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Biologist, Charles Darwin is renowned for 
the theory of evolution. But he is equally 
reputed for coining the axiom: “It is not 
the strongest species that survive, nor 
the most intelligent, but the ones most 
responsive to change.”

Although made ages ago, it  is indisputable 
that the maxim appropriately expresses 
how business ought to hold up under the 
current volatile economic situation in the 
country.  
 
From galloping inflation, falling aggregate 
demand for goods and services owing 
to erosion of consumers’ incomes, a 
currency crisis encapsulated by biting 
foreign currency shortages and a wobbly 
RTGS, the current economic environment 
categorically demands a non-business-
as-usual approach. 

Owing to the constant changes and 
volatility of the market environment, the 
traditional way of planning has been made 
dysfunctional. Given such environmental 
turbulence it therefore behoves business 
to adopt new approaches to both 
internal and external business conditions 
to avoid an avalanche. Failure to adjust 
to new conditions only spells out doom 
for business.

Leaders of organisations, as do marketers 
are important economic agents, who 
have a critical role to play in keeping their 
companies in business. The question to 
ask is: what new leadership models, and 
professional skills have you adopted to 
help your company or business remain 
competitive? 

Doing business in a turbulent environment 
is accordingly the nucleus of narratives 
in this magazine. A couple of articles talk 
about how to survive the challenging 
environment as a marketer or an 
organisation.

There is also an interesting line-up of 
news that capture developments within 
the Marketers Association of Zimbabwe 
(MAZ). During the quarter under 
review, the MAZ certified six marketers 
as ZimChartered Marketers following 
one year of gruelling practicals and 
hard work that are the hallmarks of the 
course. The 2018 Digital Marketing class 
also graduated in March at a glittering 
ceremony graced by MAZ president 
Denny Marandure. The MAZ wishes the 
graduates great success.  

In early March, Zimbabwe witnessed one 
of the worst natural disasters as Cyclone 
Idai, caused havoc in Chimanimani and 
Chipinge. It would be an anomaly not 
to commend the great compassion, the 
overwhelming spirit of ubuntu, and the 
sterling work that all marketers and your 
organisations and indeed various other 
Zimbabweans, exuded in mobilising 
donations to help victims of the storm. 

The ZimMarketer team fervently 
hopes that you will enjoy the 
articles prepared for you in this 
edition. 
      
               Tonderayi Mukeredzi
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Sales and marketing are not the easiest of jobs. 
They take a lot of process, tact, wit and creativity. 

All these elements are further heightened when one is 
operating in a vulnerable market that is unpredictable. 
All elements of a marketer are challenged and rendered 
completely non-conventional as one strives to achieve 
sales in a vulnerable market where all consumers are 
hanging onto every dollar in the hope that things will 
take a positive twist. 

In such a market, value takes precedence over price. 
Whatever it is that a marketer is selling, must be irreplaceable, 
must be a part of someone’s life and must be so dear to them 
that they cannot live without it. Even so one must be fully 
aware that the purchase of any item in the current economic 
environment is tantamount to purchase at the sacrifice of 
another item. In other words you are buying the things that 
you feel are necessary and letting go of those you feel you 
can do without. 

This is because for all consumers, the days of luxuries are over. 
They have been replaced by belt–tightening days, survival of 
the fittest, and the fittest are those that still see inroads where 
everyone else is seeing darkness.

The current risks in Zimbabwe incorporate, “inflation risk 
which hinges on currency instability, a recession risk triggered 
by erosion of disposable incomes and political risk which is 
heightening socio-political tension and rifts”, according to 
renowned businessman, Joe Mutizwa.

Given the risks, it’s important for marketers to gear up and  
get prepared to navigate through the risks and still win. 
Outlined below are some of the key attributes that will assist 
a Zimbabwean marketer to soar in turbulent times.

• Understand the consumer and where they are, given the 
environment they are in. Find a way of reaching them 
where they are but in a manner that lifts them from a 
‘gloom and doom’ paradigm.

• Be creative about the messaging directed to the customers.  
Language, tone and key punch line are crucial in grabbing 
the attention of the consumer.  This is important because 
most consumers are operating in a ‘daze’, where they are 
not fully engaged because of the negative environment 
around them. 

     The marketer must package his or her message in such a 
way that it will not only grab the attention of the intended 
person, but it will result in them reacting to the message 
positively.  It could be the call- to- action in the message 
or perhaps, the humour in the message.

• Be patient with customers. Take your time when 
communicating with them so that they do not feel rushed. 
Listen to them when they speak or respond to what you 
are saying.

• Clearly demonstrate the value that your product adds 
to the customer. If a marketer does this well, they leave 
the consumer wanting instant gratification or desiring to 
purchase the product right away, in spite of the price.

MARKETING MATTERS 

TENACITY IN TURBULENT 
TIMES
BY PAMELA GWANZURA

Z I M M A R K E T E R _ M A Z  O F F I C I A L  M A G A Z I N E

All elements of a marketer are challenged when one strives to achieve sales 
in a vulnerable market

M
A

Y
 

2
0

1
9

6



Z I M M A R K E T E R _ M A Z  O F F I C I A L  M A G A Z I N E

M
A

Y
 

2
0

1
9

7

• Create incentives and rewards for specific product 
purchases. That way a customer will feel that with every 
purchase there is something to be gained. For example,  
coupons with a prize attached after collecting a specific 
number of coupons.

• Create events where you can be up close and personal 
with consumers. In such a platform you can outline your 
product functions more clearly and also get to have 
instant feedback from consumers on some concerns they 
may have.

• Create opportunities for physical demonstration of product 
usage. This may be in store or even in open air “seeing 
is believing” Often customers appreciate being shown 
product functions, touching and feeling the products too. 
Customers establish a connection with a product when 
they physically see it.

• Create a platform where you post interesting information 
and developments about the product, this may be social 
media platforms where you can also encourage customers 
to give testimonials after using the product.  

     Social media allows you to do various things to reach your 
intended customers.  Sponsored adverts are even more 
ideal as they are target specific and will reach only the 
people in your domain of interest. 

      
       Social will also give you full analytics after a specific period, 

at your request. The  most important element to bear in 
mind when using social media platforms is to ensure that 
there is good creativity on the adverts and ensure that 
the style and formatting is appropriate for each selected 
platform.

• Be prepared to come up with be-spoke solutions for the 
customers. One product can deliver different solutions to 
different customers. 

      Be alert and ready to identify customer needs then go on 
extra mile to tailor make solutions for them, so that you 
meet them at their point of need.

• Be tenacious in the pursuit of customers, most require 
special handling in these turbulent times, but if the 
product you are selling is a necessity to the customers, 
fight for it to find space on their priority “must have“ list

• Remain connected to customers and continue to build on 
relationships through the tough times, because they will 
remember you when the economy is stable.

• Be disruptive that is stop people in their tracks, grab their 
attention through your creative messaging.

• Capture the moment and ride on the trends wave. Once 
you ride on trends for example social media trends, like 
Resurrection wave, the Ndinyengeiwo wave and the 
Chicken Inn Couple wave that were trending recently, your 
brand can go viral in terms of exposure and association. 

    This you can ask renowned brands such as Chicken Hut, 
Chicken Inn, Mambo’s Chicken, Ecosure that were timeous 
in riding on popular trends that hogged the limelight 
recently. It is important however to preserve brand 
integrity by ensuring that you do not violate the values of 
your brand by associating with trends that may potentially 
mar your image. Extreme caution is therefore imperative.

MARKETING MATTERS - Tenacity in Turbulent times

Create a platform where you post interesting information

Pamela Gwanzura 
is a communication 
specialist and a 
seasoned marketer. 
She can be reached on 
pgwanzura@gmail.com
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In the prevailing hard-economic times, the first 
words that come out of clients when buying 

goods and services is that your prices are too 
high, please justify them. Now this will be a trial 
of sorts as you try to justify why for the same 
service you are charging three times the price 
of your closest competitor. 

You may want to argue that the high price is commensurate 
to the quality of the service, which may leave you tongue 
tied at times when the same or seemingly same quality is 
provided by the competition. As sales executive we do 
not want to scare away customers from your enquiries 
desk out of fear of your high prices.  

