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The company has its own proven pay-roll software programme in
place and all dialogue with the client is done online – from
calculations to pay slip content. As an option, pay slips can be
delivered by hand. The client takes ownership of the salary and
wage budget at all times. “Because of delivering a payroll service
to many different clients, a financial service provider can deliver a
more objective and balanced opinion and can consult with the
business owner or HR management. Confidentiality is maintained
at the highest level. There is also not a rule that if a client has a
firm of accountants they should also be responsible for the
payroll, as this can be done independently from other service
providers” concludes Roberts.

HR financial's made easy
As South Africa is faced with a growing shortage of
talent on many different fronts, the HR professional has
become yet another statistic of multi-tasking. Business
models have become more complex and the organisational
behaviour of people engaged in human resources is changing
due to having to sandwich many more non-core assignments
into a day’s work.
Although payroll services are intrinsic to the delivery of HR
services no matter the size of the organisation, it distracts the
HR employee from focusing on strategic issues such as skills
development, coaching, training, employee quality assessments,
induction programmes, internal public relations initiatives,
interviews, developing staff newsletters and much more. The
cost of outsourcing payroll services, compared to using that time
to ensuring the implementation of strategic human resources
initiatives, can be in perfect harmony. Although
payroll services are vital in any organisation, companies should
rid themselves from basic services and engage the support of
relevant service providers.
Chrisna Roberts, senior partner at Wallrich accounting company
says: “We have become partners to the HR professional. Due to
our technical know-how, especially in regard to tax issues, we
can take over a company’s complete payroll duties, including
salary reviews, income structuring, UIF calculations, as well as
overtime calculations and much more including initiatives for
individual wealth creation.”
Roberts says that, as the company offers an interactive financial
HR service, it can engage in extensive consultative measures,
also with the in-house bookkeeping staff. “As advisors we can
help to develop income structures and supply additional services
such as tax consulting to senior staff, partners and members. We
spread the payroll risk by doing a six monthly reconciliation
instead of once per annum, thus being well positioned to take
corrective measures if necessary.”

URGENT REMINDER
PROATIA manual deadline: 31December 2011
In terms of the Promotion of Access to Information Act, 2 of 2000
ALL companies are required to have a PROATIA Manual. For the
‘smaller companies’ the deadline is 31 December 2011.
If you haven’t attended to this manual or are not sure whether
your company’s manual has been done, please contact us to assist
you in this matter. Please contact Wallrich by 12 December 2011.
Contact person: Juanita Kruger – Juanita@wallrich.co.za
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Financial guidance
for the retail industry
In South Africa, knowledge of bookkeeping and the
establishment of internal controls is highly important to those
who are engaged in any kind of retail sales activities. Every
retailer deals with a never ending flow of cash and transactions
and there is a great need to establish efficient accounting
systems to monitor and record this volume of financial data.
Analysts have to look at numerous entries from every angle to
ensure the profitability of the existing business. In such a
situation, flaws in transactions can affect the profitability
analysis of the business. Therefore, the retailer must try to
establish a retail accounting system with the support of
professional financial advisors.
Accurate accounting practices form the backbone of the retail
business. This is where a company such as Wallrich upholds
specific standards by engaging accountants and business process
advisors and the appropriate accounting software to produce the
best results. An error in the calculation of even a single Rand
may lead to repeat performances. Therefore, professional
accountants are trained to meet such strict requirements.
Chrisna Roberts, partner at Wallrich says accurate accounting
systems in any organisation facilitate growth. Shop keepers need
services for accounting and record monitoring, even if the
business is running on a small scale such as SMME’s. Product
purchasing and selling may be considered routine, while
recording the details is a complex task.
Retail businesses often face the problems of flawed accounting
data. The accounting professional who adds every transaction on
a daily basis finds that the introduction of a ‘day book’ a better
way to make record keeping simpler. It provides for a convenient
method of monitoring daily sales as well as stock. In case of
newly launched products, brand owners frequently offer a good
incentive to shopkeepers on achieving targeted sales. A ‘day
book’ also helps a shopkeeper in accomplishing this profitable
task as it motivates comprehensive detail about the sale of every
individual product.
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work efficiency. Roberts says: ‘If you are a retailer and plan to
incorporate computerised systems in your business, then make
sure which accounting software will be best for your business. In
case your software is not according to the requirements of your
retail accounting system, you may face problems in proper
execution, expansion and forward planning. Research whether
the software is well matched to your requirement or not, as it
will help you in choosing the best retail accounting software for
your organisation.”
The retail market is one of the busiest of all sectors in commerce
and industry with financial and marketing transactions taking
place around the clock. It is practically impossible to keep track
of all the product inventories, retail accounting, and other
business transactions happening rapidly. Professionals handling
the accounting should be efficient enough to keep record of
these and to monitor the transactions on a day to day basis
without any interruption and errors.
There is a constant flow of cash in the retail accounting system,
and it becomes mandatory to keep the record of credits and
debits diligently so that the account performs efficiently. Retail
shops have consistent monetary transactions taking place every
minute. To combat the work flow in retail accounting, expert
accountants and financial advisers are required
Even a slight mistake can lead to negative results in the
accounting statements and may lead to an injury to the
company’s market profile. Entries should be made meticulously
with detailed calculations, so that adding the data can be done
expediently. By outsourcing the financial assignments to
companies that have retail accounting software and
professionals such as Wallrich who manage and regulate the
accounting services for your company, you can get on with the
business of sales.
Retail accounting experts such as Wallrich are capable and
experienced to keep a hawk’s eye on all the records and account
maintenance. Credit book, inventory, defaulter book, monthly
profit and loss records with sales books require extra attention,
which the outsourced retail accounting experts can handle
efficiently and complete the reports with comprehensive,
error free data.

