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SECTION 10: IMPLIMENTATION GUIDELINES
10.1 INTRODUCTION
Section eight has provided in detail implementation guidelines under some of the listed projects. This section further describes the final phase of this study and makes firm recommendations on the implementation of the LED strategy. This would entail the restructuring of institutional arrangements as well as other interventions. The vision as formulated in section seven, guides the focus of the marketing strategy in terms of the potential development initiatives/projects. This section further provides recommendations on potential funding sources and a marketing strategy that should initiate the establishment of a friendly, vibrant LED and business culture in Makhado so as to attract potential investors. 
10.2 EXPAND THE LED UNIT OF MAKHADO MUNCIPALITY

The core aim of the LED is to provide Makhado Municipality guidance to manage the LED process successfully. Recommendations are made based on previous experience. It remains central that dedicated resources (human and financial) must be applied in the initiation, management, implementation and monitoring phases of the proposed projects.
It is furthermore recommended that the Makhado Municipality delegates one dedicated person who will act as “project manager” for the LED process and therefore have the duty of liaising with all the relevant role-players. It is envisaged that he/she be totally capable and driven to alleviate poverty in Makhado through the vigorous marketing and initiation of LED projects. This recommendation is based on the fact that the Makhado Municipality is still very small and does not consist of the capacity and resources to implement enormous, operational LED forums. Therefore, the Municipality should seek all the help it can get.
It is recommended that the Makhado municipality approach the LED Department of the Vhembe District Municipality and inform them of the Municipality’s limited capacity to implement such a LED strategy. This could provide the platform for integrated support from the District in terms of project initiation, implementation and management in Makhado. It is envisaged that Makhado Local Municipality be the initiator of the LED process (plans and projects) but that the Vhembe District Municipality provide sufficient (almost total) support in the implementation and management thereof.

It is important to note that other Economic Development Programmes in Makhado should not be halted, but rather that a synergy be established between all economic development initiatives in the area.
10.3 PRACTICAL MANAGEMENT OF THE LED PROCESS

When LED projects are to be initiated and implemented on a practical level, five core activities have to be identified. It should be noted that these core activities are inter-connected and are not separated from each other. Figure 10.1 illustrates the inter-connected core-activities of the LED project management process:

Figure 10.1 - Five core-activities of the practical LED Process
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Source: Urban-Econ Database, 2005
· Activity One: 

Identification refers to those activities pertaining to the identification of potential projects and opportunities that can be developed in the local economy. This is the first practical step to LED.

The generation of new ideas and opportunities can be brought about through the establishment of committees, consultation of local communities and brainstorming sessions. Assessment of the initiatives in terms of a 
SWOT analysis should also be included. It is recommended that the initial step of idea generation and project/opportunity identification be undertaken by the local Municipality. The local authorities are well informed about the local inherent dynamics of their communities and are aware of all the local role-players such as chiefs and local businessmen. 
· Activity Two: 

Defining the approach refers to the process of specifically defining the project and implies the actual formulation of business plans. Apart from the actual project design and refinement, the role that the local municipality can ply to assist local entrepreneurs also falls into this category and includes activities such as the provision of the necessary infrastructure, ensuring and enabling institutional environment, etc.

· Activity Three: 

The Marketing phase consists of two main components, namely place marketing as well as the marketing of the specific products/services produced by the respective projects. The provision of appropriate mechanisms by the local authority to market the region is critically important to the successful attraction of investors to the area. Linked to this is the need for the provision of adequate exposure of local business, to the services provided by the local municipality.

· Activity Four: 

Development funding entails the acquiring of finances for implementation and development of projects. It also entail the facilitating efforts of the local authority through the provision of support in the application for funding as well as matching potential investors and funding sources.

· Activity Five:

The implementation phase entails the culmination of the preceding activities resulting in the identified opportunities being put into action. Assistance during the initial stages of implementation is critical and measures to assist entrepreneurs include the provision of support activities, the formation of partnerships as well as mentoring activities (skills development).

Each of the aforementioned activities/phases of practical implementation is made up of its own components. These components, similar to the activities, are interdependent and progressive and build up to the implementation and evaluation of projects. It is important to note that the District Municipality should assist the local authority in all of the abovementioned activities of practical implementation depending on the capacity and/or assistance required. 
Table 10.1 identifies the components for each of the activities for practical implementation of the LED strategy and allocates responsibilities to the Local Municipality (Makhado) and the District Municipality (Vhembe) according to capacity.