The challenge comes for us when selling our seemingly 
expensive services and to get repeat business. Sales 
growth is really determined by repeat business from 
loyal customers who are now “blinded” by your service 
that they do not seek it elsewhere, of course in a fairy 
tale world this would work, but the current economic 
situation in the country is bursting many a sales 
consultant’s bubble. 

As things stand, in some organisations they have paced 

all their customers under one blanket and restored to 
charging the same price, which is forcing the low-end 
customers to find another provider to be loyal to. 

This is a tough one for the sales team who have the 
job of going to customers and convincing them they 
have reviewed their prices. Today’s consumers are 
discerning, they ask a lot of questions and are always 
seeking justification. They mainly want to know why your 
products are expensive as compared to service provider 
B or C. 

The sales consultant should strive to always have 
information ready at every stage of the buyer’s journey, 
when they are learning about the service you provided, 
the benefits of working with you and the alternatives out 
there. 

One must make sure that the stops during the buyer’s 
journey are connected and are always pointing to your 
service. 

At every stop the customer must be bombarded by the 
value of using you as the service provider. From the 
moment the client makes their initial inquiry they must 
know what value you offer. 

BEING ON 
TOP OF THE 
SITUATION

MARKETING MATTERS 

Persuading consumers 
to purchase in a difficult 
environment value not 
price should determine 
purchase
By Tendai Sharlynn Chimanda
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MARKETING MATTERS - Being on top of the situation

This also works for return clients especially those seeking 
three quotations, try as much as possible to sell value 
to them, let them always remember why they used you 
before. 

Customers love comparing and analysing. The job of the 
sales and marketing consultant is building the comparison 
around the values that come with the service, not the 
price. 

Especially now in Zimbabwe try and divert away from the 
price and hammer on the value. It is not of vital importance 
that your client knows that he is buying your service with 
all its benefits and after sales and not buying the price.

At times clients have already had bad experiences with 
low end vendors who have disappointed them. 

They may not be open enough to tell you this, but they 
regret the low-cost solution offered to them before and 
they now realise the importance of quality even if it is 
veiled under a ‘mammoth’ price.

You have to be able to change their belief that your 
service is too expensive, and this by the way is not a 
mirror of what they think of you. 

It could be that they genuinely believe that you are 
expensive because they did not expect to pay much 
based on their budget. 

They paid less the previous time they used a similar 
service provider. 

And this is their reality at that moment. As a sales 
consultant if you want to win this client over you must be 
in position to change their belief as of that moment.  

“Ensure the 
stops during 
a purchaser’s 
journey are 

connected and 
always point to 
your service.”
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I believe that for every girl to become an 
honourable woman she needs to develop as 

well as bring about that woman of virtue aspect. 
After discovering my passion of impacting 
positivity to other women, I took it upon myself 
to make a difference in other women’s lives, 
and this is not to privileged women or those 
that merely needed mentorship, but those who 
have been deprived of education and those 
that have lost hope of becoming relevant. With 
this inspiration, to date, I have managed to 
carry over five girls through to university level. 

In 2011, I came across a young girl at my offices, who 
was janitor. She looked bright. I sat down with her to 
understand where she was heading with her life and her 
response gave me the passion that I carry today. 
She said: “I don’t know what I want to be although I 
don’t want to be a janitor for the rest of my life.”

This drove me, to realise the girl child is a unique and 
delicate one who needs someone to look up to. We have 
many girls at our workplace, rural homes and spaces that 
need guidance. These ladies have no goal, ideas and 
mostly a vision of what to make of their lives. Some have 
already been messed up and still wander with no hope 
of how to be a better woman in their society. 

In 2012, it became my responsibility to shape this young 
girl’s life by furthering her education. She managed to 
attain her 5 O levels, then A Levels and now she is in 
her final in university. If we as women in our different 
portfolios would rather invest that $250 that we can 
spent for a pair of Christian Louboutin shoes in a less 
privileged women’s life, I believe it would make a better 
testimonial speech when we show off our achievements. 

As women, we need to create a “value chain” that 
assists other women to reach where we have reached 
and beyond. Many women have lost confidence because 
they have been belittled by society where our male 
counterparts feel they have a louder voice than us. 
Hence, we need to stand and encourage the girls to do 
the right thing and not look at their shortfalls but rather 
a brighter destiny.

  

INTERNATIONAL WOMEN’S DAY

THEME: CELEBRATING INTERNATIONAL 
WOMEN’S DAY 2019
“Be a Woman to make a difference”
By Ruth Ncube 

We have many girls that need guidance
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OVER THE MOON : 
The Perfect Ensemble

International Women’s Day is celebrated to show 
appreciation and love for women, their importance in 
life, and their achievements in different fields from 
science to politics to economics. 

Today’s woman is no longer a dependent soul; she is 
independent and self-reliant in every respect and is 
capable of doing everything. 

Let us recognise the importance of her existence and 
motivate her for the future achievements. We honour 
all the she-heroes in our community for their ability to 
balance for the better.

In honour of women’s role in our society, Truworths 
launched a new collection in March, the OVER MOON 
Collection. This range is versatile for all collections 
because the perfect occasion requires the perfect 
ensemble. 

The OVER THE MOON collection offers formal 
occasion wear for the discerning woman, perfect 
for those important celebrations like mother of the 
bride, graduations, the odd opening of parliament or 
glamorous night out.

Epitomised by feminine, soft luxurious silks and lace 
fabrics, OVER THE MOON garments coupled with 
handmade hats, made by expert milliners, are available 
from sizes 8 to 24.

OVER THE MOON is exactly what you will be when you 
see, touch and wear the latest collection from OVER 
THE MOON, a collection curated for women who want 
something special, for that special occasion. 

OVER THE MOON redefines glamour. It epitomises 
everything feminine, soft, luxurious and sophisticated. 
Meticulously curated – skills and lace hint to the gilded 
age of glamour, yet with a modern interpretation.

The new season collection from OVER THE MOON takes 
its inspiration from the Japanese appreciation for nature, 
characterised by graceful lines and soothing colour. 

Whatever the occasion from weddings to the opening 
of Parliament, graduations or that elegant business 
function, the new OVER THE MOON collection is all 
woman, whatever the occasion. 

As we celebrate women this year, we need to recognise 
and honour each and every woman in this world. 

Societies flourish well where women are given equal respect and 
are not taken for granted.

#BALANCEFORBETTER

#CELEBRATE

#SHEHEROES

INTERNATIONAL WOMEN’S DAY

by Charity Zunzanyika

‘Curated for women who want 
something special ...’
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ARE WOMEN 
BETTER ?
By Lenox Mhlanga

INTERNATIONAL WOMEN’S DAY 

On what was truly a remarkable morning, Full Circle 
Communications, a collective of companies in the 
integrated marketing communications space, hosted the 
second Brand Matters Session in the capital. 

Going under the theme: The Female Equation: Are 
women better for business, women representing all 
sectors of business gathered to explore, among many 
issues, whether organisations had strategies for how to 
communicate with women. 

Chairman, Dr Alex Arufu, in his opening remarks, said 
that every business must be abreast of what market 
factors are impacting women the most at the moment. 

“What do women need from your brand and how best 
can you address those needs? 

It is also critical to remember that a brand must also be 
managing its reputation, and to begin to consider what 
role female employees and customers play in this,” he 
said.

Do brands see women as independent consumers 
and how do they engage and communicate with this 
important demographic? 

“Looking at the statistics, women are an increasingly   
attractive and highly profitable audience to target, yet 

many businesses have yet to take advantage of the 
opportunity this presents,” said Refilwe Maluleke of 
Yellowwood from South Africa, the key-note speaker at 
the event.

She unpacked for the audience a white paper prepared 
by Yellowwood that sought to focus on women, their 
influence in the business context, and how they are 
perceived as a target audience.

She quoted Chimamanda Ngozi Adichie, Nigerian 
author and speaker who once said that, the problem 
with gender is that it prescribes how we should be rather 
than recognising how we are.