In retail accounting, there are many things that need to be
analysed regularly as it helps in managing the day-to-day
business and decision making on every aspect. It includes
professional record keeping such as inventory, creditor book,
debtors book, sales books and profit and loss accounts for the
month. If the retailer is dealing with multiple wholesalers for
product sourcing at one time, then the person must take note of
every receipt and payment in a cash book
Many small retailers have moved on using computerised retail
accounting systems so that they may maintain accuracy of every
transaction without any delay. For retail shops, computerised
accounting is a positive way to reduce work load and improve

The Wallrich way
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iPhone 4s – Another
nail in the coffin for
blackberry?
BlackBerry has long been the smartphone of choice for
business users – mainly due to its “push email” functionality
and its security features. However, the iphone now has a
sizeable chunk of the personal mobile phone market and
the new iPhone 4S has its sights set on attracting
Blackberry users.
To start with, the “Retina Display” on the Apple iPhone 4S
gives the latest BlackBerry Bold's display a run for its money
(Blackberries are renowned for their high quality displays).
Under the bonnet, the Apple iPhone 4S gets a dual-core
1GHz A5 chipset with 512MB RAM. As for the BlackBerry
Bold 9900, it comes with a 1.2GHz processor with 768MB
RAM. In terms of the memory, the Apple iPhone 4S has
three versions - 16GB, 32GB and 64GB. On the BlackBerry
Bold 9900, there is 8GB internal memory with a microSD
slot that supports up to 32GB.
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On the connectivity front, the Apple iPhone 4S is a world phone
with both CDMA + GSM support. The BlackBerry Bold 9900 is
the GSM version in the Bold range and there is also a
BlackBerry 9930 that works specifically for CDMA networks.
Both have WiFi functionality, but WiFi hotspot is only available
on the Apple iPhone 4S, there is Bluetooth support as well.
WiFi hotspot is particularly useful for business users as it allows
the iPhone 4S to be used as a wifi router to connect your
laptop to the internet wirelessly (using the iPhone’s 3G
network connection). The other big news in the latest iPhone
is Siri, the voice recognition personal assistant. This is possibly
the most advanced voice recognition system currently on the
market and is particularly useful for business-users who use
their device while on the move or in the car.
The big question is whether the enterprise/corporate user will
make the jump to the Apple iPhone 4S? With its good looks
and accessible operating system, the Apple iPhone 4S may
appeal to casual users, in spite of its pricing. But for the serious
enterprise user or BlackBerry addict, the Apple iPhone 4S is
going to be a tough sell. The BlackBerry Internet Service (BIS) is
still a huge advantage for business users as it allows companies
to secure sensitive emails, or shield browsing and BlackBerry
Messenger is also a favourite among Blackberry users.

