrived. An arrangement like this must, 

however, be checked with the retailer beforehand.

The size of a DHL Box is  
60cm x 60cm x 120cm. 
The size of a Euro pallet  
is 120cm x 80cm and  

a standard pallet  
120cm x 100cm. 

Be aware of the weight of your 
parcels and try to keep them under 
20kg. Invest in a good scale!
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The export packing list 
The buyer and customs authority require a packing list to be presented with the 

goods in the importing country. This is more detailed than a standard domestic 

packing list. 

• An export packing list itemises the material in each individual package and 

shows the individual net and gross weights as well as measurements.

• Package markings should be shown along with the shipper’s and buyer’s 

references.

• The packing list is attached to the outside of the package in a clearly marked 

waterproof envelope.

• The list can be used to determine the total shipment weight and whether the 

correct carton is being shipped.

• Customs officials may use it to check the cargo at inspection points.
If your product is of a high value, 
use a timber crate with screws.

Activity: Packing and packaging checklist 

Once your product is all packaged and packed, see if it complies with this 

checklist. The packing and packaging should:

 � Give the product the ability to withstand drop, vibration, shock and 

compression.

 � Protect the product from temperature, moisture, light, oxidation.

 � Project a quality image for the product.

 � Provide product information regarding weight, contents, shelf-life, seller, 

importer, country of origin, instructions for use and any safety warnings.

 � Provide the necessary information for the freight forwarders and customs.

 � Facilitate easy handling, emptying and opening, and be disposable in an 

environmentally friendly manner.

 � Make the product easy to store, palletise, and stack.
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Case study: Marketing
Heather Moore creates fabrics with vibrant colours and zesty designs, 
often referencing the South African experience. Under the brand 
name Skinny laMinx, she has a range of products made from these 
fabrics including cushions, tea towels, and ‘soft buckets’. Marketing 
is known for its four ‘Ps,’ but for Heather, marketing has a fifth ‘P’ 
and that is the planet. Not wanting to waste fabric, the soft bucket 
emerged out of using off-cuts to create a container out of fabric. 

A large part of Heather’s marketing is focused on promotion and this 
involves social media. Skinny laMinx has a blog, a Twitter following, 
a website, and a Facebook page. Heather’s passion for her work, 
her joy at sharing her discoveries, and delight in the ways her buyers 
juxtapose her products with others, come through clearly on all her 
social media platforms – and the enthusiasm is infectious. Heather 
also loves taking photographs and there are inspiring ways to use her 
products on every platform. The moment she posted a photograph 
of a lush green plant in one of the soft buckets, the buckets began to 
sell and they have continued to sell well. Heather and her team also 
supply photographs with press releases, making it an easy decision 
to feature Skinny laMinx products for an editor looking for high-
quality visuals and copy. All this has allowed Heather to build the 
strong and popular brand of Skinny laMinx.

Heather’s business grew out of being solely an online store although 
she now has a shop on trendy Bree Street. This has been very 
grounding for the brand and offers a physical presence. There is a 
picture of the front of the shop on the website. Many foreigners visit 
the shop and this grows the brand’s international following. Skinny 
laMinx products tend to sell consistently across all their streams, i.e. 
locally, internationally, wholesale and retail. Skinny laMinx’s South 
African prices are different to its international prices. This is because 
of exchange rates and shipping costs. While Skinny laMinx products 
are stocked by small retail stores all over the world, the brand never 
actively sources shops. Rather, shops source Skinny laMinx because 
of the brand, the story and the products.

Heather started out and continues with an intuitive feel for 
marketing but, as the business has grown, marketing activities have 
become more planned and structured. Every week, she sits down 
with her team and they talk about where the business is going. 
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Marketing is the process of talking to your market. It helps to first 

find out what your customers want, then develop, produce, promote 

and distribute the right products to the right place at the right time. 

Marketing involves the process of understanding both your existing 

markets and your potential market. The ‘marketing mix’ refers to the 

set of actions, or tactics, that a company uses to promote its brand or 

product in the market. The 4Ps make up a typical marketing mix – price, 

product, promotion and place. For the established small business looking 

to export, marketing is a highly strategic activity by which you formulate 

research about your customer, product, competition and market into a 

plan. You will need to develop a marketing plan to help you reach export 

markets. 

Be clear about your brand and logo
Your brand is your businesses reputation and what your clients feel and think 

about your business. Brand essence is often intangible. What do you want your 

business to be known for? Is there a value or status that you want people to 

attach to owning your product? How consistent are you in applying your values 

and systems? This is your brand.

Your logo is a sign or symbol that stands for your brand. It helps people to 

recognise your business and the products it sells. The logo is most important 

for people identifying your brand. As well as the logo, you should also consider 

anything else people can see that is part of the business. This includes your 

business card, your products, packaging and how you and the people who work 

with you are dressed.

Establish your target market and 
market segment
Defining and understanding which market segment you are selling to, or are 

hoping to sell to, is crucial. This will direct everything you do within the whole 

marketing mix, from what products you develop, at what price, to when and 

how you promote and where you sell them. It will give focus to your export 

development and help you to use your limited resources in the most efficient way.

Identify a niche market 
A market niche or segment is sometimes considered a group of end users that 

is large enough to be profitable but small enough to be served efficiently and 

where the exporter can be the sole or preferred supplier. A niche market could be 

differentiated by a number of demographic or other factors, for example, income 

level, age, gender, culture, religion or shared lifestyle. A niche market:

• Adds focus to export marketing activities.

• Allows scarce resources (people, time, money) to be used more effectively.

• Provides opportunity for even a small exporter to become a player in  

selected markets.

• Relieves pressure on price.

• Enables market research to be targeted.

A niche market could be  
differentiated by age or gender.

The logo is most 
important for people 

identifying your brand. 
As well as the logo, you 

should also consider 
anything else people can 

see that is part of the 
business.
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The following elements of this chapter – pricing, promotion and placing of 

products – are all interrelated. The decisions you make on pricing might have an 

impact on the best mechanism you can use to distribute (or place) your products 

to the market, and vice versa. You need to review these choices iteratively. And 

in all of them you need to keep your product/service and your unique product 

positioning in mind all the time.

Price your products
The price of your product involves considering your costing, as well as 

what customers will be prepared to pay. This means that pricing is both 

part of your financial management, as well as your market research and 

marketing. There are also different pricing methods to consider and 

different price structures to establish. Within the export market, there 

are more variables involved in pricing and these are less predictable.

Find the right price for your product
If the price of your product is not competitive in the domestic market, it is unlikely 

to be competitive in the export market. ‘Competitive’ does not mean cheap; 

rather, it refers to your products’ price in relation to other similar products. 

The Recommended Retail Price (RRP) is the suggested retail price of your product. 

It is suggested so that it can compete with prices of other similar products. 

Sometimes products are unique and so there is no similar product. Also, the 

perceived value of the product differs from customer to customer. While it might 

be challenging to find a price point, the unique nature of some craft and design 

products can work to your advantage. Instead of price being the most important 

buyer decision, focus moves to the product itself, including its design, packaging 

and branding. 

You should do internet research regarding price in the country you are hoping to 

export to. You then need to calculate if exporting your product to this market is a 

viable proposition. For more on costing and pricing, please see page 88. 

Your freight forwarder can provide 
the relevant costs to send your 
order overseas but the quote 
will be based on the information 
you provided and the cost you 
requested. Ensure that adequate 
information is conveyed to them!

Activity: Find your price

 � Find a product similar to yours on the 

internet in the market you are hoping 

to sell to.

 � Write down what the price is and find 

out if that is a retail or wholesale price.

 � Identify where the product is sold. 

 � Cost your own product and get into a 

similar setting to see if your product is 

viable in that market.

Go to page 88 for more on  
costing and pricing.

Costing and price
Costing comes before pricing and is interwoven with 
every aspect of your business. It is important to work 
through the costing and pricing section in the financial 
management section (page 88) as well as consider 
the marketing elements of pricing. Costs that must be 
remembered are the labelling, packing and packaging 
costs. In addition, transport and related costs like 
insurance will need to be calculated in relation to the 
agreed upon Incoterms®. These are the delivery terms 
you agree to with your buyer in relation to who bears the 
cost, risk and responsibility of delivering the goods. See 
page 73 for more on Incoterms®.
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Position the handmade or artisanal product
Although the market is interested in handmade products, it is the story of who 

made it, the social and environmental impact, and the ethics of the business, 

that may tip the ‘sale’ scales in favour of a product with equal merit to other 

competitors. As the economy has weakened, consumer consciousness has 

increased and shoppers are taking more time to choose and ask questions. 

For many, the shopping experience and purchase decision is becoming more 

emotional; consumers want to feel connected to suppliers through the 

presentation and packaging of the product and what is communicated on 

swing tags and in marketing material. Retailers who used to hide the source of 

products are moving to openness – transparency about the maker, impact and 

ethics of the product. 

Consumers are apparently prepared to pay 5–10% more, in some instances, for 

products with a conscience. These products are produced in small quantities 

as unique, quality products that are helping to preserve cultures, or which 

have sustainability or energy-efficient aspects. Fair-trade products fall into this 

category. But a story alone will not sell a product – a competitive price, excellent 

quality and desirability are still the chief motivators to buy. 

Have different price structures for different 
distribution platforms
Your price will be impacted by the way you distribute your product and will 

be different depending on whether your buyers come through wholesale, 

e-commerce, or retail outlets. Often, you might start out selling through 

e-commerce because it means more margin for you, since you are closer to the 

end user. As time goes by, however, your production capacity may have increased 

and you could have an opportunity to sell to a distributor who wants to get 

your product into several retail stores. The problem, now, is that your product is 

available direct to the end user at a much cheaper price online than the retailer 

can offer it in store. The retailer (via the distributor) therefore declines the order, 

and your pricing strategy has just undermined a potential distribution channel. In 

other words, it is also important to figure out your pricing so that you can price 

for these various selling platforms without undermining any of them.

Experiment with different pricing methods
There are many different pricing methods you could apply. Some industries 

have industry norm mark-up practices; you could use any one of them or even 

a combination. Setting a price is a bit of an art – the right price will make you 

money and the wrong price could see you fail.

Note that the financial management section, page 88, gives more information on 

different pricing methods and when to factor in tariffs.

See page 88 for more on costing  
and pricing.

The story of who made a product 
can be important for buyers.
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make some consumers willing to 
pay more.
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Work with the Rand and other currencies
The export environment in general uses Euros or US dollars. Rands unfortunately 

are still not familiar to people importing, so presenting in US dollars or Euros will 

always make the first discussions easier. In short, the Rand is not well known by 

foreign customers and fluctuates widely.

It is important to present a stable, calm presence to an export market and this 

starts with a price that you can stick to for at least a year. Many American and 

European buyers hate things to change because they don’t have high inflation 

and they are not used to prices going up. Rather than change prices, build in 

some contingency to manage price fluctuations so you can be consistent with 

customers. You could also consider a standard statement on all your quotations 

and price lists that you ‘reserve the right to change the price at short notice’, just 

to cover yourself in the event of a currency fluctuation.

As stated, most international customers prefer a price in their currency or in US 

dollars. On the other hand, if you have one price in Rand you don’t have currency 

gains or losses, this will probably be easier for you to manage. Many craft and 

design businesses are exporting all over the world with Rand price lists and when 

a customer has made a payment once or twice, they get used to it. Speak to 

buyers and exporters, then make a decision that suits your situation. Remember 

that you are growing all the time and it is not impossible to change your mind or 

your system at a later date. But always remember to look at your decision from 

the customers’ perspective and aim to not mess them around.

Know your product in the market
Your product is key to your marketing mix. Typical marketing questions around 

product include thinking through what the customer wants from the product, 

what it looks like, what it’s called, how it’s branded and how it differs from your 

competitors. The development and life cycle of your product through an export 

lens is covered extensively in this section of the guide, i.e. under ideas and range 

development (page 15), prototype and sampling (page 23), materials (page 29), 

production (page 35), packaging (page 45), selling (page 67), transport (page 77) 

and feedback (page 83). 

Try to set a price you can stick to 
for at least a year.

See page 88 for more on  
costing and pricing.
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See page 136 for more on  
foreign currencies.

It is important to present a stable, calm presence to 
an export market and this starts with a price that you 

can stick to for at least a year.
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Promote your products
Effort put into promotion can do a lot to add to your bottom line. 

Promotion is about the different ways and times you communicate with 

your target market about your product. It will depend on the nature 

of your business model. With a business-to-business model, direct 

communication could be your most effective way to find buyers. When 

you want to get to the end user, publicity is a great promotional tool. 

Promoting an exporting business is difficult because you are far from 

the market and it is very competitive, therefore you need to be smart 

with your time, your money and your promotional activities. On the 

other hand, the world is becoming smaller and more informed thanks 

to modern technology and you can use this to your advantage. By 

using appropriate platforms like Facebook, Pinterest or Twitter, you can 

spread the word. Going viral and amassing followers is part of the way 

businesses are promoting themselves. 

Whatever promotion method you choose, be sure to know your unique selling 

point (USP). A USP is a factor that differentiates a product from its competitors, 

such as the lowest cost, the highest-quality materials, or the first-ever product 

of its kind. A USP could be thought of as ‘what you have that competitors don’t 

or what makes you different or better’. For example, the South African identity 

of your product can be its USP, or the fact that it is made out of wholly recycled 

materials. 

Matchmaking
A most cost-effective way of finding an appropriate buyer for your products is 

through a matchmaking service. Make sure you register your business with any 

organisations operating in the sector, for example, the Cape Craft & Design 

Institute (CCDI). These organisations are often contacted by buyers in search 

of a specific product and this could just be your product! Some of them may 

have a database of potential buyers segmented into categories for example 

interior designers, and you could contact them for a list that might work for your 

products. You will then need to follow up by researching these businesses online 

and marketing your product to them. 

Publicity
It is often far easier to get publicity in your local market than in a foreign market. 

Your best chances of sales through publicity are local sales. With South African 

magazines, it tends to happen that a product gets trendy in one and then it gets 

into the others. Some brands and products with a ‘design edge’ particularly lend 

themselves to magazines. 

If you want to try to get publicity in local magazines, use this  

‘three-touch’ approach.

• Communicate directly with them, maybe using a press release.

• Communicate directly with them, perhaps with a slightly different angle, for 

example a change in materials or a design feature. 

• Make sure they receive a link to your blog about it.

In export and in business 
everything is dynamically 
interrelated with your product at 
all times.

The South African identity of  
your product could be its unique 
selling point.
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There are so many décor magazines in Europe, but it is very difficult to get into 

these magazines. They tend to be more ‘once off’ and it is difficult to set a trend. 

A local shop or retail outfit that is likely to be visited by international journalists 

might be a good chance of international publicity or your international retailer, 

distributor or agent might decide to publicise your product.

Emails and catalogues
Experienced exporters advise against an unsolicited email. Maybe phone first 

to find the best contact person and then send a direct mailshot. Include high-

quality photographs, but reduce the resolution to keep emails below 1MB without 

undermining the quality too much, embed the image in the email body and keep 

the email brief. State what international specifications your product meets. Usually 

a follow-up mail will be needed as well.

Catalogues can be emailed on request or hard copies distributed at markets 

and trade shows. It is good to save your catalogues in pdf. Product shots should 

be good quality and creatively taken. Include both individual products and 

group shots. Catalogues should also include weights in grams and pounds and 

measurements in millimetres and inches, terms and conditions (T&Cs) and contact 

details. It’s advised to use professional designers to have consistent branding. 

Catalogues made available to the public should include retail prices and wholesale 

prices should only be made available to retailers. You might have separate price 

lists for distributors, agents and wholesalers, but you could also just offer discount 

on the wholesale price list to these various distribution channels to simplify your 

administration. 

Websites and social media
A regularly updated website is a minimum for your brand to have an online 

presence. Here you can fully illustrate your product, provide full specs and 

encourage feedback. A website is really important and it doesn’t have to be 

expensive or complicated. There are easy-to-use platforms such as Wordpress or 

Blogger, which offer free websites. When developing a website, bear in mind that 

you want your website to be easy to navigate, fast and convey the look and feel 

of the image you want your business to present to the market. 

Some export businesses have been made by social media, but it helps if someone 

in the business has a passion for this because it needs lots of attention and 

management. Facebook, Twitter and blogs can be effective. You will need to stay 

on top of this and manage comments – it needs almost daily updates of content 

and quick responses to comments and queries. 

Small group exhibitions
A common practice in the United States is to participate in a small group 

exhibition. This is similar to a trade show, but on a far smaller scale with far 

less administration and expense involved. What is needed by the organisers of 

such exhibitions is a serious network of buyers. Another way is to set up a little 

exhibition near a trade show. In this case, you would need a strong database 

of committed buyers, because trade shows are sometimes very big and very 

busy and the buyers are too tired by the end of the show to feel like attending a 

smaller exhibition.

Activity: Apply the principles of 
AIDA to your email

Go through each of these principles to 

make sure your emails will result  

in sales: 

 � Attention: Make sure that your 

email gets their attention (maybe 

the image or the subject line).

 � Interest: Say something that will 

interest them (if you know they like 

handmade, then mention that). 

 � Desire: Try to create desire 

(‘own a limited Imiso handcrafted 

African-inspired ceramic vase’). 

 � Action: Try to force them to take 

an action (‘limited stock’ or ‘offer 

ends on Friday’ or 20% off today 

only’, etc.). 

Catalogues can be emailed to 
potential buyers on request.

A regularly updated website is a 
minimum requirement for your 
brand to have presence.
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Trade shows
If you and your business are ready, a trade show can be a fantastic opportunity. 

However, if you are not ready, a trade show can be a huge waste of time, money 

and goodwill. If you are interested in doing trade shows, try to attend one as an 

observer beforehand to be sure it’s the right place for you and speak to others who 

have done it to be sure it’s something you want to do. Trade shows are not once-off 

events; you need to build them into your annual calendar and be prepared to attend 

the same show for at least three years in a row for you to develop a presence in that 

marketplace and build the confidence of potential buyers.

Advantages of going prepared to a trade show

A large number of serious foreign buyers, import agents and distributors come to 

the show. A trade show is a good place to:

• Test how international buyers will receive the product.

• See who potential competitors are and what they are doing.

• See how other products are promoted, priced and presented.

• Research trends in the market.

• Evaluate how the product compares with similar products produced elsewhere.

• Attract potential agents or distributors in different countries.

• Make contacts to follow up once the fair is over.

Preparing for a trade show 

You need to start preparing for a trade show at least a year beforehand. Often, 

exporters start preparing too late and so do not gain as much from the trade show as 

they could. You will need to work backwards from the date of the trade show using 

a timeline. The timeline should show key deliverables and activities, dates by which to 

achieve them, persons responsible and the budget available. See page 144 for a full 

checklist of what must be done to prepare for trade fairs.

Before the fair, focus on gaining a range of information – everything from costs 

and availability of spaces to insurance, catalogue and publicity deadlines, packing 

requirements and hotels.

Then you need someone to be dedicated to planning your participation at the fair. 

This includes applying for Export Marketing & Investment Assistance Scheme (EMIA) 

assistance from the Department of Trade and Industry (DTI), booking the fair and 

travel arrangements, preparing price lists and order books and arranging and booking 

the stand. (http://www.dti.gov.za/trade_investment/emia.jsp)

It’s also important to do pre-show promotion. Informing potential buyers and 

distributors, import agents and other intermediaries in the distribution channel that 

the company will be participating in a particular trade show is an important marketing 

activity to boost positive results. A personal invitation from an exhibitor is the 

strongest incentive for a potential buyer or representative to visit an exhibit.

Activities during the show include ensuring stocks of promotional material are 

on hand, implementing systems for capturing leads, hosting a function for potential 

buyers and others and arranging for dismantling the stand.

If your business is ready, a 
trade show can be a fantastic 
opportunity.

appendices

See page 144 for a checklist on 
preparing for trade fairs.
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Keys to success while an exporter is at a trade show:

• Choose the right merchandise –  show a cohesive product range reflecting what your company can offer in the market.

• Create an attractive display – don’t overcrowd and if possible try to encourage visitors to handle products.

• Use signs and graphics to establish company identity.

• Show the South African identity.

• Create an environment and set the tone with appropriate wall coverings, colour and lighting.

• Staff at the stand (preferably two so no-one is kept waiting) must be friendly, approachable and well informed.

• Relevant promotional materials including catalogues, price lists, T&Cs, order forms and business cards should be available. 

All the material should reflect your brand.