Refilwe said that while the median income of women over 
the past three decades has increased by 63%, this has 
changed the dynamics of their activities as consumers, 
while also altering their shopping patterns and product 
choices. 

“Brands that got away with marketing strategies built 
on the old societal constructs and stereotypes are going 
to have to respond differently if they expect to remain 
relevant. Neither the customer nor broader society will 
find them meaningful if they remain mired in the past,” 
she said.

Traditionally, she said, society has handed power to men 

The power and influence of women in business and society has 
been understated for generations. From their attempts at breaking 
the glass ceiling to using their purchasing power, women have 
found the going very tough in business.
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EXECUTIVE PROFILE -  Humble Beginnings of Peace Security

and granted women the supporting role. 

These norms have contributed to the barriers and hurdles 
that affect women in business, and to the stereotypes 
that remain prevalent in certain industries, particularly in 
the communication and advertising industries.

She was quick to caution that this conversation is not 
about the disempowerment of men.

“It’s about a bigger pie for all of us. Men also have a 
key role to plan in social change, for instance, when you 
think about parenting.”

There was a panel discussion that had prominent women 
in leadership positions sharing their experiences. 

Aisha Nyamweda, a legal executive and company 
secretary, said that the starting point would be to 
increase the number of women in your business. 

“If you want to make sure you are speaking to women, 
do you have women’s voices at your table? It’s the same 
principle as advertising to more youth or any other 
specific group,” she said.

Ms Nyamweda implored women to be confident and 
always speak up, even when people think it makes one 
aggressive. 

“Women should be proud and not hide one’s professional 
qualifications just because there were men in the room. 
Be bold, take ownership of your achievements and 
accomplishments.”

Shingai Rhuhwaya-Koti, who boasts over eighteen years’ 
experience in diverse advocacy and communications 
roles in Europe and Southern Africa said that for men, 
success and likeability are directly related, yet for women 
they are inversely related.
 
“Most successful women are not ‘liked.’ There is a huge 
‘Pull-her-downSyndrome amongst women. Let us be 
kinder to each other, respect each other and be more 
supportive of one other.”

Dr Dhalia Garwe from Tobacco Research Board said that 
when she started out, the only way she got to be heard 
was when she was introduced as Dr Garwe. 

“Companies should realise that having the female touch 
in management is important. 

I personally had to further my education so that when I 
spoke in front of people I would be heard and not placed 
under the Mrs so and so stereotype.”

Davidzo Chitengu, who is also a chartered Global 
Management Accountant, and sits on various company 
boards, shared that she lucky to have been nurtured to 
succeed when growing up. 

“I became a director at 28 and have continued to work 
hard in the mining sector. I do try to consciously think 
about the women in my space but to perform as best 
as I can.”

Concluding the event and taking a cue from one 
of the panellists, Sapi Bachi, who heads Full Circle 
Communications, the hosts of the event, implored 
companies to have women as part of their strategic 
priority rather than conversations around social 
responsibility.

“Women are not CSR, women make business sense. 
Don’t ignore them,” Sapi said.

In conclusion, Refilwe says the right messages must be 
communicated, and the fears shared by both genders 
must be addressed through open dialogue going 
forward.
 
It is only through communication and transparency that 
trust can be built, and old stereotypes and outdated 
beliefs discarded in favour of a more inclusive and 
empowered business ecosystem.

INTERNATIONAL WOMEN’S DAY  - Are women better ? 

Lenox Mhlanga is a 
Lead Consultant 
at Magna Carta 
Reputation 
Management 
organisers of the 
Brand Matters 

event.



How do you feel about achieving and receiving 
the award for the Top Marketer of the Year 
2018?

Since the inception of the awards years ago, I am the first 
marketer in Econet, and the first woman to get this top 
accolade. I remember vividly when my name was called out 
at the awards dinner, one of my colleagues asked me, “why 
are you surprised? who did you think it would be awarded 
to?” 

I had an expression of shock and as I walked to the podium I 
was excited yet in disbelief. I feel honoured and truly grateful 
to my team that I work with, my family support, and customers 
at large for the role they played for me to receive this award. 
It really is a team play combination and the work of God that 
got to me to the top and I am happy about it. 

In 2017, I was the runner up in the Top Marketer 
award from MAZ and another international award 
from the All Ladies League and Women Economic 

Forum as an iconic woman. 

This international award was for my outstanding 
achievements in marketing innovation, business leadership 
and empowerment of women. 

I again felt overwhelmed by the whole experience on an 
international stage and was grateful to my colleagues and 
women who supported me in my various empowerment 
endeavours. 

The truth is I do appreciate the acknowledgement by MAZ 
and hope that as the industry, we all continue to work to 
the best of our ability for our business brands and brand 
Zimbabwe. This interview is also my opportunity to thank 
the association for establishing awards that drive marketers 
towards excellence.  

To the uninitiated, Mellany Msengezi (MM) is the 
General Manager - Marketing of Econet Wireless 

Zimbabwe. She is the Marketers Association of 
Zimbabwe Top Marketer of the Year for 2018. The 
ZimMarketer (ZM) got up close with her to find out 
how she felt winning the prestigious accolade and 
what motivated her

THE 
MELLANY MUSENGEZI 
INTERVIEW

“Getting to the top was a 
combination of team play 

and God’s work”

INTERNATIONAL WOMEN’S DAY
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INTERNATIONAL WOMEN’S DAY – The Mellany Musengezi interview

You mention “team play”, how have you 
managed to be a team player? 

Try clapping with one finger, two, three, four and then
five. With all the fingers and both hands, you realise
the impact of togetherness. My whole experience in
different organisational and even in the community,
I have come to understand that being in a team and
being a team player can be very rewarding. Businesses
that want to progress rely on small teams working well 
together despite their diversity. One of the reasons that 
make me a good team player is that I accept diversity 
in people and adapt well to different situations. I also 
ensure and assure that other people can count on 
me – it is important to trust and be trusted when in a 
team. I truly believe and trust in my current team as it 
always rises to ensure that our brands remain top in their 
various categories in this market. Team play is great 
when everyone is pulling towards the same goal – and 
to produce something extraordinary for the whole whilst 
being fulfilled as an individual. Awesomeness. 

Your campaigning for 2017 and 2018 were all 
phenomenal. How do you ensure that you are 
implementing financially viable campaigns? 

It is crucial that one designs the right strategy and 
ensures a successful execution across all channels for 
any campaign.

This market is challenging yes, but as a business you 
need to focus on where the money is so that you are 
able to achieve your revenue goals and to sustain your 
business if you are in for a profit business. 

It is important that as a marketing person you appreciate 
the business as a whole and that marketing piece 
contributes to revenue generation. 

To achieve a viable campaign, always separate the 
emotional part of marketing and logic part. Both are 
important but there is need to realistically review your 
business case before implementation of any campaign. A 
bad proposition or offer in the market will fail despite any 
amount of cash you splash in marketing communication, 
that is a given for all marketing practitioners! 

When you also look at the role of technology, I have 
made a strategic decision to invest more into digital 
marketing as this is where the industry is. 

Digital Marketing is efficient in terms of the budget 
and will help you reach your target market at a fraction 
of the cost of traditional marketing campaigns. What I 
most appreciate is the fact that you are able to track 
the performance of you campaigns instantly and modify 
where needed.
   

  “A positive attitude can 
propel you towards goal 

achievement “
  
   Getting to know you better, it seems you 

are every positive personality despite the 
environment you are working in

    I have always believed that positivity really attracts 
good fortunes. This holds true according to a quote 
by Mary Lou Retton, “Optimism is a happiness 
magnet. If you stay positive, good things and good 
people will be drawn to you.” This means that a 
positive attitude can be the difference between 
success and failure to achieve your work of life goals. 

     One method that I use to maintain a positive attitude 
towards work is by feeding my mind with endless 
possibilities. Nothing is impossible, I can achieve 
what I want to achieve, resources are abundant and 
all sorts of other positive affirmations. When you are 
positive, you feed others with positive energy and in 
a business environment that will propel you towards 
achieving your goals. Imagine whatever goal you set, 
and your team is vibrant and positive that they will 
achieve anything. That is a winning formula. 