Table 10.1 - Specific core activities and components

	RESPONSIBLE AGENT
	COMPONENTS
	MAJOR ACTIVITIES

	ACTIVITY ONE: IDENTIFY

	Local 
	· Idea generation
	Establish organising committee.

Consult local community- workshops.

Consult professional expertise.

Brainstorming sessions.

	Local
	· Opportunity identification
	Community planning.

SWOT analysis as part of LED study.

	Local & district
	· Business plan formulation
	Consult experts.

Write business plan.

	ACTIVITY TWO: DEFINE APPROACH

	Local & district
	· Market analysis
	Business survey.

Benchmarking (success stories).

Establish business chambers.

Establish business database.

	Local
	· Legislation
	Review by-laws and amend where necessary.

	Local & District
	· Management
	Delegate responsibility to a “driver”.

	District
	· Access to support structures
	Inventory of support services available.

Clear understanding of approval and selection processes.

	Local 
	· Location
	Identify appropriate areas and ensure focused development within selected areas (development nodes).

	Local & district
	· Land & Buildings
	Set up an inventory of potential buildings that can be utilised during development by entrepreneurs.

Determine where projects can be housed.

Approach private sector to release property for utilisation.

Negotiate favourable rent rates.

	District & Local
	· Infrastructure
	Ensure necessary infrastructure is available to potential investors e. g tarred roads and storm water, sanitation and water.

	
	· 
	Guarantee adequate maintenance of infrastructure and services.

	District & local
	· Labour force
	Encourage and support local training facilities to expand curricula aimed at the broadening of the skills base.

	
	
	Encourage and coordinate (as far as possible) provincial government departments to undertake training within Makhado.

	ACTIVITY THREE: MARKETING

	District
	· Place marketing
	Printed media.

Alignment with other initiatives.

	Local & District
	· Lobbying
	Lobby appropriate government departments.

	Local & District
	· Project launches
	Use launches to create awareness of project. 

Communicate progress of the projects to the community.

	ACTIVITY FOUR: DEVELOPMENT FUNDING

	District & local
	· Funding
	Develop database of all donor and funding agencies.

Facilitate the successful application for funding from the various institutions.

Provide info to applicants regarding different potential types of funding and funding institutions.

	District & local
	· Grant funding
	Lobby respective donor agencies to provide grant funding.

	District & local
	· Loans
	Engage commercial institutions to provide loans to emerging entrepreneurs.

Assist entrepreneurs during applications for loans.

	District & local
	· Bank guarantees
	Utilise existing facilities such as Khula to obtain guarantees for loans from commercial financial institutions.

	Local & district
	· Own capital
	Encourage existing business to expand operations within the local area.

	District
	· Seed and venture capital
	Support applications to organizations such as the IDC, which provides seed and venture capital to potential investors.

	District
	· Development Support
	Organisation of “build your own business” training.

Enhance awareness and skills in areas such as:

· Business planning

· Customer service

· Performance management

· New market opportunities, etc.

	District


	· Establishment support
	Provide start-up advice to entrepreneurs such as:

· Determining customer base

· Competitive pricing

· Promotional programmes

· Competition

· Strategic/convenient location

	District & local
	· Matchmaking
	Link opportunities, funding and entrepreneurs.

	
	
	Referral of business opportunities as well as assistance in the application for funding.

	ACTIVITY FIVE: IMPLEMENTATION

	District
	· Partnerships
	Establish partnerships between the existing local business and emerging entrepreneurs.

	
	· 
	PPP’s (private & public) 

	District & local
	· Fast-track approval process
	Stream line the approval process to provide investors with speedy replies with regards to developmental aspects/ enquiries/ applications.

Convene extra-ordinary council meetings where necessary.

	District
	· Support structures
	Provide counselling (advice, info and support) at one-stop centres for business development, tourism, etc. at Municipal offices.

	District
	· Incubators
	Establish local business support centres (LBSCs) and business opportunity centres (BOCs)

	District
	· Management Support services
	Training of entrepreneurs in practical business skills as well as more general workshops on self employment.

Establish a “retired-executive council” that voluntarily assists emerging business through management support.

Provide administrative support to emerging entrepreneurs.

Provide mentorship programmes.

	District
	· Capacity development
	Experience exchange – providing local entrepreneurs an opportunity to share experiences and ideas through seminars, workshops, etc.