Please let us have your contributions about your financial experiences from which others may be able to learn .

Encourage your team to get fit,
healthy and more productive
Most of us have heard the old adage of “healthy mind, healthy
body”. The stress-busting effects of regular exercise are well
documented and the benefits to employees of regular exercise are
many. However, few employers actively encourage their staff to
exercise during working hours (lunch hour, etc).
Research by scientists at the Karolinska Institute in Stockholm
revealed that reducing the number of work hours performed by
employees in favour of exercise resulted in increased levels of
productivity. An employer that introduced a mandatory exercise
programme during working hours saw a significant increase in their
employee's performance coupled with a fall in instances of absence
due to illness.
So, by getting your staff fit and healthy, your firm should benefit
from increased productivity and less absenteeism. The question
is, what can an employer do to encourage staff to get into shape?

workplace or offering gym membership for lunchtime sessions.
Some offices even provide shower and locker facilities on site
(perhaps in the basement of the office) to allow staff to take a
lunch time run and then clean up for work in the afternoon.
Your firm could also consider partaking in charity events (as a
team) such as a sponsored run. This can improve the reputation
of an organisation at the same time as enhancing the health and
wellbeing of its employees. Starting a company sports squad is
another initiative that can prove valuable for team building
although it is important to avoid excluding certain groups of
people so choosing a mixed-gender activity like running or
tag-rugby is advisable. The challenge when attempting to
incorporate exercise into everyday working life is how not to
adversely affect business processes. It is really down to the
management team to identify fitness initiatives that will work
well within the business without affecting the day-to-day
activities of the firm.

Managers can lead by example if they are serious about supporting
the health and wellbeing of their staff as employees look to their
superiors for guidance on how to behave at work. It is advisable
to provide the necessary facilities for employees to get active
during work hours such as installing exercise equipment in the
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Financial considerations for the food and beverage industry
The only experience with the food and beverage industry that
many accounting professionals have is ‘take aways’. The strategy
is to bring your business to the highest level of profitability in the
shortest possible time. It is the level of service expected from the
financial practitioner that supports the business process. Engage
advisors who can help you to identify and procure the financial
credits and incentives that many businesses leave unclaimed.
Identify and procure a valuable flow of monetary credits and
incentives which flow directly to your business
Wallrich understands all aspects of the industry and offers
valuable insight to successful financial strategies. Tax knowledge
is the key to minimising the tax burden and strengthening the
financial position of the entrepreneur by maintaining a greater
share of earnings in the business. Manufacturers, brand owners,
distributors and retailers serving as point of sale instruments
have to improve distribution practices especially due to the
population expansion and establishments of informal
settlements. The scanning features on cash registers provide
data to all parties to make this process more efficient, albeit that
there are hundreds of informal traders who may not be at that
level yet. In good time, and with some coaching and mentoring,
many will move to the next level of entrepreneurship.
Beverage sales are an easy way to increase profitability because
the costs are lower and the gross margin is greater for beverage
than for food. However, beverage costs must be controlled if an
operation is to reach maximum potential of gross profit from
beverage sales. Beverage costs that are above industry averages
can negatively impact your profitability. Beyond the bottom line,
beverage costs also reflect an operation's control systems, level
of management skills and value provided to the customers.
Despite its importance, many restaurant managers do not
calculate beverage cost correctly, or if they do, they do not fully
understand the process. If calculated correctly, the ratio can be