Activities after the show are essential if the full benefit of participation is to be realised. These can be grouped as:

• Post-show reflection on lessons learnt about the product, the market and the way the product was exhibited.

• Build the post-trade show database.

• Immediately email all enquirers thanking them for their interest and reminding them of your product range and website.

• Start processing orders.

Place or distribute your products
The place where you sell your product is part of the marketing mix. Distribution describes the intermediaries through which 

the product passes from the producer to the end user. With export there are likely to be more intermediaries than in a 

domestic market. Of course, the fewer intermediaries, the less it will cost you, and the better chance you have of setting a 

competitive market-related selling price (and possibly gain a greater share of the final retail price). 

You can enter your foreign market by direct export or indirectly through a South African agent. Then there is distribution 

within the foreign market. In direct exporting, you as the producer sell to an importer, distributor, wholesaler or retailer. In 

indirect exporting, the South African agent sells to an importer. (Note that the South African agent works on your behalf 

and does not take ownership of your goods; you send your invoice directly to the importer, whom the agent has probably 

identified and negotiated with on your behalf, and pay the agent an agreed commission.)

Distributors and agents have specialised market knowledge of the foreign market, for example, the language, culture, and 

logistics, and can save you a lot of time and effort in correctly positioning your product. If you want or need a shorter 

distribution channel, you can consider various kinds of retail outlets as well as e-commerce. The different places where you 

could sell your product are discussed in more detail below. The trade-off is often about the amount of time you need to put 

into the distribution process.

Export means there are likely to be more intermediaries in your product's distribution.

seller deals directly with buyer

seller represented by agent

  po
tent

ial bu
yers   wholesaler   distributor

    impor ter

   r
etailer
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Funding for trade shows
EMERGING BUSINESSES | SSAS. Funding by the Department of Trade and Industry (DTI) for 
trade shows through the Sector-Specific Assistance Scheme (SSAS) for emerging entrepreneurs 
is through a coordinating body e.g. Wesgro, Export Council, SEDA, CCDI. SSAS pays for freight, 
stand build, floor space, flights and accommodation. SSAS-led projects have a minimum of 10 
and a maximum of 20 businesses that share one stand. SSAS-led trade shows cost the company 
very little, but you have very little control, if any, over the look and feel of the stand and 
the people and products you are sharing the stand with. For more autonomy, you should 
rather apply under the EMIA scheme. If you are interested in SSAS opportunities, you will 
need to be registered with these coordinating bodies in order to receive notification of these 
opportunities. 

ESTABLISHED BUSINESSES | EMIA . Export Marketing & Investment Assistance Scheme 
(EMIA) becomes a viable option for those who’ve moved past SSAS. Under EMIA, enterprises 
receive some funding to organise an individual exhibition in a trade show of their choice. 
The individual application allows you the most amount of autonomy in terms of planning 
and implementation, as well as design, merchandising and branding. All EMIA opportunities 
require you to pay for all the expenses upfront and then claim back a large portion. This has 
an impact on your cash flow so you need to have access to these funds to do this. Check the 
DTI website for up-to-date information about the level of EMIA assistance. All budgets are set 
out in their guidelines. Check the DTI website for up-to-date information about the level of 
EMIA assistance.  

SELF-FUNDED. If you are paying for it yourself, distributors will sometimes pay half of the cost 
of trade fairs. Please see page 144 for help on budgeting for trade fairs.

Activity: Write your export marketing plan

The DTI incentive schemes require an international marketing plan as part of their application forms, along with examples of 

marketing material. Your export marketing plan shows how your business intends to generate sustainable export sales in its 

selected target markets. Note: The format listed here is what is preferred in drafting an export marketing plan for EMIA purposes.

 � Executive summary – a brief summary of the marketing plan including role of the company, significant product or service, 

reasons for choice of market and competitive advantage.

 � Situational/marketing analysis – an analysis of the current marketing situation for the product including analysis of the 

product, price, promotion strategies and distribution channels; viability of the product, expected competition and trade 

barriers; SWOT analysis.

 � Marketing objectives and strategies – sales objectives, market share objectives and marketing strategies.
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E-commerce
Electronic commerce or ‘e-commerce’ means that your products are available for 

viewing and buying over the internet. It can be thought of as a more advanced 

form of mail-order purchasing through a catalogue. Some producers start out 

selling their products on large international sites such as Etsy and local sites such 

as Shopstar. It is quite inexpensive and easy to set up an e-commerce presence 

for your products on these existing platforms. You may also sell products directly 

from your website. Either way, e-commerce does require additional administration 

on an ongoing basis. Some examples of e-commerce challenges include hackers, 

spam registrations and managing payment problems such as people saying 

a product didn’t arrive, or the wrong product arrived, or the product arrived 

broken.

Be aware that there are also many e-retailers. E-retailers are small online shops 

that could contact you for catalogues, pricing and everything else involved in a 

sale. Take care with the time you spend on these stores as many don’t seem to 

last very long! 

Retail
For a lot of craft and design businesses, the small independent retailer is their 

largest and most important sales platform in the international market place. These 

retailers often place small orders and re-order depending on demand and often 

support your product for more than just a season or single buying cycle. 

Galleries and museums are good for placing unique, high-quality products. The 

volumes are often low.

Concept stores curate their merchandise regularly, as a magazine would with 

content, and often get a brand to sponsor them. Find out what themes are being 

dealt with and try to match your products.

Fair-trade shops sell products that meet high environmental and ethical 

standards in all aspects of their production and materials. Products must comply 

with the 10 principles of fair-trade. These include creating opportunities for 

poor people, transparency, commitment to non-discrimination, having good 

working conditions, capacity building, promoting fair trade, and respect for 

the environment. You can learn more about these principles and fair trade 

from http://www.wfto.com/indexphp?Itemid=14&id=2&option=com_

content&task=view

If you believe in these principles and are interested in being a part of this 

movement and supplying these stores, then you should consider registering as a 

fair-trade business. See page 126 for the contact details of the World Fair Trade 

Organization (WFTO). Registering as a fair-trade business comes with a bit of 

additional administration, but is affordable. There are lots of fair-trade stores 

and associations you could market your products to, but for most of the craft 

and design businesses in South Africa, fair-trade stores do not represent a large 

percentage of their sales (unlike in some other developing countries).   

Having your products available 
for sale over the internet can be 
a good entry to the international 
market.
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Little gift shops are so diverse and varied you must be 

sure your product fits with the specific store you have in 

mind. Little gift shops generally suit novelty products with 

an emphasis on clever packaging. The sort of things sold in 

gift shops include souvenirs, handmade collections, mugs, 

T-shirts and stuffed animals. 

Interior design stores and interior designers look 

for products that will enhance, beautify or increase 

the functionality of the interior of a building. This can 

often include furnishings, lighting and decorations or 

ornamentation. In a similar way, architects look for products 

that can enhance their building designs.

Lifestyle stores and brands try to embody the 

interests, attitudes and opinions of a group or a culture. 

Customers who shop here believe that their identity will 

be reinforced or supplemented if they publicly associate 

themselves with a lifestyle brand or other symbol-intensive 

brands.

Boutiques cater for high-end and high-quality products 

with an emphasis on style. The items sold include jewellery, 

clothing and expensive trinkets.   

Department stores need robust products with an 

emphasis on functionality and price point. A department 

store offers a wide range of consumer goods. It typically 

allows shoppers to choose among multiple merchandise 

lines at various price points.

There is often a lot of administration dealing with a big 

retailer like a department store and you need to have good 

administrative systems. As such, a buyer has very structured 

requirements and deadlines. However, the orders are often 

large and your brand could get good exposure, if that is the 

brand positioning you are looking for. Remember, however, 

that payment is often made a while after you have sent 

the stock to the retailer (it can be as much as 60 days from 

when you have shipped the finished product) and this could 

put a lot of pressure on your cash flow. Unless you have 

discussed an ongoing supplier relationship, bear in mind that 

many such stores may buy for only one season.

Activity: Find your little shop  
in Paris!

You can’t fly to Paris, so how do you find the right retail 

outlet to sell your product overseas? 

Start by revisiting the SWOT that you completed, page 12.

 � Identify what kind of retail outlet would suit your 

product, i.e. gallery, fair-trade shop, gift shop, boutique 

or department store.

 � Think again of your target market. Decide what foreign 

city they might be living in – or shopping in. 

 � Go online and do a Google search, for example 

‘boutiques in New York’ or ‘gift shops in Paris’. Browse 

the results looking carefully at photographs of the 

interior and other products in the shop.

 � Make a shortlist of possible outlets that would suit your 

product.

 � Contact each shop, communicate with the owner and 

make sure they buy directly from producers. Alternatively 

try to find someone who might refer you to the owner or 

buyer.

 � Embed images of your products in an email to each owner 

with reasons why you think your product would be a good 

fit with their shop.

You should always try to proactively 
grow your customer base.
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The small independent retailer can 
be an important sales platform 
for craft producers who want to 
export.

Build a relationship with a small retailer

Exporting to a small independent retailer has been a successful model for a number 

of small craft and design businesses as it does not put too much pressure on cash 

flow and allows sales to grow from demand, taking your production capacity into 

consideration. Of course, you will need to work out costs of transport and optimum 

volumes to make it cost-effective. It is much easier to develop a relationship with 

independent retailers and even acquire some market intelligence to improve your 

product offering in their market.

Shelf space is always at a premium in a retail environment, but you could discuss 

their views on point-of-sales options in their stores to help improve sales. Larger 

department stores or chain stores tend to place larger orders, which could be once-

offs. It is far more difficult to build a meaningful relationship with them and acquire 

market intelligence. 

Distributors and agents

Distributors and agents should know where to position your product and even give 

feedback on price points. Ideally, they should have a fair-sized established database 

and relationship with relevant potential outlets for your product. It is very difficult 

to find the right distributors and agents, but if you do, the margins they charge are 

well worth the sales they help you generate. 

Distributors and agents deal with much higher volumes of products. Instead of 

just importing to one shop, they import to lots of shops or could be agents for 

large retail chains. In dealing with them, you need to be very honest about your 

production capacity. 

A distributor buys your goods – that is, the distributor ‘takes title’ 

of the goods – and then resells the goods to local end users who may be 

retailers or consumers. In some cases, the distributor may sell to other 

wholesalers who then sell to local retailers or end users. A distributor buys 

your stock, handles logistics and does the warehousing. Their margins are 

normally 25% to 30%, but these are just broad guidelines and there are 

lots of other models – some are very specific to a particular industry. 

Agents do not take ownership of goods, but act as a representative of the 

supplier. They are also engaged by exporters of services to represent them 

in overseas markets. An agent is typically smaller in scale than a distributor. 

An agent will facilitate orders for you, but you will need to handle the 

logistics and warehousing. The margins are normally 7% to 15%, but again, 

these are just broad guidelines. 

Both agents and distributors usually want to be the only entity working with your 

product, i.e. they want exclusivity. This is a big, important decision. Exclusivity 

should come with an agreement on geographic outline, sales targets and 

timeframes. What is really important here is not to give exclusivity of large areas to 

people with no, or a low, relevant customer base. If most of your sales are through 

agents and distributors, then you will be aware that if one of them stops ordering, 

a significant proportion of your sales will dry up. When most of your sales are 

See page 88 for more on costing  
and pricing.

Distributors and agents should 
know where to position your 
products.
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through small independent retail stores, your risk is spread 

and a drop in one small retailers’ orders should not be as 

damaging as losing an important distributor.

Note that you can appoint an agent in the foreign market 

to develop sales for you and also have a relationship with 

a distributor. It often works that way, and the two are not 

mutually exclusive. You can also have an agent and still 

consign directly to a retail outlet (in fact, this would be the 

normal practice), but this must be clearly discussed and 

understood to ensure a trustworthy relationship.

Keep control of your website and get 
your brand recognised
There are risks with any place you find to facilitate sales 

of your products. Some of these risks are losing control 

of who your key end-buyers are and all the usual risks 

associated with any relationship. Once you’ve got a brand in 

the market, however, you minimise these risks. As you lose 

outlets due to slow sales, you should also be getting queries 

from new ones that have noticed your brand. You should 

always try to proactively grow your customer base. If your 

distributor or agent is no longer performing there should be 

others that will be interested in marketing your brand. 

Activity: Find your agent or distributor

Here are three ways to find an agent or distributor:

1. Google a store you admire. Speak to the owner or 

buyer. Say your product could do well with them.  

Say: “Could you put me in contact with your distributor 

or agent to discuss further?”

2. Contact the Foreign Economic Representative (FER) at 

the South African High Commission or embassy in the 

country to which you wish to export and ask them to 

assist you to access potential distributors and agents. 

3. Speak to other producers who are exporting and ask 

them who they use as a distributor. 

4. Have a stand at local and international trade fairs to 

attract agents or distributors.

Once you have an agent or distributor you think might work, 

check their credentials. Are they experienced? Do they have 

the technical knowledge? Ask them which other products 

they handle and check their references. Do they understand 

your product and your business? Do you understand each 

other? Remember this is a relationship that will need to 

be managed! Always consider regions rather than whole 

continents.
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Case study: Selling
Andile Dyalvane and his business partner, Zizipho Poswa, have standard collections of their exquisite 
high-end ceramics under the brand Imiso. What really sells, however, are the products that are customised 
and come with a story. With a customised product, all buyers feel they have something unique as well 
as a strong emotional connection to the product.

Andile says that, to sell, the first thing to understand is your value and to take yourself, your business 
and your products seriously. Customers need to know who they are dealing with. Imiso pays for its own 
stands at trade shows so that international buyers will take the company seriously. In addition, every 
one of Andile’s products comes with a certificate of authentication. The certificate gives assurance that 
this is a product with a long life and that customers are buying something a favourite grandchild might 
inherit. 

To sell you must also invest in the look and feel of your selling space. Previously, Andile and Zizipho’s 
workspace and selling space were separate, but now everything is combined. Customers come into the 
shop and have an experience of being in a ceramic studio. The red and white colours match the colours 
of the brand. Products are displayed on shelving made of clear glass so there is nothing to detract 
from seeing them. The beautiful white floors have just been freshened up. Catalogues look more like 
coffee-table books with thick pages and exquisite photographs. A sales assistant takes a photograph of 
each happy buyer, the product they have bought, and Andile – its creator. Andile posts the photos on 
Facebook where they are viewed by an international following. The customer develops an emotional 
connection to the business.

To sell, you must take the needs and wants of your customer very seriously. Every email query and 
request is meticulously responded to by Imiso staff. One department at a Belgian company has products 
especially customised for each member of its team. There is a poignant ceremony in the shop where the 
meaning behind the customisation is explained and Andile talks about the making of that particular 
product. The team members buy some more products while they are there. They take them home, their 
friends overseas see them, and more products are ordered. 

Other customers come with bodyguards – they need the store to be closed while they are there, they 
need an interpreter, they want a glass of Champagne from the neighbouring wine shop, they point 
at the products they like. When they get back to their hotel, the Imiso team has sent an email with 
photographs of all the products they pointed at, with prices. Of course, shipping is no problem – the 
Imiso team does it all the time.

To sell, you must build relationships, sometimes relationships that last for years. When Andile and 
Zizipho first started their business, a young woman from Togo wanted to visit after hours. They opened 
the shop for her specially and she spent R20 000. Eight years later, she had moved up in the world and 
she came to the shop again. This time, she spent R150 000. 
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In the export market, selling involves both traditional selling and 
sales communication by email. Whichever the case, the emphasis 
is on making it easier for the customer to buy. This means being 
clear about the ordering and sales process and having your systems 
in place. For the export market you will need to factor cost in 
according to the Incoterm® (see page 134 for more on Incoterms®) 
and transport mode as agreed in the contract of sale. To build 
meaningful relationships with your buyers, you should be sure you 
can deliver what you say you will. Often, people over-promise to 
please the buyer and then under-deliver, undermining the buyer’s 
trust and therefore the relationship. In the export market, customers 
expect quick turnarounds on emails and smooth, efficient processes 
and on-time delivery. 

Gain experience having a stall
Having the experience of setting up and managing a stall can teach you a 

lot about selling, as well as give you feedback on your business as a whole. 

A local market or domestic show gives you experience in setting up a store, 

merchandising, dealing with multiple customers at once, packing and unpacking 

your products, and getting direct feedback on your products. It is all good 

training in how to create and run a stand at an international trade show. Be sure 

to learn your lessons at a domestic show because these are far less expensive and 

will help you maximise the benefits of a more expensive international trade show. 

Some domestic platforms include SARCDA, focusing on gift, toys and décor, and 

the 100% Design expo, a multi-faceted platform focused on high-end design.

Go electronic
Online commerce is growing and a lot of international selling happens 

electronically. The minimum you will need is an electronic catalogue and good 

communication and email turnaround times. You can also consider registering 

with an online platform. Etsy, for example, is an e-commerce website focused on 

handmade items. The advantage of these platforms is that they have high traffic 

and systems to facilitate the shipping arrangements.

For more on electronic marketing 
and selling, see page 59.

A domestic show will give you the 

experience you need to maximise 

the benefits of an expensive 

international trade show.

marketing

To build meaningful relationships with your buyers you  
should be sure you can deliver what you say you will. 
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Know your selling ability
Some producers insist on selling their own products. This is because their passion 

for their business and products is so infectious it closes deals. 

On the other hand, some producers are just not well-suited to selling. While 

selling is a particular art that can be studied and practised, as with many arts, 

some of it comes from learning and some from innate ability.

Selling involves developing rapport with buyers, identifying their needs and how 

your product can meet those needs, as well as being clear about boundaries. 

Most important, selling requires the ability to close the sale. This is true for face-

to-face selling as well as via email, Skype or telephonically, which is mostly the 

case with international sales. At the end of the day, if you struggle to sell, you 

must employ someone with selling skills or find a partner for your business who is 

a good salesperson.

Nurture your relationships
It’s a lot of work to find a customer or potential customer, so when you have 

one you need to nurture this relationship. You want your customer to not just 

buy once, you want them to keep coming back to buy more over the years. The 

bigger the customer, the more effort you need to put into that relationship, 

without of course neglecting other customers. A relationship with a customer 

takes the same kind of work as any other relationship:

 • Put yourself in the customer’s shoes.

 • Be consistent.

 • Respect the customer’s time and money.

 • Keep to your promises and deliverables.

 • Be clear about what you can and can’t do.

 • Be transparent about how things work.

 • Communicate regularly.

 • Anticipate potential problems and have back-up plans.

 • Establish mutual benefits to the relationship.

 • Don’t take it personally when things go wrong (but learn from  

the experience).

Remember that good selling is often about finding genuine solutions for  

your customer.

Activity: Close the deal

Go through these strategies to close 

your sales:

 � Deal with objections and concerns 

systematically.

 � Ask the customer a bargaining 

question such as: “If I could sort 

out [a particular concern] for you, 

would you then be ready to buy?” 

Then sort it out for them.

 � Word the conversation or email in 

such a way that it appears the sale 

has already taken place – without 

being too pushy or rude!

 � Ask a closing question that 

commits the buyer through 

clarifying a particular point  

about the sale, for example,  

“Would you like red or blue, cash  

or credit card?”

At the end of the day, if you struggle to sell, you must 
employ someone with selling skills or a partner for your 

business who is a good salesperson.



72

PRODUCT LIFE 
CYCLE

Have a quick and reliable turnaround time for 
emails and requests 
Buyers often have questions before they make the decision to purchase. These 

questions will most likely come electronically. There seems to be an expectation 

in developed economies that emails are replied to within 24 hours. Any longer 

than this and you are deemed rude or inefficient. Experienced exporters say 

that their order rate can be measured on their response time to emails and 

requests. Apologise if your response time is more than 24 hours. Advice from an 

experienced exporter is to respond to the email while the potential buyer is still 

sitting at the keyboard or, if you really want the sale, phone them directly!

Help solve customers’ problems and have clear 
boundaries
As a salesperson, you try to meet the needs of your customers and be as 

accommodating as possible. You can help them think through any challenges 

they might have buying your product or getting it home. As with any relationship, 

however, you will also need to set boundaries and be clear about what you can 

and can’t do. 

Avoid exclusive designs in your signature style that become specific to one client. 

It is important to put a time limit on this kind of exclusivity, or possibly a specific 

quantity limit. Whether it is this or another special arrangement with your client, 

put in place a signed agreement. Know also that while it may clarify things 

upfront, it may be difficult to take legal action. Make sure that legal jurisdiction 

for disputes is based in South Africa. 

