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L

4.	Management

	 (Include all management disciplines)

•	 General m
anagemen

t (Name, A
ge, Qualif

ications, E
xperience

)

•	 Financial 
managem

ent (Name
, Age, Qu

alification
s, Experie

nce)

•	 Marketing
 and Sale

s (Name, 
Age, Qua

lifications
, Experien

ce)

•	 Productio
n and Ope

rations (N
ame, Age

, Qualifica
tions, Exp

erience)

PLEASE NOTE THAT THIS SECTION 

ONLY PROVIDES YOU WITH GUIDELINES 

TO ASSIST YOU WITH COMPILING A 

BUSINESS PROPOSAL THAT MEETS 

ECDC’S MINIMUM REQUIREMENTS.BUSINESS
PROPOSAL
GUIDELINES AND INFORMATION

CHECKLIST

16. Financial Management 

Accounting

•	 What accou
nting pack

age will b
e used

•	 Who will be
 responsib

le for day
 to day ac

counting?

•	 What will th
eir duties 

be?

•	 Who will pre
pare Man

agement A
ccounts?

•	 Qualificat
ions of ac

counting p
ersonnel

•	 Describe 
systems f

or receivin
g money 

•	 Describe 
your syste

m for disb
ursing mo

ney

•	 What system
 is in plac

e to pay s
alaries/wa

ges

•	 Accounta
nt/Auditor

Full Financial Details

and Modeling

•	 Legal enti
ty/ structu

re

•	 Sources a
nd Uses o

f Funds 

•	 How much
 and for w

hat are yo
u request

ing financ
e from EC

DC

•	 What funds 
will you p

rovide

•	 Funding t
erms

•	 Provide In
come Sta

tement (3
 year histo

ric plus 3 
years Pro

jected)

•	 Balance S
heet

•	 Cash flow

•	 Ratio Ana
lysis

•	 Break Eve
n Analysis

•	 Sensitivity
 analysis 

if product
s/purchas

es sensiti
ve to 

	 price/inter
est/foreig

n exchang
e fluctuati

ons

	 	 	
	

	 	 	
	

Annexures

	 	 	
	

•   Agreem
ents

	 	 	
	

•   Contra
cts

	 	 	
	

•   Market
 Research

15.  Development

	     Impact

•	 Job creat
ion / savi

ng

•	 Empowerment

•	 Value add
ition

•	 Rural dev
elopment

•	 Export Inc
ome Genera

tion

•	 Township
 Developm

ent

•	 Urban ren
ewal

Regulatory impact

•	 Property Z
oning nee

ded?

•	 Required 
Licensing

•	 Building P
lan Appro

val

•	 Rehabilita
tion

•	 Waste Trea
tment

Environmental 

Impact assessment

•	 Obtained

•	 Outstandi
ng

•	 Pollution 

	 -  Ground
   -  Atmosphere

	 -  Water       -  
Noise

Intellectual Property

•	 Patents

•	 Trademarks

•	 Royalties

•	 New Tech
nology

W
ebsite: w

w
w

.dedea.gov.za

or w
w

w
.ecdc.co.za

086 ECD
C FIN

086 3232 346
For m

ore inform
ation

contact us on:
2.	Purpose of the required funding

•	 Quantify t
he investm

ent oppor
tunity (“Th

e Deal”)

•	 Establish 
details of 

the asset 
to be acqu

ired or im
proved

•	 Provide d
etails of th

e cost of a
cquisition

 and the b
reakdown

 	 	

	 of costs

•	 Provide d
etails of th

e propose
d financin

g of this in
vestment 

	 	

	 opportuni
ty

3.	Ownership and Management of the 		

	 investment opportunity

Ownership

•	 Both New
 and Exist

ing

•	 Age
•	 Interest (E

.G % Sharehol
ding)

•	 Qualificat
ions

•	 Experienc
e

•	 Level of in
volvemen

t

1.  EXECUTIVE SUMMARY

Provide a
 brief des

cription of
 the INVESTMENT OPPORTUNITY, the BACKGROUND to the inv

estment o
pportunity

,

The size o
f the oppo

rtunity, Th
e backgro

und on th
e owners 

both new 
and curre

nt, Backg
round and

 experienc
e of key 

managem
ent, Econ

omic Meri
ts, overvie

w of the m
arket, Key

 Technica
l aspects 

and key fi
nancial as

pects

and an ov
erview of 

the socio 
economic

 benefits o
f the vent

ure or the
 project.