Coordinate and link activities undertaken by the local training facilities, and government departments.

Develop an apprenticeship/traineeship scheme where a number of local businesses share a group of trainees.

	District
	· Contingency fund
	Establish a fund that can be accessed by failing businesses to improve cash flow problems.

Determine repayment options.

	District
	· Mentoring
	One-to-one guidance.

Continued advice and regular meetings with business operators.

Guidance with marketing, accounting and management procedures.

Assistance in identifying and solving problems.

Introductions to business and professional organisations.

Personal support.


Source: Urban-Econ Database, 2005
10.4 POTENTIAL FUNDING SOURCES

Apart from section 8 (where potential projects, role players and sources of finance have been identified) this section is a summary of a range of institutions which could possibly be utilised as potential funding sources. Each of the institutions mentioned is categorised according to the type of economic support for which they could provide funding for. The list of potential funding sources is illustrated in Table 10.2.
Table 10.2: List of Potential Funding Sources

	TYPE OF SUPPORT
	POTENTIAL FUNDING SOURCE
	COMMENTS

	Skills development and support
	Department of Labour
	Skills support programmes (SSP)

	Community Economic Development
	· National Productivity Institute (NPI)

· Department of Labour

· DPLG
	Social Plan programme

	
	Local Government
	Consolidated Municipal Infrastructure Programme (CMIP)

	
	Department of Water Affairs and Forestry (DWAF)
	Working for water programme

	
	National Government (all departments)


	Poverty relief programmes

	
	Independent Development Trust
	Development of the local capacity of the communities and business ventures.

	SMME development and support
	Department of Trade and Industry (DTI)
	· Incentive packages for SMME development.

· Khula provides loans and guarantees to reduce risk and collateral deficiencies in the SME sector.

· Small and Medium Enterprise Development Programme (SMEDP)

	
	Ntsika
	Support and funding

	
	Department of Provincial and Local Government (DPLG)
	Social Plan Fund

	
	ARTPAC
	Financial capacity support for small contractors and artisans.

	
	Business Partners
	Providing support services to small businesses

	
	Namac
	· Small Enterprise Development Fund

· Business Referral and Information Network (BRAIN)

· Franchise Advice and Information Network (FRAIN)

	
	Khula Enterprise Finance Ltd:
-Emerging Entrepreneur, Standard Credit Guarantee and Thuso Mentorship schemes

-Equity Fund

-Capacity Building Support for RFI’s

-Technology Transfer Guarantee Fund (TTGF)

-DANIDA Business to Business Programme

-Khula Start

-Seed loans for RFI’s
	This fund together with the mentioned individual funds has been established as a result of the National Small Business Act to provide expertise and capital for SME start ups or expansions. It is an agency of the Department of Trade and Industry and functions as a wholesale finance institution that provides access to credit to SMMEs through various mechanisms. 

	
	Industrial Development Corporation (IDC)
	Financial incentives to encourage exports

	Technological support


	Department of Arts, Culture, Science and Technology (DACST)
	GODISA, which strives to create economic growth and long term employment opportunities through the enhancement of technological innovation, improvement of productivity, sustainability and international competitiveness of SMEs

	
	Department of Trade and Industry (DTI)
	The Support Programme of Industrial Innovation (SPII)

	
	Department of Communications (DoC)
	Bridging the Digital Divide programme

	
	Small Business Project
	Private Sector Initiative (PSI)

	Tourism Promotion
	Department of Environmental Affairs and Tourism. (DEAT)
	Tourism related activity benefit.

	
	DTI
	Tourism Development Finance for the development and expansion of the tourism industry

	
	Business Partners
	Providing support services to SMEs

	Manufacturing Development
	National Research Foundation (NRF)
	Funding Programme

	
	Namac
	Coordinates, facilitates, monitors and evaluates the activities of Manufacturing Advisory Centres.

	
	Coega Development Corporation (CDC)
	Job creation community based projects.

	
	Council for Scientific and Industrial Research (CISR)
	Conducts research, development and implementation activities

	
	DTI
	· Sector Partnership Fund

· Support Programme for Industrial Innovation

· Competitiveness Fund

· Technology and Human Resources for Industry Programme (THRIP)

· Competition Policy

· Procurement Reform

· Finance for textile, clothing, leather & footwear industries.