Take buyers through the sales process
A small independent retail store buying outside its country for the first time may 

be nervous and concerned about becoming an importer. All the legal, logistical 

and risk elements can seem overwhelming. It’s important to put small buyers at 

ease by explaining the process to them. This might go like this:  

 • Explaining that your price does not include the transport cost (see page 81 for 

discussion on transport modes).

 • Telling them that once the order is placed they will need to pay you and their 

bank can assist or they can pay through PayPal.

 • Letting them know when to expect delivery.

Try to keep things simple and clear. You need to let a small retailer get the 

message that you know what you are doing and will help to address their 

concerns. If there is a long lead-time be sure to give regular updates on progress 

with the order.

Have systems in place
In order to process sales efficiently, you need good systems in place. For example:

 • Order management systems, especially quotations and invoices.

 • Catalogues and price lists, including T&Cs. 

 • An easy way for international buyers to pay.

Selling needs a quick response time.

Be sure to check if 
you are allowed to sell 
under your registered 

name in the country of 
destination.
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Invoices and quotations
A proper quotation document, if accepted, can be used as a commercial invoice. Additional information 

that was not available at time of quotation needs to be added. For both quotations and invoices, in 

addition to your ‘terms and conditions’ and the usual descriptions and totals, you will also include an 

Incoterm®, method of payment, details of transport and list of documents to be issued for the export. 

(Note that Harmonised Commodity Description and Coding System or ‘HS codes’ can be listed on 

exporting documents. HS codes are an international standard system for classifying goods for customs 

purposes, developed by the World Customs Organization.) 

Payment terms need to be fair to both the buyer and the seller. Know, however, that once the stock 

leaves your shores it can be difficult to collect bad debt. Many producers work on a ‘cash before 

delivery’ (CBD) basis and insist on a 50% deposit on order. 

Incoterms® 

International Commercial Terms or ‘Incoterms®’ are part of sales contracts worldwide and go onto all 

your quotations and invoices. They are a series of three-letter trade terms that set out who pays and 

who bears the risk of loss or damage to the goods while in transit and while being delivered. They 

designate responsibilities between the two parties. As a seller, it is important to understand what your 

costs, risks and responsibilities are. Obviously, whatever Incoterm® you use will affect the overall price 

of your products. There are 11 terms in the current Incoterm®2010 revision, which you can find in the 

appendix on page 134. Just four are dealt with here. 

EXW – ExWorks

The safest Incoterm® for the small supplier is ExWorks (EXW) as it carries the minimum obligation for 

the supplier. 

Responsibility: You are responsible for:

 • Supply of the product as per agreement with the buyer.

 • Packing the goods correctly for the selected mode of transport and what is accepted in the trade.

 • Performing quality checks before supply.

• Providing the buyer with information needed to arrange the shipment. 

Cost: Cost includes product, packing and quality check.

Risk: Once you make the goods available to the buyer, the risk of loss or damage transfers to the 

buyer. Note that you are obligated to advise the buyer within a reasonable time when the goods will 

be made available to him/her. For example: “On Monday I advise the buyer via email that his order for 

20 ceramic bowls will be ready for collection on Thursday.” Thus from Thursday the goods are made 

available to the buyer and the risk of loss or damage passes to him (even if cargo has not  

been collected).

When using EXW you still have an obligation to assist the buyer with the export process. Remember you 

need to make ordering from you as easy as possible for the buyer. When quoting on this term, an example 

would be: 

USD 20 / Unit No. 121 John Dear Road, Salt River,  

Cape Town (Incoterms® 2010) 

The named place after (or before) the Incoterm® is usually your address or the place where the buyer will 

arrange collection of the order.

For more on 
Incoterms® see 

page 134.

appendices
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FCA – Free Carrier 

This term can be used for all modes of transport including airfreight and seafreight 

(especially when dealing with containers).

Responsibility: You are responsible for:

 • Supply of the goods as per agreement.

 • Packing and quality check.

 • Custom clearing the goods for export.

 • Delivering the goods to the carrier (transporter) selected by the buyer or loading 

the goods if the carrier pick-up is at your premises.

• Providing the buyer with information needed to arrange the shipment.

If for example you are sending an order via air, your quote would be USD 20 / Unit 

FCA Cape Town International Airport, South Africa (Incoterms®2010).

Cost: Cost relating to fulfilling your responsibilities.

Risk: Risk passes to the buyer once the goods have been handed over to the carrier, 

an agent of the carrier, or a person nominated by the buyer. Therefore in some 

instances the risk can transfer at your premises.

FOB – Free on Board 

In the strict, legal sense, FOB refers to seafreight only and must be followed by the 

name of the port, e.g. FOB Cape Town Port, South Africa (Incoterms®2010). The 

seller delivers the goods on board the vessel nominated by the buyer at the named 

port of shipment. The buyer bears all costs from that moment onwards. However, 

as you start dealing with international buyers, you will note that many of them 

request an FOB price, even when the goods need to be posted or sent via air. This 

is due to the term being synonymous with international trade since the late 1930s. 

The general understanding of this term is ‘the Incoterm® without freight cost’.

For help on Incoterms®  
go to page 134.

With ExWorks you make the goods 

available to a buyer at a particular 

time and place and all risk goes to 

him or her at this time.

Insurance
Some Incoterms® include insurance of products and some 
don’t. You need to check this carefully to make sure your 
product is insured. Only two Incoterms® indicate that 
a party to the sales contract (exporter) is responsible to 
procure insurance in case of loss or damage to the goods. 
You need to check this carefully, to make sure the goods 
are insured for the part of the transport leg for which you 
carry the risk of loss and/or damage to the goods.
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Responsibility: You are responsible for:

 • Supply of the goods as per agreement. 

 • Packing and quality check.

 • Custom clearing the goods for export.

 • Delivering goods on board ship nominated by buyer.

 • Providing buyer with proof of delivery. 

 • Providing the buyer with information needed to arrange the shipment.

Cost: Cost relating to fulfilling your responsibilities.

Risk: The risk will pass to the buyer once you have loaded the cargo on board the vessel at port of dispatch.

DDP – Delivered Duty Paid 

With DDP, the seller has the maximum obligation in that he or she carries all cost, risk and responsibility to deliver the cargo 

to the buyer’s nominated address in the importing country. 

Responsibility: You are responsible for:

 • All responsibilities including all customs formalities in both the exporting and importing country.

 • Ensuring delivery at the buyer’s nominated address in the importing country.

Cost: All cost! However the two parties can agree on who will pay the import VAT.

Risk: The risk will pass to the buyer once you have arranged delivery to the buyer’s nominated address in the importing 

country (not offloaded).

Be careful to make use of this term when selling to a less developed country, unless the order is couriered by a reputable 

courier company.

buyerseller

INCOTERMS® 

EX WORKS
EXW

FREE CARRIER
FCA

FREE ON 
BOARD FOB

DELIVERED DUTY  
PAID DDP

Incoterms® set out responsibilities of the two parties and who pays and bears the risk of loss or damage to goods 

while in transit and while being delivered.
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HS codes

The Harmonised Commodity Description and Coding System, generally referred 

to as ‘Harmonised System’ or simply ‘HS’, is an international standardised system 

of names and numbers to classify traded products. This system is therefore 

used as the basis to determine customs tariffs and as such you need to find out 

the HS code for your product. Knowing the tariff will allow you to determine 

applicable customs import duties, taxes and regulations in both the exporting 

and importing country.

Price lists

You need to have prices available for potential buyers and, as an exporter, 

compiling a price list can expose you to various risks. Please see page 99 in the 

Financial Management section for a detailed description of the risks and how to 

manage them. Note that price lists are not just a reference but a selling tool. They 

should be carefully designed so they are attractive and easy to use. They should 

also include the dimensions and weights of products.

Methods of payment

When you are starting out it is best to get your buyer to pay upfront. This will, 

however, depend on the value of the order. The easier you make the customer’s 

life the better. 

PayPal has changed the idea and the reality that export is really hard. PayPal can 

be used to send and receive payments through the internet. Once you sign up for 

a PayPal account, you can send and receive money online. When you send money, 

you can choose to fund your payments from your PayPal account balance, a credit 

card, or your bank account. PayPal makes it much easier for small retailers and 

you can learn as you go along. 

Contact your bank’s international division for assistance on the various methods 

of payments available to you as well as guidance on which exchange rates to use 

when quoting a client and how to manage the risk of exchange-rate fluctuations.

See Appendices for more information on exchange control (page 138), dealing in 

foreign currencies  (page 136), and methods of payments (page 140).

For help with HS codes, go  
to page 123.

See page 99 for more on the risks 
associated with price lists.

PayPal makes it easy to pay from 

anywhere in the world.
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Case study: Transport
Mark Fanner exports wooden products, mainly handmade picture 
frames, from reclaimed timber under the brand Luna Designs. If he 
is exporting lightweight items direct to the consumer, Mark sends 
things through the post office by sea freight, which takes six to eight 
weeks. An example of a product shipped this way is a 5kg ukulele 
guitar. Depending on the urgency of the need for the delivery, he 
also sometimes sends the guitars by air freight. Either way, customers 
pick up the guitars at their local post office.

Once parcels are over 20kg or customers want door-to-door delivery, 
Mark works through a freight forwarder (the post office does not 
offer door-to-door service). In terms of sending orders via seafreight, 
Mark can make use of either a ‘less than a container load (LCL)’ or a 
‘full container load (FCL)’. In Mark’s case, with a FCL the freight costs 
only about 5% of the value of the stock, making seafreight a very 
cost-effective method. Once the value of an order exceeds a certain 
amount, Mark will make use of a full container – even if this means 
the container is only 1/3 or a half full. Mark says a full container 
gives him a whole lot of options for combining multiple orders and 
making deals with buyers. There is also nothing like a full container 
load to bring down costs.

Mark recommends developing a strong relationship with your freight 
forwarder. Freight forwarders have networks all over the world and 
huge experience and knowledge of whatever export needs you 
may have. They are also very helpful in educating and guiding craft 
producers around all the necessary documentation. Mark actively 
promotes his own freight forwarder to his buyers but respects 
buyers who want to use their own. Nevertheless, some of his buyers 
have had problems with their own freight forwarder somewhere 
along the line and moved over to using Mark’s. The result is that 
most of his customers now use the same freight forwarder. This has 
strengthened Mark’s relationship with his freight forwarder even 
further and optimised what he can do in the markets he exports to.
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Know what influences your decision
Several things will influence your decision around which transport to use. 

The nature of your goods
You need to consider the characteristics of your products, whether they are 

fragile and high or low in value, and what the dimensions and weight of the 

order are. You will appreciate the difference between, for example, a cane chair, a 

bead and wire mirror and a notepad with pen! Consider also the type of packing 

needed as some transport modes need more packing than others. Some products 

need special facilities, for example expensive jewellery needs special security.

The nature of the order
The nature of the order in terms of total costs including the freight costs and 

insurance will influence what transport you choose. In terms of the contract, the 

buyer may also have stipulated a particular mode of transport. There is also the 

urgency associated with delivery, which will affect your decision. 

Transport services relative to location
Choosing your transport mode will also depend on the location of your buyer 

and the availability, reliability and regularity of different transport services to your 

buyer’s market. 

Insurance of your product
It is important that your products are insured. Cargo insurance is called ‘marine 

insurance’ and despite the name it refers to the insurance of marine, air and 

overland insurance. Marine insurance is insurance for international trade 

consignments that can be procured by either the exporter or importer to protect 

them against loss or damage of the cargo. You should make direct contact 

with a marine insurance broker. See page 99 for more on this in the Financial 

Management section. 

Make use of freight forwarders 
A freight forwarder can help with answering a lot of questions when starting to 

deal with the various challenges of exporting. Even experienced exporters rely 

on international freight forwarders to perform the services needed to complete 

the procedural and documentary formalities involved in the international 

transportation of goods. Freight forwarders advise on packing and marking, book 

cargo space and coordinate transport from the exporter’s premises to their final 

destination. Freight forwarders also help with all documentation and insurance, 

and arrange customs clearance. Exporters should obtain quotes from freight 

forwarders for their services in order to avoid disputes.

The weight and size of your goods 

will affect which transport mode 

you choose.

Go to page 99 for more on  
marine insurance.

The nature of the order 
in terms of total costs, 
including the freight 

costs and insurance, will 
influence what transport 

you choose.
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Choose your mode of transport

EMS and postal services
The post office is good for exporting products low in value and small in volume and weight due to the simplicity of the 

postal process. 

Often, small retailers would rather see themselves as receiving goods from the post office than as an importer. Expedited 

Mail Service (EMS) is an international express mail service that offers a high-quality competitive service worldwide. Sending 

your parcels EMS can be considerably cheaper than a courier. EMS is offered at South African post offices where you can 

find a booklet with everything you need to know or you can simply phone them for quotations and advice. Be sure to 

include postage on your invoice right at the beginning. Note that you will not be able to track your parcel once it leaves 

South Africa, and buyers can only track it once it reaches their country. 

Couriers 
When considering a courier service, the value and urgency to receive the goods must justify the cost. Even though courier 

is a door-to-door service, applicable import duty and VAT are still payable in the country of import, by the buyer, before the 

courier company will deliver the parcel. Most courier parcels can be tracked via the internet. Get yourself an international 

courier account, for example FedEx, DHL or UPS. Have a meeting with your courier company representative and negotiate a 

discounted rate as well as a 30-day account. 

Seafreight
Most cargo shipped via seafreight is placed in containers. Containerised cargo can be divided into two types of services, 

namely ‘Full Container Load’ (FCL) when the order can absorb the cost and use the full container capacity, or ‘Less than a 

Container Load’ (LCL), when you do not have enough goods to fill a container. With LCL, the consignment will be delivered 

to a warehouse (or depot) where the container will be co-loaded (consolidated) with other exporters’ cargo. Most small 

producers make use of the LCL option. The cost calculations for LCL shipments are based on 1m3 = 1 000kg. You will be 

charged for the first m3; thereafter, the cost is calculated on a pro rata basis.

FCL is more cost-effective than sending goods via LCL. A 20ft (6m) container can take up to 10 pallets and a 40ft (12m) 

container can take up to 20 pallets where pallets are the standard size of 1 000mm x 1 200mm. In some cases it will be 

more cost-effective to send a FCL shipment even if the container is only half-full. Worldwide, the freight rate for a container 

is charged in USD. For example: Cape Town to Rotterdam = USD 1 100/20ft GP container.

Airfreight
Although it’s expensive, airfreight is fast and this also means the chance of theft is minimised. The limitations come with 

weight, size and cargo restrictions. Airfreight is best suited for high-value, low-volume or low-weight goods. Airfreight 

rates cover transport from airport to airport only. These rates are mostly quoted in USD but your freight forwarder might 

quote you in local currency. Rates are charged per kilogram (kg) on the chargeable weight. Chargeable weight refers to the 

volumetric weight (VW) vs. actual weight, whichever is the higher.  

Calculation for volumetric weight: L (cm) x W (cm) x H (cm). Divide the answer by 6 000. 

Note that when you are importing goods a  
clearing agent will be your ‘go-to’ person.
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Activity: Documents checklist

Go through this checklist to see if your parcel has all the necessary documentation to be shipped. Depending on your type of 

product and country of import requirements, other documents may also be required. Discuss this with your potential buyer.

 � Quotation document: When a potential buyer requests a quote, either a quotation document or a proforma invoice 

can be issued.

 � Proforma invoice: A proforma invoice can be used as a quotation, as a document for a buyer to present to authorities 

to obtain an import permit, or for getting a letter of credit. A letter of credit is a letter issued by a bank to another bank 

(especially one in a different country) to serve as a guarantee for payments made to a specified person under specified 

conditions. 

 � Commercial invoice: Issued by the exporter, this document is the final bill of sale. Customs in the importing country 

make use of this document to calculate import duty, VAT and other related customs and excise duties and taxes. 

 � Packing list : This document itemises the goods sent in each individual pack and is used by both customs in the 

importing country and the buyer to verify the quantity and weight of goods sent.

 � Export permit: For certain products exported, the exporter needs to obtain an export permit, usually from the 

International Trade Administration Commission of South Africa (ITAC). For more information refer to www.itac.gov.za.

 � Documents relating to trade agreements and stating the origin of the product: These documents 

include the Certificate of Origin (certified by the Chamber of Commerce), EUR1 certificate, SADC certificate and GSP 

form A certificate. They are needed by customs in the importing country in order for the shipment to qualify for 

preferential import duty rates. Information is available on the SARS website.

 � Customs document: Each country has its own customs clearance document. In South Africa, we make use of the 

SAD500 and most clearances are done through an electronic system (EDI). This function is usually executed by your 

freight forwarder.

 � Marine insurance certificate: This provides proof of the type of insurance and the amount covered. It is often 

required for payment by letter of credit.

 � Clean report of findings (inspection certificate) : Some governments, specifically in some African countries, 

require that pre-shipment inspection must be done for goods to be allowed to be imported to their country. The pre-

shipment inspection certificate usually verifies that the quality, quantity or specifications of the goods shipped are in 

conformity with the sales contract. Inspection certificates are commonly required under a documentary credit and are a 

powerful security and anti-fraud device for buyers.

 � Other documents are required by the importing country’s customs authorities to allow for importation of the product. 
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Case study: Feedback
Moira Jones is the director of Wola Nani, a company with a large 
range of paper-based products and most famous for its papier-
mâché bowls. Moira and her team study the Wola Nani sales figures 
to get essential feedback on their products. Part of this feedback 
is that the small Red Lucky Star papier-mâché bowl is consistently 
the best seller. It might be tempting to simply make more of these 
bowls but the data is more complex than this. Bowls in other 
designs do sell, although not as consistently. This tells Moira that it 
is important to keep developing new products in the bowl range. It 
gives customers that satisfying feeling of having made the difficult 
choice to buy the small Red Lucky Star bowl. 

One of the new products developed was a papier-mâché bowl in 
the traditional African shweshwe fabric design. At a local South 
African trade show, these bowls made huge sales. This gave Moira 
the feedback that the Wola Nani customers were indeed looking for 
something new from them. The bowls did not sell well internationally 
at all, however. Moira interpreted this to mean that foreigners did not 
understand the shweshwe reference and that different marketing 
would be needed around these bowls.

Another form of feedback for Moira comes from the conversations 
she has with buyers. Initially, buyers kept asking for a discount on 
quantity and from this she knew that the price point was a bit high. 
Taking this feedback into account, Wola Nani held the price point 
on their Lucky Star bowl for a few years. Now they notice that the 
conversations with buyers have changed and they are not asking for 
discounts any more. Instead they ask when a huge quantity of bowls 
can be delivered! The feedback is that the price point on the bowls is 
just right or even a little low. Once there is feedback on the price of 
one of the bowls, it becomes easy to price similar products. 

Moira and her team spend time analysing the information they 
get from their systems. Once they noticed that there were many 
bowls that had been shipped but not yet paid for. When they 
investigated the problem the buyer explained that the bowls had 
got stuck together during the packing, resulting in more bowls than 
necessary being shipped. The cost of getting them back was more 
expensive than the bowls themselves. This feedback altered Wola 
Nani’s operational practices in that they now triple-count the bowls 
before shipping. 
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You may initially get feedback just on your product, but this 
inevitably has implications for the whole management of your 
business. The feedback you get on your product can have an impact 
on your product development, marketing, price point and shipping. 

Once you have launched a product, you need to wait some time to get a clear 

picture of what is happening with it in the market. You can’t be too quick to 

assess a product.

You get feedback from all kinds of places including:

 • Social media.

 • Trade shows.

 • Talking with customers.

 • Retailers.

 • Checking how competitors’ products are doing.

Set up accounting to analyse customer 
and product
Set up automated accounting systems for analytical purposes by customer and  

by product. 

You need to set up your financial systems so that you are able to get a financial 

report on all your specific products, which tells you how they were taken up in 

the market. It is important to make use of these reports and be clear about what 

the data is telling you. 

Market trends: You need to look at your sales trends and see which markets 

are going for which of your products. Some nations will be attracted to certain 

colours, others to others. These trends will allow you to make decisions about 

which products to stick with, which to cull, which to promote, and give you some 

ideas for new product development.

Product development: Knowing who is buying what, and what the sales of 

a product have been, can indicate the position of the product in its life cycle. 

Along with understanding your product signature, current trends and your 

differentiation in the market, you would have sufficient data to inform your 

product development decisions. 