compared to industry averages and previous performance. With
an accurate beverage cost, steps can be taken to improve the
operation and ultimately improve the bottom line thus making
good for any food losses.
The costs associated with beverage sales include purchases and
inventory level adjustments. This part of the calculation is often
calculated incorrectly. Determine the amount of purchases for
the relevant time period. Equally important, and often not
included in determining cost of beverage sales, is the inventory
adjustment. Says Chrisna Roberts, partner at Wallrich accounting
company: “Many restaurants consider only purchases in
determining beverage cost. This does not create an accurate
beverage cost percentage - depending on the day purchases that
are made and what the cut-off date is for including sales in the
beverage cost calculation. Your beverage cost could appear
higher or lower than it actually is. Additionally, this discrepancy
makes it difficult to compare and track beverage costs.
Roberts claims that successful restaurants generate beverage
costs in the mid 20% range. However, different types of
operations typically run higher or lower percentages - fine dining
may run up to 35% whereas pub restaurants may run at about
15%. Comparing your cost percentage to restaurants with similar
menus and service levels provides a more accurate perspective.
Compile the sales and costs consistently and regularly, as
comparisons to previous performance can prove very helpful,
identifying problems and trends - remembering that a decrease
in beverage cost is as important to investigate as an increase.
From here, your operation is positioned to tighten its beverage
cost by looking closely at various methods used to control
beverage cost - with the ultimate goal of positively impacting
your bottom line result. A combination of several different
controls is the best way to ensure sound financial management
and to maximise potential liquor sales.

Customer retention strategies
Without customers your business simply would not exist. Some
businesses are so focused on winning new customers that they
often neglect to put any effort into retaining the customers they
already have! Winning new customers is often far more expensive
than retaining existing ones. Winning a new contract may cost time
in terms of developing a sales pitch and cash in terms of corporate
entertainment in order to win over your target client. By contrast,
retaining an existing customer might be as simple as sending them
a thank-you card with a voucher enclosed offering 10% off their
next purchase!
Businesses constantly strive to grow their client base and to do
this they must go out and put time and hard earned money into
sales and advertising efforts. It’s during these times that many
business people take their eyes off satisfying their current
customers and this can lead to customers leaving. Customers of
any business generally fall into three categories:
Loyal customers won’t leave for another product or service
provider – even if a special offer is put to them. At the very
minimum they will give their existing supplier the opportunity to
meet or beat the offer. Maintaining loyal customers is an integral
part of any business. Over time it has been proven that loyal
customers will spend more with you and they will refer new clients
on to you.

Satisfied customers are customers who are open to a better offer
from the competition. They feel that the product or service they
are receiving is on a par with other offerings on the market but
they are open to switching to something better (given the right
special offer).
Dissatisfied customers are not happy with your product or service.
Some will complain, giving you the opportunity to target the
customer with client retention measures. However, for every
complaint that is received from discontented customers, there will
be several who will complain to their friends or publish their
complaints online without telling you. These customers must be
targeted pre-emptively with customer retention tools.
The goal of any business is to move the customers up along the
customer chain. Dissatisfied customers move to the satisfied
category, satisfied customers move to the loyal customer category
and the business continues to look after the life-blood that is the
loyal customer category. Identifying and categorising each
customer will take time and effort (hours analysing sales data).
However it will be worth the effort if it helps you retain some hard
earned clients.
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Webinar tips –
It’s all about content
The first rule of creating a memorable and engaging webinar is to
“be prepared”. Spend time rehearsing your presentation and if
you are using slides, take the time to prepare a great looking
presentation. Your slides should really stand out with strong
graphics which reinforce what you are saying.
World class athletes make sports look easy, but in reality their
performance is the result of focused, intense rehearsal. The
same is true with webinars. You should have two or three
rehearsals, the first beginning about two weeks ahead of the
event. Ask trusted colleagues to give honest feedback to the
presenter so that the presentation is up to scratch. The day
before the event, do a front to back rehearsal, including the
operator, announcer, speaker, annotation team, and any other
role that was assigned.
Make sure everyone is happy with the rehearsal. Again, ask a few
colleagues to sit in on the rehearsal to give feedback and any final
tips before the actual presentation.
Take care to avoid “death by PowerPoint” – keep the content level
light with no more than 3 or 4 bullet points on each slide. If you
put a vast amount of text on your slides your audience will read
rather than listen to what you have to say, therefore defeating the
entire purpose of a webinar – to engage with your target audience.