      To ensure you are positive, it is important to ensure you 
love and enjoy what you are doing on a daily basis. 
Those who have worked with me fully appreciate that 
I am passionate about marketing and its power to 
create wealth for personal and business brands. 

   I am really blessed to have gained experience in a 
diverse organisation with more than give plus 
successful brands and growing. I enjoy creating 
innovative and impactful marketing campaigns that 
speak to and resonate with our customers. When you 
enjoy your work, it is truly easy to have a positive 
attitude. 
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AUSTERITY MEASURES 
BEGIN TO BEAR FRUIT

FINANCIAL MATTERS

Last November, Finance and Economic Development 
minister Professor Mthuli Ncube announced a reform 
oriented national budget underpinned by measures 
targeting to fix the country’s fiscal and current account 
deficits which had become major sources of overall 
economic vulnerabilities.
 
The move to curb internal borrowing is one of the key 
measures, government is implementing to fight the 
unsustainable high budget deficit, which analysts say can 
have de-stabilising effects on the macro-economy. 

A high budget deficit has resulted in the expansion of 
domestic debt from $275, 8 million in 2012 to current 
levels of $9,5 billion against US$7,4 billion external debt, 
bringing the total public debt to around $17 billion. 

The financing of the deficit was largely achieved through 
domestic borrowing with the use of instruments such 
treasury bills (TBs), the overdraft facility with the Reserve 
Bank of Zimbabwe, cash advances from the central bank as 
well as arrears and loans form the private sector. 

Key underlying issues that needed to be addressed at the 
time of the announcement of the national budget were the 
foreign exchange policy, foreign currency shortages, the 
trade deficit and a generally unconducive doing business 
climate. And three months into 2019, some positives are 
beginning to show on the economic front. 

“We have made significant cuts to expenditure in five main 
areas: First, we have ended the unsustainable practice of 
using TBs to finance the deficit, forcing us to spend within 
our means and within the budget.”

“Second, we have reduced the public wage bill by cutting 
salaries of senior government officials by 5% across the 
board, retiring 3000 youth officers and establishing a more 
modest bonus system for civil servants that saved over 
US$75 million in 2018 alone.”

“Third, we have diverted our resources to pressing areas 
by freezing the hiring of non-critical staff, while hiring 
3000 additional staff in the education sector and almost 
2000 in the health sector. Finally, we have cut unnecessary 
expenditure and ‘perks’ for ministers and members of 
Parliament, most notably by suspending the procurement 
of vehicles,” Professor Ncube explained in the press 
recently.   

“These measures have been complemented by a concerted 
effort to widen our revenue base. One prominent example, 
the 2% tax on electronic transactions, was hotly disputed 
when it was announced but its impact has been significant. 
US$166 million was raised in the last two months of 2018 
and almost US$100 million was raised in January alone. 
We project that over US$600 million will be raised during 
2019.” 

Z I M M A R K E T E R _ M A Z  O F F I C I A L  M A G A Z I N E

Zimbabwe’s  economy  is  slowly  but  surely  showing  signs  of  recovery  as  austerity  
measures put  in  place  by  the  government  are  beginning  to  yield  results.

BY  ZIMMARKETER CONTRIBUTOR 
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FINANCIAL MATTERS - Austerity measures begin to bear fruit

“We have cut 
expenditure 

significantly in five 
main areas...” 

 - Professor Ncube

“These measures have combined to have a major impact 
on our nation’s finances. The monthly budget deficit 
declined from US$242 million in November to a surplus of 
US$733 million in December, and a provisional surplus of 
$113 million for January, an impressive turnaround in such 
a short time,” he continued. 

The reform measures are fundamentally guided by the 
Transitional Stabilisation Programme (TSP), the country’s 
short-to medium term economic policy that was enunciated 
in the fourth quarter of last year. The TSP will be succeeded 
by two five-year development strategies, with the first one 
running from 2021-2025 and the second covering 2026 to 
2030. 

The TSP acknowledges policy reform initiatives of the new 
dispensation to stimulate domestic production, exports, 
rebuilding and transforming the economy to an upper 
middle- income status by 2030. 

The policy document aims to stabilising the 
macro-economy and the financial sector; introducing 
necessary policy and institutional reforms to translate to a 
private sector-led economy; addressing infrastructure gaps 
and launching quick wins to stimulate growth. 

The progress being recorded has been buttressed by 
currency and foreign exchange strategies that came with 
February’s monetary policy statement (MPS). 

In the statement, Reserve Bank of Zimbabwe (RBZ) governor 
Dr John Mangudya outlined the introduction of an 
inter-bank foreign exchange market, a move that liberalised 
the trading of the United states dollars against the local 
bond notes currency and the real time gross settlement 
(RTGS) balances. 

Prior to the floating of the US dollar, the RBZ had pegged 
RTGS balance at 1:1 to the US dollar, however this policy 
measure resulted in high premiums for US dollars on the 
parallel market, which led to a spike in prices. 

Earlier in March, Dr Mangudya said the foreign currency 
situation was showing signs of stabilising. 
“On average for the past three weeks since the inter-bank 
market started it has been about US$12 million that has 
been traded.” 

“This is just the first month, give the interbank market about 
two to three months, the rate will reach an equilibrium, 
which may be lower than the 2,5,” the governor was 
quoted as saying. 

Renowned economist John Robertson gave 
rave reviews of the efforts by the economic 
authorities.
 
“Government has decided to let market forces decide the 
exchange rate for what is almost a new currency, our virtual 
RTGS dollar.”

“The Reserve Bank has had to increase the supply of US 
dollars by arranging a few loans and it has tried to reduce 
the demand by making the buyers meet certain conditions, 
but these have generated at least some of the stability that 
every genuine business person wants to see,” Robertson 
said in the press. 

“Stability is an important objective from so many points 
of view that if it can be reached, it will be very worthy 
achievement. We still have a lot to do to improve it, but 
stable conditions encourage investment and investment is 
the most important prerequisite for job creation.” 

“Price stability will encourage business expansion, the 
efforts needed to establish new markets, the resourcefulness 
needed to design better products and the courage needed 
to venture into new areas of business activity. Job creation 
will alleviate poverty, “he added.

For a country whose economy has been in a tailspin for 
over two decades, it is only expected that the recovery 
process will take time, a fact that the authorities themselves 
acknowledge. 

“I am aware that there are those whose who are 
disappointed by the pace of change and who expected 
progress to be faster. Unfortunately, this war never going 
to be the case. Reforming, restructuring and rebuilding 
our economy was always going to take time, and attempts 
to prematurely accelerate the process are liable to cause 
greater upheaval and suffering. A sober and, strategic and 
step by step process remains the best way to achieve our 
goal,” Professor Ncube said

Z I M M A R K E T E R _ M A Z  O F F I C I A L  M A G A Z I N E
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ZIMCHARTERED MARKETERS 
2018: Six Graduate As 
ZIMCHARTERED Marketers 

The event jointly took place with the Digital Marketing 
graduation for 2018 and MAZ President Denny 
Marandure was the guest speaker. 

The ZimChartered Marketer is a highly prestigious 
marketing status accorded to marketing professionals 
in Zimbabwe, who would have successfully consolidated 
theory into practice through the mentorship of a small to 
medium enterprise (SME) for one year. 

The programme seeks to expose one to the practical 
approach of marketing rather than being theoretical. 

The mentorship program for SMEs is meant to enhance 
the candidate’s consultancy skills as they offer expertise 
and marketing solutions to an SME over a supervised 
period. 

The ZimChartered Marketer is aimed at enhancing 
career prospects and serves as an avenue for continuous 
personal development in today’s dynamic business 
environment achieved through offering practical 
marketing exposure blended with relevant theory. 

“I would like to thank More Moyo for pushing me to 
undertake this status, it is indeed a prestigious status in 
the marketing industry, but it is not an easy journey as 
you need to work hard and be dedicated,” Shylet Baipai 
highlighted during the graduation. 

During the program, individuals go through an industry 
analysis, which they have to submit as a report together 
with the SME report. 