Price: When you see volumes of sales improving, it more than likely means that 

you have got your marketing mix right and that your price points are acceptable 

to your target market. You might want to consider a price increase, but need to 

be certain it won’t have an impact on the sales volume to such a degree that 

it would result in lower gross profit. You might decide to rather put out a new 

range of products at a different price point to diversify your sales and maybe even 

test the market’s response to a different price point on volume. 

Activity: Get your most 
successful product and analyse 
what is working 

 � Is it in line with market trends?

 � What shape, form, design, 

function, and/or quality is  

doing well?

 � Is the price point working?

 � Is it unique in the market? 

Your strategic vision sessions 

are a time to collate and review 

feedback. At every stage of the 

life cycle of your product comes an 

opportunity to get feedback. Your 

business systems and employees 

also offer valuable feedback on 

your products.
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Sales figures are important feedback 
on your price and products.
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There are four goals of financial management. The first is to know exactly 
how much money is coming in and going out and understand exactly 
where your strong and weak financial points are. Thereafter, you will be 
in a much stronger position to attain the other three goals. Secondly, you 
must grow your profit or increase your profitability, which means that 
more sales are coming in than expenses going out monthly or annually. 
The third goal of financial management is to preserve your cash-flow 
position – also called your liquidity. This means you have cash on hand 
at all times. The fourth goal of financial management is to maintain your 
creditworthiness, in other words your solvency. This means you have 
more assets than debts.

Financial management is about planning, organising, activating and 
controlling your finances. It is very different from record keeping. Record 
keeping is about recording your accounting transactions, but financial 
management is about using the results from the record keeping to inform 
your future financial and business decisions. So record keeping is actually 
a very important foundation for financial management. You need to 
make sure you are doing this well. 

Planning 
For a new business or product, planning starts with costing and pricing. 

Costing and pricing
The objective of costing and pricing is to set the correct selling price to make a profit. 

Most businesses calculate the cost involved in producing the item (‘cost price’), and then 

add a mark-up to determine the price that will ensure profit. This method is referred to as 

the ‘cost-plus method’. 

But setting the correct selling price is not just about costing. Pricing is also about the 

demand from your customers. You may decide to sell at a price that is competitive 

but has a smaller profit margin so that you develop some market share (increase the 

proportion of customers buying from you). 

There are many different pricing methods you could apply. Listed below are the four 

most common types used by craft and design businesses: 

1. Cost-plus pricing – when you calculate the cost of making your product and then 

add a mark-up.

2. Competitive pricing – when you establish a market price by benchmarking your 

competitors.

3. Penetration pricing – you undercut the competition with low margins in the hopes of 

attracting high volume. You can only do this if the low price still yields a profit!

4. Perceived value pricing (skimming pricing) – high price, high margins knowing that 

this will most likely lead to low volume.



89

Cost-plus method

To calculate the price to make a profit, you need to take into account fixed and variable costs and then 

add on the profit you want to make. To simplify, we have defined costs as:

Fixed costs are costs like rent, telephone bills and salaries, which you have to pay each month whether 

you sell 1 or 1 000 items. 

Variable costs are those costs that go directly into making the item. Let’s say the item is a ceramic 

bowl. The variable costs for a ceramic bowl would include the cost of materials (clay, paint, firing) and 

the packaging used in making the item. To calculate the total variable cost of making a ceramic bowl, 

you need to add up the cost of materials and packaging. In our example, the variable cost per ceramic 

bowl is R34. (See box below for the calculation process.)

Profit/Mark-up is what you add to the cost of producing your product so that you can make a surplus, 

which you should reinvest into your business. You could also build up a surplus to save for leaner times. 

If you want a 100% profit margin you need to multiply your variable cost by 100%.  

In our example, this means R34 x 100% = R34. 

The selling price is the combination of the variable cost and your mark-up. In this example it is 

calculated as follows: R34 (variable cost) + R34 (profit) = R68. 

That means every product you sell will contribute a gross profit (difference between selling price and 

variable cost) of R34.

Note the above is your calculated wholesale price (which on export packaging can be 

referred to as EXW’s price).

Cost-plus method to calculate the price of a 
ceramic bowl
VARIABLE COSTS

Material (clay R20 + firing R5 + paint R7) +  

packaging (R2) = R34 for one bowl.  

Total variable cost for one bowl is R34 

PROFIT/MARK-UP

Profit margin of 100%: variable cost (R34) x 100% = R34

SELLING PRICE

Add the variable cost and the profit:  

R34 (variable cost) + R34 (profit) = R68 
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Market-orientated pricing

Market value is determined by customers’ perceptions of: 

 • Value for money.

 • Perceived quality.

 • Fit for purpose of the product. 

 • Competitors’ prices.

 • Customers’ disposable income. 

 • Advertising, branding, image, etc.

 • Customers’ trust in the supplier. 

 • Availability of the product. 

 • How much customers need the item.

 • How much customers want the item. 

When setting the price for your product, you will need to consider:

 • Your costings.

 • Your market research.

 • Competitors’ prices.

 • Customer demand.

 • Your pricing strategy. 

 • Other factors such as quality, brand, etc.

If you set the price too high, you might not make sales. If you set the price too 

low, you can create the wrong image for your product (potential customers may 

think it is cheap junk), or you may have to sell too many to make a profit and the 

business makes a loss. Market pricing is set on the basis of what the customer 

is willing to pay, regardless of the costs to your business. This market-orientated 

pricing or demand-driven approach takes into account the most important thing 

in your business…the customer. 

But the cost-plus method guides you as to the price that will ensure you are 

covering your variable cost and makes provision for a gross profit. 

The cost-plus pricing 
method helps you find 

a price that will give 
you the profit you are 

looking for.
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Combining market-orientated pricing and the  
cost-plus method 

The retail price is determined by adding 100% to the wholesale price. (This is just a 

rough guide. Some retailers mark up with a different percentage. Some mark up a 

percentage and then add another 14% for VAT.) Using this method in the example, 

you would add a 100% mark-up to the R34 cost price, which in this case gave us 

R68 on wholesale and another 100% mark-up for retailers to get to a retail selling 

price of R136 to the end user. The market and competitor research said the bowls 

should retail at approximately R150. Based on your calculations and research, R75 

and R150 are probably good prices to set.

If you know the variable cost of the product and the selling price of the 

product, the mark-up % (MU%) and gross profit % (GP%) per product 

can be calculated. Gross profit equals sales less cost of goods (material and 

packaging costs). The gross profit margin is your gross profit expressed as a 

percentage of your sales. Examples of these calculations appear in the following 

section.

Budgets 
Once you have calculated the cost price and selling price of all your products you 

will have a solid platform to start planning for sales, cost of sales and gross profit 

and thus drawing up a budget. Depending on your business model, you need to 

estimate the number of wholesale and retail sales. Once you have this, you can 

evaluate the viability of the product, in other words, assess whether the number 

of products you need to sell to cover your fixed costs and to give you a profit is 

realistic or not. 

Break-even point and net profit 
The break-even point is the point at which you don’t make a profit but you also 

don’t make a loss – your costs (variable and fixed) equal your sales. This is your 

sales or turnover target. Earning more than the break-even point means you are 

making a net profit. 

For example, let’s say that as in our example you are able to produce and sell 100 

of the ceramic bowls at the wholesale price of R75. This means you will get in  

R7 500 for wholesale sales of 100 bowls. But the variable cost per bowl was R34, 

so the costs for 100 bowls were R3 400. The gross profit for wholesale is the 

Rand amount of sales less the Rand amount of costs involved. This is R7 500 less 

R3 400 = R4 100. Expressed as a percentage, the gross profit percentage is  

R4 100/R7 500 = 54.67%. 

Then let’s say you sold 20 bowls at the retail price of R150. This means you will 

get in R3 000 for retail sales. The variable cost per bowl was still R34, so the cost 

for 20 bowls was R680. The gross profit for retail is again the Rand amount of 

sales less the Rand amount of costs involved. This is R3 000 less R680 = R2 320. 

Expressed as a percentage, the gross profit % is R2 320/R3 000 = 77.33%.

Market pricing is set 
on the basis of what 

the customer will 
be prepared to pay, 

regardless of the costs  
to your business.
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Combining the wholesale and retail, you have sold 120 units (100 wholesale + 20 retail) with sales of R10 500 (R7 500 +  

R3 000) and costs of R4 080 (R3 400 + R680), giving a gross profit of R6 420 (R10 500 – R4 080) and a gross profit 

percentage of 61.14% (R 6 420 ÷ R10 500). Is this enough – is the product viable? Whether it is enough depends on your 

fixed costs. If your fixed costs are of R10 000, gross profit of R6 420 is clearly not enough to cover the fixed costs. 

To get in the R10 000 you need to cover fixed costs, your gross profit percentage of 61.14% must work out to at least  

R10 000. Divide R10 000 by 61.14%. This gives the answer R16 355.90. This means your sales must equal R16 355.90 at a 

gross profit percentage of 61.14% for R10 000 of fixed costs to be recovered. 

Net profit is the profit you are left with after you have paid your fixed costs out of gross profit. 

If you wish to increase your net profit, this can be done in different ways. You can try to reduce your fixed costs, for 

example, by paying less rent through hiring cheaper premises. You could aim to increase the units you sell (increase volume) 

with a clever marketing strategy, for example, by identifying a significant distributor in Europe. You could increase your 

selling price (make sure this does not result in a reduction in too many sales units) or decrease your cost price by using 

cheaper materials (make sure this does not reduce quality to an unacceptable level). 

Weighted gross profit percentage
Because most businesses have more than one product, more than one product contributes to meeting fixed costs. Each 

product might have a different mark-up % and gross profit %. You will need to work out one gross profit % for all your 

products to work out the break-even point for the business as a whole, and thus the viability of the business. This is done 

by working it out for each product, and then weighting the contribution of each product according to each product’s sales 

volume. Before you develop your budget you should study the results and determine if your business is viable and if you are 

satisfied with the planned net profit or whether or not you would like to increase the net profit. 

Break-even point for in-house or outsourced production 

In-house production Outsourced (piecework)

Materials cost = R32 for one bowl Materials cost = R48 for one bowl 

Packaging cost = R2 for one bowl Packaging cost = R2 for one bowl 

Total variable cost = R34 Total variable cost = R50

Wholesale selling price = R75 Wholesale selling price = R75

Gross profit = R41 Gross profit = R25

Gross profit % = 54.67% Gross profit % = 33.33%

Fixed costs = R10 000 (includes production 
wages and salaries)

Fixed costs = R7 000 (no production wages and 
salaries)

Break-even point = R18 291.57 Break-even point = R21 002.10

Table 1: Table showing labour treated as variable cost and as fixed cost.

In this situation just put the full cost price (piece work payment) as ‘materials’ and don’t add the labour cost per minute to 

the variable costs. 
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Business viability 
So far, you have put a cost to and priced a ceramic bowl, estimated its sales unit per distribution channel, i.e. retail or wholesale, 

calculated the MU%s, GP%s, fixed costs, your estimated sales, cost of sales, gross profit and break-even point. 

Now you also need to calculate the production time needed to produce the units required to reach break-even. If you have 

extra hours, you might choose to reduce your production staff, or if the opposite is true, you will need to add additional 

production staff.

To calculate the labour costs for production, you will need to conduct time studies (see how to do this on page 39). Once you 

have calculated all of this, you can complete your income statement budget. 

An example of an income statement budget appears below. From this example, you can see that after all fixed costs of this 

business have been paid, including a salary for the owner, the net profit is R4 080. 

Description Amount 
Sales R75 (wholesale price x 200 units sold per month = R15 000) +  

R150 (retail price x 180 units sold per month = R27 000)
R42 000 .00

Cost of sales R34 x (200 + 180 units sold per month = 380) = R12 920 R12 920. 00

Gross profit Sales – Cost of sales R42 000 – R12 920 = R29 080 R29 080.00

Operating costs (fixed costs) R25 000.00

Accounting fees R0.00

Bank charges R100.00

Bookkeeper R300.00

Cleaning R0.00

Computer expenses R100.00

Consulting fees R0.00

Electricity R200.00

Entertainment R0.00

Equipment R0.00

Internet R200.00

Legal fees R 0.00

Marketing R500.00

Parking R0.00

Petrol/diesel R500.00

Postage R2 000.00

Rent R0.00

Repair & maintenance office R0.00

Repair & maintenance vehicle R0.00

Salary – owner R3 000.00

Staff wages R2 000.00

Production wages and salaries R15 000.00

Staff welfare R200.00

Stationery R200.00

Subscriptions R0.00

Telephone R700.00

Travel R0.00

Net profit Gross profit minus operating costs R29 080 – R25 000 R4 080.00

Table 2: Income statement budget.
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Costing and pricing for exporting 
So far, you have calculated the cost of producing a ceramic bowl and determined a selling price. For export purposes, you 

now need to cost and price the item for export in relation to the transport mode (see pages 79-82) and Incoterms® 

(International Commercial Terms – see page 134). In order to determine the viability of exporting your product to a specific 

market, you need to calculate the ‘Delivered Duty Paid’ (DDP) price of the product.

ExWorks price

Normally your wholesale price is used as your EXW price. Note, however, that the EXW price must include the cost for  

packing the order correctly for the selected mode of transport (cost to palletise, wrap and strap) and the cost relating to 

quality control. Once you have finalised your EXW price, you can quote the customer per Incoterm® and transport mode 

depending on the customer’s order size and requirements.

Calculating FCA (or ‘FOB’) and DDP price

The starting point to establish if your product will be competitive in a potential export market, as well as possible minimum 

quantity to export in order to be competitive, is to calculate the number of items packed in an outer carton and placed on 

a pallet that equals one cubic metre (1m x 1m x 1m). Once you have the estimated quantity, contact a freight forwarder 

for costings in terms of the FCA ‘FOB’ and DDP Incoterm®. Carefully go through the quotes and make sure the freight 

forwarder has included all of the charges required. 

FCA price (or ‘FOB’)

If you attend international trade shows, buyers request a ‘Free on Board’ (FOB) price. Keep in mind that FOB is for seafreight. 

‘Free Carrier’ is for airfreight (FCA). In this scenario, the supplier places four ceramic bowls in a outer carton and 12 cartons  

per pallet. Total ceramic bowls thus loaded on the pallet are 48 units.

The total dimensions of the packed pallet are 1m x 1.2m x 1.095m = 1.314m³ (remember to factor the pallet height (20cm) 

and weight (20kg) in to your calculation.) The goods will be shipped on an LCL basis.

Export costings – influencing factors to take into account
To be able to compile an accurate costing, you need to have an understanding of:

�	Your own logistical environment and needs.

�	Packing requirements for your specific product.

�	Product-specific requirements (label/inspection/permits, etc).

�	Incoterms®.

�	Exchange risk (and the management thereof).

�	Methods of payment (advantages and disadvantages).

�	Transport methods available (advantages and disadvantages) – both in South Africa and in 
the importing country.

�	Customs processes and requirements for both South Africa and the importing country.

�	Services offered by various service providers to assist you in the venture.

Your freight forwarder can provide the relevant costs to send your order overseas but the 
quote will be based on the information you provided and the cost you requested. Ensure that 
adequate information is conveyed to them!
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Ceramic bowls
Measurement of outer carton Height Length Width

Outer carton (shipper) 0.215m 0.615m 0.615m

Gross weight per shipper 5.64kg  

Units per outer carton 4 48 per pallet

Unit cost ZAR   R68.00

Cartons per pallet   12

Dimensions per pallet   1 x 1.2 x 1.095m

Weight per pallet   87.68kg (5.64 x 12 + 20)

CBM per pallet   1.31m3

Product cost per pallet   R26 400.00

** remember to factor the pallet height (20cm) and weight (20kg) into your calculation

Selling USD 11.5  

Buying Euro 14.7  

R/$ Currency

Collection/per m³ 250 R328.50  

Palletise (wrap & strap) R450.00  

Cargo dues/per m³ 140 R183.96  

Courier R550.00  

Freight forwarder: documentation R300.00  

Freight forwarder: communication R185.00  

Freight forwarder: agency 3% min R350 R350.00  

Freight forwarder: Eur 1 R125.00  

Bank charges R150.00  

FCA (FOB) total R2 622.46  

EXW price per bowl R68 + palletisation cost (R450 ÷ 48) = R9.38

 R68 + R9.38  

 R77.38 per bowl  

FCA (FOB) price per bowl FCA (FOB) charges R2 622.46 ÷ 48 = R54.63

 R68 + R54.63  

 R122.63 per bowl  

Therefore the % that you need to add to your ExWorks price to calculate an FCA (FOB) price is: 58.48%
(R122.63 - R77.38 = R45.25. R45.25 divided by R77.38 x 100 = 58.48%) 

Table 3: Calculating an FCA (FOB) price. 

The EXW price is thus R77.38/ceramic bowl and the FCA (‘FOB’) price per ceramic bowl is R122.63.

Delivered Duty Paid (DDP) price

In order to calculate a DDP costing, you need to have the final delivery address for the cargo in the importing country. When 

still in your planning stage, you should do a DDP costing to establish if you can sell your product at a competitive price in 

the potential export market. You will obviously not have a delivery address when still at the planning stage. Do a costing to 

the central area of the main city at the main port of that country. For example, if you want to establish if your price will be 

competive for the French market, calculate a DDP costing to Paris (central).
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Ceramic bowls

Measurement of outer carton Height Length Width

Outer carton (shipper) 0.215m 0.615m 0.615m

Gross weight per shipper 5.64kg  

Units per shipper 4 48 per pallet

Unit cost ZAR   R68.00

    

Cartons per pallet   12

Dimensions per pallet   1 x 1.2 x 1.095

Weight per pallet   87.68

Cbm per pallet   1.314

Product cost per pallet   R3 264.00

Selling USD 11.5  

Buying Euro 14.7  

Collection/m³ 250 328.50  

Palletise (wrap & strap) 450.00  

Cargo dues/m³ 140 183.96  

Courier 550.00  

Freight forwarder: documentation 300.00  

Freight forwarder: communication 185.00  

Freight forwarder: agency 3% min R350 350.00  

Freight forwarder: Eur 1 125.00  

Bank charges 150.00  

FCA/FOB total R2 622.46  

Seafreight/m³ $85.00 1 284.44  

BAF $26.00 299.00  

CAF (3% of freight rate) 3% 38.53  

CPT/CFR total R4 244.43  

Marine insurance 0.33%/min R150 150.00  

CIP/CIF total R4 394.43  

* DDP charges 8 200.00  

Include: All import cost relating to the cargo operator’s fee, clearing agent’s fee, all related 
import duties and taxes and import VAT as well as delivery to the buyer’s nominated address

 

 

DDP total R12 594.43  

Table 4: Calculating a Delivered Duty Paid (DDP) price.

*DDP charges: Incoterms®2010 allow for the exporter to exclude the import VAT from the DDP cost, but this needs to be clearly 

communicated to the buyer. We recommend that the South African exporter does not include the import VAT in their DDP costing.

The above costing shows us that the price for which you can sell 48 ceramic bowls to a port in a specific importing country, 

including marine insurance, is R3 264 + R4 394.43 ÷ 48 = R59.55 (CIP/CIF).
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Cost per ceramic bowl R68/bowl

EXW (ExWorks) R68 + R9.38
(product/packing/quality check) 

R77.38

FCA (Free Carrier)/FOB (Free on Board) R77.38 + (R2 622.46 ÷ 48)
EXW cost + all related cost in SA, including custom clearing for export

R122.63

CPT (Carriage Paid To)/CFR (Cost and Freight) R3 264 + R4 244.43 ÷ 48
FCA/FOB cost + freight charges

R156.42

CIP (Carriage and Insurance Paid)/CIF (Cost, Insurance and Freight)
CPT/CFR cost + marine insurance charges R3 264 + R4 394.43 ÷ 48 

R159.55

DDP (Delivered Duty Paid) R3 264 + R12 594.43 ÷ 48
All cost to ship cargo to importing country; delivered and customs-cleared 

R330.38

Table 5: Cost per ceramic bowl using different Incoterms®.

Let’s assume that market research has led you to believe that you need to sell a ceramic bowl to the EU market for about  

R300. Given the DDP price of R330.38, what kind of distribution channel can the product afford? Can you reduce your costs, 

i.e. redesign the bowl to bring your cost down? Increase your miminim quantity for this market or look for another  

export market that is able to absorb this cost?

You need to perform this calculation with each product, the reason being to establish a possible minimum quantity and landed 

product price. Different sizes of products can have very different results. For example, if you made small beaded AIDS pins that 

are less than 3mm thick and 50mm x 50mm, about 100 000 units will fit in a cubic metre should you send the goods via LCL.

