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1. BACKGROUND TO PROJECT

The Kwa Sani Tourist Souvenir and Decorative Materials development programme is
an outflow of a craft feasibility study funded by Project Consolidate. Funding from the
Local Competitiveness Fund was secured from Gijima and the project which was

subsequently branded “Kuhle”, commenced in September 2007.

The Kwa Sani municipal area has around 200 active crafters from the areas of:
Stepmore, Brotheni, Nggiya, Ridge, Pitela, Enhlanhleni, Underberg, Himeville,
Magqatsheni, Thunzi, Netherby Ridge, Garden Castle, Ntwasahlobo, Lotheni and at
Reichenau mission. Of these crafters, 26 were selected by community craft groups to
participate in the Gijima pilot project where they have received intensive training and

business coaching.

The overall objective of the project is:
To develop a programme that creates an enabling environment for the production of
hand crafted tourist souvenirs and decorative materials in Kwa Sani to grow into a

viable industry.

The specific objective of the project is:

To undertake a focused 8 month intervention programme to upgrade craft
techniques, create a Kwa Sani souvenir / decorative material brand and link crafters
to markets. Completion of this Business Plan will map the direction of the Kwa Sani

craft industry forward to 2010.

Background to objectives

The sustainability of any rural craft industry is dependent on the quality of its products
which must be acceptable to a highly discerning local and international tourist
market. This can only be achieved if the crafted items are well-made and innovatively
designed. The Kuhle programme is addressing the pertinent aspects of product
guality, design, systems, technology and distribution channels which extend far
beyond a roadside craft centre for passing tourists. The marketing of crafts through
key distributors and through website showcasing is regarded as key to addressing

the difficulties generated by the spatial dislocation of producers.
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New opportunities for the craft sector have opened up with the post-democracy
growth in tourism to the Southern Drakensberg. The Kuhle craft development
programme will therefore target this market through the supply of functional and

décor gifts reflecting the character and culture of Kwa Sani.

There is a direct potential market of half a million tourists a year who visit Kwa Sani.
The embryo of a distribution system exists in the form of hotel retail outlets, town gift
shops, a market planned at the new Sani Pass border post and a municipal craft

market to be assembled in Underberg.

Specific capacity can also be grown to service the local hotel décor market. There
are 3250 tourist beds in Kwa Sani. Accommodation owners typically refurbish rooms
every five years and there is strong support for sourcing soft furnishings from local

producers.

A variety of local raw materials are readily available, and suitable for quality
production

A number of local institutions, hotels and skilled individuals are already active in the
sector and are prepared to contribute skills and resources to craft and decorative

materials development.

The overall purpose of the craft development programme will be to gain a phased
approach for tapping into and expanding the existing craft production base. Market
Competitiveness will be achieved by combining traditional craft and contemporary
functional craft with the resultant creation of new jobs and entrepreneurship

opportunities.

The Craft industry has been identified as a key sector where local governments and
other stakeholders need to facilitate the establishment of partnership groups and the
Kuhle project aims tO achieve this by mobilising stakeholders and resources. The
programme focuses strongly on meeting and matching market demand, providing
added value and developing a self-sustaining market for tourist gifts and decorative

materials.
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Main Implementing Partners

Kwa Sani Local Municipality is implementing the project with specialist craft training

agents and a project management agency.

Kuhle is project managed by PR Africa, a Durban based B.E.E planning and public
relations consultancy which has undertaken a variety of tourism and LED projects in
the area. The private sector partner is Gooderson Leisure Corporation which
supports a rural Bead project at their Drakensberg Gardens Hotel in Kwa Sani. The
hotel group has a sound track record of supporting economic development amongst
their neighbouring stakeholder communities and has craft industry expertise gained
from their successful tourist craft sales operation at DumaZulu traditional village

lodge near Hluhluwe.

Specialist design guidance has been provided by Dr Kate Wells of the Durban
Institute of Technology who has achieved international acclaim with the Siyazama
Project: A traditional Beadwork and AIDS intervention programme. Lobolile Ximba
and Celani Nojiyeza from Siyazama have provided small group training to the Kuhle

beaders.

The business plan will address the needs and challenges outlined

below:

Craftwork is a vehicle to nurture creativity and provide opportunities to mostly women
who have been through very tough times and have had the least opportunities in
society. The potential market in Kwa Sani is substantial yet it is not currently
supplied. Until now there has been no unifying local craft brand and little

understanding of which products match market needs.

Producers in Kwa Sani are miles away from distribution points and are largely unable
to sell their goods due to over-supply of items no one wants to buy and difficulty in
transporting the items to suitable markets. There is a huge need to upgrade the
knowledge and skills of crafters through training workshops, design guidance,
development of manufacturing, distribution and pricing systems and introduction of

suitable technologies.
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The objectives and expected results

The objective is to create a viable Kwa Sani craft industry. The expected results are:

Craft producers with potential are identified and mobilised

Design inputs and training result in crafts that fit market demand

Crafters are linked to markets through systems and mechanisms that improve
distribution

Development of craft and decorative materials production systems and
technologies to the point where the volume, quality & pricing requirements of
the market are matched and the difficulties generated by the spatial

dislocation of producers can be overcome.

Kwasani Crafts before training

Kwasani Crafts after 3 months of training
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2. BUSINESS PLAN OBJECTIVE

This business plan is for the creation of a self-sustaining crafting industry in the Kwa
Sani Municipality. The plan will define specific structures and activities designed to
institutionalize the successful creation of a long term/sustainable business that will

serve to benefit the currently unemployed peoples of the Kwa Sani Municipality.

Aspects included in this plan include:

1. Organizing the crafters in the region into a cohesive, well connected
working body

2. Establishing an organic management structure with the capacity to enhance
the success of individual crafters

3. Securing a stable and reliable base of quality materials that is easily
accessible to crafters at a fair market price

4. Instituting a vehicle for training in technique and design development

5. Developing individual business skills

6. Creating a recognizable “brand/banner” under which crafts from the area
are marketed with corresponding standardization of quality and production
security

7. Developing a stable/sustainable/evolving market

8. Establishing a forum for the collateral advancement of interventions in

healthcare, family safety and other related social issues

9. Securing information regarding sourcing of support funding and other forms
of support to enhance the survival prospects of the business

10. Executing a strategy for the evolution of the business from an artificially
supported one to one that becomes a self-supporting/sustaining entity with
a corresponding evolution of skills transfer to the extended participants.

By nature this plan is intended to be both structured as well as flexible. It is
understood that for the plan to be successful certain structures must be established
that are relatively solid while other aspects will by necessity need to evolve with the

development of the business over time.