The reports are useful for the industry to understand the 
current operating environment. 

The programme is done in conjunction with four of 
the country’s universities namely Chinhoyi University, 
Midlands State University and National University of 
Science and Technology. 

Introduced in 2016, the programme has to date certified 
approximately twenty-five (25) ZimChartered Marketers 
mainly those who are key decision makers in the industry 
such as the likes of Roselyn Chisveto, the managing 
director of Turnall Holdings, who is an alumnus of the 
program. 

A group of six highly professional marketers were accredited as chartered marketers at the 
annual Marketers Association of Zimbabwe (MAZ) graduation for the ZimChartered 
Marketers for 2018 held at the Cresta Oasis Hotel on March 1.

MAZ NEWS
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ZIMCHARTERED GRADUATES AND PROFILES

                                                                    Shylet Baipai is the National Sales Manager at Garfunkels Private 
                                                    Limited. She has 21 years of experience in the field of sales and 
                                                    marketing gained in the chemical manufacturing, real estate andFMCG.

                                                   Her areas of expertise are:
             
                                                   Relationship building and management
                                                   Strategic marketing planning
                                                   Brand development and management
                                                   Key Account Management
                                                   Sales management
                                                   Team building and leadership
                                                   Personal development and branding
                                                   Digital marketing

Baipai holds a Bachelor of Commerce in Marketing Management Honours from the Midlands State University, an MBA 
from the University of Gloucestershire (U.K), a BBA from Preston University (U.S.A). She is also a ZimChartered Marketer 
and an affiliate Chartered Post Graduate (The Chartered Institute of Marketing, U.K)

Her thoughts about the ZimChartered program, “I learnt that hard work and dedication are the only mantra to success. 
Mentoring the SMEs taught me to apply theory into practice, and the ability to introduce change and bringing 
revolution to every field, especially my SME and my workplace.
 
“I am now very competent in carrying out full scale gap analysis in my organisation, as well as how to close the 
identified gaps. I am now a well-rounded marketer who is aware of her strengths and weaknesses, both in my work and 
life in general. Being conferred as a Zimchartered marketer has added status and prestige to my profession.”

Shylet Baipai

Joseph Nkani

    Joseph Nkani is the Business Development Manager at MAZ and a                    
    Chartered Marketer. He is a graduate in Marketing Management       
    through the Institute of Marketing Management (IMM). 

 Nkani is currently studying for an Executive Diploma in Business    
 Leadership through the Zimbabwe Institute of Management (ZIM). He  
 has a total of 24 years’ experience gained working in various sectors of 
 the economy that including both private and public and private sectors 
 (eight years). 

 Out of the over 20 years, Joseph has worked, sixteen years have been 
 spent in sales and marketing – with fifteen years at senior level in the 
 health insurance industry.
 
 An athletic sober family man with a passion for photography and a keen  
 sports follower, mainly soccer, Nkani is an ardent Liverpool fan of the 
 ‘You’ll Never Walk Alone’ fame. 

He is married to Virginia and blessed with three children, one boy a graduate in accounting and two girls, both 
currently in secondary school.
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Anne Mawere 

  Anne Mawere is the Marketing Executive for the Safeguard Group. She   

  is an adjunct lecturer at Solusi University, PHD candidate with UNICAF  

  University, Chartered Marketer and a Marketing Practitioner.

Mawere is an achiever who wishes to broaden her skills base and enhance 
her capability to add value to any organization and strives to create a working 
environment that combines uncompromising integrity and customer service 
excellence. 

Driven by a strong passion and an insatiable appetite for excellence, she enjoys 
the opportunity to pursue challenging goals and develop professionally, amplified 
with one personal secret to success: determination. 

This is what she had to say about the ZimChartered program: “It gave me the 
opportunity to formulate a focused marketing strategy for an organization in the 
beverages sector, which is operating in a volatile business environment. 

“A lot of experience was gained through the reviews as we constantly tried to 
customize marketing strategies to suit the conditions at any given point in time. This required great effort and 
dedication as the changes were rapid during this period. A great experience for any aspiring strategist.”

  Busisiwe Tutani  is currently the Sales and Marketing Manager for  

  Montclair Hotel & Casino. She is a certified Marketing Practitioner who 

  holds a hospitality management degree, an IMM diploma in Marketing 

  Management and more recently was awarded the ZimChartered marketer 

  status by the Marketers Association of Zimbabwe. 

Commenting on the ZimChartered programme, she said, “I found this programme 
beneficial as I had to harness the skill of looking at things differently.  I was being 
trained to become a consultant, so I had to put on my thinking cap. 

The programme also ensured that I was constantly studying and researching on 
new trends and also sharpened my presentation skills. 

I also benefitted from the SME I was working with as I was given a platform to 
apply myself and be able to provide them with solutions to their problems. 

I would definitely recommend anyone to embark on the programme. Thank you 
MAZ for the great experience and the opportunity to develop my skills.”

Busisiwe Tutani  

MAZ News -ZIMCHARTERED MARKETERS 2018 
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A total of 157 students graduated with certificates in Digital Marketing from the Marketers 
Association of Zimbabwe in March , a qualification which has been described as a necessity as 

industry required professionals who are up-to-date with today’s internet driven market.

The graduating students completed six week and six 
months courses in Digital Marketing.

MAZ President Mr Danny Marandure who was the 
guest of honour at the graduation ceremony of Digital 
Marketing and Zim Chartered Marketer students held 
at Cresta Oasis Hotel in Harare said digital marketing is 
designed for individuals that are ready to expand their 
skills as well as follow consumers who now occupy digital 
spaces.

In his address, Mr Marandure challenged marketers to 
be part of the digital world which has also become a 
profession in order to survive.

“Digital profession is listed amongst the much in demand 
professions to look out in the upcoming years. That 
directly means that industry is realising the importance 
of Digital Marketing primarily in India, and therefore 
hiring marketers who have skills and knowledge about it.

There are a number of industries which are much in 
need of digital marketing professionals. And all these 
industries are facing lack of talent, as there is more 
demand than supply. 

If we consider the demands of digital marketing 
professionals on different job portals one can get a clear 
picture of the increasing demand in this field,” he said.

MAZ NEWS

Digital Marketing graduates

MAZ DIGITAL MARKETING 
GRADUATION

Digital Marketing Graduates 

MAZ NEWS
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MAZ News - MAZ Digital Marketing graduation 

The MAZ President said it had been observed that 
students from different academic institutes who had 
done digital courses got more interview opportunities 
as compared to those who didn’t.

He added that the focus of the qualification was more 
than just attaining a certificate at the end of the six 
month journey, but was meant to equip marketers with 
practical knowledge on how to handle digital media on 
a day to day basis as well revenue creation.

“It explores the several aspects of the new digital 
marketing environment and integrates them to current 
business operations. It includes modules like digital 
marketing analytics, social media marketing, search 
engine optimisation, mobile marketing, Email marketing, 
content creation, website management, using social 
media for business and blogging for business. 

You will also be able to translate that into revenue and 
also track progress of your digital marketing tools,” said 
Mr Marandure.

He congratulated the graduates and encouraged them 
to go and excel from the expertise they had acquired in 
the digital field.

MAZ, Head Academics for MAZ programs, 
Mr Godfrey Dube told the graduates that two courses, 
Digital Media and Marketing were designed for 
individuals ready to explore and expand the several 
aspects of the new digital marketing environment to 
integrate them to current business operations.

Mr Dube said the courses were offered by highly trained 
personnel who were in touch with the evolving marketing 
trends.

“Our facilitators for all the programs we offer are 
recognised leaders in their respective fields. They are 
practitioners with extensive experience and where 
required, are accredited by the relevant professional 
body. All of them demonstrate proven teaching ability 
which translates into courses of an unparalleled standard 
of training.

As all our trainers are independent practitioners, their 
presentations are built on real life experience which 
is constantly being updated. This way the material is 
always fresh and current and can be applied to your own 
particular organizational need. 