	
	IDC
	Low interest Loans

	
	Development Bank South Africa (DBSA)
	Donor funding

	Agricultural Development
	Agricultural Research Council (ARC)
	Research

	
	DTI
	Agro Industry Development Fund for the development and expansion of the agricultural food and marine sectors.

	
	Land Bank
	Drought-relief grants

Flood relief grants

Small farmer grants



	Local Economic Development promotion
	DPLG
	LED fund for job creation

	
	Khula Enterprises
	· Equity Fund

· Emerging Entrepreneur Fund

	Investment Promotion
	Department of Provincial and Local Government
	Consolidated Municipal Infrastructure Programme (CMIP)


Source: Urban-Econ Database, 2005
Table 10.3 below illustrates possible international funding sources. 
Table 10.3: Potential International Funding Agencies

	POTENTIAL INTERNATIONAL FUNDING SOURCES

	World Bank
	Commonwealth Africa Investment Ltd (COMAFIM)

	United Nations (UN)
	European Investment Bank

	European Union
	UK Department of International Development

	Africa Development Bank
	Africa Project Development Facility


It should be noted that the funding institutions included in Table 10.2 does not include all the funding options that are available. Therefore, it is recommended that further investigation be done on the possible funding sources still available. It is also important to note that funds are made available only to those who qualify, therefore it is imperative to contact these institutions and find out whether the project/initiative complies with the certain requirements that these institutions might have.

10.5 COMPARATIVE ADVANTAGES

Marketing is considered critical to the long-term success of the LED initiative. This is especially true in sectors such as Manufacturing, Trade and Tourism where the growth and success of new ventures are solely dependent on the consumer.

Marketing campaigns should always start out with an assessment of the comparative advantages in the area (i.e. those characteristics that sets it apart from other areas in the region). These advantages contribute almost totally to the decision of a potential investor to invest in a specific region, sub-region, town or site. It is therefore imperative that these advantages be aggressively promoted when implementing the marketing strategy.

Agriculture

Potential can be optimised if raw agricultural products which are produced locally can be beneficiated by the local manufacturing sector. Makhado has enormous capacity for agricultural beneficiation. This refers to extensions in the variety of cultivars, poultry and livestock. An important component in these initiatives is the establishment of SMMEs by local people and the promotion of Black Economic Empowerment.
Manufacturing 

There is ample opportunity for new small industries in the area, especially if they are linked to the local agricultural sector. A very good example of a small industry includes a small agro-processing plant.
Linkages/Tourism
Makhado has strong linkages to the rest of South Africa via the N1 national highway. The N1 provides Makhado with a direct link to the markets of Gauteng and to Zimbabwe to the north. These linkages provide excellent opportunities to the agricultural, manufacturing and tourism sectors of the Municipality. The potential exists to exploit the N1 as a tourism route to destinations in Makhado. This initiative should however be sufficiently marketed and combined with dedicated tourism packages.

10.6 MARKETING

The main purpose of marketing is to inform and convince potential buyers or investors to buy a particular product or to invest in a particular location. The potential client will only be convinced to enter into such a transaction if the anticipated gain or profit exceeds the cost.  

One type of marketing approach usually considered in these strategies is “place marketing”.
Place marketing entails the spreading of strategic market and investment information through appropriate channels that would reach those investors who are most likely to be interested in investing in certain opportunities/projects in Makhado. Place marketing needs to articulate the specific comparative advantages of Makhado and should focus on specific types of funding sources/investors that need to be attracted to the area. Place marketing therefore creates an awareness that would otherwise not have existed or would only have developed over time. The speed at which investment information is spread to the market, therefore influences the rate at which investment is most likely to take place.

This Place Marketing Strategy is in essence the marketing of Makhado as an attractive entity with its own identity and character. The marketing effort should be directed towards the broader public and those who are new in the area, i.e. tourists, the national business community, and international investors. Essentially the main aim of this plan should be to promote Makhado in such a way that it will urge and motivate people/visitors to do their everyday activities in Makhado. This may even include the decision to relocate and live in Makhado, which will bring about extra spending power, and the usage of all the facilities in the area.

In terms of place marketing as well as the marketing of specific sectoral opportunities/projects, it is necessary to co-ordinate the actions of the Municipality and those of the District Municipality (Vhembe DM).

Table 10.4 provides an overview of the advantages and disadvantages of 16 basic marketing methods for project launches and the like. These methods must be compared against each other as well as against the Municipality’s criteria for the marketing approach/campaign.