In brief, the basis of this business plan as detailed by the original proposal is to work
with 26 representatives of the over 200 crafters that are active within the surrounding

area to:

Develop and enhance existing crafts, techniques, designs and materials; and
Establish a formalised business structure to support these crafters such that
by working as independent business people in concert and under one “label”
with fellow crafters they are able to maximise the economic potential of their
businesses
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3. AREA PROFILE

3.1. Location

The Kuhle Project draws crafters entirely from settlements located in the Kwa Sani
Municipality. The Kwa Sani Municipality is one of 5 local municipalities that form the
greater district municipality of Sisonke. The Kwa Sani Municipality is at the western
border of the Sisonke District and is located approximately 2 ¥ hours west of Durban
and 1 ¥2 hours west of Pietermaritzburg via the N3/R617 and is dominated by its
close proximity to the Drakensberg Mountain range and access to Lesotho via Sani
Pass. This area on the southern slopes of the Drakensberg Mountain range is
comprised of rolling hill sides and valleys dotted with farms, commercial stands of
managed timber, local subsistence orientated settlements and open grass lands all of
which culminate on the steeper slopes of the southern Drakensberg parapet and the

borders to the Ukhahlamba-Drakensberg National Park/World Heritage Site.

There are two dominant urban areas within the municipality; Underberg and
Himeville, with Underberg being the dominant commercial centre. Neither of these
urban areas have more than 1000 permanent residents. Underberg, the larger of the
two, acts as the commercial and social hub for the 25 plus rural settlements that are
scattered through out the territory administered by the local municipality, while

Himeville is site to the local municipal offices.
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3.2. Demographics

Per the most recent census there are in the range of 16,000 inhabitants within the
confines of the local municipality. The majority of these (90%+) live in settlements
scattered around the Underberg/Himeville axis. In excess of 60% of the
economically active age group (19 — 65) living in these settlements is currently
unemployed or working within the informal sector. The only statistics available as to
average income per house hold are significantly dated, but indicate that the average
annual income is well below the current “poverty level” criteria established by the

national government.

For the purposes of this business plan we have detailed the age, gender, settlement
location and income of the 26 representative crafters that form the core of Kuhle
business. It is understood that this sampling is limited, but does give a reasonably
accurate “sample” of the financial conditions existing within the operative

communities today.
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ANY OTHER

EDUCATION

INCOME PER
PERSON IN

CRAFTER

MONTHLY SALARY

SUPPORTS

BREADWINNER?

Husband works,

HISTORY

HOUSEHOLD

Zenzile Mtolo R200 grant for 1 child Supports 5 people | earns R800 a month | None Stepmore 200 per person
R1620 pension, R400
Dorothy grant for 2 children =
Madondo R2020 Supports 5 people No Grade 7 Brotheni R404 per person
Grade 12,
trained as
tourist guide
at the
Nomasonto mother receives Reichenau
Zuma R400 grant for 2 children | Supports 5 people pension R820 Mission Enhlanhleni | R244 per person
Grade 12,
courses in
R1500 as a teacher in Basic
Basic Computer skills at concept of
the Reichenau Mission the computer,
School contract ended tourism,
November, lack of funds Health,
for the programme. She Counselling
also works as a tour guide Her father passed Skills.
at the mission but it's a away, he was a courses for
seasonal job and she policeman, and they | crafts at
usually has people during receive money from Reichenau
the holiday season, R20 his pension every for on report
Per person. R400 grant month. She doesn’t writing and
Phumzile Qwabe | for 2 children Supports 3 people know how much itis. | quality control | Enhlanhleni | R140 per person
Pamela Molefe Supports 10 people
R2000 doing gardening which includes
and cooking grandchildren No Grade 7 Ridge R200 per person
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R600 for 3 Children,
R1300 from house sitting

Lillian Chagwe job = R1900 Supports 4 people No Grade 4 Drakensberg | R475 per person
R1400 after deduction.
Thandekile Drakensberg Resort Mother Works (see
Chagwe Waitress Supports 2 people Lillian Chagwe) Grade 12 Drakensberg | R700 per person
Father gets pension
from his retirement
at the Sani Pass
Hotel, Mdu doesn’t
know how much it
is, the father is the
breadwinner, he
supports all 7
people in the family,
when Mdu makes
sales from his items
then he contributes
to the family which Father is the only
Mduduzi Majozi no income is very rare. bread - winner Grade 11 Umaqatsheni RO
Solie Msomi husband works is the
only bread winner he
works for the Dept of
Local Gvnt and
traditional Affairs;
No Income Supports 6 people R5200 a month Grade 10 Umaqatsheni R 866
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she is a dressmaker some
months she doesn't sell
anything but her stuff sells
for R15 - R20 so if she is
busy then she might sell

Supports 3 children,

her husband is a
mechanic she
doesn’t know how
much he earns a

Sizeni Cule for R500 a month 2 grandchildren month Grade 11 Underberg R100 per person
Supports 1 Child of
Receives grant for 1 child | her own and she
R200. R400 from her helps her mother to
Tuck Shop a month = R support 8 other
Zandile Khuboni | 600 people back home. no Grade 11 Underberg R60 per person
Albertina She received pension, Supports 9 children, | See Thandazile
Mncwabe R820 2 adults Below Grade 3 Stepmore R75 per person
Disability grant for herself
R820, receives grant for 1
Child R 200, grant for 2 Her Mother received
Thandazile orphaned children R1240 | Supports 9 children, | pension of R820 a
Mncwabe = R2260 2 adults month. Grade 9 Stepmore R205 per person
Supports her
daughter who
started studies at
Olga Mkhize Pension R820 Unisa this year no Grade 8 Enhlanhleni | R410 per person
1 Brother works but
does not help to
Shongile Mkhize | R800 Salary Supports 11 People | support the family Grade 11 Himeville R72 per person
Husband works as a
Nomathamsanga | R1050 as a Domestic farm hand for R1200
Dlamini Worker Supports 5 People a month Grade 4 Himeville R450 per person

Lerato Khanyane

Information is currently
unavailable

Busisiwe Ngcobo

Information is currently
unavailable




Receives grant for 1 child

No other

Xaferia Molefe R 200 and pension R 860 | Supports 4 people | breadwinner Grade 6 Nggiya R 265 per person
Husband is
unemployed but they
sometimes get
Receives grant for 1 child income for fixing
Khangezile Mtolo | R 200 each month Supports 5 people | people’s cars. Grade 5 Stepmore R 40
Works for Zibambele
Road Maintenance project | Supports 3 people,
— R400 a month and 1 child is at tertiary
Ernestine receives grant for 1 child and she sends her No other
Dlamini R 200 R300 every month breadwinner None Makholweni | R 200
He has no steady income
he lives by building
houses for people.
Sometimes he builds 1
house in a month. A mud
house is R 350 and a No other
Victor Ndlangisa | brick house is R 450 Supports 5 people | breadwinner Grade 6 Nggiya R 90
Daughter has been
working on Sani
Pass Road and
Receives R 860 pension earns R 1000 a
Kholisile Shoba every month Supports 7 people | month. None KwaPitela R 137

Information is currently

Saferia Madlala unavailable
Merencia Information is currently
Madlala unavailable

Dorah Molefe

Information is currently
unavailable

Figure 1: Crafter Profile
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From information garnered from the Kwa Sani Integrated Development Plan of 2002
the income for the inhabitants involved in this project was estimated to be in the
neighborhood of R1500 per annum. From this report and on the basis of our sampling
of the 26 crafters currently involved in the Kuhle project we have found that current

income levels have risen to approximately R3600 per annum per person per household
and that the majority of the people living in these rural households have no formal
income and subsist on a mixture of government subsidies, casual labour and

subsistence agriculture.