They are available to speak to your team beforehand 
in order to ensure the course exactly matches your 

requirements,” said Mr Dube.Ms Esther Masunda, 
National Blood Services, Zimbabwe (NBSZ) Corporate
Affairs Manager was one of the graduates.

She praised MAZ for the digital course saying it 
helps practitioners to be abreast with technological 
advancements in the marketing fields.

“I am very grateful to MAZ for the program as it has 
made my work performance easier and enable me to 
apply some of the things. I learnt practically to my work 
especially the e-marketing which I had to adopt it for our 
blood donation clients.” said Mrs Masunda.

The six – months Digital Marketing Programme was 
introduced in 2016 and has seen over 300 participants 
graduating.

The six month programme is predominantly targeted 
at those who are responsible for implementing Digital 
Media Campaigns for their organisations or for their own 
business. MAZ also introduced the six week programme 
which is called the Introduction to Digital Marketing. 

This programme is for those who do not necessarily 
handle digital media on a regular basis, but still want 
a basic understanding. This is mainly targeted at non- 
marketing personnel, senior level executives, SME 
business leaders and business owners.

MAZ has two intakes for Digital Marketing in January and 
June which are split into four classes which are flexible 
for both full time students and the working class as there 
are mid-week evening classes and weekend classes.

Recruitment for the June-July 2019 classes is in 
progress. Come register with us to enhance your digital 
skills.

Graduates seated at the event 
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Mr D. Marandure - MAZ President posing with 
graduate Joesph Nkani and Mr G. Dube

Mr G. Dube - Head of Academics for MAZ 
                      programs speaking at the event

Gillian Rusike - MAZ Secretary General speaking      
                         at the event  

Aaron Marecha receives his certificate Charity Zenda receives her certificate

Placky Meck receives her certificate Stephen S. Chirikuutsi receives his certificate Thandekile P. Mafuwe receives her certificate

Trust Z. Chizikani receives his certificate Danai Mandibaya receives her certificate Varaidzo A. Murapa receives her certificate

Tatenda Marawanyika receives her certificate Blessing Chamboko receives his certificate Shylet Baipai receives her certificate

MAZ News -MAZ Digital Marketing graduation 

Enia Zimunya - MAZ Marketing and Training 
                         Manager speaking at the event
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MAZ News - MAZ Digital Marketing graduation 

BULAWAYO DIGITAL MARKETING 
GRADUATION HIGHLIGHTS

Bulawayo Digital Marketing Graduates 
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ZIMCHARTERED 
MARKETER SME 
INTERVIEW

MAZ NEWS

Sundowns lodge

Give us a brief profile of Sundowns Lodge. What 
business are you in?

Sundowns Guest House is a tranquil, refreshing lodge 
registered under the Zimbabwe Companies Act. 

Located 4km from the airport along Airport road, the 
Guest House offers beautiful resting and relaxing ameni-
ties, with WiFi and Dstv.

What are some of the challenges you faced be-
fore the introduction of the ZimChartered Mar-
keter Student?

We didn’t have an easy booking system, however since 
engaging a student, we now have international standard 
booking systems, like booking.com and airbnb.

Also we proactively, approached the market through so-
cial media initiatives, we benefited immensely from the 
skills of the ZimChartered marketer student.

Who was your ZimChartered Marketer mentor 
and what key elements did you learn from them?

Our Marketer Mentor, was Tanaka Nyakanyanga, Key 
lessons were using social media to advertise and market 
ourselves, also to make use of digital tools at our disposal 
like booking.com.

How has Sundown Lodge improved by having 
the mentor? (I.E.; Are there better marketing 
strategy, increase in sales, new uniform?)

He was also very keen to package our service more to 
meet international standards something we strive to al-
ways maintain in our day to day exploits.

Would you be interested in having another 
ZimChartered Marketer mentor?

We most definitely like another mentor, to usher another 
dimension that would help us stay afloat and grow our 
business.

A peaceful refreshing lodge  located 
just 4km from the airport.
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INCENTIVE TRAVEL FUELS BUSINESS GROWTH 

Local corporates have been challenged to embrace incentive travel programmes as they 
reinforce company brands as well as save travel costs.

Incentive Travel is a proven experience and a highly attractive reward that companies can rely
upon to encourage employees or partners to boost sales and drive targets.

Incentive travel is the reward element of an incentive,
recognition, or loyalty program, which takes the form of
an all-expenses paid trip with a program of scheduled
events and activities after employees reach a certain set
target  for example sales targets by the sales force.

In her address at a cocktail organised by the Zimbabwe
Tourism Authority(ZTA)  in conjuction with the Marketers
Association of Zimbabwe (MAZ) and the Zimbabwe
International Trade Fair Company during the Trade Fair
week in Bulawayo, ZTA,  Acting Chief Executive Mrs Rita
Likukuma made a clarion call to local corporates to
embrace incentive travel programmes.

“The benefits of embracing Incentive travel reinforce
company brands and values, save costs with group
travel economies of scale, employee engagement,
motivating and inspiring staff and achieve business
goals”. 

Incentive travel is targeted at sales personnel,
marketing personnel, business community and
customers,” said Mrs Likukuma.

Incentive travel is an economic driver and creates
employment, motivates domestic tourism, increases
productivity, stimulates the economy and boosts the
local economy.

Incentive travel can also be used as a way of promoting
domestic tourism which is largely lacking in Zimbabwe
owing to various reasons that range from pricing and
other things.

MAZ secretary general, Mr Gillian Rusike indicated
that hisorganisation is excited about the corporate
incentive travel programmes to which he recommended
and encouraged all Senior Marketing Executives to
introduce such initiatives within their corporates.

“As MAZ we are in support of the incentive travel
programmes, marketers must be recognised for their
work well – done ZTA, and what a better way to do this

besides rewarding staff with a travel rather than cash
bonuses as is the norm. An incentive reward leaves a
mark within an employee and I encourage all Senior
Marketing Executives to take up such strategies to
manage their sales forces said Mr Rusike.
 
“We are proud to announce that at the Marketers Annual
Convention 2019, ZTA in partnership with the tourism
industry in Bulawayo will be sponsoring the Individual
Prize winners of the Exceptional Marketing Awards.

The winners will get Accommodation Vouchers at
identified incentive travel facilities in Bulawayo as part of
their reward and recognition”.

Mr Rusike said MAZ is going to take the partnered
facilities through some rigorous marketing mentorship
programs that will see a turnaround in terms of their
marketing strategies locally, regionally and
internationally. 

“As MAZ we have a program where we mentor SMEs
and what we have done is we are going to mentor theses 
lodges that have partnered with us, we are going to
provide mentorship programs for them,” he said.

Mr Rusike also commended ZTA for engaging and
reaching out to his organisation.
 
“I want to applaud ZTA for opening space for
communication, this is a new dispensation in a new
dispensation we have never had an occasion to sit down
with ZTA like this or to at least communicate.

“For us to revive our tourism in Zimbabwe we need to
start by reviving our local tourism there is no way we can
preach about tourism in Europe when we ourselves we
don’t even know parts of our country.

If you have never been to Gonarezhou how are you
going to market it outside?” he said.
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IMM GRADUATE SCHOOL - IMM BEST STUDENT

ZIM IMM TOP STUDENT 
SCOOPS AWARDS
by ZIMMARKETER CONTRIBUTOR

Dimingo stole the limelight at an Institute of Marketing 
Management (IMM) Graduation Ceremony held at 
Celebration Centre in Harare when she was announced the 
Best Student from hundreds that completed a three-year 
IMM Diploma in Marketing Management recently.

The prestigious IMM Diploma in Marketing Management 
programme is offered in at least 15 countries in Africa.

Melita who is currently not employed got 11 distinctions in 
the 18 modules that she was examined in for her diploma 
programme.

She attributes her good grades to a childhood lesson.

“I think I got these distinctions mainly due to hard work, commitment 
and determination that I put towards my school work. 

From childhood I was made to believe that if you are 
committed to something you always achieve and this has 
been my life principle,” said Melita.

She is continuing with her studies and is currently enrolled for 
a Bachelors in Business Administration (BBA) degree majoring 
in Marketing Management with the same institution-IMM.