As far as content is concerned you have to walk the line between
giving enough content so that your attendees will feel that it is
worth their time and attention, but also ensure that you leave them
hungry for more. As such, you need to balance the need for sharing
good information with creating a desire to know more about your
topic. And that desire to know more should translate into potential
sales leads.
Go out with a bang – your presentation should build up to a high
note at the end. At the end of the session, drop your audience on
a webpage where they can get more information, opt in for further
contact or fill in a feedback form on the event. This “call to action”
gives you the opportunity to screen potential leads for follow up
calls by your sales team.

Taxation treatment of tips
John Jones, Corporate Taxation and Audit Partner at RSM
Betty & Dickson (Johannesburg)
Published: 29 August 2011

The treatment of tips received by employees from customers
for services provided has always been difficult to deal with
from an employer’s perspective. An employer has a duty in
terms of the Income Tax Act, No 58 of 1962 (‘the Act”) to
deduct employees’ tax from remuneration as defined in the
Fourth Schedule of the Act. It has, however, for a number of
years been a debate as to whether tips meet this definition.

Tips received would be declared and handed over to the
organisation when received. These would then be stored in
a safe and paid over, into the employee’s bank account, at
month end together with the employee’s normal salary in full,
with no portion being retained by the employer. Tips would
also not form part of the calculation of provident fund,
medical aid or any other benefit calculations.

South African Revenue Services have issued a Binding Class
Ruling: BCR 027 which, given the existence of certain
circumstances, provides some clarity to the treatment of tips
for employees’ tax purposes.

The ruling given by SARS is that the transfer of tips from the
employer to the employee’s bank accounts would not
constitute a payment of “remuneration” as defined and thus
would not be subject to employee’s tax.

The ruling deals specifically with the question as to whether
tips, received by employees from satisfied customers, that are
held by an employer for safekeeping and subsequently paid
over to employees, will constitute “remuneration” as defined
in the Act.

It is important however to note that tips are “gross income”
for tax purposes and should be declared by employees in the
course of the submission of their annual returns. The ruling
merely releases employers from the obligation to deduct
employee’s tax but the employee still has an obligation to
declare such income for normal taxation purposes.

The applicants for the ruling operated in a high-cash handling
environment and wished to implement a tip policy within the
organisation as it was felt employees receiving tips during their
working hours posed a security risk to the organisation.
The tip policy proposed that employees had no entitlement to
tips nor should they have an expectation to receive tips as part
of their service performance to the organisation.
5
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Ferret or fraud
By Timothy P P. Hedley – CPA, PH.D. and Richard H. Girgenti – J.D - August 2011.

Fraud poses a critical risk to organisations. Management can
help mitigate that risk through a number of strategies designed
to provide employees with multiple ways to report concerns
about fraud or other misconduct.

c a n

b e

t a x i n g

will be successful at uncovering fraud and misconduct at all
organisational levels and locations. Such organisations may
consider designating local resources as points of contact for
transmitting concerns and allegations from the field directly to
leadership.
These recommendations come from the book Managing the Risk
of Fraud and Misconduct in a chapter written by Timothy P.
Hedley, CPA, Ph.D., (thedley@kpmg.com) a KPMG partner and
global coordinator for Fraud Risk Management Services. The
book is co-authored by Richard H. Girgenti, J.D.,
(rgirgenti@kpmg.com) a KPMG principal who leads Forensic
Services for KPMG’s Americas firm. For more on this topic, see
Managing the Business Risk of Fraud: A Practical Guide at
tinyurl.com/43um8ka.

Deploy telephone hotlines. A dedicated telephone hotline is the
most popular reporting mechanism used by large organisations,
according to KPMG’s Integrity Survey: 2008–2009, which found
that 65% of such organizations used hotlines. The more
successful hotlines are those with appropriate oversight and
protocols that provide employees with confidentiality,
anonymity and availability through toll-free, 24/7 and
international service.
Establish a Web-based reporting system. A dedicated Internet
reporting system typically provides 24/7 access for employees to
report fraud and misconduct candidly and anonymously.
Implement workshops or focus groups. These meetings elicit
employee feedback on actions witnessed in the workplace and
encourage brainstorming on what kinds of misconduct can occur
on the job and how best to spot and stop it.
Conduct employee surveys. Confidential and anonymous
employee surveys can help management identify potential risks
based on employee attitudes, perceptions or behaviours.
Solicit third-party interviews. Soliciting information from
customers, vendors, regulators, creditors, analysts or others who
come into routine contact with employees can provide insight
into business practices and risks for misconduct.