5.	Economic Merits of the 

	 investment opportunity

Income Statement (3 Year Abridged)

•	 Historical
 (Existing

 Investment)

•	 Projected
 (New Inv

estment)

Balance Sheet (3 Year)

•	 Historical
 (Existing

)

•	 Projected
  (New Inv

estment)

Financial Ratios (Historical and Projected)

•	 Turnover 
Growth %

•	 Gross Pro
fit Margin %

•	 Net Profit
 Margin %

•	 Return on
 Sales  (N

et Profit/T
urnover)

•	 Asset Tur
nover (tur

nover/Tot
al assets)

•	 Return on
 assets %

 (Net Prof
it/Total As

sets)

•	 Return on
 Equity  %

 (Net Prof
it/Total Eq

uity)

•	 Current R
atio (curr

ent asset
s/ current

 liability)

•	 Acid Ratio
   ( Curre

nt assets-
inventory

/Current L
iability)

•	 Equity Ra
tio (Equit

y/Total Ca
pital Employed)

•	 Gearing R
atio (Deb

t/Total Ca
pital)

•	 Interest C
over (Ope

rating Pro
fit/Interes

t Expense
)

6.	 The Basis for Financial Projections

6.1  Market Analysis

Target Customer information. Describe your 

addressable market

Customer Profile

•	 Current 

•	 Future

•	 Number of Cu
stomers

•	 Geograph
ic Spread

List Major Customers

•	 % Sales to 
each

•	 Volume

•	 Value

•	 Off-take a
greements,  Let

ters of int
ent, contr

acts and 

	 orders on
 hand

Customer Value Proposition

•	 Describe 
in precise

 terms the cust
omer need y

ou

	 have iden
tified

•	 Describe 
your prod

uct or ser
vice offer

ing by inc
luding 		

	 the follow
ing

•	 Benefits t
o the use

r

•	 Specifica
tion of pro

ducts/Ser
vices

•	 Unique S
elling pro

position 

•	 Price?

•	 Quality?

•	 Availabilit
y?

•	 Service

•	 Relations
hips?

•	 Technolog
y

•	 Or Combination o
f all

•	 Product M
ix

•	 Potential 
and propo

sed new p
roduct de

velopments

8.	Competitor Analysis

•	 List Competitors

•	 Describe 
Market Sha

res of Eac
h (Volume & Rand

)

•	 List Competitive a
dvantage

s of each

•	 Barriers t
o Entry an

d new ent
rants

•	 Substitute
 Products

•	 Why will the
y purchas

e your pro
duct (prod

uct

	 differentia
ting in ter

ms of other
 competitors)

•	 Your prici
ng strateg

y – Prices
/Volumes per

	 product, d
iscounts e

tc

7.	Industry Analysis

Provide Information on the Industry by includ-

ing the following

Key Barriers to Entry (High/Low)

•	 Capital re
quirements

•	 Access to
 inputs

•	 Access to
 distributi

on Chann
els

•	 Cost adva
ntages/ E

conomies of sca
le

•	 Brand Ide
ntity

•	 Patents a
nd Propri

etary Pro
ducts

•	 Switching
 Costs

•	 NB low ba
rriers to e

ntry can s
ignal a hi

ghly

	 competitive m
arket, wh

ere profit
 potential

 is low

Supplier Power (Strong/Weak)

•	 Number of Su
ppliers (fe

w or Many)

•	 Importance 
of Volume to supp

lier

•	 Differenti
ation of in

puts

•	 Impact of in
puts on c

ost differe
ntiation

•	 Switching
 costs of 

firms in the In
dustry

•	 Presence
 of substi

tute input
s

•	 Threat of 
forward in

tergration

•	 Cost relat
ive to tota

l purchas
es in the 

Industry

Buyer Power (Strong or Weak)