Table 10.4: Marketing Methods

	MARKETING METHODS
	ADVANTAGES
	DISADVANTAGES

	NEWSPAPERS
	The ad has size and shape, and can be as large as necessary to communicate as much of a story as you care to tell. The distribution of your message can be limited to your geographic area. Free help is usually available to create and publish your ad. 

Fast closings: If you decide to run an ad today it can be in the customers’ hands two days from now.
	Clutter:

Your ad has to compete for attention against large ads run by supermarkets, etc. 

Poor photo reproduction limits creativity. 

A price-orientated medium.

Short-shelf life: The day after a newspaper appears it is history.



	MAGAZINES
	Higher reader involvement means more attention will be paid to your advertisement

Less waste circulation: You can place your ads in magazines read primarily by buyers of your product or service

Better quality paper permits better photo reproduction and full-colour ads.

The smaller page permits even small ads to stand out
	Long lead times (generally 90 days) mean you have to make plans along time in advance.

Higher space costs plus higher creative costs.

	YELLOW PAGES
	Almost everyone uses the yellow pages.

Ads are reasonably inexpensive.

You can easily track responses.
	Most of your competitors are also listed.

Ads must follow a certain format and therefore are not very creative.

	RADIO
	Universal medium that’s accessed at home, work, while driving. Many people listen to the radio at some point during the day.

Permits you to target your advertising funding to the market most likely to respond to your offer.

Permits you to create a personality for you business using only sounds and voices.

Rates can generally be negotiated.
	Because radio listeners are spread over many stations, to totally saturate your market you have to advertise simultaneously on many stations.

Ads are an interruption to the entertainment therefore ads must be repeated.

Radio is a background medium.

Advertising costs are based on ratings.

	PAMPHLETS/

HANDOUTS/

FLYERS
	Flexibility in production helps to keep the costs down. Can distribute same pamphlet through different means (direct mail, trade shows, street corner handouts) to increase reach.
	Message must be kept simple to be effective. May require coordinating the services of many people: artists, photographers, printers, etc.

	BROCHURES
	Provides in-depth information to interested prospects. Can be kept for reference after sales discussion, or as follow-up to ads, telemarketing, etc.
	Can be expensive and unnecessary if distributed to people who haven’t expressed interest. Can require vigilance to continually update its look and feel, pricing and product information.

	WEBSITE
	Combines text, graphics, sound and movement to provide information.

Interesting, useful sites build customer loyalty.

Interactive: Customers can choose info they want and give feedback.

Global medium: Markets as well as sells directly. Easy to change information and correct mistakes.
	Little value if customers aren’t online.

Website must be marketed so customers know it exists.

Regular updates required to attract repeat visitors.

	OUTDOOR ADVERTISEMENT
	Low cost: High reach and frequency for general audiences.

Can be hard to ignore.


	Extremely limited message length. Best when paired with another medium.

Production cost can be expensive.

	PUBLIC RELATIONS
	Relatively inexpensive if you do it yourself.

Builds credibility with investors.

Provides feedback about the initiatives image and position.
	Faulty personal relations efforts can hurt the initiative and Municipality.

Can be time intensive.




Source: D.H. Bargins, Jr. 1998, The Market Planning Guide, 5th Edition

10.7 CONCLUSION

The final step of analysis forms one of the initial steps of the implementation phase. Once the potential of prioritised projects have been identified, the next step should be to assess the feasibility thereof. This is done by means of a preliminary feasibility, which is included in a business plan format so as to market the idea to a potential investor. Such business plans usually includes the details and description of a project, its preliminary feasibility i.e. potential, current market trends, linkages and market gaps. In broad terms, it markets the potential of the project to generate profit to the investor, create jobs for the unemployed communities and ultimately contribute to the socio-economic upliftment of Makhado.

Business plans should be preceded with an in-depth feasibility study. They serve the purpose of an implementation framework for potential projects. In the initiation of such projects, the outline of these business plans should be revisited. 

The diligent execution of this strategy will stimulate the economic regeneration of Makhado and the alleviation of poverty. This will be achieved through the promotion of sustainable farming practices and the broadening of the economic base (i.e. diversification of the agriculture, tourism, manufacturing and trade sectors).
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� SWOT analysis looks at the internal strengths, weaknesses, opportunities and threats that may be caused by the external environment.
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