Our Services
We have built a sound reputation on service delivery utilising
customised methodology to ensure cost effective reviews. We strive
to be accountable, accurate, topical and always benefit driven for
our customers in commerce and industry.
Business start-up support.
Business planning, cash flow
and profit projections.

Keep in mind that auditing and monitoring in high-risk areas are
important tools that management can use to help determine
whether controls are working as intended and can often identify
issues that may otherwise escape attention. Such auditing
(evaluating past events) and monitoring (evaluating events in
real time) can be conducted in areas where there is a specific
concern, a history of fraud and misconduct, high employee
turnover or organisational change.

Consulting on management buy outs/ins.

Require exit interviews. Management can identify concerns
through exit interviews with departing employees who may
provide input on issues they did not want to raise earlier.

Preparation of annual financial statements.

Enhance management accessibility by walking around. This
philosophy encourages a hands-on management style of visiting
employees in their workspaces, listening to their concerns,
asking questions and listening to their suggestions.

On the job training of your financial staff.

Create and publicize an open-door policy. This gives employees
direct access to senior executives without having to go through
multiple layers of bureaucracy. An open-door policy can help
identify issues that may otherwise escape attention.

Acquisitions, mergers and disposals.
Due diligence reviews and feasibility studies.
Secretarial services.
Forensic audits.
Internal audits.

Management accounts.
Accounting services and advice.

Tax planning, return preparations for
corporates, individuals and trusts, statutory tax
preps and compliance.
Estate planning.

Web: www.wallrich.co.za

Deputise “ethics champions.” Geographically dispersed
organisations should not presume that their telephone hotlines
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Corporate lessons from the UK
The new Companies Act has far-reaching consequences for
directors and officers of companies, specifically as far as their
duties and responsibilities are concerned. The new act
essentially codifies existing common-law principles but it does
have the potential to extend the personal liability of directors.
These provisions are by no means clear and we will have to wait
for case law for clarification. A few recent articles from the UK
based Accountancy magazine provided examples of issues that
may be under scrutiny in South Africa also. Although the
principles in English law are not the same as in South Africa, the
reports make for interesting and thought provoking reading:
Who is a director?
Before a director can be held accountable as a director the first
step would probably be to establish whether such a person was
actually a director. In English law there are essentially three
categories of persons who could be directors of a company:
Ÿ “De jure” directors are people who have been appointed as directors in terms of the legal and internal requirements, including filing with the Companies House
(CIPC in South Africa).
Ÿ “De facto” directors are persons who have not been
validly appointed as directors but still act as such. Each
case has to be considered on its own merits but, generally, a director is someone who undertook functions
that could properly only be discharged by a director,
on an equal footing with other directors and not as a
subordinate.

King III and the SME

b e

t a x i n g

Ÿ “Shadow directors” are the people who instruct other
directors to act in a specific manner.
The recent case of The Liquidator of Mumtaz Properties Ltd vs
Saeed Ahmed confirmed that shadow directors also owe certain
fiduciary duties to their companies, and it was even
recommended that shadow directors should err on the side of
caution and assume they are subject to the same duties as any
other director.
Directors may be unaware that, even without a formal
appointment or even a title, they can still be held liable as
directors of a company.
Is an e-mail a binding contract?
A recent (UK) Court of Appeal case, Nicholas Prestige Homes Ltd
v Neal, focused on an e-mail that was sent to a seller advising the
seller of certain contractual terms and conditions. The seller
replied, also by e-mail, saying: “Hi Mark, that’s fine, look forward
to viewings. Sally.”
The seller later argued that she had not completely read the email and its attachments and that she never intended to
conclude an agreement on those terms and conditions. The
court held that the e-mails between the parties became a
binding contract when Sally sent her initial response to Mark.
We often view e-mail as an informal communication, but this
proves that all mails and attachments should be read carefully.
Conclusion
The law in South Africa is different, but the above two cases
should still serve as reminders that directors, and others, should
be careful in all their actions relating to their companies.

