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Kill the Jargons
"Our product is a AI powered algorithm that uses blockchain and big data to 
prepare your business for the 4th industrial revolution with our cloud based 

app platform and a token based gamification system mounted onto a 
self driving robot"

Lesson #1



The overuse of tech jargon can really kill the deal.

How is your product or services able to helping the SMME ?
What benefits are they deriving from your using products and services ?
Most SMME and users are tuned into one station : WIIFM ? What’s In It For Me.

We know that many large blue chip companies that struggle with Innovation due 
to corporate red tape. Don't get trapped into the same thinking by trying to 
emulate the big businesses needs for SMMEs. The conversation is a very different 
one.

The decision making process for SMMEs are very different to big corporates.

Great thing about SMME is that they’re not going to waste your time as they have 
a business to run with costs to cover. Your product needs to move the needle from 
the start.

Most South Africans customers are too polite to tell you to your face that they 
don’t know what you’re talking about. Don't assume that they know about your 
product or your industry. Explain it in simple terms.

Lesson #1
One of the biggest mistakes that I can seen are tech & software companies trying 
to sell technology with overused tech terms that make them sound smart.If you 
want to connect with people, speak in a language they understand , avoid big 
words that don’t mean anything. Contrary to popular belief, it's much harder to 
simplify a message then it is to complicate them.

SMME want to hear how your product helped to solve a problem similar to the one 
that they’re currently facing. They are looking for guidance in terms of how your 
products will elevate their business.

I have sat through endless meetings with service providers trying to sell me 
software as a digital agency just to be confused as to how the software actually 
works. And I am pretty technical guy. I love it when they show you their backend 
data process flows to showcase how smart the systems are. It’s a real deal killer.
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Begin with the end in mind

Lesson #2



What does success look like ?
One of the key questions is what success looks like for the SMME. I have been in 
many scoping meetings when there aren’t clear alignment within the organisation 
as to what they want.

When there is no consensus, it’s hard to map out what is needed to get them 
there.
So getting the answers to these important questions early on are a must.

Having a plan beforehand with your product or service in mind helps 
tremendously in helping your clients and their users reach their goals. With 
technical products, this question can oftentimes be difficult to answer with all the 
moving parts.

Just imagine going to a Johannesburg with the map of Cape Town loaded onto your 
device. In this case speed and efficiency is not your friend. You merely get to the 
wrong destination faster.

Example:
We worked with a Micro lending business with the specific goal of acquiring leads.

Lesson #2
We helped build the system and ran various campaigns to drive traffic to convert 
into leads just to find out that that the call centres were not calling the customers 
back until 2 weeks later as there was a backlog.

We were able to achieve the results, but ultimately the Customer journey was 
broken and the results did not matter due to the backlog. This is something that 
should have been communicated to the call centres upon signing off on the lead 
acquisition campaign.
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Total Transparency

Lesson #3



There is something to be liberating about the truth - you don't have to 
remember all the lies and half truth each and every time you revisit the 
story.

Most SA SMMEs have lost money or been ripped off before or have 
experienced terrible customer service at one point or another, they need 
guidance but first trust needs to be built.

You are not guarantee to get a client in SA just because your product is 
better/ faster or more affordable. There is still uncertainty. Overcoming this 
uncertainty is a combination of what others have to say about your 
products - a genuine review from a previous client or a compelling case 
study with real numbers and KPIs

Being upfront and honest about how your offering can truly help gets your 
value across.

How do you build up trust in a digital economy you may ask ? By adding 
value to your audience - be the industry expert that teaches them about 
your product as well as the sector. You have to be the expert in your sector 
so that you may address any issues or objections  the SMMEs may have.

Lesson #3
Example : when you go and see the doctor, do you ask them to what to 
check and how to check it and then just write the scripts that you want ? Of 
course not - but business will follow client’s directive blindly on all areas. 
The result is an unworkable brief because you did not give your 
recommendation and insight. SMMEs look for guidance , so guide them on 
the best fit solution.

How do you show transparency - with data of course.

If your product promises to do X . Show me the ROI of a past client in the 
form of a case study with real numbers and real results - and they have to 
be as granular as possible. Build up your case studies for the South African 
market because those will be the information that SMMEs will want to 
interrogate the most.

SMMEs want to see the results of similar past clients in similar sectors 
before they part with their hard earned money. They don’t have large 
budgets set aside for spend on systems, marketing etc. So every Rand 
counts.
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Using Google Analytics to show ROI



Storytelling

Lesson #4



Use Analogies and Give Context through storytelling
Technology is daunting so ease into it with some analogies.

Here are 2 analogies that we use often website and user experiences.

We love to compare websites to houses. 

We suggest to customers all the time not to be lured into a redesign of a website 
which is just like repainting your house when all the plumbing is rusted and all the 
doors are jammed, just imagine the frustration of spending all that money 
repainting your house when you in fact need to upgrade the plumbing and fix the 
locks.
In our world where most clients just see the visual part of a website, its difficult to 
convince them otherwise unless you have a story to share.

In terms of user journeys - we compare it to supermarkets

Ever try going to a supermarket like Checkers or Woolies just to get the basics like 
eggs, bread and milk?
It’s near impossible. You have to walk past the fresh produce and bakery to get to 
the milk all the way in the back and then across the entire supermarket to find the 
eggs and milk. 