Formal employment in the district stands at less then 20%. All of the people who have
entered into this project are under or unemployed. Government assistance, which is
currently the main source of income for the many of these people amounts to less than
R200 per person/household per month. The majority of the crafts people involved with

this project have the following profiles....

Single woman, head of household with 2+ children
Married woman with 2+ children and marginally employed spouse
Elderly woman with 2+ adult children and numerous grand children

Young, unmarried male

Phumzile Quabe, a single woman living with 2 children typifies the single woman head
of household. Until recently Phumzile was temporarily employed at Reichenau Mission
School as a computers skills teacher. She made a gross salary of R1500 per month.
Funding for the programme ended in November of this year. She and her two children
now subsist on a monthly R200 per child government grant, supplemented by her
guide work at the school and a portion of her late father’'s pension. In total her current
monthly household income is less than R1000. From this she sets aside R265 per
month for school fees, uniforms and lunch money as well as R50 for electricity and

R100 for phone. This leaves approximately R585 per month for all other expenses.

Albertina Mncwabe, a grandmother, lives with her unmarried daughter, and 9 children.
Albertina receives a pension of R820 per month. Her daughter Thandazile Mncwabe,
also part of the project, receives a disability grant of R820 along with government aid
amounting to R1440 for the children in the house hold. Between them they have a
total of R3080 per month for a household of 11.
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This situation is very common, elderly woman frequently live with extended families
and help with the support of grandchildren. These women receive similarly minimal
support from the government and often use this support to aid their unemployed

children and grand children.

Even married women like Nomathamsanga Dlamini exist in similar conditions. She
and her husband have a combined total income of R2250 per month for a household of

5 people translating to an income of R450 per person.

The single men in our sample group are all unemployed without any source of income

and currently exist through odd jobs and family support.

The reality of this is that the majority of the individuals in our pilot group have incomes
of less than R1200 per month from all sources. These individuals must share that
income with a minimum of 3 other people in their households. This translates to R300

support per person in the affected household.

Even a modest input from the sale of crafts could have a dramatic effect on house hold
income. Sales of R100 per week would in effect add 25% to the individual income per

household.

3.3. Area Wide Economy

The district currently has 4 local economic drivers that have a trickle down effect on the

settlement populations:

Agriculture
Construction
Commercial retail sales

Tourism and Hospitality

In addition there is a growing local bedroom community of second home owners
(weekenders) and retirees. This has created a localised property and building boom
which as yet exists in isolation to the surrounding communities as the majority of the
skilled labour continues to be imported from Pietermaritzburg. There are some spin

offs with the hiring of local clean up crews, domestic workers and gardeners.
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Currently agriculture, which has been the single biggest employer of the rural
settlement population, is under some strain. Land in the area has gone through
significant degradation through poor management, over-grazing and intensive
subsistence agricultural usage. Employment in this sector appears to have topped out
and may in fact be facing a potential decline. Salaries for the average farm worker in

the area range from as little as R800 to R1800 per month.

Fortunately, the most significant of these economic drivers in relationship to the
population group the project will draw from is the untapped potential of the rapidly
expanding tour, tourism and hospitality industries. Workers in this industry generally

make on par with those in the agricultural sector.

Underberg acts as the jumping off point for this rapidly growing tourism industry which
is currently being driven by its access to Lesotho via Sani Pass. Numerous outfitters
and hospitality suppliers have established themselves in recent years through this

tourist land mark.
The initial focus of this plan will be to access and draw from this already developed and
expanding local economic category and maximize returns as the crafters achieve

market penetration.

Following is a breakdown of customer base for the 4 major tour operators and the two

major hotels operating in the area.

Page 14



ESTABLISHMENT

CONTACT
PERSON

NUMBER OF PEOPLE
THEY TAKE TO SANI
PASS

INTERNATIONAL AND
NATIONAL TOURISTS

Sani Pass Tours Rob Van Den During peak season from | 5500/year
Heuvel September to end of
January they take 170 90% international 4950
people a week and about | 10 % national 550
750 a month/off season
250 per month
Major Adventures Charles Major 500 on slow months, up | 8000/year

to 1000 on busy months
from October - January 80% International 6400

20% national 1600

From November to
March they take about
350 people a week, more | 80 % international 6440
than 1400 a month. April | 20% national 1610
to August they take on
average 150 people a
month

They take about 150
people monthly even
during peak season,

Thaba Tours Ray Watt 8050/year

Johan Van
Jaarsveld

Buntu Tours 1800/year

80% international 1440
20% national 360

Figure 2: Tour Operators

NUMBER OF

ESTABLISHMENT TEL NUMBER  PEOPLE INTERNATIONAL NUMBER OF

STAYING AT
THE HOTEL

AND NATIONAL
VISITORS

BEDS

Sani Pass Hotel 033702 1320/ |Inaday60—-70 | 23400/year Sleep 178
Tarryn at people, in a people
Reservations month 1950 60% international
people 14040
40 % national
9360
Drakensberg 033 701 1355 In a month 30000/year Sleeps 204
Gardens Resort roughly 2500 people
people 70% international
21000
30% national
9000

Figure 3: Hotels
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Extending these statistics to a yearly count gives us a combined figure of
approximately 76,750 visitors either staying at one of the two hotels or using the
services of one of the 4 above listed tour operators. There is some doubling up
between visitors using tour operators and hotel visitor counts but this is more than

offset by the significant number of visitors using other accommodation sources.

Sani Pass Hotel and Drakensberg Gardens account for less than 15% of the available
beds in the region. This number was established as 3257 by a recent survey
conducted by PR Africa. These “non mainstream” venues run at an average yearly
occupancy rate approaching 60%. This translates to an additional visitor total of
(2897beds x 365 days x 0.6 = 634,443). Given the nature of this type of survey we can
conclude that there are at a minimum 500,000 additional tourists visiting the area

beyond those staying at the Drakensberg Gardens and Sani Pass Hotels.

As per the above survey our sample group is comprised of approximately 75%
international visitors. This translates to (76,750 x .75) approximately 57,563 non South
African visitors per year that are using one of the two destination resorts or one of the 4
listed tour operators. These statistics are very conservative in light of the additional
bed space and tour operators not included in the above tables. Even if only 10% of the
visitors staying at other venues are international tourists this would add an additional

50,000 international visitors into our potential market pool.

The fact that both the tours operators and the two major resorts are “destination” in
orientation offers crafters in the area a unique/immediate opportunity as they are
location specific and easy to access. These tourists currently have little in the way of
curios and gifts to purchase and what is available is sold through 3 craft stores that
import many of their goods from other areas as the quality and availability of local

goods has not been up to standard.

The four listed tour operators (there are an additional 4 not listed as they currently don't
have show room space) and both hotels have expressed interest in representing Kuhle
crafts to their clients. This is seen as a win-win situation as it will further enrich a
visitor's experience making tours more attractive; while at the same time add money

into the local economy.
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Potential sales models/projections that work with this limited sampling are attached to
budget. It must be remembered that Kuhle Crafts will want to also access this larger
general market available in the area as well. This can be done through local retall

outlets, at the new craft center and through other on going local opportunities.
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4. BUSINESS PLAN

4.1. Participation

As per the original vision of the current project, individuals representing each of the
major crafting groups from surrounding settlements will become the core driving force
for the long term business plan. This core group will be tasked with transferring skills
and inviting participation into the Kuhle business group as independent contractors. It
must be clear, however, that these original 26 representatives do not necessarily
constitute gatekeepers into the business/label. Kuhle is intended as a business vehicle
with open access to all residents of the area with the only criteria for membership being
that their crafts meet the standard of the Kuhle label, that they are capable of meeting
market demands and that they exhibit sound financial judgment and agree to support
the Kuhle Craft business and that through their actions they do not bring discredit to

the group.