AIDS pin cost R15.00 EXW

FCA/FOB charges per 100 000 pins (LCL) R2 641.10 ÷100 000 = R 0.03/pin
R15.00 + R0.03 = R15.03/pin 

Total order value for 100 000 pins R15.03 x 100 000 = R1 503 000

Table 6: Calculations for AIDS pin.

In order to offer this ‘FOB’ price for seafright (LCL), your minimum order quantity must be 100 000 beaded AIDS pins, with 

a total order value of R1 503 000. This may simply not be viable – there are very few creative businesses and international 

buyers looking for 100 000 beaded AIDS pins. The problem is compounded by the fact that most small retailers are looking 

to purchase a small quantity of a variety of products. Therefore your freight options will mostly be post office, airfreight or 

courier, depending on the quantity, total order value and urgency of shipment. 

Sellers will favour EXWs as there are few additional costs, responsibilities and risk and buyers will favour DDP as the seller 

will have to take on and pay for all the costs, responsibilities and risk. As in any negotiation, both parties will try to negotiate 

the term that suits them best, but the winner is often the one with more power in the negotiation. 

National retailers and department stores often request an ‘FOB’ price. These buyers can often meet realistic minimum order 

quantities and have sufficient buying power to negotiate on their terms. If the buyer finds the minimum order quantity too 

high, you could offer them your EXW price and calculate additional cost per the order quantity they would be interested 

in. The additional cost will depend on the selected shipment method, whether post office, courier, air or seafreight (LCL). 

Explain to the buyer that on small orders the post office can be very affordable and that the order will be sent to the post 

office nearest to them. Keep in mind, however, that even with postage, the buyer might still need to pay import duties and 

taxes once the goods are ready for collection. See http://www.emssouthafrica.co.za/BusinessServices/PostalRates2014.pdf 
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Example of a quotation document

CERAMIC AFRICA (PTY) LTD

33 Wagon Road
Cape Town, South Africa       Tel: +27 123 3215 
         Fax: +27 123 3216 
         E-mail: info@ceramic.co.za 

         Web: www.ceramicbowl.com
QUOTATION

Home Galore LLC         28 February 2015
23 Prince Charles Road
Rotterdam NL-2015       Our Ref: 564/14
The Netherlands 
Attention: Mr John Mason  
  
Dear Sir
Your Ref: Q 223 dated 23 February 2015
We thank you for your enquiry and have pleasure in submitting our quotation as follows:

Product code Description Quantity Unit price Total Euro

CB 6 Ceramic bowl 6-lady 48 EURO 68.00 3 264.00

FCA charges 177.60

Seafreight 114.84

Marine insurance 10.86

TOTAL CIP Rotterdam Port, Netherlands (Incoterms® 2010) Euro 3 567.30

Packing: 
Transport:

We pack 4 ceramic bowls per carton and fit 4 cartons into a shipper
Shipper dimension: 61.5 x 61.5 x 21.5cm
Shipper weight: 5.64kg
1 Pallet consists of 12 shippers
Pallet dimension: 1 x 1.2 x 1.095m; pallet weight: 87.68kg
1x pallet to be shipped LCL from Cape Town to Rotterdam port. 
There is a weekly sailing with an average transit time of 21 days.

Lead time: Goods will be ready for shipment from our premises three weeks from receipt of order 
confirmation.

Marine insurance: Warehouse-to-warehouse, institute cargo clauses (a) and strike clauses.

Payment:
Documents:

Pre-payment
This quote includes the issuance of the commercial invoice, packing list, marine insurance 
certificate, EUR 1 certificate and bill of lading. It is the buyer’s responsibility to advise of 
any other documents that are required by their customs authorities to allow for successful 
importation of this shipment. The cost for this has been excluded from the quote.

Conditions of sale: This quotation is subject to our standard conditions of sale, a copy of which is available upon 
request.

Validity: Prices quoted are valid until 28 March 2015.

Please do not hesitate to contact us should you require any further assistance.
Yours faithfully,
 
Mary Mole
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Price list
You need to have prices available for potential buyers. Depending on the product and market norm, you need to investigate 

if a price list is needed for your product type or if you will quote potential buyers upon request or both. You will appreciate 

the difference between having a price list for your standard products vs., for example, designer furniture (adapted to buyer’s 

specifications). 

For an exporter, compiling a price list can expose you to various risks; therefore, take the following into consideration when 

compiling your price list:

Currency

Add some buffer to the exchange rate when converting ZAR to a foreign currency and don’t have a price list valid for a 

period longer than three months (if possible). 

Validity

If your price list is based on ExWorks or FCA/FOB value, the validity period can be longer than price lists that are based on 

CPT/CFR, CIP/CIF and DDP terms. To decide on validity periods, take into account traditional increase periods from your own 

suppliers. 

Minimum quantities

Buyers want to be guided in terms of the minimum quantity orders that need to be placed, e.g. for the ceramic bowls you 

can state that the minimum quantity per order is 48 bowls (one pallet). Buyers accept that you will need to have a minimum 

order quantity based on your production process, but the lower you can make this, the more attractive to them.

Labelling, import requirements and documentation

Labelling, import requirements and documentation will always be risks that you need to manage. It is impossible to know 

this information for all countries you might receive enquiries for. A simple way to manage this is to add to your quote: “It is 

the buyer’s responsibility to advise on import requirements and documentation needed by the importing country, to allow 

for successful importation of this product, and the cost for this is excluded from the quote.” 

In terms of labelling, send a ‘jpeg’/image of your standard label to the client with the following comment: “We attach a 

sample of our standard label. It is the buyer’s responsibility to advise on any label changes, to comply with the requirements 

of the importing country. The cost for label changes has been excluded from this quote.”

Incoterms®

The safest price list with limited financial risk is an EXW price list. You could for example state in your terms and conditions 

that freight cost can be included upon request. With the FCA/FOB terms, the costs added to EXW are fairly stable and are 

therefore also good options to consider for a price list. Keep in mind that most buyers want to know ‘how much the product 

is going to cost, delivered’. You need to make a decision on an Incoterm® price list where you can manage your financial 

risk and still provide clients with the option of a door-to-door delivery. Please see page 134 for more on EXW, FCA, FOB and 

DDP. For a full list of Incoterms®, go to the Appendix on page 134.

Marine insurance

Make sure that the buyer is aware of the importance of insurance. Your freight forwarder can help you but it can be 

beneficial to go directly to the insurer – you could get a better price. Only two Incoterms®, namely CIP and CIF, give a 

party (exporter) the responsibility to procure marine insurance. If you quote on any basis other than CIF/CIP, you need to 

communicate to the buyer who will be responsible for getting insurance. See page 80 in the transport section for more.
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Risks around receiving payment

It’s great to get the first order from an overseas buyer but critical to make sure that this buyer will 

indeed pay for the order. Unless funds are received upon order placement, you will need to carefully 

assess the various risks around your receiving payment. 

Your first consideration is always the status of the country from which payment will be made. Even if 

the buyer is well known to you, if he resides in a country that is either developing economically and/or 

politically unstable, payment delays or shortage of foreign currency can occur. 

Then you also need to consider all the various commercial risks to payment: 

 • The creditworthiness of the buyer – check any information you have about this buyer in terms of 

their financial position to honour payment of your invoice.

 • The value of the order – there is a difference between an order to the value  

of R500 vs. R80 000. A buyer will more easily agree to pre-payment of the lower amount.

 • The exporter’s cash flow and ability to grant credit. This is important, especially if you think your 

markets are retail outlets that insist on extended payment terms.

 • The payment terms offered by your competitors. If you sell to a retail outlet whose current suppliers 

offer extended payment terms, it will be difficult for you to request pre-payment.

 • The potential of building a long-term relationship with the buyer. Such situations usually require 

extended payment terms. 

 • The buyer’s normal business practices.

 • Adhering to exchange-control regulations stipulating funds must be received within 180 days of 

shipment.

 • Exchange-control regulations in a foreign country stipulating use of only certain methods of 

payment.

Methods of payments and bank charges

The four methods of payments used in international trade are pre-payment, open account, letter of 

credit and a bill for collection. Note that there is a difference between a method of payment and how 

funds are transferred. If the buyer pays via PayPal upon order placement, it is pre-payment. If he pays 

via PayPal after the goods have been shipped, the method is open account.

Pre-payment 

Pre-payment or ‘cash with order’ is the most secure form of payment for you as you do not face any 

risk of not being paid, and benefit from having the money at an early stage. From the buyer’s point of 

view, however, cash in advance is an unsatisfactory arrangement because the entire financial burden and 

associated risks rest with him and he can only trust that you will deliver the goods as ordered.

Open account

Where pre-payment represents the lowest payment risk for you, open account represents the highest 

payment risk. This is an inexpensive method of payment in which you ship your goods to your buyer 

and forward all relevant documents directly to them. The buyer will then pay within an agreed period, 

for example 30 days from invoice date. 
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Letter of credit and bill for collection 

Letter of credit and bill for collection are two payment methods that require 

the involvement of your bank. They are a bit more complicated but you should 

know they are available to you. The methods are worth considering when your 

shipment is of a high value. Remember experienced buyers are aware of these 

payment methods and therefore you do have to have some knowledge of them. 

See Appendix 3 on page 138 for more details.

Bank details

Bank details should not be provided to buyers unless they have made contact 

with you to place an order. Fraud is a reality, even in international trade!

Ownership

Incoterms® do not deal with the issue of ownership, therefore you need to clarify 

the point where ownership transfers from seller to buyer.

Handling of disputes

Disputes occur in international trade, especially when one of the parties is in 

breach of contract. You could incorporate a dispute resolution in your price 

list/quote/contract. An example would be that an arbitration process is to be 

followed in case of a dispute. Another consideration is the law, which will prevail 

in case of a dispute; you could for example state that: “In the unlikely event of a 

dispute, South African Law will prevail.”

PDF

All documentation/quotes/contracts and price lists must be forwarded in an 

electronic format that cannot be altered or tampered with – for example, by 

converting documents to portable document format (PDF).

Organising 
Conducting all your costing and pricing and determining your budget will have 

given you a solid base to develop meaningful systems that you can rely on to 

make important business decisions. The next step is to develop and organise 

your administrative systems to manage your financial information in an effective 

and efficient manner. You should consider buying an accounting programme 

at this point. Accounting systems are designed to manage your transactions 

correctly and provide you with up-to-date information and the important reports 

necessary for you to make informed business decisions. This section covers sales-

related organising systems and office-related organising systems. 

Documents should be forwarded in 

PDF to avoid tampering.
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Sales-related organising systems 

Catalogues or e-commerce systems

An electronic catalogue or e-commerce platform should have a picture of the product, a description 

of the product, product code, weight, measurements and prices. However, if you place your catalogue 

on your website for all to view, you might choose to display end user prices or you might choose not to 

display prices and allow trade to request a password to view prices. This allows you to ask a few basic 

questions to verify that this is indeed a trade enquiry and build up a database of buyers and potential 

buyers. 

E-commerce catalogues should have a picture of the product, a description of the product, product 

code, weight, measurements and prices. However, sometimes this can be a bit too much information 

and you often see a button that reads ‘More information’ or ‘See more’, which then gives more specifics. 

If the e-commerce platform is accessible to the public, you should display end user prices. You will need 

to decide if these will be in ZAR, USD, £ or €s. If you wish to attract other types of buyers, i.e. retailers 

wholesalers, distributors, etc., you should provide a log-in to these prices or a trade enquiry section. 

Your website is also a great place to publish your terms and conditions. See this link for some other great 

ideas: https://vwo.com/blog/e-commerce-product-page-best-practices/

Although catalogues or e-commerce platforms play an important role in your marketing strategy and 

might seem out of place under financial management, it’s important to discuss them here as they are 

fundamental administrative systems to use when trying to grow your export market and improve the 

way in which you deal with your customer or buyer – and they influence how easy it is for them to deal 

with you. The idea is also to try to automate as many of your processes as possible to free up your time 

and resources.

The decisions you take must then be built into your accounting system. For example, if you allow hard 

currencies on your e-commerce site, then you must make sure you can submit quotes in these currencies. 

An ideal situation would be to integrate your accounting software into your e-commerce platform for 

further automation and reduced duplication of tasks. This might include automatic generation of sales 

orders and up-to-the-minute stock-on-hand information. 

Price lists and inventory 

An inventory is a detailed, itemised list, report, or record of things in your possession, i.e. all goods 

and materials in stock. It would include the price of all goods and materials. Get your inventory onto 

an administrative accounting system.

Pastel is a good example of an administrative accounting system, but the principles remain the same 

whichever administrative accounting programme you decide to use. When using such a programme, 

get your bookkeeper or accountant to help you set up your chart of accounts, so that they are set up 

correctly. In particular, you should get help with setting up your inventory categories as a drop-down 

box. This is very important. It allows you to create reports and conduct analyses. Spend time thinking 

about how you want to group your inventory categories. For example, you may want to group 

according to design or range. If you have these groups, you could find out which designs or ranges are 

selling best. See page 20 for more on product ranges.
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Product-code protocols

A product code is an abbreviated alphanumeric code that is shorthand for a full description of the item. 

Product codes usually consist of three letters and three numbers, but of course can be personalised to 

meet your needs. An example is provided below. 

The first three or four letters could describe the size and shape, e.g. SRB (Small Round Bowl).

The next three numbers could give the pattern, e.g. 033 might mean ‘Pineapples’. Three numbers are 

used because up to 999 designs may be added to the product range.

Finally, a letter code could be added to describe the colour if the design is available in a number of 

colours, e.g. ‘A’ might mean ‘Red’ if the pineapple design is available in Red, Blue, Yellow and Taupe. 

The full code would be SRB033A (Small Round Bowl – Pineapple – Red).

Once the codes and descriptions have been designed they may be used in catalogues, e-commerce, 

order forms and in the accounting programme.

Note that in Pastel you can only create inventory reports using four filters. These filters are product 

code, product description, inventory category and inventory group. Make sure you can use product 

description and product code to facilitate grouping for analysis. 

Adding an inventory item 

Once you have set up your inventory categories and worked out your product codes and product 

description, and you know your cost price from the costing and pricing, you are ready to add each 

product to the accounting system. 

To add a product, enter the following into the programme:

 • The product code SRB033A.

 • The product description Small Round Bowl – Pineapple – Red.

 • Assign the item to the correct inventory category – the intention is to pull reports per inventory 

category to inform sales and marketing strategy at a later stage. 

 • Add the cost price that you calculated earlier in costing and pricing.

 • At the prices tab, you can include various price lists for various distribution channels or types of 

customers, for example you could include distributor, wholesale and retail selling prices. 

At a later stage you can view all your sales product by product. The product categories will allow you to 

get a quick big-picture overview of which products are doing well. Now that you have worked out all 

your costing and pricing and you have added all your inventory items to the system, you need to enter 

your stock into the system using an inventory journal. 

To do this in Pastel, you just type in the inventory code and put the quantity in the ‘in’ column. 

Consider doing this with the help of a bookkeeper the first time. 

Once all the stock is in the system, you are ready to begin trading. You will also need to set up 

customer accounts as you go. 
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Daily sales procedures

Respond to sales enquiries with quotations and terms and conditions

For exporters, a new sales enquiry will usually come in the form of an email. The customer may want to discuss your terms 

and conditions, pricing, minimum quantities, transportation methods, delivery dates, payment options, etc. Send the 

customer your terms and conditions and quotation. Quick response times are essential. You could also post your T&Cs on 

your website. You should present your T&Cs in a PDF that cannot be edited. 

Your T&Cs are the general and special arrangements, provisions, requirements, rules, specifications and standards that 

form an integral part of an agreement or contract you make with your customers in relation to any sales. T&Cs are very 

important when there is a dispute. They can help to avoid misunderstandings and can save a lot of time in communicating 

with the buyer. Some standard T&Cs suggested by the Centre for the Promotion of Imports from developing countries (CBI) 

appear below. These can be amended to suit your business and your circumstances. You may also want to look at T&Cs on 

competitors’ websites to get additional ideas.

TERMS & CONDITIONS

ORDER CONFIRMATION

1. For ‘your company name’ to start production, please reconfirm the order ASAP, within a week latest. We take up production only 

on receipt of your confirmation and receipt of the 50% advance payment. Delay in order confirmation can lead to change in unit 

prices subject to volatility in the supply of our raw materials.

PAYMENT TERMS

2.1 100% advance will result in 3% discount on the total FCA/FOB order value. (That’s of course if you are quoting FCA/FOB.)

2.2 50% advance and balance 50% CAD (Cash Against Documents). (Do not request part payments for low value orders as the bank 

charges are too high.)

2.3 All advance payments to be sent by SWIFT. (SWIFT refers to the bank’s inter-funds transfer system. It is worth investigating 

accepting credit-card payments via your bank’s products or PayPal or similar methods.)

2.4 All bank charges in the client’s country will be to the account of the client.

DELIVERY

3.1 The normal delivery period varies between 12 to 16 weeks after receipt of the advance payment, depending on the order 

assortment and the time when the order is placed, as well as the method of shipment.

3.2 For repeat orders it is nine to 10 weeks.

3.3 In view of the volatile prices of raw materials, repeat order prices need to be reconfirmed (which will be maintained as far as 

possible) before order placement.

MINIMUMS

4.1 Minimum order shipment value is FCA / FOB US$ / € ...

4.2 Minimum order of ... pieces per different product, depending on the specific product.

4.3 For customised developments: These will be for the buyer’s account. When an order is placed for the customised development the 

sampling costs will be deducted in the invoice, up to a maximum of 1%.

4.4 Minimums for exclusivity for a particular design in a particular region can be discussed, depending on the size of the region.

EXTRA PROCESSING CHARGES FOR TRIAL/REPEAT ORDERS
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5.1 Extra processing payment per order slab:

 1. From US$/€ ...... to US$/€ ......   € 200.00?

 2. From US$/€ ...... to US$/€ ......   € 300.00?

5.2 Orders below US$/€ ...? are economically not viable for us. (Depending on your business and your marketing strategy, these 

minimum order qualities and extra processing might not be relevant,. i.e. if you supply a small retail store in NY via the post office.) 

LABELLING AND PACKAGING

6.1 Client to send L&P instructions latest within ..... weeks after the order confirmation.

6.2 Any delay here could adversely affect production time and subsequent order delivery.

6.3 Prices are inclusive of normal wash-care and composition label + seaworthy export carton packaging, with a carton gross weight of 

approximately 15-20kg maximum.

6.4 Any special labelling and packaging requirements would cost extra.

ADVANCE PRODUCTION SAMPLES (APS)

7.1 We can courier you representative APS as bona fide free samples to a maximum of one piece of each item in approximately...... 

weeks after receipt of the 50% advance payment.

7.2 If APS/salesmen sample requirements exceed 0.50% of the order value, the difference would be borne by the client as sample 

development charges.

7.3 The courier costs involved would be for the account of the client.

7.4 Client to advise their courier A/c No. details for dispatch of new/advance production samples.

7.5 In case the client wants samples against an order earlier than...... weeks after sending the 50% advance payment then. 

CUSTOMISED DEVELOPMENTS

8.1 On receipt of customised development requirements, we will revert with:

 1. Cost of development project.

 2. Stages and time schedule for development & sampling.

 3. Estimated selling price for the product involved.

 4. Minimums required for sampling and production.

 5. Order delivery time when different from our normal time.

  6. Queries, remarks and constraints, if any.

8.2 On finalisation of the development project, the client is to send the samples project development cost in advance by (method of 

payment indicated) and their courier account number for sample dispatch.

8.3 All sample courier costs will be for the client’s account.

8.4 The development time schedule varies between ...... to...... weeks depending on the range and processes involved.

QUALITY

9.1 Find attached our qualitative material requirements and care instructions.

9.2 Here you can indicate all the documented test results that you already have in-house.

9.2 For any special tests like AZO, CE testing, light-fastness, wash-care, etc. we will charge extra as per the actual costs involved.

ADDITIONAL NOTES TO CONSIDER
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10.1 Stock will be dispatched once the funds appear in our bank account.

10.2 Please note that we cannot be held responsible for damages incurred during transit. The stock is insured against damages and the 

customer must claim against this insurance in the event that items are damaged. Report damages directly to the shipper or the 

post office. When you receive the stock, you should inspect it immediately for damages. If you are unable to inspect the stock at 

this time, write on the delivery note/receipt ‘unchecked’, sign and write down the date. If damages are then identified, contact the 

service provider ASAP with your claim. Failure to report within 24 hours will render the claim inadmissible. 