Lesson #4
Once you have made your way out of the ice cream aisle you are not done. If you 
have kids, then you have to run the gauntlet past all the sweets laid out 
conveniently at their eye level and within arms reach.

There is a reason for that, and it was designed that way to keep you in the shop for 
longer. 
There is psychology behind all the positioning.

For online engagements, we want to get you to want you are looking for quickly 
and remove distractions until you complete your online objectives.

This is why all websites should be planned before going into development. 

If you have a technical product that you are planning to bring to market in South 
Africa. It’s about how you connect with your audience so that they understand 
how it makes their business better.

It’s no one’s faulty but your own if your audience does not understand your 
offering. Plan out scenarios with your clients on how your product will help them 
and what they can expect when they use it. This can be online or in person.
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Lesson #4 Continued
What real business impact can your product help with instead of a rundown of 
your technical features and functionalities. No one remembers your product’s ten 
top features , but they will remember the stories you tell.

I was listening to a podcast a few months back about a startup launching their 
product into different markets and based on all the data collected, only Germany 
had an audience that wanted to know more about features of the products, every 
other country in Europe and North America wanted to know more about the 
benefits.
 
Most SMME owners in South Africa are more often than not non-technical and 
they too relate better to stories.
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Local is lekker

Lesson #5



For those in the audience that are not South African- lekker means good/great

Trying to slap an European Concept or US based system into the SA market just 
won’t work. You need to do your homework in localising the content for the local 
market.

You need to understand the SA market, the behaviour of the user base and the 
need for your product. Localisation is key for the SA market, everything from 
devices usage,  to internet access and user behaviours need to be taken into 
account. Go in blind at your own risk.

SA want products that work for local businesses with a proven model for the SA 
market.
SA want to hear from industry experts on how this will help us in our businesses 
grow. 
Take the time to see how your marketing material is suitable to the local audience 
that you are speaking to. We have different taste and different preferences to the 
US and Europe.

Consumers are the center of the new economy, the power sit with them. So listen 
to what local businesses want and adapt accordingly.

Lesson #5
If you take the time to understand the local SMMEs, you get to engagement with 
them on a deeper level. 

So we consult startups and we had an initial session with a startup in the Edutech 
space. They had an idea of delivering online video training to rural South Africa 
schools.
Each lesson is around 400 mb, Do you guys seeing a problem with this?
There is no coverage in the rural areas and data is expensive.
Then the lessons start at several hundred Rands per lesson per month. 
The system required parents to enter Credit Card details. Most rural South African 
don’t have credit cards are they are the unbanked.

A better solution would be to deliver a zero-rated app with mobile payment via 
airtime.
Localising your product for South Africa is always money well spent.
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Value vs. Pricing

Lesson #6



Most SMMEs are price sensitive but it does not mean that they're blind to true 
value.
If you are able to provide valuable insights into SMME sectors and address their 
pain points in a meaningful way, they will listen. A race to the bottom in terms of 
pricing is never a good strategy.

If you are selling a piece of software; think about the potential stress and 
headache that you are alleviating
You're not fighting against just price - there is a more important competitor - 
inaction, often times if SMMEs get confused, they stop and just don’t make a 
decision.

When you offer to move the barriers for SMMEs , it will help you gain a lifetime 
client.

Showcasing value consistently over time helps you with 2 things, getting in front 
your prospects and educating them on your product and services benefits

Content marketing strategically shared throughout the customers buying cycle 
delivers value. Give your audience something of value at every stage of their 
buying cycle vs. just selling your service over and over like a robot.

Lesson #6
SMMEs want to hear real stories about real people in the content that you 
produce. Give them context at the same time.

Be remarkable - stand out and be different in your approach. Be the signal 
instead of the noise. There is literally thousands of business requesting their 
attention out there vying for the attention of the few, so why would anyone 
engage with your message ?

Attention is a commodity online, you need to give the user something in exchange 
for their attention. So useful tool and calculators can work well for financial 
institutions, webinars & demos work best for SaaS products.
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Comparison 2018 vs 2019: What happens in an Internet Minute?

22



Content Matrix
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Different businesses will have content 
types that work for them online.

Content needs to be one of the 
following to engage online audiences:

- Entertain
- Educate
- Inspire
- Convince



In Conclusion



South African SMMEs are not too different to those from other emerging markets, we 
have our quirks and differences. We live in a diverse nation with many cultures and 
choices. So while traditional marketing’s spray and pray approach may work for 
certain sectors,  it rarely is the case when it comes to digital marketing to SMMEs. 
Many of the ppl here today will be looking for ways to engage with SMMEs moving 
forward, it’s going to be the ones that do their homework that will have the best 
chance at succeeding with this market.

In most cases finding a local partner with established client base could really shorten 
your time to market as trust has already been established.

Do your homework on the South African market before rushing in with a product that 
may not be the right fit. Have a strategy in place with well researched audience in 
mind.

Working with SMMEs may mean that you have to understand their business a bit more, 
but it's worth the investment in time as SMMEs are loyal to their partners.

In Conclusion
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