4.2. Assessment of Similar Business Models

The immediate challenge is that almost all craft projects fail because they are done
collectively with no understanding of business principles. The majority of the ones that
do work are run by entrepreneurs who mobilize groups of crafters and give them set
design templates to produce under their label. In most cases these crafters are making
less than R200 a month.

In the majority of the projects we have investigated, crafters are paid in cash, not into a
bank account, their materials are supplied to them by the entrepreneur running the
operation and the finished crafts are marketed by the entrepreneur. These practices
encourage dependency and do not empower crafters to evolve into self-employed
business men and women with the capacity to build independent businesses within

their communities.

Gone Rural located in Malkerns, Swaziland is typical of the benevolent
entrepreneur/cooperative driven business model. Created by Jenny Thorne, a
transplanted English woman, in 1992, Gone Rural now has over 700 people working

and has a dedicated business staff of 23 people.
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Detailed feedback from each craft operation we interviewed is contained in

Annexure A.

Gone Rural has some significant structural components that lend themselves to

replication and can be used in developing the Kuhle business model.

Another project is Fancy Stitch located in Ingwavuma. Fancy Stitch uses a similar
approach as Gone Rural. Once again a benevolent entrepreneur has established a
structured environment that is focused on uplifting the general community. Fancy
Stitch has created a niche market in hand embroidered items that range from
customized greeting cards to large, hand stitched tapestries. Crafters are trained by
staff and only goods that come from trained crafters are used. Fancy Stitch was

founded by artist, Maryna Heese.

There are a number of similarities between both of these examples. Each has had a
benevolent entrepreneur as a catalyst for their operations. Each continues to maintain
a structure that has the majority of the participants as “semi” employees. Both have
developed over seas markets. Neither has made significant use of government,
corporate or NGO funding. Both continue to rely on a key outside person to maintain
momentum in the business. Neither has put much focus on the collateral development
of business and life skills to the crafters. Both do sponsor some form of health
education training. Both are focused on affecting the largest number of people, which

has effectively limited the financial upside per crafter.

Perhaps the most effective model we looked at is Streetwires which has taken the

Cape subculture of wire related art and brought it mainstream.
Streetwires is a privately held, for profit business that seeks to equitably compensate

employees for their work. Streetwires sponsors internal training and design motivation,

promotes from within and is moving toward a profit sharing entity.
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Patrick Schofield emphasized a number of critical factors that dictated the success of

Streetwires:

Keep in constant touch with cutting edge design, bring in new designers and
develop a synthesis between crafter ideas and design specialists/artists
Be strict with rules and quality control. One bad apple can spoil the entire
operation, one bad product can destroy a relationship
Beware of moving into new marketplaces to quickly. If you have a good local
market, develop it to its capacity, this will allow you to develop your systems
before expanding into more difficult marketplaces where mistakes are more
difficult to fix
Custom and corporate gifting is the most profitable part of the business, but you
need a full line of samples and the ability to turn out products on a production
line basis............ very quick turnaround. You also need a sales person who

can access that marketplace.

4.3. Site Specific Nature of the Kuhle Crafts Business Plan

The vision and aim of Kuhle Crafts is designed to be site and culturally specific to the
conditions existing in the Kwa Sani Municipal District. The cited examples above offer
numerous structural components that can be incorporated within the Kuhle Crafts
business plan, but local conditions and the vision to create more than just another
benevolent entrepreneurial endeavor demand a different approach. We envision
taking pieces from each of these examples and synthesizing them into something that

is unique to Kuhle Cratfts.

The business plan for Kuhle Crafts has a two fold end vision, the first being to create
beautiful crafts that can be sold, thereby adding directly to the economic well being of
the crafters and their families and two, collaterally empowering the crafters with
knowledge on all aspects of how to create and run their own businesses in an evolving
marketplace. This vision recognizes and is designed to support the individual nature of

each crafter in their efforts to improve their lives.
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4.4. Structural Components

Every business needs an identifiable structure. To maintain the vision of Kuhle Crafts
the best structure will be one that costs the least and offers the most in terms of

support, both in funding and expertise.

We recommend that Kuhle Crafts be registered as a Section 21 not for profit entity or a
PTY Ltd public benefit company. In whatever case the intent is that the company itself
is not in business to make a profit. With this in mind creating a “benevolent” trust or
board that serves to support crafter activities seems the most logical alternative. Listed

below are two possible structures:
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BUSINESS MODEL OPTION 1
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BUSINESS MODEL OPTION 2

}
}

Whichever format is chosen, management will initially be required to undertake all the

components of the business that have to do with quality control, payment, distribution,

storage and support.
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5. DETAILED RESPONSIBILITIES OF MANAGEMENT

Institutionalize ongoing training programs

Gate keep quality standards

Develop markets

Access design support

Distribution and compensation

Business records

Development of collateral life enhancement programmes

External funding

5.1. On-Going Training

Crafters will require on going training to develop new crafting skills. The nature of the
crafting industry is one of a constantly evolving product line. For Kuhle Crafts to
continue to compete, crafters will have to be exposed to new product lines, techniques,
tools and materials. An example that we are currently dealing with is working with dye
processing and raffia. Of immediate concern is developing standardized colors for our
basket product line. Bringing in an expert on dye techniques will eliminate a lot of trial
and error and also serve to cover safety aspects of working with and handling dyed

products.
As new products are developed from marketing side input the management trust will be

required to source technical support to implement these new products. We

recommend that a budget line be established for on going training.
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5.2. Gate Keeping Quality Standards

What separates Kuhle Crafts from random crafters hawking crafts independently is the
Kuhle Brand and single point of distribution. For Kuhle Crafts to succeed quality and
type must become institutionalized. Management need to play a key role in
establishing quality standards. This can be accomplished by initially assigning the
individual who will represent the crafts to retail and corporate outlets to act as a gate
keeper to the Kuhle label. This role will have to evolve over time to a board comprised
of crafter and management representatives once sales are well established and the
label begins to garner recognition and particularly as new crafters are brought on line.
It is important that crafters develop “quality consciousness” and that eventually this

board becomes “crafter” staffed and driven.

This issue of quality will be linked closely to on going training. New crafters will have to

be “certified” as up to standard before they are allowed to sell through the Kuhle label.