10.3 Given the high cost of bank charges and the complexity of foreign transfer, we have included a credit-card payment system. We 

trust this will make it easier and cheaper to do business with us. Please visit www....

10.4 We trust that this information and these instructions above will assist both you and us to conduct our business relationship from a 

fair and known foundation. We strive to offer the best service and products at all times. We pride ourselves on maintaining high 

levels of professionalism and truly value our relationship with you.

10.5 Thank you for your continued support of our products and our work. 

Sales orders 

Once an order has been received via fax or email, you can look up your current stock on hand and calculate the shortfall in 

relation to the order. You can then calculate the production time needed to make the shortfall. Place it on the production 

lead-time chart (see page 42) along with the customer’s requested delivery date. You will then need to make a decision on 

whether or not the delivery date is possible. If not, you will need to determine a suggested delivery date to negotiate with 

the customer. Once the delivery date has been confirmed, a sales order is completed. 

Stock orders 

Once the sales order is confirmed and the 50% advance payment received (if that is your policy), you can then implement 

the manual production system. Determine the raw materials required to complete the order and use the order book to 

place the order with your supplier. Once the stock arrives, you must record it in the materials receipt and issuing book and 

compare this against the order book. Deviations should be dealt with immediately. Raw materials should be locked up. 

When raw materials are required for production they should be recorded under the issuing section, which then provides 

the order with the balance of raw materials for future order calculations. When stock of raw materials is required for 

production this must be requested on a materials requisition form. This is then entered onto the issued section of the 

materials receipt and issuing book. 

Purchase orders

You should complete a purchase order, making use of the order book and in the accounting programme, using the purchase 

order facility. 

Supplier invoices

When you receive the stock, you must check it (quality control) and generate a supplier invoice by linking it to the purchase 

order. 

Return debit

If for some reason a return debit is required for a supplier, link the return debit to the original suppliers’ invoice, then type 

in the invoice number or numbers manually. Type on the return debit the reason for passing the return debit using the 

‘Remarks’ insert option and file it in the return debit file.
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Packing orders

Once you have all the stock for a customer, the stock must be pulled and checked against the 

confirmed sales order. A packing list (with box number, your company name and address and the 

customer’s address, plus design and quantity in each box) is then completed for each box and is 

checked against the confirmed sales order, at which point any variations must be noted on the sales 

order and then used to generate the tax invoice. 

Quoting on shipping

This depends on the Incoterm® used during negotiations. Often customers would like you to estimate 

the shipping costs. The size of the box, the number of boxes and the weight need to be submitted to 

a freight forwarder for a quote. The customer is then contacted and informed of the estimate. If the 

parcel is being sent via the post office, the same procedure is followed. 

Tax invoice for cash sale (cash before delivery (CBD)) 

If the customer is collecting goods or you are delivering direct to the customer, the customer must 

date and sign the delivery note. The signed delivery note must be filed with the invoice to prove 

delivery or collection. 

On receipt of an invoice for freight forwarding costs, add these costs to the customer’s invoice and 

settle the freight forwarders’ invoices within the payment terms agreed.

If you are sending the parcel via the post office, the parcel must be taken to the post office and a 

printed quote obtained. You must invoice this to the customer on their invoice along with all their 

stock. If you are sending the parcel via the post office, photocopy the postage slip and tracking number 

and attach them to the invoice, which must be filed numerically in the invoice file. 

Then email the customer and inform them of the tracking number from the post office. All parcels 

should be insured and the customers must follow the steps set out in the sales order confirmation email 

in the event of losses or damage. 

For exports, a commercial invoice is issued and not a tax invoice.

Credit notes

If for some reason stock is returned, a credit note must be passed. If it is not possible to link the credit 

note to the original tax invoice (commercial invoice for exports), then type in the invoice number or 

numbers manually. Type in the reason for passing the credit note using the remarks option. The credit 

note must be printed and filed in the credit-note file in numerical order to avoid fraud, and for auditing 

purposes.
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Annual sales procedures

Stock-take 

It is advisable to start preparing one month before year-end for your annual stock-

take. Make sure the storeroom is clean and organise the stock. If possible, two 

people should take stock together – one person writes up the numbers counted 

onto the stock-take sheet after counting the item with the other person. Once 

they are both in agreement that all the counts on the stock-take sheet are correct, 

they both sign at the bottom of the sheet. Do the same for the raw materials. 

If you are audited

After you have entered your stock-take into your accounting programme, print 

the variance report, save as a PDF and email it to the auditors. Also provide a copy 

of the signed stock-sheets for the auditors, along with the last five invoices, five 

credit notes, five supplier invoices and five debit notes. Your auditor will provide 

you with the requirements for the audit.

Activating 
It takes a lot of work to plan and establish the administrative and record-keeping 

system that will work best for your business and allow you to delegate important 

financial responsibilities without exposing your business to too much risk, while 

providing meaningful reports for you to use to manage your business.

The size of your business and your computer and accounting skills will influence your 

decision as to which system you will use. While the business is very small, you might 

choose to use a manual paper-based system or a variety of office suite computer 

programmes, e.g. Excel and Word, but you should challenge yourself to learn and 

implement an accounting programme as soon as possible.

Until you move to an accounting programme you will find it extremely difficult to 

delegate financial responsibilities without exposing your business to tremendous risk. 

You will therefore be forced into more of the doing and less of the management. In 

addition, you will spend a lot of time trying to develop all the record-keeping systems 

you need to manage your finances, but not all of these systems are integrated. 

Therefore you can’t always determine your stock-on-hand immediately and you often 

can’t pull reports that allow you to determine top sellers, best customers, etc. Often, 

these systems can be time-consuming. For example, with invoices all the information 

must be typed in from scratch, i.e. product description and prices, and sometimes 

calculation errors can be made, especially if customer statements must be manually 

calculated from several invoices.

Often, when businesses are starting to grow and need financial statements, they 

look to outsource their bookkeeping system. They generate their own invoices 

outside of an accounting programme, and supply these and their source documents 

for capturing by the bookkeeper. They often record all their sales via one journal 

entry. They can supply financial statements, but this method does not allow reports 

that determine top customers, top products, etc. It is therefore recommended that 
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you investigate implementing an accounting system to capture your purchases and generate your invoices 

to manage your stock-on-hand and which allows you to generate market intelligence or sales information 

reports. This will help you to make important product development decisions, stock-on-hand and 

marketing decisions. 

Accounting programmes to consider
There are several accounting programmes. Two are highlighted for you to consider as they are well known 

and used by bookkeepers and accountants in South Africa. It would be beneficial if not essential that you use 

the same programme for integration of your data.

Quickbooks has a less ‘accounting’ way of handling its transactions i.e. you capture expenses via a cheque-

book layout in the programme, which makes it easy for you to do your own recordkeeping. Quickbooks is 

cheaper than Pastel and you might also be able to save on bookkeeping services. 

Pastel has a more ‘accounting’ way of capturing transactions, but it has a very simple and very clean front-

end for capturing of stock and customers. Quotations, sales orders, tax invoices, credit notes, debit notes, 

purchase orders, supplier invoices, return debits and credit to suppliers have an almost identical front-end 

with just different colours and the possibility of linking them and therefore automatically carrying all the data 

and saving time. Pastel is more expensive and will most likely need you to outsource monthly bookkeeping 

services. Pastel is the most commonly used programme in SA among businesses, bookkeepers and 

accountants. 

Outsourcing your accounting 
It is important to acknowledge that you might not have studied bookkeeping and might not have the 

skills and experience to process every transaction correctly. You should not be afraid to outsource some 

of your bookkeeping needs. This could also free up some of your time, allowing you to spend more time 

managing your business. 

If you decide to outsource your record-keeping to a bookkeeper, you need to outline what you would like 

him or her to do and you need to build in systems and mechanisms to oversee that bookkeeper’s work 

and reduce risk. Many business owners are reluctant to use bookkeepers for fear that they will potentially 

steal from them, but this is impossible if you separate capturing from receipting cash, depositing cash, 

chequebook and EFT payments and don’t allow access to your bank account.

You should not be afraid to outsource 
some of your bookkeeping needs. 

This could also free up some of your 
time, allowing you to spend more time 

managing your business. 
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Below is a list of some of the tasks that you could outsource and the information you should supply for accurate capturing: 

Monthly procedures

1 Capturing cashbook receipts 

All cash, cheques, direct deposits and postal orders received are captured under the relevant cashbooks. Provide deposit 

book and bank statement.

2 Capturing cashbook payments

All expenses are captured under the relevant cashbooks and assigned to the correct cost codes and accounts. Provide all 

source documents with requisitions and bank statement. 

3 Cashbook reconciliations 

Once the cashbook transactions have been completed, a bank reconciliation is conducted. Once the recon balances, the 

cashbooks are updated. The printed recons and bank statements must be supplied to the business owner for analysis.

4 Debtors 

All payments received are captured in the cashbook from the monthly bank statements. Print the debtor’s ledger for 

correctness and highlight any corrections if required.

5 Creditors 

All payments made are captured in the cashbook from the monthly bank statements. Print the creditor’s ledger for 

correctness and highlight any corrections if required.

6 Reports

Print reconciliations and bank statements for all bank accounts Print VAT returns

Print debtors’ ledger Print journal entries

Print creditors’ ledger Print income statement

Print supplier age analysis Print balance sheet

Print customer age analysis Print cash-flow statement

Print trial balance

Bi-monthly procedures 

VAT returns 

All VAT returns should be completed and submitted with supporting documents to the owner. Once approved, a copy 

should be filed and the original sent to SARS by the deadline. 

Annual procedures

Year-end period 

You should use a 13th period to allow some extra time to get the year-end as close to perfect as possible. It is not 

recommended that you use a copy company. Back up prior to each year-end and never re-use and back up a set after year-

end and also never re-use. 

Audit prep 

Start preparing the audit schedules as soon as the year-end roll has been completed.
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Controlling 
After planning all your financial goals and establishing and implementing all your administrative 

processes and systems, it is time to reap the rewards. Your administration process should consume less 

time, you should be able to delegate more, and the information at your disposal should be immediate, 

accurate and useful. It’s time to access reports and start to manage your business’s finances, which will 

inform future planning and business decisions. 

Reports

Bookkeeper

If you use a bookkeeper you should study the following reports to ensure that your bookkeeper has 

captured your books as you require them. You can save a lot of time outsourcing the capturing, but 

it remains your responsibility to check the outcome and you don’t need to be an accountant to do 

that. Remember, if you separate capturing from receipting cash, depositing cash, chequebook and 

EFT payments and don’t allow access to your online bank account, theft is impossible unless the 

bookkeeper colludes with staff who have access to receipting cash, depositing cash, chequebook and 

EFT payments and your online bank account.

Bank reconciliations – Make sure that the opening and closing balances in this report balance 

with the opening and closing balance of your bank account. Look out for outstanding payments, 

outstanding receipts and any other transaction listed there other than opening and closing balance 

and investigate them to find out why they are listed there. It’s possible that items could be listed, but 

finding out why means you will know if anything funny is going on and will make your bookkeeper 

aware of the fact that you check his or her work and your books. 

Detailed ledger – All of the bookkeeper’s capturing will be reflected in the detailed ledger. You 

should study this account by account i.e. 3000/000 Electricity 01/03/2014 Eskom R2 000, 01/04/2014 

Eskom R1 900, 01/05/2014 Eskom R2 200, 01/05/2014 Pick n Pay R300. You can make a note of 

assignment errors and send them to the bookkeeper to rectify. You should ask the bookkeeper to 

print and supply all journal entries for you to write the reason for the journal and sign if you are being 

audited annually. Journals are a place that bookkeepers can use to move things around in the back-end 

and need to be controlled closely. This is an area auditors pay close attention to. 

VAT report – This report is used to make the VAT returns and it is therefore important that all the 

charts of accounts are set up correctly from the beginning. You could ask the bookkeeper to print the 

submitted VAT returns and attach them to this report to check accuracy.

Debtors’ ledger – This report allows you to see the invoices made against the customer and the 

payment captured by the bookkeeper. Once you are happy with all the transactions, you are ready to 

do your statement run for any outstanding accounts. 

Creditors’ ledger – This report allows you to see the invoices made against your suppliers and the 

payment captured by the bookkeeper. Once you are happy with all the transactions, make sure this 

balances with the supplier’s statement and make payments. 
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Management – Checking the above, especially the detailed ledger, means you have checked the 

allocation of the capturing to the correct account. A reconciled bank balance without any other 

transactions listed would imply that the bookkeeper has allocated the correct amount as well. 

Remember you can also check the transaction and the amount in the detailed ledger by referring to the 

requisition and the source documents. Once you know this is correct, you can move from checking the 

bookkeeper to analysing your business’s results and use that intelligence to inform business decisions 

and future planning. 

Income statement – This report should be studied monthly and compared with the budget you 

drew up. Identify variances and take corrective measures immediately – don’t wait until it’s too late. 

Balance sheet – This report should be studied monthly. It shows solvency, liquidity and profitability. 

Make sure you have enough cash in the bank.  

Creditors’ age analysis – This report allows you to study the amounts outstanding and the amount 

of days they have been outstanding for. The longer you have a creditor outstanding, the better it is for 

your cash flow, but you must guard against developing poor supplier relations, which might lead to 

your always receiving your stock last or late, or having your account closed. 

Debtors’ age analysis – This report allows you to study the amounts outstanding and the amount of 

days they have been outstanding for. The shorter your debtors take to pay you, the better it is for your 

cash flow, but you have a large percentage of customers on credit – perhaps you should not offer so 

many credit accounts? 

Market intelligence – By studying the reports outlined below you can start to gain market 

intelligence from your business, which you can use to target certain customers or geographic areas, or 

refine pricing, or push certain products and product ranges, or even inform your product development 

strategy. Without this information it is very difficult to focus your energies and resources on the correct 

aspects. Good financial decisions cannot ensure business success by themselves, but bad financial 

decisions can get a business into vast difficulties. 

Sales by customer with credit notes – This report allows you to determine who your top customers 

are. Often a few customers represent a large portion of your income and these customers should be 

looked after and catered to. 

Sales by inventory group with credit notes – This report splits sales into services and stock and you 

can determine which of these two income streams contribute what.

Sales by inventory category with credit notes – This report splits sales into categories that you 

created earlier according to design, range or size or function. This allows you to determine which 

categories are contributing the most to sales and gross profit. 

Sales by items with credit notes – This report shows your sales by product. This allows you to 

determine which products are contributing the most to sales and gross profit.

It is important to remove items that are not selling well in order to keep the stock offering manageable, 

both from the perspective of not overwhelming the buyer and from money tied up in stock holdings. 

Run a special on discontinued stock and remove the stock from the catalogues and the website. 

Sales-by-sales codes report – This report shows your sales-by-sales codes. Sales codes can be set  

geographically, for example, to see which provinces or countries are your best customers. This is useful 

for informing export marketing strategy. If you have staff on commission then you should also use this 

function. 
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Commission report – This report shows you the commission earned and due to your staff. 

Inventory reorder report – This report takes your stock-on-hand, sales order, purchase order and 

maximum reorder quantities and tells you how many you should order.

Inventory valuation report – This report allows you to see how much money you have tied up in 

stock and in which stock items. This information can be used to inform buying patterns.

Purchase orders report – This report allows you to see what raw materials or stock are on order, but 

have not yet been received.

Cost codes report – You can monitor the profitability of your various income streams using your cost 

codes.

PLACES TO HELP YOU
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To grow your business, you will need to form working relationships with other people and possibly 
have employees. How you develop the people you work with is part of your overall business vision 
and you should make sure they are one of the great strengths of your business. You will need to have 
a clear strategy for managing people, as well as be sure you fulfil the legal obligations of being an 
employer.

Manage your people well
Managing people involves being very clear about what is expected from them and what they can expect from you as well as 

doing your part to keep them motivated.

A detailed job description is not required in terms of the law but it can really help to clarify roles and expectations from both 

sides. People must also have the resources, training and authority they need in order to perform their jobs. It must be clear 

what happens in circumstances of poor performance, misconduct, or grievance (see later in this section for more).

In motivating people, the main thing is to appreciate and recognise people for the work they do.  

This means: 

 • You make the time to meet with and listen to people. 

 • People get specific feedback about their performance. 

 • People are involved in decision-making, especially those decisions that affect them directly.

It’s important to remember that managing people means you need to start by taking care of yourself and maintaining a 

work-life balance.

Consider the kinds of working relationships
A working relationship is different from a family, friend, or social relationship. There are laws around working relationships 

and it is much easier to get into them than to get out of them. You need to think very carefully about the risks and costs 

involved in the relationship and exactly what kind of relationship it will be. 

Before you decide, you should get help from someone with knowledge of labour law. They can help you look in detail at the 

specific needs of your business, and make choices that are cost-effective and legally compliant. 

Partnership
If you’re going to have a partner you should have an attorney draw up a partnership agreement. The agreement will 

regulate, among other things, how you share profits, losses, and how the partnership could end without problems.

Independent contractor
An independent contractor is someone who is not part of your business. You tell him or her what your needs are and he or 

she decides how, when, with which tools, and how long the job will take. The rate for the job is negotiated among equals. 

Employee
Someone who works for you, with or without pay, for more than 24 hours a month for longer than three months becomes 

your employee. A full-time employee works 45 hours a week and a part-time employee works anything less than this. 

Naturally, part-time employees get proportionate paid annual leave, sick leave and so on, saving on costs of employment, 

but they must have the same employment benefits as permanent staff. You could also take on a temporary employee to deal 

with a temporary increase in the workload. 
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See page 121 and contact the 
CCMA or Department of Labour for 
help on some of the more complex 

issues around employees.

Use the law to protect yourself and 
your employees
The law has some basic requirements you need to put in place to protect both 

yourself and your employees. 

Register and pay tax for your employees
You need to pay tax for your employees and this means registering your business 

with SARS. You must also register under the Unemployment Insurance Fund (UIF). 

You will be expected to contribute 1% of the employee’s salary to the UIF and the 

employee contributes 1% from his or her side. This means if employees become 

unemployed they can claim from the fund. 

You also need to register your employees under Compensation for Occupational 

Injuries and Diseases (COIDA). You will be expected to contribute a percentage 

calculated on the value of business you do, so that if an employee has an accident 

at work, he or she is refunded from this compensation fund, and you are not held 

personally liable for all his or her costs. 

All these are potentially complex and time-consuming tasks. You could consult 

your accountant or bank manager for assistance. Failure to register could mean 

heavy fines later.

South Africa has a complex set of labour law that govern 
working relationships. Key pillars of the labour law are: 

• Basic Conditions of Employment Act (BCEA), setting 
out basic conditions of employment.

• Labour Relations Act (LRA), dealing with unions, 
collective bargaining, unfair dismissals and unfair 
labour practices and the Commission for Conciliation, 
Mediation and Arbitration (CCMA).

• Unemployment Insurance Act (UIA), where employees 
may claim if unemployed.

• Compensation for Occupational Injuries and Diseases 
Act (COIDA), where employees may claim if they are 
injured or become ill.

• Occupational Health and Safety Act (OHSA), to create 
and maintain a safe and healthy workplace.

• Employment Equity Act (EEA), placing duties on 
employers not to discriminate unfairly. 

Make an appointment with a labour lawyer to get advice 
on your specific business needs.

Have a signed contract with your 

employees before they start.

p
l
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Employees must have clear, reasonable and 
achievable standards for their jobs.

Sign a contract with your employees
By law, you do not need to sign a contract with your new employee. A verbal contract of employment comes into existence 

when you and another person agree on the job, the start date, and the remuneration. Although the law does not require it, 

it is recommended to have a signed employment contract with each employee before they start. 

The contract must have the following information in it:

 • Name and details of your business.

 • Employee’s name and address.

 • Start date, and if appropriate the end date.

 • Job title or brief job description.

 • Number of hours and number of days, and which days are worked each week.

 • Employee’s remuneration and how that is calculated.

 • Amount of leave to which the employee is entitled.

 • Amount of notice required to terminate the employment relationship.

 • Which law governs the employment relationship.

The contract could also include: 

 • Certain savings and benefits on hours of work.

 • Probation clause.

 • Clause allowing you to deduct money if the employee has borrowed any from you or has otherwise caused you loss or 

damage in your business.

 • Clause permitting you to search, polygraph, and breathalyse employees.

 • Private arbitration clause to avoid CCMA cases.

 • Restraint of trade and confidentiality clause.

