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l Times may be tough, but experts agree there’s never
a bad time for a good idea. Kate Macfarlane speaks
| to three women with ideas that are right for now
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=1, 34,lives in the

Rhenosterspruit Nature Reserve near
Johannesburg with her husband,
Wayne, and their children, Aron, eight,
and Kira, seven.
L 15 Partner at Willow Soaps.

“ =/ 1L Founder of MatsiMela
Home Spa, a range of body products.

THE IDEA I'd been working within the
personal care market at Willow Soaps
for three years and felt that we needed
a new body-care concept. The industry
was quite staid and | wanted to create
something classically African.

WHAT HAPPENED NEXT | chose the
name, MatsiMela, after flipping through
a book of baby names while pregnant
with Aron. It's a Sotho word meaning
“roots” and | loved the idea of returning
to simpler pleasures and celebrating
our African heritage. | already had a
CC registered under Willow Body Care,
a subsidiary business of ours, so |
launched legally with no time delays at
all. | wanted to support local upliftment
projects by sourcing indigenous oils
and extracts, and | used these products
to create innovative ranges like Marula
Nut and Aloe Ferox. The MatsiMela
range is different from everything else
on the market. Shortly after getting our
stock, we opened the first of our two
retail stores.

WHERE WE ARE NOW Business is
going well in our Clearwater Mall

shop and our second store, in the
GardenShop in Broadacres, has
helped increase our turnover. Despite
the worldwide recession last year,

our turnover was higher than it has
ever been. | think it's a sign of the
tough economic times that people are
indulging in smaller, simpler luxuries.
THE FUTURE About a year and a

half ago | was approached by a spa
that wanted to use my products and,
since then, I've begun stocking over
20 spas and I'm now looking into
franchising. Growth is slow but steady
and | don’t want to rush into anything,
but there are so many opportunities

in MatsiMela’s future.

‘MY BEAUTY
PRODUCTS ARE
IN OVER 20 SPAS’

BIGGEST CHALLENGE Trying to break into
the retail sector four years ago. Within a
month we had a shop and were expected
to start trading immediately. We were quite
rushed and blissfully unaware of what was
involved in the day-to-day running of a
store. It was 18 months before we began

to turn a profit.

GREATEST ACHIEVEMENT Watching a
brand that I'm so emotionally invested in
grow into a thriving business.

BOOST YOUR EARNINGS Don’t be afraid
to try new ideas. In April 2007 | finished the
third re-merchandising at the Clearwater
Mall store. We placed a selection of the
products out in the open so that customers
could help themselves to bath salts, fizz
balls and pure Kalahari salt scrubs. The
new approach captivated customers’
senses and more people began popping
into the shop to browse.

OLIVIA'S FACT FILE

R250 000 on
product development, packaging,
stock, advertising and setting up
the store in Clearwater Mall.

Setting up our store
so customers can interact with
the products.

Don’t be discouraged by
setbacks — keep your goal in mind.
matsimela.co.za w&h