5.3. Developing Markets

Marketing crafts will decide the success or failure of the business. The importance of
this aspect of the business demands professional support. In the initial phase, by
concentrating on the “local” market Kuhle Crafts can use a local entrepreneur who
takes on the responsibility of distributing crafts to local retail outlets. This will entalil
keeping records of crafters represented and sales receipts. Best case scenario would
be someone who is already involved in the craft/tourism industry and can use this base
to reach out to other markets. Management board members can play a role in
expanding this aspect of the business through their already developed business
connections. What is critical is that this position is filled by a committed person who is
compensated for their time and efforts and that this compensation is not initially
dependent on revenues from crafts. This needs to be a funded position that is
eventually supported by revenues from crafting operations and this position will have to

lead to someone who can access wider markets than just the local one.
Distribution to the marketplace must be centralized. All products with the Kuhle label
must come from one point of distribution. No crafters can be allowed to distribute or

sell crafts independently once the Kuhle label is affixed.

Funding trips to craft, trade, design and tourism symposiums will be required.
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5.4. Design Support

All of the craft businesses that we have contacted have emphasized the need for
budgeting for on going design input and support. As an example, Patrick Schofield, co-
owner of Streetwires, budgets 1/5™ of all profits to design and design development.
Streetwires combines design input with existing skills and vision to create uniquely new
product lines. This will have to happen at Kuhle Crafts or Kuhle Crafts will become a

“limited” project that depends entirely on the local “cultural tourism” sale.

In addition, the Streetwires stratified model where crafters are rewarded for excellence
and speed seems logical. Developing crafters with natural creative talents to lead from
within and giving this select group design support will help institutionalize a culture of

creativity and excellence.

5.5. Distribution and Compensation

Product distribution has to be centralized. Crafters come from a wide geographical
area. Creating a central distribution hub in the Underberg vicinity is a critical
component to establishing Kuhle Crafts as the vehicle through which crafters access
the marketplace. We recommend renting a secure storage site that can eventually
double as an additional local retail outlet. We can approach one of the businesses that
are currently selling craft products as an interim solution, but from our research these
outlets are already pressed for space and would have to be well compensated to act as

this storage centre.

The best solution is to acquire a dedicated location that is dry, secure and centrally
located as soon as possible. This distribution centre can also serve as the control point
for the economic and quality aspects of the business. Crafts will be logged in by the
“craft agent”. Quality can be assessed. Pricing lists will be developed and prices will
be assigned to each craft when it is accepted for labeling. Crafters and manager will
sign a ledger and crafters will receive a receipt. This brings us to a critical juncture in
the process; will crafts be sold on consignment or through another system? Each of
the businesses we investigated have let the marketplace dictate this aspect of their
business. Gone Rural pays crafters as crafts are delivered, but is dependent on sales
to support additional orders. Streetwires has created enough equity in the business to

pay “wages”. Fancy Stitch pays crafters when they deliver their products
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We envision an initial system whereby crafters are paid 50% up front upon delivery and
the remainder within 30 days of sale. This will allow the business to build up a degree
of equity while at the same time reward crafters immediately for their efforts. Like it or
not most local retail outlets will not do outright purchases. Once Kuhle expands
beyond the local retail markets this system may be revised, but the 50% up front/30

day from sale system can continue to give the business both equity and loyalty.

We also believe that during the initial phase crafters are limited to a R500 consignment
account and that until this “account” is reduced or cleared by sales that no additional
crafts are accepted from that particular crafter. As the business expands this amount

can be increased and become a function of cash flow.

Accounts and funds will be supervised by an appointed local accountant. Julia Willox
seems like a likely appointee for this position, but it can also be put out to tender. What

is important is that this person is both local and competent.

Funds from sales will be directly deposited into the Kuhle Crafts bank account and
close out payments can be made twice a month so that no more than 15 days elapses

before a crafter gets full payment after sale.

This aspect of the business needs intense scrutiny and input from the steering
committee as it will more than any other aspect besides sales affect the long term

viability.

5.6. Business Records

Two Sets of records need to be kept. One at the point of craft sales and the other the
overall set of records for the umbrella business. If the structure is a PTY Ltd a fully
certified accountant will be required to review and certify the records each year. We
recommend getting an accountant or accounting firm to serve on the board. This will
cut costs. Books and records can be kept by the locally appointed accountant and a
copy of these records could also be held by the significant corporate sponsor or the

local municipality.

All administrative record keeping and accounting can be done in Underberg at the point

of sale.
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5.7. Development of Collateral Life Enhancement Programmes

Kuhle Crafts will become a focal point of the extended communities of the Kwa Sani
Municipality and as such lends itself to becoming a vehicle to affect change and
enhance the lives. We recommend that as part of the vision statement of the
corporation, a programme that addresses life issues of the participating crafters is
adopted and that funding is secured to support this programme. On going education,
health, safety and skills development could be collateral benefits extended to crafters
and their families. Gone Rural has entrenched this policy within their business and can
be used as a potential resource for information regarding the set up, funding sourcing

and execution of this programme.

5.8. External Funding

Money secured from crafting should go to crafters. All other aspects of the business
should be supported for as long as possible by external funding sources. This will give

the business the edge it needs to eventually become self-supporting.

Building an annual budget, sourcing funds to support that budget and administering
distribution of funds are all governing body responsibilities. Sourcing funds from the
private, NGO and public sectors will be a major function of the Kuhle Craft governing

body and will require expertise and commitment.

Funds are available but to acquire those funds Kuhle Crafts will have to prove that it is

both in need as well as capable of doing what it proposes.

Need can be demonstrated by showing the economic statistics at work within the
crafting communities of the Kwa Sani Municipality. Taking specific interviews with
crafters, filming living conditions, getting testimonials from relevant government and aid
agencies working in these communities will all need to be in the package Kuhle Crafts

presents to funders.

Ability will be demonstrated by the depth and degree of detail in the business plan and
by the commitment of the people putting this plan into place. The steering committee
needs to review the above suggested business plan and tailor it to what it believes will
offer Kuhle Crafts the best chance for securing this supporting funding as well as give

the business sound structural footing.
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Once this is accomplished the PR Africa team can finalize this document and attach

the supporting tools required for presentation.

It is critical that we dispel the idea that Kuhle Crafts is another in an endless line of self
help projects that will be an endless drain on support funding. The business plan must
demonstrate a path to a self-sustaining condition and this should be over a set time

period of at the most 3 to 5 years.

Whichever business vehicle is ultimately chosen, the nuts and bolts of the actual

business plan will initially be based upon:

taking advantage of the largely untapped sales potential of the local tour and
destination resort market, in particular the international visitors

using the Kuhle Craft platform to pay crafters in lieu of waiting for consignment
payments

accessing government, corporate and NGO funding for training and business
support

transferring business and life skills to participants so that crafters can assume

managements roles initially held by the board
Making the Kuhle Crafts the platform for:

craft training

design support, standardization and implementation
quality control

brand and trade mark registration and protection
material supply side development and continuity
market and sales development

purchasing of crafts

business training

life skills training,

will demonstrate that the management has a plan that adequately addresses all of the

possible concerns of potential funders.
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By emphasizing Kuhle Crafts commitment to weaning away from outside funding
through a measured programme of return investment from craft profits as the business
matures funders will be able to measure success and thereby feel secure that their
investment is going to best use. Typically this change over would eventually entail a
15% surcharge on all products carrying the Kuhle label. We would further expect to
see a transition in personnel. Specialist volunteers, advisors and professionals that
initially perform management functions within the Kuhle structure will be replaced
through an internship programme such that the business reduces its reliance on non

organic personnel within its operations.