The basic contract can be further tailored for temporary and/or part-time employees. 
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Set probation for new employees
You should put a new employee on probation. If you need to dismiss an 

employee during probation, the reason does not need to be as strong and the 

procedure is much simpler than after probation. Nevertheless you can show he or 

she knew what the performance standards were and was given help and time to 

meet those standards.

There is no specific duration for probation but the time should be agreed upon 

before the employee starts working. The duration for probation will depend on 

the nature of the job, and the amount of time needed to establish whether the 

employee is competent. 

Be clear what performance standards are
Sometimes there are cases where employees do the bare minimum after their 

permanent appointment to the job has been confirmed. Again, you have to show 

that he or she was aware of clear standards; they were reasonable standards and 

achievable; he or she was given reasonable time and help to achieve them; you 

have consistently applied the same standards to others; and his or her dismissal 

was appropriate (instead of demotion or transfer to another position,  

for example).

Know how to deal with misconduct 
With misconduct, you will again need to show your employee was aware of the 

rule (or could reasonably be expected to be aware of a rule – for example, not 

to be dishonest); the rule was reasonable; he or she broke the rule; you have 

consistently applied the rule to all employees; and dismissal was appropriate.

Contrary to popular belief, warnings need not be in writing and, depending 

on the seriousness of the rule broken, a final written warning can be the first 

warning given to an employee. In some cases, such as gross insubordination or 

gross dishonesty, dismissal after a disciplinary hearing may be appropriate without 

any prior warnings, because the trust at the heart of the employment relationship 

between employer and employee has been damaged beyond repair.

Put some policies in place

Discipline and poor work performance
A discipline and poor work performance policy applies when you are unhappy 

with the employee. 

Your discipline policy should simply follow the guidelines set out in the ‘Code of 

Good Practice: Dismissal.’ These guidelines are flexible and informal and are used 

by the commissioners at the CCMA and Bargaining Councils to judge if you have 

handled poor performance, misconduct, warnings and dismissals fairly. 

Warnings for misconduct need not 

be in writing but rules must be 

consistently applied.
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Grievance
A grievance policy is for when an employee is unhappy with you. The policy should be used before the 

employee takes his or her complaint externally. Your grievance policy should preferably be in writing 

and be simple: 

1. Talk to your immediate supervisor if you are unhappy about anything at work. He or she has two 

working days to investigate and tell you what action he or she will take, if any. 

2. If still unhappy, write out your grievance, stating clearly what would satisfy you, and give it to your 

supervisor’s manager. The same time limit applies. 

3. Grievance meeting chaired by you (the owner/senior manager) to see if it can finally be resolved. 

4. If not, tell the employee in writing why not and what you are prepared to do (if anything). Remind 

him or her that he or she can now refer a dispute externally.

Non-discrimination 
A non-discrimination policy could be as simple as stating that you do not discriminate unfairly on 

the basis of race, gender, sexual orientation, disability or any other arbitrary ground; and you take 

additional steps, like affirmative action, to create equal opportunities for employment, training and 

development, and advancement in employment for people of race, females, and the disabled. 

A non-discrimination policy may especially address concerns of foreign customers about those 

previously disadvantaged in South Africa.
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ORGANISATION WEBSITE COMMENT

Blogger www.blogger.com Free weblog publishing tool from Google, for sharing 

text, photos and video.

Cape Chamber of Commerce and 

Industry

capetownchamber.com In addition to normal chamber services, this chamber 

provides export assistance, including certifying 

certificates of origin.

Cape Craft & Design Institute www.ccdi.org.za CCDI is a joint initiative of Western Cape Government 

and the Cape Peninsula University of Technology 

(CPUT).  

The three core programmes are:

• Product support to help designers and craft 

producers to develop existing and new products.

• Business support to develop skills in creativity, 

business and production management, and 

marketing.

• Market support to assist designers and craft 

producers to define and reach their targeted 

markets. 

Trade of freight weekly www.ftwonline.co.za Good site for transport and related information; 

provides import duties into major countries 

(check SA’s preference status, however); you can 

determine the HS code for your product online (not 

recommended for novices).

CBI (Centre for the Promotion 

of Imports from Developing 

Countries), The Netherlands

www.cbi.eu Has valuable market information and guidelines 

for exporters wishing to enter the EU markets; 

information is free and may be downloaded.

CGIC www.creditguarantee.co.za Provides export credit insurance against the risk of 

non-payment. Your method of payment will dictate 

whether or not this insurance is important for you.

Johannesburg Chamber of 

Commerce and Industry 

(NAFCOC-JCCI) 

www.jcci.co.za This chamber provides standard chamber services 

as well as export assistance and training, certifying 

certificates of origin. It runs the Johannesburg Trade 

Point.

CIA World Factbook www.cia.gov/Library/

Publications/The-World-Factbook

Fairly detailed information about virtually every 

country. Good for demographics, and general 

economic information; not specific enough for 

marketing information.

CITES (the Convention on 

International Trade in Endangered 

Species of Wild Fauna and Flora) 

www.cites.org This is an international agreement between 

governments. Its aim is to ensure that international 

trade in specimens of wild animals and plants does 

not threaten their survival.



123

ORGANISATION WEBSITE COMMENT

Commission for Conciliation, 

Mediation and Arbitration 

(CCMA)

www.ccma.org.za/ A dispute resolution body established in terms of the 

Labour Relations Act, 66 of 1995 (LRA).

Cosmetic Export Council of South 

Africa (CECOSA)

www.cecosa.co.za Works with DTI to promote and develop the SA 

cosmetics and perfume sector.

Council for Scientific and 

Industrial Research (CSIR)

www.csir.co.za Information on standards compliance.

Department of Labour www.labour.gov.za Details of SA labour laws and various documents 

required by employers. Contact details of provincial 

offices.

Durban Chamber of Commerce 

and Industry

http://durbanchamber.co.za/ This chamber offers standard chamber services, 

export assistance programmes and certification of 

certificates of origin.

Eastern Cape Development 

Corporation

www.ecdc.co.za The Export Promotion Unit is located in the Port 

Elizabeth and East London offices and offers a range 

of export services.

Etsy www.etsy.com Online marketplace to buy and sell all things 

handmade.

ExportHelp www.exporthelp.co.za An online help centre providing links to a range of 

service providers.

Fair Trade South Africa www.fairtradelabel.org.za Fair trade is an alternative approach to conventional 

trade and a global movement that stands for 

sustainability and development through trade.

Free State Development 

Corporation (FDC)

www.fdc.co.za FDC offers a number of export-related services.

FXTOP http://fxtop.com Excellent site for current and historical exchange 

rates.

Gauteng Growth and 

Development Agency (GEDA)

www.ggda.co.za GEDA’s mission is to promote economic growth, 

encourage new investment and maximise 

opportunities for skills transfer and job creation.

HS Code www.hscode.org/ This is a directory of HS codes, but is not 

recommended if you are inexperienced – seek help 

from your freight forwarder.

The Institute of Packaging South 

Africa

www.ipsa.org.za Represents the interests of producers and users of 

packaging products.

International Chamber of 

Commerce

www.iccwbo.org Information on Incoterms®
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ORGANISATION WEBSITE COMMENT

International Standards 

Organisation (ISO)

www.iso.org The ISO develops and publishes international 

standards. SABS is a member.

International Trade Centre, 

Geneva

www.intracen.org International trade statistics and information. 

Excellent portal for fairly specific product/market 

information, available free for registered users in 

developing countries.

Northwest Development 

Corporation 

www.nwdc.co.za/trade-

investment/exporter-hub/

In addition to general economic development 

activities, NDC facilitates linkages to international 

markets.

Kompass http://za.kompass.com/ Database of international businesses covering more 

than 60 countries and classified by product group 

and activity (e.g. producer, importer, etc.); this is not 

a free service.

Limpopo Economic 

Development Agency

www.lieda.co.za Activities cover enterprise development, housing 

finance and assistance, mining, public transport and 

investments and other projects.

Mpumalanga Economic Growth 

Agency (MEGA)

www.mega.gov.za A wide range of international trade services is 

offered.

Northern Cape Economic 

Development Agency (NCEDA) 

Trade and Investment 

Promotion

www.nceda.co.za NCEDA focuses on the specific sectors: agriculture, 

agri-processing and value-adding; mining; mineral 

beneficiation; and tourism infrastructure.

Quickbooks www.quickbooks.co.za Accounting and payroll packages.

SA Bureau of Standards (SABS) www.sabs.co.za Follow link to training programmes, which cover 

a range of sectors and subjects, including ISO 

9000 quality management series. Also provides 

information on product standards internationally.

SA Department of International 

Relations and Co-operation

www.dirco.gov.za/webmissions/

index.html

Provides contact details of South Africa’s foreign 

mission. They can be approached directly for 

information about the country where they are 

stationed.

SA Department of Trade and 

Industry

www.thedti.gov.za Extensive site, which should be visited regularly 

for the latest information, especially on marketing 

assistance programmes.
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SA Footwear & Leather Export 

Council

www.saflec.co.za SAFLEC is involved in a wide range of activities from 

training facilitation to industry trade shows and can 

offer guidance and information to its members on 

export-related enquiries.

SA Revenue Services (SARS) www.sars.gov.za Follow links for: 

Registration as an exporter

Sage Pastel Accounting www.pastel.co.za Provides the well-known Pastel accounting 

software.

Small Enterprise Development 

Agency (SEDA)

www.seda.org.za SEDA is an agency of the Department of Trade 

and Industry (DTI) and provides a wide range 

of entrepreneurial development services; it 

also manages four trade points in South Africa 

(in Johannesburg, Port Elizabeth, Durban and 

Nelspruit). Go to ‘contact us’ on the website and 

click on the relevant province to find the branch 

nearest to you.

SGS (formerly Société Générale 

de Surveillance)

www.sgs.co.za Part of the international Swiss-based group, one 

of the world’s leading inspection and standards 

compliance organisations. Services cover auditing, 

certification, testing, inspection, verification, 

consulting and training. Training programmes cover 

all major international standards regimes.

South African Textile Industry 

Export Council (SATIEC)

www.satiec.co.za SATIEC assists members to access DTI’s EMIA 

programmes, provides leads and market information 

and is a sustainable platform for SMME, BEE 

and WE (women enterprises) development and 

promotion.

Trade and Investment KwaZulu-

Natal (TIKNZ)

www.tikzn.co.za Much of TIKZN’s export assistance is channelled 

through the Durban Trade Point (see section on 

SEDA). In addition, it provides export training 

and facilitates participation by KZN enterprises in 

overseas trade shows, especially those supported by 

the DTI.

Wesgro www.wesgro.co.za Export development programmes include export 

training at various levels, foreign trade fair 

participation and outgoing trade missions.
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WordPress http://wordpress.com Describes itself as the easiest way to create your 

website or blog.

World Fair Trade Organization www.wfto.com Information about the global movement and the 

fundamental principle.

World Trade Organization www.wto.org International trade statistics, agreements,  

disputes, etc.

World Travel Guide (Columbus 

Publications)

www.wtgonline.com Useful business travel information.



TEMPLATES



128

BUSINESS  

SYSTEMS

TIME STUDY

PRODUCT 
REFERENCE 
NUMBER

ER01 PRODUCT 
NAME

CERAMIC 
BOWL

DATE 
MADE

Task name Observed time (i.e. 1 task 
observed and timed  
several times)

Calculation Notes

Process Minutes Seconds

Time 1 Measure the time a worker 
takes to complete a task 
several times. Convert minutes 
and seconds into a decimal 
fraction by adding minutes 
+ (seconds ÷ 60) = decimal 
answer. e.g. 2 minutes + (36 
seconds ÷ 60) = 2.60

Time 2

Time 3

Time 4

Time 5

Average observed time Calculate the average 
observed time by adding the 5 
times together.

Expected standard time  
(min. & sec.)

Convert the decimal to 
seconds by multiplying the 
decimal by 60 and adding it 
to the minutes e.g. 2.88 = [ = 
2 + (0.88 x 60)] = 2 minutes 53 
seconds
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ORDER BOOK

Name of company

Ordering date Order No.

Place of delivery Discount

Supplier Conditions of payment

Remarks Telephone

Fax

Code Description Price/Unit Quantity Total 
amount

Date of 
delivery

Date 
received

Cla001

Pai001

Gla001

Box001

Authorisation 
name

Signature

Date
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MATERIAL RECEIPT BOOK

Name of business

Date Invoice No. Description Quantity Total amount Remarks
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JOB CARD

Name of business

Name of client Job card 
No.

Address Date commenced

Planned delivery date

Date completed

Fax

Tel.

Product code

Product description

Description of work

Material

Date Description Quantity Price/Unit Amount

Total

Labour

Date Description of work to be done Quantity Price/Unit Amount

Total

Mark-up%

Amount

Office use Budget Actual Variance

Quotation price

Material

Labour

Mark-up%
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Appendix 1: INCOTERMS®

The Incoterms® rules have become an essential part of the daily language of trade. They have been 

incorporated in contracts for the sale of goods worldwide and provide rules and guidance to importers, 

exporters, lawyers, transporters, insurers and students of international trade. Below are short 

descriptions of the 11 rules from the Incoterms® 2010 edition. 

RULES FOR ANY MODE OF TRANSPORT
EXW ExWorks

‘ExWorks’ means that the seller delivers when it places the goods at the disposal of the buyer at the 

seller’s premises or at another named place (i.e. works, factory, warehouse, etc.). The seller does not 

need to load the goods on any collecting vehicle, nor does it need to clear the goods for export, where 

such clearance is applicable.

FCA Free Carrier

‘Free Carrier’ means that the seller delivers the goods to the carrier or another person nominated by 

the buyer at the seller’s premises or another named place. The parties are well advised to specify as 

clearly as possible the point within the named place of delivery, as the risk passes to the buyer at that 

point.

CPT Carriage Paid To

‘Carriage Paid To’ means that the seller delivers the goods to the carrier or another person nominated 

by the seller at an agreed place (if any such place is agreed between parties) and that the seller 

must contract for and pay the costs of carriage necessary to bring the goods to the named place of 

destination.

CIP Carriage And Insurance Paid To

‘Carriage and Insurance Paid To’ means that the seller delivers the goods to the carrier or another 

person nominated by the seller at an agreed place (if any such place is agreed between parties) and 

that the seller must contract for and pay the costs of carriage necessary to bring the goods to the 

named place of destination.

The seller also contracts for insurance cover against the buyer’s risk of loss of or damage to the goods 

during the carriage. The buyer should note that under CIP the seller is required to obtain insurance only 

on minimum cover. Should the buyer wish to have more insurance protection, it will need either to 

agree as much expressly with the seller or make its own extra insurance arrangements.

DAT Delivered At Terminal

‘Delivered at Terminal’ means that the seller delivers when the goods, once unloaded from the arriving 

means of transport, are placed at the disposal of the buyer at a named terminal at the named port or 

place of destination. ‘Terminal’ includes a place, whether covered or not, such as a quay, warehouse, 

container yard or road, rail or air cargo terminal. The seller bears all risks involved in bringing the goods 

to and unloading them at the terminal at the named port or place of destination.
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DAP Delivered At Place

‘Delivered at Place’ means that the seller delivers when the goods are placed at the disposal of the 

buyer on the arriving means of transport ready for unloading at the named place of destination. The 

seller bears all risks involved in bringing the goods to the named place.

DDP Delivered Duty Paid

‘Delivered Duty Paid’ means that the seller delivers the goods when the goods are placed at the 

disposal of the buyer, cleared for import on the arriving means of transport ready for unloading at the 

named place of destination. The seller bears all the costs and risks involved in bringing the goods to the 

place of destination and has an obligation to clear the goods not only for export but also for import, to 

pay any duty for both export and import and to carry out all customs formalities.

RULES FOR SEA AND INLAND WATERWAY TRANSPORT
FAS Free Alongside Ship

‘Free Alongside Ship’ means that the seller delivers when the goods are placed alongside the vessel 

(e.g. on a quay or a barge) nominated by the buyer at the named port of shipment. The risk of loss or 

damage to the goods passes when the goods are alongside the ship, and the buyer bears all costs from 

that moment onwards.

FOB Free On Board

‘Free On Board’ means that the seller delivers the goods on board the vessel nominated by the buyer at 

the named port of shipment or procures the goods already so delivered. The risk of loss of or damage 

to the goods passes when the goods are on board the vessel, and the buyer bears all costs from that 

moment onwards.

CFR Cost and Freight

‘Cost and Freight’ means that the seller delivers the goods on board the vessel or procures the goods 

already so delivered. The risk of loss of or damage to the goods passes when the goods are on board 

the vessel. The seller must contract for and pay the costs and freight necessary to bring the goods to 

the named port of destination.

CIF Cost, Insurance and Freight

‘Cost, Insurance and Freight’ means that the seller delivers the goods on board the vessel or procures 

the goods already so delivered. The risk of loss of or damage to the goods passes when the goods are 

on board the vessel. The seller must contract for and pay the costs and freight necessary to bring the 

goods to the named port of destination.

‘The seller also contracts for insurance cover against the buyer’s risk of loss of or damage to the goods 

during the carriage. The buyer should note that under CIF the seller is required to obtain insurance only 

on minimum cover. Should the buyer wish to have more insurance protection, it will need either to 

agree as much expressly with the seller or make its own extra insurance arrangements.’

Source: http://www.iccwbo.org/products-and-services/trade-facilitation/incoterms-2010/the-incoterms-

rules/
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Appendix 2: Dealing in foreign currencies
Trading cross-border places you in a position to deal in currencies other than ZAR. It is true that some buyers will accept 

prices in ZAR and this is great for you as there are no exchange-rate fluctuations that will influence your cash flow. However, 

this is not the case for most overseas transactions.

Even though countries have their own currencies, there are some major currencies in which trade is mostly concluded. 

Major currency Country in which this currency is mostly traded 

Euro EU countries

British Pound United Kingdom

Japanese Yen Japan (will also trade in USD)

Canadian Dollar Canada

New Zealand Dollar New Zealand

Australian Dollar Australia

US Dollars All other countries

**Your buyer will also guide you as to which currency he/she prefers to trade in.

Exchange rates

Once you have established the currency you need to trade in, the next question is, which exchange rates does one use to 

convert ZAR to this currency? Most South African banks have the daily exchange rates available on their websites. You will 

note the various headings, for example:

Currency Name
Multiply 
or divide

Buy 
transfers

Buy 
cheques

Buy notes 
& t/
cheques

Sell t/
cheques & 
transfers

Sell 
notes

EUR
European 
Euro

* 13.7743 13.7413 13.6513 14.2236 14.2561

GBP
British 
Sterling

* 17.4896 17.4596 17.3696 18.0067 18.0467

JPY
Japanese 
Yen

/ 10.64 10.69 10.78 9.87 9.84

USD US Dollar * 11.0356 11.0156 11.0106 11.3636 11.3686
Source: www.absa.co.za

In determining which rates apply to your situation, remember that you need to read the headings from the bank’s 

perspective. For example, if you export and receive foreign payment, the rate that applies is the buy transfers rate. The bank 

will buy the foreign currency from you if you import and need to pay the supplier and will sell foreign currency to you.

Keep in mind that exchange rates fluctuate during the day, therefore the minute you quote a client, the rate is already not 

valid and you can therefore either make a profit or a loss on the exchange rate. 
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If your order value is low, exchange-rate fluctuations will have a severe effect on your cash flow and could result in your 

making a loss. So what options are available to you to manage this risk? Let’s have a look at the two types of rates (spot rate 

and FEC – forward exchange contract rate) as well as a management tool that can be used, namely the customer foreign 

currency (CFC) account.

Spot rate
 • ‘Spot rate’ refers to the daily exchange rates – it is the same rate that you can obtain from your bank’s website or direct 

from the bank. Should you receive payment from the buyer and you instruct the bank to convert the foreign currency 

via the spot rate, you will effectively only know if you made a profit or a loss on the exchange rate once the funds are 

converted.

 • Most craft producers make use of the spot rate, therefore it is very important that you are aware of its disadvantages and 

attempt to manage this possible negative effect on your cash flow.

Forward exchange contract rate (‘forward cover’ – FEC)
 • FEC is when you approach your bank to fix an exchange rate for you for a certain period or due date. The advantage of 

FECs is that you will know exactly at which exchange rate the bank will convert your payment received and the effect 

on your cash flow. There are various types of FECs available and bank charges do apply. For further information, contact 

your bank’s international division.