Ÿ act with the degree of care, skill and experience that is
expected of a similar person in like circumstances.

By Gary Kemp Audit Manager at RSM Betty and Dickson (Durban)

In contrast to the King I and II codes, King III effective from 1
March 2010 applies to all entities regardless of the manner and
form of incorporation or establishment and whether in the
public, private or non-profit sectors. The principles have been
drafted so that every entity can apply them and, in doing so,
achieve good governance. In South Africa, all companies listed
on the JSE have to comply with King III. There is no legal
requirement for SMEs to comply with King III and as such, many
prefer not to do so. King III is an “apply or explain” approach to
corporate governance rather than an “apply or else” approach.
This lenient stance has not encouraged SMEs to openly
embrace King III. They see it as an unnecessary cost and
burden on the business, an area that does not add to the
bottom line. A number of the sections in King III are rather
onerous for an SME, however there are also sections that can
benefit all businesses, irrespective of the size.
With the introduction of the new Companies Act, 2008 the
responsibilities and accountability of directors have increased
substantially. In terms of Section 76 (3) of the Companies Act a
director must:
Ÿ act in good faith
Ÿ act in the best interest of the company

If something were to go wrong in the company, it will now be
easier for the courts to prosecute the directors. One of the first
and crucial aspects the courts will probably consider is the
governance of the company and the relevant best practice in this
regard. In terms of best practice, the courts will look to King III
as the benchmark. Compliance with King III will send a strong
message to the courts that the director did perform his/her
duties in terms of Section 76 of the Companies Act.
At first glance, King III does appear daunting to the average SME
because of the mention of audit committees, risk committees
and independent non-executive directors. This appears to be
overkill for the average SME. However, as mentioned, King III is
an “apply or explain” set of standards. This means that all SMEs
can be fully compliant with King III if the directors have been
through each section in detail and have come to a
knowledgeable decision that the specific section is just not
practical for the business to implement. SMEs should by way of
explanation make a positive statement about how the principles
have been applied or have not been applied.
In conclusion, SMEs may not have external stakeholders in the
form of public shareholders but they still have a duty to their
stakeholders whether it is their employees, suppliers, customers
or even the community in which they operate and should be
managed in the best possible way and the benchmark for this
will be to apply King III.
7
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VAT blitz: Compliant documents
When is the last time that you had a proper look at your tax
invoices / debit notes / credit notes issued?
Does it still comply with all SARS requirements?
Herewith questions you should be able to answer affirmative. Any
“No” answer will need ratification ASAP.
1.

Does the word “Tax Invoice” appear on your document?

2.

Is the invoice numbered?

3.

Does the invoice reflect the date?

4.

Does your entity’s name, address and Vat number appear
on the invoice?

5.

Does the invoice reflect the amount due for the goods sold
/ services rendered?

6.

Does the amount of Vat, or a statement that Vat is included
in the price and the rate at which it was charged, reflected
on invoice?

7.

Are your standard rate tax invoices all denominated in
South African currency?

8.

Do you issue a full tax invoice for all zero – rated supplies?

Wallrich
seminar survey
In order for us to be fully accountable, our clients have to be informed
decision makers. Wallrich will be hosting a series of client seminars to
address key issues and aid our clients in understanding the ever
changing, complex financial sector. These seminars will help business
people gain insight into sustainable business practices from a financial
services perspective. To develop a seminar program that will provide a
truly meaningful experience to our clients, we would appreciate your
recommendations on specific subject material. Please let us know
which topics of discussion would be of interest and most pertinent to
adding value to our current service offering.

9.

Does the invoice give a description of goods / services delivered?
If the value of the supply is more than R3 000:

10.

Does the invoice show mass or quantity of goods?

11. Does the invoice have the name, address and vat number of
the purchaser / customer on it?
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Chartered Accountants SA
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Randburg
PO Box 2444,
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2125
Tel:
Fax:
E-mail:
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+27 (0) 11 789-1011
+27 (0) 11 789-1012
info@wallrich.co.za
www.wallrich.co.za
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