What is envisioned - some after thoughts

Government, corporate or NGO support to get the project up and running by:
getting people grouped together

identifying a business opportunity

training people in performing the functions that support this opportunity
transferring the skills to make this become self sustainable

creating a “business consciousness” that can be carried over into other aspects

of their community life, thereby extending the benefits of the programme.

7. FUNDING SOURCES

The project team will take care to address the financial viability of the CAP and will

pursue two kinds of funding to ensure sustainability:

Grant funding
Tenders: Securing of contracts to supply specific line items for events and

functions or new hospitality establishments

Our Preliminary investigations have shown that funding can be accessed from the

organisations listed and described below.

During the Business Plan Development process we will identify a range of funding
resources that can be accessed and these will be pursued during the Activity Phase:
Mobilisation of Resources so that on conclusion of the CAP, other funding can already

be in place to sustain the project.
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Grant Funding

Aid to Artisans - In its thirty years, Aid to Artisans (ATA) has changed the lives of
thousands of artisans in developing countries, including Southern Africa, through
its “Market Link” program it's Trade Network, artisan groups around the world
have become self-sustaining. Because ATA® goal is to link the artisans to
markets, the organisation provides assistance in all stages of that process,
including sourcing financial grants, product development and design, business

development, market entry, and working with clients.

W.H.E.A.T. - A South African NGO that attracts substantial funding for training
and educating women through craft. Project Partner, Helen Gooderson has been
a member of W.H.E.A.T. for six years and will use her networks in the

organisation to attract funding for the Kwa Sani craft sector.

Service Provider, Kate Wells of The Siyazama Craft Project also has strong
networks with funders of the craft sector and has used this successfully to secure

financial assistance to a range of crafter groups in Kwa Zulu-Natal.

UNESCO Cultural Sector: The Artists in Development Programme (AiD) is an
initiative coordinated by UNESCO® Arts and Cultural Enterprise Division with
funding from the Norwegian government. The programme is designed to foster
skills among artists and creators in developing countries that can be turned into

income-generating activities.

Dept of Arts and Culture: Funding of Culture and Craft partnerships through its
own programmes and through the South African / Flemish Arts and Culture
Projects programme. The Cultural Industries Growth Strategy capitalises on the
economic potential of the craft, music, film, publishing and design industries. The
Department of Arts and Culture provides support in the form of financing,
management capacity, advocacy and networking, and by developing public-
private partnerships and other initiatives that use culture as a tool for urban
regeneration. It was announced in February 2006 that R100 million would be
channelled into the creative industries, making a major contribution to closing the
gap between the first and second economies. The department also announced

that it would launch hubs in the craft and music industries.
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Corporate Social Responsibility Grants, numerous corporations are looking for
worthy projects to support. Sourcing a company that works in the region or has
links to the region would be a place to start. Beyond that, all large national and
international corporations working within the country are tasked with making
meaningful contributions to the general welfare of the general population. This
project has “success” and “meaningful” written all over it. The board needs to find
someone who can make the introductions, the project deliverables with close the

deal.

Tenders:

There are a range of organisations and companies who issue tenders for the supply of
tourist gifts/souvenirs and household decorative materials. These tenders will be
identified and tender proposals submitted on behalf of the Kwa Sani crafters to ensure

ongoing orders for their produce.

6. CONCLUSION

By using this pilot project we can demonstrate many of the principles that are at work in

the development of our long term vision.

All of the crafters who are being trained in this pilot stage of the Kuhle project are
currently unemployed. Concurrent with craft training we have embarked upon a
parallel course of business coaching during the weekly training sessions. Each week
groups of two to three crafters are taken aside for a one hour course in business
management. This puts particular emphasis on the individual skills development in a
collective environment. Each crafter now has a bank account and when the first crop
of product is sold, they will receive payment (less the materials supplied) into their

account. This has now occurred.

All the partners and members of this project are strongly committed to developing
Kuhle Crafts into a viable concern where we reach a point where crafters can cost and
purchase their own materials and supply orders as required. These steps are detailed

in the business plan and are now in place.

The crafters we are training in the pilot phase are already sharing their new skills with
their craft groups in the areas where they live and we expect that this sharing will
develop into crafters who receive orders, subbing work out to members of their group.

How each person involved in production gets paid, will be based on arrangements on
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the crafter who gets the order and the person that subs to them. In time the crafters
who are subbing will build enough skills to produce directly for the Kuhle label. In all of
this, it is important that we let them figure out payment and networking themselves —
just as all business people do. Those who put in the time and can produce the quality
on deadline will make money and everyone will have an opportunity for ongoing
training down the line.
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Kuhle Interim Budget

8. BUDGET

LINE ITEM RATE UNIT TIME COST AMOUNT/YEAR
70 square metre storage facility R 50.00 Square Metre Month R 3,500.00 R 42,000.00
Accountant R 200.00 Per Hour/4 Hours/WK Month R 3,200.00 R 38,400.00
Project Manager/Sales Director R 20,000.00 Salary Month R 20,000.00 R 240,000.00
Allowance/One Time
Equity for Sales at 50% Exp R 300,000.00
Travel/Mileage R 2,000.00 Allowance Month R 2,000.00 R 24,000.00
Postage/Shipping R 200.00 Allowance Month R 200.00 R 2,400.00
Design Support R 5,000.00 Allowance Monthly R 5,000.00 R 60,000.00
Tools and Equipment R 1,000.00 Allowance Month R 1,000.00 R 12,000.00
Lodging R 1,200.00 4 nights/ Month R 1,200.00 R 14,400.00
Training Crafts R 12,000.00 2 per month Month R 12,000.00 R 144,000.00
Training Collateral Skills R 12,000.00 1 per month Month R 12,000.00 R 144,000.00
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LINE ITEM RATE UNIT TIME COST AMOUNT/YEAR
Disbursements/Labels R 500.00 Allowance Month R 500.00 R 6,000.00
Electric R 250.00 Allowance Month R 250.00 R 3,000.00
Phone R 1,500.00 Allowance Month R 1,500.00 R 18,000.00
Website Hosting and Updates R 800.00 Semi Annual Updates Month R 800.00 R 9,600.00
Advertising R 1,200.00 Allowance Month R 1,200.00 R 14,400.00
Sub Total R 1,042,200.00

Contingency

At 3% of Total

R 31,266.00
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9. REVENUE PROJECTIONS