On why she chose to study Marketing as a professional course, 
Melita said it was the only profession close to her nature.

“I like working closely with people and socialising. I also 
like seeing that people’s needs have been satisfied. When I 
succeed in satisfying people’s needs I am at peace with myself. 
It also brings so much joy to my soul so when I completed 
my High School I did not think twice about what I wanted to 
pursue,” she said

A life lesson that marketing student Melita 
Dimingo (24) learnt during childhood has seen 
her emerging as the best out of hundreds of 

students drawn from a number of African countries.
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ZIM IMM TOP STUDENT 
SCOOPS AWARDS

IMM GRADUATE SCHOOL - IMM best student

The Executive Secretary for Marketers Association of 
Zimbabwe, Mr Gillian Rusike who attended the graduation 
ceremony commended Melita’s exploits in the academic field.
“We are always excited by such achievements as this is a 
reflection of the level of intelligence and capacity that we 
have as Zimbabweans. 

Our human capital capacity cuts across all sectors and fits 
well in the demands of the global world hence this acts as a 
symbol of our national pride.

 “Even in the marketing fraternity we continue to dominate 
and she (Melita) is a symbol of exactly of what I am talking 
of,” said Mr Rusike.

The IMM GSM is a privately owned marketing school 
headquartered in Johannesburg, South Africa.

It is an open and distance learning institution which offers 
internationally accredited qualifications. It forms partnerships 
in Africa and elsewhere to produce accomplished professionals 
in the fields of Business Management, Marketing and Supply 
Chain Management.

It was established over 60 years ago making it one of the 
eminent graduate schools in the region. Its qualifications are 
also held in high esteem in most countries.

In Zimbabwe, IMM partnered with the Midlands State 
University some few years back in line with the legislation that 
requires all international educational bodies to be affiliated 
with local institutions.

The author is an accomplished journalist, 
certified Marketing Practitioner and Public 

Relations expert.

T

Melita receives her award
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MARKETING OFFICE:Travel Plaza 2nd  Floor, Cnr Mazoe & Chinamano, Harare, Tel +263 4 791176, Cell: +263 772 144 360,
Email:marketing@glowpetroleum.co.zw, Website: www.glowpetroleum.com

F O R  A L L  Y O U R  F U E L  A N D  L U B R I C A N T S  N E E D S . . . .

BRANCHES IN: Beitbridge, Bulawayo, Chimanimani, Chipinge, Chiredzi, Chisumbanje,  Cross Roads, Gokwe, Gutu, Gwanda, Harare, Hauna, Hwange,Jerera,
Kariba, Kwekwe, Magunje, Masvingo, Mtawatawa, Murambinda, Mutare, Mvurwi, Nembudziya, Nyika, Rusape, Sanyati, Shurugwi, Tsholotsho &  Zvishavane

Glow Petroleum is an indigenous
company and one of Zimbabwe's
leading fue l  suppl iers .  Our
exceptional service hinges on
d i l i g e n c e ,  e x p e r t i s e  a n d
unparalleled professionalism to
support an extensive retail fuel

distribution network across the
country.

The eco-friendly environment at Glow
Petroleum gives Africa and indeed
the world, a glowing green future.

EXPERIENCE OUR EVER GLOWING,
EXCEPTIONAL SERVICE

EXPERIENCE OUR EVER GLOWING,
EXCEPTIONAL SERVICE

B U L K  F U E L  S U P P L Y  F O R :   •  M I N I N G   •  M A N U F A C T U R I N G  •  B U S E S  •  H A U L A G E  T R U C K S  E T C
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WHEN CEOs NEED 
TO BE THE FACE 
OF THEIR BRAND

The death of a superstar, a national hero or a global icon is big news. Their funerals 

attract even more publicity as other celebrities and even politicians among other 

society influencers grace the funeral wake to offer their last respects. 

Superstars lead dramatic lives and that drama usually 
follows them to their graves. So, it was when Zimbabwe’s 
finest musical export Dr Oliver Mtukudzi breathed his 
last at a Harare hospital on 23 January this year, that the 
whole of Zimbabwe (some say Africa) was brought to a 
standstill. 

A lot of side-shows (mini-dramas) were at play from the 
time his death was announced during his funeral and 
even in the days immediately after he was buried at his 
rural home of Madziwa in Bindura. Some of the dramas 
could not escape the glaring eyes of the media and 
soon found their way into the national newspapers and 
international media in general. 

Career wise, journalism was my first love then I fell 
head over heels with corporate communications (public 
relations) later - and quite recently, the marketing and 
more precisely management bug is hitting on me. 

A combination of all these factors have made me single 
out the story of how Nyaradzo Group founder and chief 
executive officer, Phillip Mataranyika turned himself into 
an undertaker to bury the iconic musician as the greatest 
sideshow of Tuku’s funeral.

By this single act of leading from the front to bury Tuku, 
Mataranyika endeared himself as a darling of some 
people at the same being contemptible to others. 

I consider myself as “a below average” person in social 
media engagement but I found myself commenting on 
Facebook when the debate about Mataranyika’s antics 
raged on in cyber space. My comment was brief and to 
the point, “this could be a master stroke as he positions 
himself to take over.” My comment was liked by a few 
including Mavis Mataranyika, Phillip’s wife and a fellow 
director at the Nyaradzo Group.

Another social media user said he would agree with 
my observation if he (Mataranyika) was going to do the 
same to someone else who was not as popular as Tuku. 

He went short of labelling Mataranyika, an opportunist 
who wanted to ride on the back of Mutukudzi’s mass 
appeal to push his brand. I did not respond to this 
comment that was directed to me. Instead I thought of 
engaging a bigger audience through a media platform 
that I am more comfortable with. This motivated my 
decision to write this article defending my position on 
why I think Mataranyika’s action could be a masterstroke 
in business and not a communicator disaster. 

By Joseph Katete 

BRANDING
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At some point in time, CEOs or leaders in general need 
to rise and be the faces of the brand they represent 
or companies they drive. A marketing lecturer, Wright 
Mangwanya’s concurs and proffers a reason why it is 
important for leaders to rise to the challenge and the be 
the face behind their brands or companies. He contends 
that the place of the CEO is quickly transforming, 
and they should not be confined to their offices and 
boardrooms only. 

“Branding is no longer about humanising 
products but influencing people through other 
people that they know, trust and like. In a country 
like Zimbabwe where the business is cut-throat, 
business leaders need to be seen and heard by 
their customers, clients and stakeholders,” - 
Mangwanya 

He continued, “CEOs are also key to their companies 
branding strategies and can afford to ignore this at their 
own peril. One business leader who comes to mind is the 
late Steve Jobs whose micro management style ensured 
the unprecedented success Apple enjoys today. CEOs 
personify the brands they represent.”

Business leaders need to take ownership of their 
personal brands and strategically position themselves 
to effectively manage their perception value,” he 
said. While most people would take the Tuku funeral 
as a simple opportunity, effective brand management 
requires utilising every opportunity possible to ensure 
greater brand visibility and drive towards brand equity.
 
Personal branding consultant and marketing scholar, Dr 
Talaya Waller recently told a University Cape Graduate 
School of Business that the way people think about 
branding has shifted. 

“CEOs have become the face of the company; 
the face of the company is no longer the logo. 
If you look up the Most global 500 companies, 
most likely you will find the CEOs have more 
followers on social media than the company 
itself. 

“Ninety-two percent of consumers trust a 
recommendation from a person over company 
when they buy a product or service; the average 
who posts a brand message on social media 
gets 561% more engagement than when that 
same message is posted on social media by a 
company,” she said. 

“What people are looking for is a CEO who is 
likeable and relatable. A good CEO can attract 
media attention, bring in more investors and the 
best talent to the organisation. For instance, 
people still want to work for Apple because 
of Steve Jobs, even though he is not around 
anymore, that is how great his brand was,” - 
Waller

One of the richest people in the world, Dr Richard 
Branson of the Virgin Group of Companies represents 
the contemporary CEOs who would do “anything” to 
publicise their brands.
 