•	 Price sen
sitivity of 

Buyers

•	 Buyer Vol
umes

•	 Buyer Info
rmation on p

rices

•	 Brand Loy
alty

•	 Availabilit
y of Subs

titute Pro
ducts

•	 Product d
ifferentiat

ion

Threat of Substitutes

(Significant or Insignificant)

•	 Switching
 costs

•	 Buyer inc
lination to

 substitut
e

•	 Price vs P
erformance trad

e offs of s
ubstitutes

In the End the Degree of Rivalry in 

the Industry will be determined by

•	 Exit Barri
ers (ease

 or difficu
lty of leav

ing the 	

	 industry)

•	 Industry C
oncentrat

ion

•	 Fixed cos
ts / Value

 added

•	 Industry G
rowth rate

s

•	 Intermittent ove
rcapacity

•	 Product D
ifferences

•	 Switching
 costs

•	 Brand Ide
ntity

•	 Diversity 
of rivals

9.	 Supplier Analysis

•	 Number of Su
ppliers

•	 Availabilit
y of Input

s/Raw Materials

•	 Materials a
vailability

 locally/im
port (imported materials s

tate % 	 	

	 of total m
aterials)

•	 Trading T
erms

•	 Lead times of major categ
ory of sup

ply

•	 Identify a
nd descri

be major cost 
drivers to

 your bus
iness

•	 For these
 major su

ppliers de
scribe pri

cing struc
tures and

 pricing 	

	 escalation
s and whe

n payment will be
 due

10.Key Processes

Describe your Production or Service Process

•	 Current

•	 Proposed

Flow Diagram of Processes

•	 Current

•	 Proposed

•	 Identify B
ottlenecks

 in the pro
cesses

11.  Key Resources/ Infrastructure

Land and Buildings

•	 Owned

•	 Leased

•	 Plant and
 Equipment Requi

red

•	 Vehicles

•	 Plant cap
acity and 

Utilization

•	 Productio
n costs

•	 New tech
nology re

quirements

•	 Raw Materials R
equired

•	 If it is a m
anufactur

er more inform
ation is n

eeded reg
arding 

	 cost of sa
les

12. Profit Formula

Revenue Model

•	 Units/Volu
mes to be  

sold (Manufactur
ing +Reta

il)

•	 Number of Cli
ents (Fina

ncial serv
ices)

•	 Traffic Co
unt (Fuel 

Stations)

•	 Number of Ro
oms and occ

upancy% (B&B, Ho
tels)

•	 Number of Ne
w Subscr

ibers (Tel
com)

•	 Advertisin
g space (

Magazines,
 Newspap

er)

•	 Hours/Minutes/Se
conds So

ld (TV ad
vert, Rad

io)

•	 Number of Ne
w distribu

tion Outle
ts (Consu

mer Goods
)

•	 Number of Sa
les Peopl

e (Profes
sional Se

rvices)

Pricing Model

•	 Rands/Un
it

•	 Fee per T
ransactio

n

•	 Daily rate
 per Room

•	 Membership S
ubscriptio

n rates

•	 Advertisin
g rates

•	 Rental ra
tes

•	 Service fe
es

•	 Leasing r
ates

•	 Commission rat
es

•	 Licensing
 fee

Pricing Strategy

Pricing Objective

•	 Creaming the m
arket (Pre

mium Price/Low
 Volume)

•	 Market pen
etration (

High Volu
me/Low Pri

ce)

•	 Markups an
d Margins

•	 Compare to co
mpetitors

13.	Selling Strategy/

		  Customer Acquisition

Sales Budget

Historic Sales per product

Motivate the Projected Sales

•	 Expected
 market grow

th?

•	 Expected
 Market Sha

re?

•	 Price leve
ls

•	 Based on
 Off take 

agreements

•	 Customer Profile

Marketing and Selling Expense Budget

•	 Advertisin
g and Pro

motions

•	 Travel

•	 Samples

•	 Discounts

•	 Commissions et
c 

14.	 Human Resource Plan

•	 Work Force

•	 Existing H
ead Coun

t

•	 New Jobs
 to be cre

ated

•	 No of sala
ried

•	 Waged

•	 Skilled

•	 Unskilled

•	 Temporary

•	 Seasonal

•	 Benefit to
 BBBEE

•	 Training S
kills deve

lopment

•	 Use of Su
b contrac

tors