Kuhle Craft Revenue Projection Scenarios 1st Year

FIRST PHASE LOCAL

10% Sale 33% Sale 50% Sale 10% Sale 33% Sale 50% Sale

International Penetration Penetration Penetration Penetration Penetration Penetration
Access Venue Visitors R100 R100/sale R100/sale R150/sale R150/sale R150/sale
Drakensberg Gardens 21000 R 210,000.00 R 693,000.00 R 1,050,000.00 R 315,000.00 | R 1,039,500.00 | R 1,575,000.00
Sani Pass Hotel 14040 R 140,400.00 R 463,320.00 R 702,000.00 R 210,600.00 R 694,980.00 | R 1,053,000.00
Tour Operators with Display
Space 19230 R 192,300.00 R 634,590.00 R 961,500.00 R 288,450.00 R 951,885.00 | R 1,442,250.00
ENTRY MARKET
PROJECTIONS 54270 R 542,700.00 | R 1,790,910.00 R 2,713,500.00 R 814,050.00 | R 2,686,365.00 | R 4,070,250.00
Financial Impact per Crafter
using 300 Crafter Base Yearly 300 R 1,809.00 R 5,969.70 R 9,045.00 R 2,713.50 R 8,954.55 R 13,567.50
SECOND PHASE LOCAL
YEAR 2
Extended Sales to International
Visitors at Non-Mainstream
Venues 50000 500,000.00 | R 1,650,000.00 R 2,500,000.00 R 750,000.00 | R 2,475,000.00 | R 3,750,000.00
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End of Year 2 Projections Local 104270 | R 1,042,700.00 | R 3,440,910.00 R 5,213,500.00 | R 1,564,050.00 | R 5,161,365.00 | R 7,820,250.00
Financial Impact per Crafter

using 400 Crafter Base Yearly 400 R 2,606.75 R 8,602.28 R 13,033.75 R 3,910.13 R 12,903.41 R 19,550.63
15% Supporting Surcharge to

Finance Kuhle Operations 0.15 R 156,405.00 R 516,136.50 R 782,025.00 R 234,607.50 R 774,204.75 | R 1,173,037.50
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Revenue Projections

We have laid out a number of market penetration scenarios, from 10% to 50% over a two year
period. We have also made assumptions regarding participation by crafter numbers as well as

average purchase cost per sale.

The significant given to all of these projections rests on the available tourism data that forms our
market base. This data is particularly accurate regarding the two destination resorts and 4 tour
operators we have recently interviewed. Data regarding the extended international tourist base
needs further verification. Penetrating this extended market will be more difficult, but will offer a

good field for gradual expansion.

Assumptions regarding potential spend per tourist take into account that cultural purchases can
demand a relatively higher price on location and that the average European and American

tourists will consider purchases at or below R150 to be incidental (in the range of $20 or e10).

For best results these items need to be small enough to pack into a mid range suitcase as well
as be unique to the location. Labels that tell the Kuhle Crafts story and are perhaps signed by
the crafter can add to the “cultural” value of the purchase. Developing a line of crafts that fits
these criteria will enhance sales. Make it easy, make it small and make it culturally unique, but

with cutting edge design characteristics.
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Economic Impact

The revenue impact potential per crafter is enormous. A 33% market penetration limited to
immediately available international tourists could eventually more than double household

income in the area.

As an example a Phumzile Qwabe would have an additional R500 in household income per
month. This equates to a full 50% per month increase in income. This figure is not unrealistic
even in the early stages of the project. Though a trail sales offering at the Himeville Museum in
late November over R2200 of crafts were sold to “local” Underberg/Himeville residents. The
majority of these crafts were made by 20 crafters translating to a R110 take per crafter. We
estimate that there were less than 60 people who came to the fair and that Kuhle Crafts was the

single biggest seller.

These sales were made outside of our targeted market group and indicate that even the resident

and extended South African tourist market has potential.

Ultimately, this project has tremendous upside. A ready market exists, this market has
discretional income, a substantial labor force is available, and there is a significant will among
both crafters and local business and government to make the project work. Income gained from

the project will be spent locally and will substantially increase local economic activity.

Page 39



ANNEXURE A

Interviews with other craft operations

NAME OF OPERATION: GONE RURAL

DESCRIPTION

Women from Gone Rural have a
traditional skill of grass plaiting
which has been around for
hundreds of years. They use
Lutindzi grass which grows in

quite remote areas of Swaziland.

Their products can be found in
35 countries, they have had
products featured in top
magazines and they've won a
number of awards, including at
trade shows.

STRUCTURE

Gone Rural (Pty) Ltd ploughs
1/3 of its profits back into the
business, 1/3 to the non-profit
arm of the company called
Gone Rural Bomake and 1/3
split between the
shareholders.

INITIAL FUNDING

British-born Jenny Thorne started
Gone Rural in 1992 using her own
funding. She died in March 2003.

TRAINING DONE

DETAILS OF CRAFTS (INCL

PICS AND RETAIL COSTS)

PRODUCERS DETERMINE OWN
QUANTITIES?

All women are cross trained on
an ongoing basis. Every time a
new skill is required a number of
women are trained at Gone
Rural’s cost, and these women
train the others at Gone Rural’s
cost.

They also hold Aids education
workshops and training on
growing vegetables etc.

Mats, baskets, top quality
handcrafted home interior
products.

Crafters are asked how many items
they want to make.

Note: I've asked Julie for some
more clarity on this. | think that she
understood the question differently
to the way it was intended.
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PRODUCERS BUY OWN

MATERIALS OR SUPPLIED TO
THEM?

MONTHLY EARNINGS PER
CRAFTER?

EARNINGS PAID IN CASH OR
INTO A BANK ACCOUNT?

At Gone Rural they swap natural
grass with dyed grass. They buy
sisal (used for stitching) from
Gone Rural.

Currently between 120 and
250 Swazi dollars per woman
every three weeks.

Cash, but they are investigating a
banking method that would help
women to save money.

HOW ARE MARKETS

ACCESSED?

HOW DO YOU GET BULK OF

SALES?

NO OF STAFF AND CRAFTERS
INVOLVED

Trade shows, website, good
product labels, leaflets, every
marketing opportunity available
to us

Through product networking,
trade shows and international
trade symposiums

23 staff members and 700
outsourced rural producers

NAME OF OPERATION: FANCY STITCH

AREA: Ingwavuma

DESCRIPTION

STRUCTURE

INITIAL FUNDING

Fancy Stitch is a self-help,
income generation and skills
development initiative in
Ingwavuma. They buy all
products that come from people
that are trained by them. The
quality has become very high
since they started which means
Fancy Stitch is able to negotiate
with the crafters what they pay
for products — the whole point is
to sustain the community, not for
use to make money.

Fancy Stitch is a Section 21
company.

Fancy Stitch was started by Maryna
Heese, an artist, in 2001. They had
no funding to start with. It came out
of a need to help rural women who
had no source of income and live in
an area where HIV prevalence is
very high.
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TRAINING DONE

DETAILS OF CRAFTS (INCL

PICS AND RETAIL COSTS)

PRODUCERS DETERMINE OWN
QUANTITIES?

Women are given 3 or 4 training
sessions and are then mentored
until they are producing high
quality work. Training is done by
Stitch Trainers who are the best
crafters. If there is a specific
order then they will train crafters
to be able to do e.g. a company
logo etc.

Training is provided for free.
They keep very good records of
who has been trained. If
someone comes in to sell work
and they have not been trained
then Fancy Stitch does not pay
for the work.

Greeting cards with hand sewn
embroidery, picture frames
and larger embroideries for
wall hangings. Starting to do
interior design items like
cushions covers.

See below for costs.

Each product has the artists
name written on it. This has
really made them proud and
excited as they products are
sold in high standing places
and around the world. This has
helped them to see that they're
famous artists and has
ensured that each person is
recognized for their work.

Fancy Stitch gives out cloth. If there
are specific orders, e.g. they did
corporate gifts for DHL, then they
cut specific quantities of cloth
otherwise they’ll end up with way
too many product.