Customer foreign currency account (CFC)
 • This facility allows you to have an account with your bank in major currencies, in other words you can open a US Dollar 

account, from which you can manage foreign receipts and payments. The account is administrated by your bank. In 

terms of using this account to manage currency risk, you can for example:

 � Place your export proceeds in the CFC account until such time as the spot rate is more favourable or until your FEC 

contract is due.

 � Export proceeds can be used to settle import commitments. 

You need to contact your bank to establish other relevant functions for the CFC account as well as the criteria for opening a 

CFC account.

Example: You received an enquiry for a ceramic bowl to be shipped to France. Given 
that France is part of the EU, you need to provide the client with a Euro price. If you 
sell a bowl for R1 000, your Euro price will be 1 000 ÷ 13 7743 (buy transfer rate) = 
Euro 72.60/bowl.
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Appendix 3: Exchange control
As a South African exporter you are restricted by South African exchange control rules and regulations in relation to your 

funds received for exports. It is important that you take note of the basics of exchange control as you are obligated by law to 

adhere to them. 

As an exporter you are obliged to:

 • Sell goods exported within a reasonable time but not later than six months from the date of shipment; this would apply, 

for example, to consignment stock.

 • Receive the full foreign currency proceeds not later than six months from the date of shipment (banks may, however, 

extend this to 12 months). 

 • Receive payment in foreign currency or in Rands from a non-resident account.

 • Sell your foreign currency to your bank within 30 days of receiving it. 

 • Report in writing to your bank any non-receipt of foreign proceeds, whether in foreign currency or in Rands as well as the 

failure to sell goods exported within six months from the date of shipment.

Your ‘go-to’ person for assistance on this topic will be your bank’s exchange control specialist, especially in cases where the 

funds are not directly paid to your account or payment will be received over a longer period of time.
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Appendix 4: Documentation
Documentation is a crucial part of a successful export-import transaction. The exporter and importer need to communicate 

the document requirements for the importing country (both required by customs as well as the industry) to allow for 

successful importation of the order.

Effects of presenting incorrect or insufficient documentation

 • Customs in both the exporting and importing countries will not allow for clearance of the cargo, resulting in unforeseen 

high costs. 

 • A delay in payment if the transaction is concluded under a documentary credit and the documents presented were 

discrepant.

 • Importer could be liable for a penalty.

 • Delay in execution of the export process affecting the transport company, bank, port authority and/or customs officials. 
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Appendix 5: Methods of payment continued
Before considering the letter of credit or bill for collection as a method of payment, you need to understand a bill of 

exchange as it can be used with these two methods of payments.

Bill of exchange

The definition for a bill of exchange (also referred to as a draft) is: An unconditional order addressed by the exporter (drawer) 

to the importer (drawee) for the payment of a specific sum. A sight draft requires immediate payment, while usance or term 

draft indicates payment at a specific future date. (Source: ICC)

A bill of exchange is a legal document demanding payment, and if the drawee dishonours it (that is, either refuses or fails to 

pay it), the drawer (exporter) can take legal action to obtain the money on the basis of the unpaid draft alone.

Documentary credit (more commonly referred to as a letter of credit L/C)

After pre-payment a letter of credit is the most secure payment option to consider. An L/C is defined as a legally binding 

written undertaking by a bank (the issuing bank), at the request and in accordance with the instructions of the buyer 

(applicant), to pay the seller (beneficiary) for his goods, provided the seller presents stipulated documents, and complies with 

the terms and conditions of the letter of credit.

Therefore payment is based on presenting accurate documentation requested in the l/c. 

The documentary credit specifies when payment is to be made, that is, either:

	9 On sight, or

	9 At a determinable future date.

Why consider an L/C? It carries assurances for both the exporter and importer as it is a bank undertaking; the exporter looks 

to the bank for payment instead of relying on the buyer to pay. The buyer has the assurance that the bank will not release 

the money to pay for the goods until the exporter has presented the necessary documents, which will include evidence of 

the goods having been shipped.

There are various types of L/Cs available but the two most commonly used are the irrevocable letter of credit and the 

confirmed irrevocable letter of credit.

The main difference between these two L/Cs is that the irrevocable L/C will be considered when the issuing bank is 

situated in a developed country and the confirmed irrevocable L/C will be considered when the issuing bank is situated in a 

developing and/or politically/economically unstable country. 

When to consider a letter of credit 

 • The importer’s country is experiencing economic and/or political instability.

 • The financial status of a new customer is unknown or dubious and the value of the order warrants an L/C.

 • The exporter has previously experienced problems or delays in obtaining payment from the buyer in question (once 

again, the value of the order must warrant issuance of an L/C).

 • Official permission to import goods into a foreign country is dependent on the opening of an L/C (frequently the case 

with developing countries).

There are various bank charges relating to the banks involved in issuing and negotiating a letter of credit. It is therefore 

important that you negotiate with the buyer as to who would be responsible for which charges. The norm is that the 

importer and exporter pay the charges relating to their own banks and the confirmation cost is paid for by the importer. 
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Bill for collection (two types: documentary bill for collection and a clean collection)

This method can be considered when you require a less secure and cheaper payment method than an L/C. Bank collections 

refer to a method of payment involving bills of exchange whereby an exporter initiates, through the banking system, the 

collection of money owed to him by a buyer.

The bank merely acts as an agent on behalf of the exporter and, therefore, does not ensure payment.

They will send the draft (and documents if required) to the buyer’s bank in the importing country with a request that the 

draft be presented for payment or acceptance, and that the proceeds be remitted back to the exporter’s bank.

Difference between a documentary bill for collection and a clean collection

With a documentary bill for collection, you will ship the goods to the buyer and present the documents relating to the 

shipment to your bank. 

Remember the buyer needs the documents to take possession of the goods!

Your bank then attaches their instructions to the documents and forwards the documents with a draft (B/E) to the buyer’s 

bank. 

The buyer’s bank will hand the documents over to the buyer a) upon payment of the bill of exchange, i.e. documents against 

payment (D/P) or b) upon acceptance of the bill of exchange, i.e. documents against acceptance (D/A).

With a clean collection, you supply the goods and forward the documents direct to the buyer. Therefore, when making 

use of a clean collection, no documents are attached to the bill of exchange when it is forwarded to the foreign bank. You 

therefore rely on the buyer for acceptance and ultimate payment of the draft (B/E). Although a clean collection is relatively 

cheap and convenient to execute, it still carries a fairly high degree of risk for the exporter. It should be used only when the 

exporter and buyer trust each other implicitly.

Your risk with bills for collection is that the buyer a) does not accept the documents and b) does not have access to funds 

to honour payment of the bill of exchange. This method should only be considered when the paying bank resides in a 

developed, political and/or economically stable country.

At this stage it is important to note that, when you start to trade internationally, you should make 

contact with your bank’s international division for guidance on the various methods of payment, 

their advantages and disadvantages, as well as relevant bank charges.
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How many persons participating? 1

Pos. Item Cost/USD

a) Trade fair participation costs:  

B.1. Participation costs: space rental costs; fair advertising costs; booth 
construction/dismantling costs (if you are designing and building your 
own booth); cost of transport and storage of booth (if applicable), etc.

500.00

b) Travel-related costs:  

B.2. Ticket: (factor by # of persons participating) 1 000.00

B.3. Hotel: (factor by # of persons participating)  
approximately 100 EUR/night for min. 7 nights

700.00

B.4. Insurance: (travel/health insurance) 
(factor by # of persons participating)

120.00

B.5. Visa costs: (factor by # of persons participating) 50.00

B.6. Meals: (factor by # of persons participating) minimum of  
40 EUR/day for 7 days

280.00

B.7. Transport: (factor by # of persons participating) minimum of  
50 EUR/day (*note: public transport is free during the show with your 
exhibitor ticket)

50.00

B.8. Communication costs: 0.00

c) Sample costs:  

B.9. Production of samples: 0.00

B.10. Shipping and clearing of samples: 0.00

d) Display accessories:  

B.11. Display accessories (flowers, candles, cushion fillings, posters, etc.): 0.00

e) Marketing materials:  

B.12. Marketing materials (brochures/flyers/catalogues, price lists, product 
information sheets, terms and conditions, labels; cost of updating 
website, etc.)

300.00

 f) Other costs:  

B.13. Cost for translator at the fair? 0.00

B.14. Other costs:.... 0.00

B.15. Other costs:.... 0.00

B.16. Other costs:.... 0.00

TOTAL costs: 3 000.00

Source: CBI  

Table: Expense items and budgets as per EMIA

Appendix 6: Costs of going to a trade show
Use this table to help you budget.
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Financial assistance – EMIA guidelines (DTI)

TYPE OF QUALIFYING 
ENTITY

DESCRIPTION OF OFFERING DESCRIPTION OF FINANCIAL 
ASSISTANCE

HDI & SMME Economy class return airfare 100% of the cost to a 
maximum of R13 000

HDI & SMME Subsistence allowance:

Exhibitors are allowed to claim 
a subsistence allowance for the 
duration of the exhibition up to a 
minimum of 15 days.

One day prior to the exhibition 
starting date will be reimbursed to 
ensure the stand is ready for the 
opening day.

R2 000 per day

HDI & SMME Transport of samples

Including forwarding and clearing 
costs

R17 500

HDI, SMME and other sized Exhibition costs:

Rental of exhibition space

Construction of stand, excluding 
interior design

Telephone installation, excluding 
usage

Listing in the official exhibition 
directory or registration fees

Rental of furniture and equipment

Electrical costs

Cleaning and security fees

Interpreting fees to a maximum of 
R1 000 to qualifying countries

Percentage of the design and 
printing cost of marketing materials 
within the R45 000 limit up to a 
maximum of R5 000

100% of the exhibition costs 
to a maximum of R45 000 
including foreign VAT
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ITEM/ACTIVITY DEADLINE

Budgeting for the event  

See section under budget planner (tab below). Fill in your cost estimates as early as 
possible and set aside the necessary budget.

 

Travel arrangements  

See section under quick facts (tab below). Set deadlines. Remember, the earlier you book 
the cheaper the offers.

 

Product/range development  

Before you start, remember to:  

Do a sales analysis of your current product range. Which products sold well? Which 
products didn’t? Which are your best sellers?

 

Market/trend research to identify trends in the target market (include competitor analysis).  

What adaptations or new introductions are necessary? Which existing products can you 
show again?

 

*Try to introduce at least one or two new collections each year.  

Product development – development of samples, review, testing, etc.  

Send images of first prototypes to your consultant for comments.  

Pre-selection of products to be shown at the event.  

Costing and pricing of samples – do they fit your target segment?  

Final product selection.  

Finish production of all final samples.  

Develop production systems for each new product. Establish production capacities.  

Develop packaging units for each product.  

Make at least three sets of samples: one for the show, one as production samples and one 
set as emergency samples in case you have to resend samples to the show at the  
last minute.

 

Appendix 7: Preparing for trade fairs checklist
This document is a small aid to help you plan your preparations. Print out a copy and tick off the boxes in the column on  

the right so you know what you have done and what you still need to do! Activities should start six months before the fair  

at the latest!
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Marketing materials  DEADLINE

Product photos: Take professional photos of all the selected products for use in your 
marketing materials. Include some close-ups of details as well as some images of the 
products being made.

 

Develop your brochures, flyers, cards, etc. showing your latest product ranges.  

Update your websites with new product images and product information. Advertise the 
upcoming event.

 

Product information sheets for each product/product group you will be presenting  
*Please make sure to add packaging details for each product.

 

Brief company profile sheet (brochure, flyer or A4 sheet). Brief information about your 
company, existing since, number of employees, product range, special skills, export 
experience, quality assurance and environmental standards if applicable. Include photos: 
one of your company, one of people at work, maybe one of packing for export eg. loading 
container, etc.

 

Price list/we recommend using FOB pricing only.  
* Make sure you list your basic terms and conditions at the bottom of your price lists.

 

Terms and conditions (including terms of payment and terms of delivery, etc.)  

Labels: All your samples should be labelled with the right code numbers. These should 
correspond to your price list. 

 

Freight quotations (sea and air) to major ports in the target markets.  

PowerPoint presentation or slideshow of other products you make that you are not 
showing at the fair (group these into categories so that they are easier to find, e.g. 
furniture, accessories, etc.). Also include photos of your factory, people, production 
processes, materials, etc. Some people may want to run these as a slideshow in the 
background. 

 

Trade fair contact sheets to collect contact details of potential clients who can be followed 
up at a later stage.

 

Order confirmation sheets/Invoices: Remember that you may be taking orders at the booth, 
so it is important that you have an order confirmation sheet and invoice sheet that both you 
and the buyers can sign. 

 

You may want to bring printed copies that you fill out by hand. Others may want to bring 
along a laptop and printer to print out on demand. Have some copies printed out in case 
the technology doesn’t work. Here again, use carbon copies so you have a copy for the 
customer and one for yourself.

 

Business cards: Make sure you bring enough and that all the details are up to date.  

Folder: You may also want to bring along a folder in which to insert all the information for 
your buyers.

 

* Make sure that your brand logos and corporate details are on all  
your marketing materials. Company name, logo, address, email, website, telephone  
number, etc.

 

Material swatches: Bring along swatches of available materials and finishes. This way, 
buyers can see the available alternatives.
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Booth design and display concept  DEADLINE
Based on your designated space, develop a booth design concept.  

Make it as simple as possible. A nice stand does not have to be expensive. Be creative, 
improvise and minimise costs whilst making a visual impact.

 

Trial presentation: Make trial presentation at home based on size and design of booth. This 
will help you develop your display concept for the show and show you which and how many 
products to bring.

 

‘Less is more!’ Select only your best products and those that fit the target market. 
Companies are often tempted to show all they have. This leads to over-crowded and  
unattractive booths. 

 

Your company logo: You may want to show your company logo. Because there isn’t much 
space on the booth, this should not be more than an A3 format. It should be of a good 
quality.

 

Display and decoration materials required e.g. candles, dried flowers, stones, photos 
for photo frames (often best to use black and white images), etc. It is always better to 
buy everything and send it. (You can also opt to purchase these in the fair location but 
remember that you will not have much time and you may not know where to find the right 
things, so you may have to plan an extra day to go around town to buy such items.)

 

Visuals: These may be images that enhance your product display e.g. close-ups of hands at 
work, special raw materials used, etc. Make sure these are framed or mounted onto boards. 
No hanging of paper posters or photos on walls! This does not look professional.

 

Tip! These days, digital picture frames are quite affordable. They make a nice decorative 
accessory with a small (maximum three-minute) slideshow of images of products, your 
factory, people, hands at work, raw materials, etc.)

 

Freight of trade fair samples  
Is it possible to take all or at least some of your samples in your luggage? If so, this can 
dramatically cut your cost of shipping samples to the fair. Excess baggage costs can still be 
cheaper than airfreighting samples. However, this doesn’t work for all products.

 

Check on a reliable airfreight agent/cargo airline. Check their transit times and leave 
enough time for possible delays. It is better the goods arrive a bit early than too late. Make 
concrete arrangements and fix a shipping date.

 

Check on the proper delivery/consignee address in the trade fair location (each fair has its 
exclusive freight-handling companies). 

 

Note! Handling of goods within the fairgrounds can be very expensive. This is another 
reason not to send more products than absolutely necessary.

 

When packing samples for airfreight, make sure to pack things extra well. If possible, try 
to palletise your shipment. (Speak to your agents and they will give you information on 
palletised boxes.) This is a bit more expensive but definitely safer than shipping individual 
boxes. 

 

The risk of damage by sending individual boxes is too high. Boxes are thrown and dropped 
and some may go missing. If you do opt to ship in smaller boxes, then use ‘floating 
packaging’, i.e. pack your things well in a box and then put this box into a bigger box and 
stuff the empty spaces so that you have an extra buffer zone. Corners of furniture have to 
be extra-well protected.

 

Label all boxes correctly. Number each box clearly and keep a detailed packing list so you 
know exactly what is in each box.

 

SHIP ON TIME. Make sure you ship your samples so that they arrive well before you leave. 
Before you leave, check to make sure all your boxes have arrived. In case some boxes 
go missing or are damaged, you may have to replace these by taking an extra batch of 
samples with you. This is why it is important you know exactly what is in each box.

 

It is therefore important to have an extra set of samples ready in the case of such an 
emergency.
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Pre-fair marketing DEADLINE
Do market research to identify potential buyers and put together a database. 
(This should also include your existing business contacts.)

 

Prepare a simple email invitation and send this out.  

* Just a simple email that gives details of the event, dates and your booth details, with an 
embedded image-teaser that shows your new collection. DO NOT send mails with loads of 
images as attachments.

 

These mails should be sent out in two waves: the 1st about two months prior to the event; 
and the 2nd about two weeks before the event, as a reminder. 

 

Book fixed appointments with buyers. If possible, try to book fixed appointments with 
your buyers. This way you can avoid overlaps and be assured of a minimum number of 
buyer meetings.

 

Assistance at the fair  
Do you need helping hands at the fair to unpack and set up your booth?  

Do you need a translator? If so, do research to find one.  

Tip: Search for students from your country studying in the target country. They are usually 
happy to help with translations at a reasonable cost. They can also be of great assistance 
helping you around the city.

 

Finally, check the weather at the fair’s location and bring along 
appropriate clothing.

 

Source: CBI



148

BUSINESS  

SYSTEMS

Appendix 8: Export readiness checklist

BUSINESS READINESS READY

I understand what my profit margins are and what I need to achieve break-even in 
my business

I have a registered export number/certificate

I have a written business plan 

I have a written export plan

I am financially sound and have sufficient working capital to cash-flow the export 
orders

I have established that my product will be accepted internationally 

I have the capacity to supply international markets 

I have the following infrastructure: internet, fax, email, telephone and website to 
communicate with an overseas market 

I have a banking facility

I have suitable administration and record-keeping systems in place 

I have sufficient resources (staff, production, capital and capacity) to ensure that my 
company can secure and maintain export orders 

I have investigated transportation options via courier company, freight forwarder 
and the postal service

I have an understanding of the export procedure and knowledge of the various 
role-players involved in the process 

PRODUCT AND PRODUCTION READINESS

Does my product compare favourably with my local competitors with regard to its 
features and benefits?

 

Does my product comply with international standards such as ISO, FDA (United 
States of America), CE (European Union)?

Does my company have sufficient production capacity that can be committed for my 
export market? 
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READY

I am able to increase my production capacity at short notice

I can maintain the consistency of the quality of the products I intend to export

I subscribe to national standards for quality, safety and development

I have established a system to ensure the continuous supply of raw materials/inputs 
at the right prices and correct quality, on time

I have determined the Harmonized System Codes and know what duties my 
products will be charged in the markets I am interested in 

I have a system in place to ensure timely production of export orders

My production costs are competitive or the same as my competitors

My product is new or unique in the intended export markets 

MARKET AND MARKETING 

I have studied the intended markets to see if I can meet the needs and wants of 
buyers better than my competition can

The development of an export market requires certain expertise. Have I given 
attention to: marketing, production, finance/payment, logistics and administration?

I have identified international and local trade-fair events in which my company 
could participate 

I have done all the necessary costing and pricing, including all packaging and 
packing 

I have a sufficient understanding of the Incoterms®, defining your risk, cost and 
responsibility in the logistics cycle

I have considered the distribution of my product from EXW to a DDP 

I have calculated my price list in Dollars or Euros and have allowed for fluctuations in 
the exchange rate 

I have a catalogue that includes price lists, product code, materials, product 
dimensions and photographs of each product
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The Department of Arts and Culture’s 

Exploring New Markets: A Guide to Export for Craft 
Producers, Designers and other Creatives inspires you to sell your products 

internationally and is packed with all the practical advice you need to do so.

Each section of the guide takes you a step further on your journey to getting your goods into a 
range of foreign markets – even that little shop in Paris, New York or Berlin perhaps. It covers the critical 

areas of marketing and transport logistics, and there is also attention given to preparing for a trade show to 
test and compare your product in the global arena.  

The financial management section is a key feature of the guide. It takes you through all the ins and outs of  
export costings and shows you how to establish and reap the rewards of good business systems. Most likely, you  

won’t be doing it all alone, so you also get the best advice about proactive management of staff and partners in the  
human resources section. 

While staying focused on the big picture, an extensive ‘places to help you’ section points you in the right  
direction should you need more detailed information. There are also handy templates, checklists and more  

detailed information in the appendices. 

The content of this guide was developed with a group of successful South African exporters as well  
as input from many industry specialists. The result is the perfect blend of on the ground savvy  

mixed with technical expertise. Case studies, photographs and examples keep the content  
inspiring while practical activities stimulate you to take action and find  

those new markets.