As they pay for all products that
crafters bring, if they do find that
someone is producing lower quality
work, they try to limit the amount of
cloth they give to that person.

PRODUCERS BUY OWN

MATERIALS OR SUPPLIED TO
THEM?

MONTHLY EARNINGS PER
CRAFTER?

EARNINGS PAID IN CASH OR
INTO A BANK ACCOUNT?

Cloth is given for free, but cotton
has to be bought although price
is below cost. This was
introduced recently after it was
found that women were using
cotton for mending school
clothes etc.

Average of about R200 to
R250 a month. Sometimes up
to R500, but Fancy Stitch
would rather help more people
to earn less money than have
a few crafters earning a lot.
The women don’t have many
expenses and really just want
to feed their families.

The crafters are paid in cash
when they bring the goods to
Fancy Stitch. They usually do
this once a month or every two
months. The payment is not
dependent on whether the
goods are sold.

They are paid in cash. There is only
1 ATM in Ingwavuma that only
occasionally works!
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HOW ARE MARKETS

ACCESSED?

HOW DO YOU GET BULK OF
SALES?

NO OF STAFF AND CRAFTERS
INVOLVED

Mainly word of mouth. Got some
international business from
personal contacts.

A big market for them is private
game lodges. They do not leave
products on consignment, but
ask lodges to buy and then
resell to tourists.

Done a few trade fairs —
sometimes amazing, sometimes
not (see below).

Word of mouth.

Products in some art galleries
incl African Art Centre, Florida
Road.

Website has info and prices
list, but it does not generate
many of their sales

They have 12 full-time staff
members who are paid volunteer
incentives of between R1700 and
R2000. They put the products
together after the crafters do the
embroidery.

Over 550 crafters

PERSON
INTERVIEWED

Ruth Hull

Email:

CONTACT DETAILS

Tel: 035 591 0027

WEBSITE

www.fancy.org.za

maryna@metroweb.co.za/siru@telkomsa.net

OTHER COMMENTS

High quality work has paid off — resulted in corporate gifts for DHL and DHL also sponsored a financial

manager for them for 2 years which has really helped them to expand their business.

A product market themselves — high quality, and has info about supporting a good cause on the back.

Word of advice: Don’t give anything on consignment. Be willing to exchange goods if something is not

selling. We've learned that the hard way.

Trade Shows: Go only if get sponsored. They are quite expensive and only sometimes pay off. Decorex

was amazing but Reunion not. Reunion market was not so keen on embroidery and there was a

communication barrier because everyone speaks French. Fancy Stitch did make money, but wouldn’t

have been worthwhile if they’'d had to pay. Tradepoint sponsored this after making contact with Fancy

Stitch through SEDA.
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NAME OF OPERATION: STREETWIRES

LOCATION: Cape Town

DESCRIPTION:

COMPANY STRUCTURE:

INITIAL FUNDING

Streetwires is a privately held
company started by Patrick
Schofield. Patrick then enlisted
Winston Rangwngani “the
professor”, a well known and
respected local wire artist as
creative partner. They specialize in
wire and wire beaded products and
have extensive reach into both the
national and international
marketplace. They work out of their
own premises in Cape Town, have
an established sales staff,
established product lines, web site
and show room. They produce both
replicate items as well as one off
“art” pieces

Streetwires is a privately held,
for profit business that seeks to
equitably compensate their
employees for their work.
Streetwires sponsors internal
training and design motivation,
promotes from within and is
moving toward a profit sharing
entity.

Private funds.

TRAINING

CRAFT DETAILS

PRODUCERS

Streetwires dedicates a specific
portion of their profits to ongoing
training of staff. This is done both
internally and externally. Patrick
dedicates 20% of the profit from
operations to design support and
brings in nationally known
designers to work with staff. He
also has stratified the company to
reward specific crafters who
demonstrate “artistic” ability. These
artists comprise approximately 5%
of the overall staff and are used on
one off items and for developing
new product lines. They are paid to
train other crafters.

Streetwires has taken the Cape
subculture of wire related art and
brought it mainstream. They
produce artistic wire and beaded
products. They have a web site
and catalog and describe their
products as “functional wire art”.

WwWw.streetwires.co.za

Producers are paid employees
and are given specific
production items and quotas.
They work specific hours and
are paid by the hour/piece
depending upon the type of
work they are producing.
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MARKET ACCESS:

SALES BREAKDOWN:

NUMBER OF STAFF:

Streetwires has a 6 person fulltime
sales staff. Patrick is a firm
believer in using the best
professionals for getting the product
into the marketplace and
compensating the people who do
this on a commission basis. They
have a number of sales
aids.....website, catalogs etc.

small retail (tourist and
local)15%

large retail (chain
stores) 5%

Export 40%

Corporate and custom
gifting 25%
Streetwires retail outlet
15%

Note: Corporate and custom
gifting have significantly higher
profit margins and account for
almost 40% of the company’s
profits

Currently 130 with the entire
administrative side being
drawn from within, while sales
are drawn from outside
professionals.

PERSON INTERVIEWED

CONTACT DETAILS WEBSITE

Patrick Schofield

Patrick@streetwires.co.za

prrschofield@yahoo.co.uk
072-310-0198
021-426-2475

Www.streetwires.co.za
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ANNEXURE B

Product Cost to Produce

The following table shows the line items that have been developed by the Kuhle pilot
group between October — December 2007. Substantial effort has been made to
research the amount of time it takes crafters to produce each item and to establish the

cost of materials and collection and preparation of natural materials.

ITEM DETAILS RETAIL COST TO PRODUCE
PRICE
Echo friendly tray R 265 | 1tray
available in black & 4 days including collecting and
white drying grass
Materials = R 16 - for plastic bags
Serving Basket with R 65 1 basket
black cross stitch 1 and half days. Including collecting
and drying grass
Materials = R 10 - for plastic bag,
Serving Basket — R65 1 basket
White with cream raffia 1 and half days. Including collecting
trim and drying grass
Materials = R 12 - for plastic bag &
Raffia
Serving Basket with R75 1 basket
stand 1 and half days. Including collecting
and drying grass
Materials = R 10 - for plastic bag
Set of 3 Utility baskets R190 | 3 Baskets
with silver trim 3 and a half days. Including
collecting and drying grass
Materials = R 40 - for Plastic Bags,
Silver Cord
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Bread Basket with R95 1 Basket
handle 2 days. Including collecting and
drying grass.
Materials = R 16 - for plastic bags
Set of 12 raffia napkin R120 | 1 Napkin Ring
rings in multi colours 30 Minutes
Materials =R 10 - for Raffia
Set of 12 coasters R160 1 coaster
multi — coloured raffia 30 minutes
and Incema grass
Materials: R10 - for Raffia
Ukhamba Pot R55 1 pot
2 days including making paper
mache, dye and design
Materials: R16 - for Dye
Christmas Angels R18 1 Angel
20 Minutes
Materials: R16 - for safety pins,
beads, wire.
R12
Disc shaped 1 Decoration
Christmas decorations 20 Minutes
Materials: R 12 Wire - for beads
Sani Salt & Pepper R 55 1 salt & pepper bottle
Shaker each 1 and a half day
R 110 | Materials: R 18.50 - for bottle, beads
setof | and needles.

two