In fact, Branson believes he should always lead from 
the front. Some of the ridiculous things that Branson 
has done in an effort to create publicity for his different 
businesses include: 

BRANDING  - When CEOs need to be the face of their brand 

The late Steve Jobs - Apple Inc CEO
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• Baring his backside to mark the arrival of Virgin 
Atlantic in Canada.

• Public display of feminine side by putting lipstick 
on his lips at the unveiling of Vei, Virgin’s range of 
cosmetics and toiletries.

 
• Working up a sweat in public when he launched 

the Virgin Act Gym and Life Centre in Shepherd’s 
Bush.

• Posing as a Malay Warrior at a press conference 
in Kuala Lumpur.

• Dressing as an African warrior with “Ibhethsu” and 
the accompanying “Umkhonto” the spear when 
he announced the arrivals of Virgin’s Atlantic’s 
first flights to South Africa. 

• Dressing as a bride when he promoted his Virgin 
Brides Venture. 

On the other hand, South Africa’s brand reputation 
management consultancy Solly Moeng, who shared the 
same problem with Waller had different opinions on the 
subject. 

Moeng cautioned that having a strong CEO brand is not 
enough.

“There is a balance that needs to be struck 
between the brand of the CEO and the brand 
of the business for optimal results. A strong 
CEO brand can lift a company, but a weak 
company brand can drag the personal brand of 
its CEO down,” - Moeng

Whilst having CEOs step up and being more aggressive 
intrigues me than adopting a cautious approach it is 
wise that a balance be maintained between these two 
approaches of business leadership. 

It is imperative that personal brands be aligned to 
corporate brands for branding to reach its full potential 
to manage the associated risks of promoting either 
brand at the expense of the other. 

Joseph Katete is a freelance journalist, public 
relations officer and a certified marketing 
practitioner with a passion for branding 

and marketing communications. He holds 
qualifications in journalism, marketing, public 

relations and business management. 

BRANDING  - When CEOs need to be the face of their brand 

Phillip Mataranyika (Nyaradzo Group Founder and CEO) at Tuku’s funeral
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TUKU: A GLOBAL BRAND 
WHOSE MUSIC TOUCHED 
MANY LIVES

THAT the late Oliver “Tuku” Mtukudzi, Zimbabwe’s 
first artist to be accorded national hero status was 

a global brand is beyond any questioning. In fact, his 
death, which resembled a sword pierced into the hearts 
of many of his fans around the world, underscored his 
global impact.

By ZIMMARKETER  CONTRIBUTOR 

The death of Samanyanga: Tuku’s popular moniker based 
on his totem, the Elephant, which he was well known by 
his legions of fans, grabbed media headlines around the 
world. A common denominator in the stories carried by 
the various media in honour of Tuku was consistency in 
his work. There was hardly any difference between his 
work, personality and what he stood for life. 

Tuku’s demise similarly laid bare how his personal brand 
appealed to a cross section of society. From heads of 
states to politicians, business people to the young and 
the old, kings to vagabonds, the rich and the poor, Tuku 
was able to charm his way into the hearts of many with 

so much ease and artistic finesse. 

But first things first: What is a global brand? A global 
brand refers to a name that is recognised throughout 
the world. Keller (2013), the iconic scholar on brand 
management, stressed that brands that seek to become 
global need to do the following to build their brand 
equity:

1.Identifying differences in consumer behaviour.

This strategy is meant to establish how consumers 
purchase and use products. For example, Tuku needed 
this to ensure whether he should carry bags of compact 
discs to sell during his international tours as per his local 
marketing strategy or just upload his music on musical 
sites such as YouTube and sell more from there. Tuku 
performed at different international platforms such 
as The Jersey Festival in the United States of America 
(USA), local music galas and jazz festivals, many African 
states and in South Africa, which had become more of 
his second home. 

2. Adjusting the branding program accordingly 
through the choice of brand elements, the 
nature of the actual marketing programmes and 
activities.

In Mtukudzi’s case after struggling for many years 
without much financial success, his fortunes started 
changing for the better in the 1990s. Samanyanga’s star 
reached its climax around the turn of the millennium as 
his success transformed into wealth. Tuku’s manager, 
Debbie Metcalfe is credited for bringing out to the fore, 
the international or global appeal in Mtukudzi, up to the 
time of his death on 23 January 2019. He was 66 and 
held the same number of albums under his belt. 

3. The leveraging of secondary associations. 
This refers to making a connection between and 
with other entities so that consumers of the 
brand will form a mental association. 

BRANDING
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Different news stations globally described Tuku as “a 
talented Pan African artist” showing that he had used 
regionalism to differentiate himself. 

His music resonated with almost all African countries 
hence he was known globally as a Pan African artist. 
Tuku worked with Salif Keita from Mali, Ishmaelo from 
Senegal, Mahube, the popular South African (SA) 
ensemble consisting largely Southern African musicians 
as well as top SA singers like Hugh Masekela and Yvonne 
Chaka Chaka. 

The collaborations not only brought the best out of Tuku 
but confirmed him as a global star. 

In his career spanning more than four decades, Mtukudzi 
knowingly or unknowingly seemed to have adopted the 
ten commandments of global branding. These are:

1. Understanding similarities and differences in 
the global branding landscape. 

Tuku used his audiences’s desire for original Zimbabwean/
Pan African music that transcended national boundaries 
to effectively communicate with the language that he 
used during the shows.
For example, the way he introduced the same song 
at a show in Harare was different from how he would 
introduce the same song at a show in the USA. Locally, 
he communicated mostly in his deep Korekore dialect 
while internationally he preferred to use English.
 

2. Don’t take short cuts. 

The four decades that Mutukudzi took building 
his brand were not a stroll in the park.As many of 
his colleagues testified at his burial, Tuku was a 
paragon of perseverance and hard work.

3. Establishing marketing infrastructure. 

A critical success factor for many global brands is their 
manufacturing, distribution and logistical advantages. 

The brands have created, sometimes from scratch, 
appropriate marketing infrastructure in other countries 
and adapted to capitalise on the existing marketing 
infrastructure in countries of operation. 

‘Global brands like Mtukudzi 
ensure consistency in product 

quality’

Mtukudzi’s band was mainly composed of locals who 
would have distinguished themselves by playing for 
other bands. 

Tuku’s long-time drummer, Sam Mataure is an example 
of a pillar of his music production, who used to play for 
other bands such as the late Andy Brown and the Storm. 

BRANDING  - Tuku a global brand whose music touched many lives

Afropunk.com

THE LATE DR OLIVER MTUKUDZI
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Depending on what he wanted to achieve, Mtukudzi 
would choose either to produce his music locally or in 
South Africa.

Global brands like Mtukudzi are known to go to great 
lengths to ensure consistency in product quality across 
markets. 

More often, global brands or companies have to adapt 
production and distribution operations, invest in foreign 
partners or both in order to succeed abroad. 

In 2005, Mtukudzi did the unexpected when he severed 
ties with 90% of his band members ostensibly to 
introduce a new sound to his music.

Initially the move was met with criticism but at the time of 
his death, Mtukudzi’s creative genius and stage presence 
was something that he is mostl remembered for. 

4. Embrace integrated marketing communications. 

To reach to his wide and varied audience, Mtukudzi 
had to invest in both traditional and latest online media 
experts. 

For instance, he hired Shepherd Mutamba, a veteran 
journalist and arts critic during the defining period of 
his carer to handle press inquiries and interviews and to 
manage his reputation. 

He also launched Tuku Music, his recording label that 
has its own website and a presence on social media 
through the following link: 
https://www.facebook.com/tukumusik. 

Like an octopus, Mtukudzi spread his tentacles in almost 
all media channels to market his global brand. 

5. Cultivate brand partnerships. 

Most global brands have marketing partners of some 
form in their international markets, ranging from joint 
ventures, franchises, distributors and agencies. 

One common reason for establishing brand partnerships 
is to gain access to distribution. Tuku at one time used 
a Northampton Box Office for online sales of his tickets 
when he was on tour to the United Kingdom. Tuku also 
collaborated with several international artists.
 
6. Balance standard and customisation. 

To provide the right mix between standardisation and 
customisation is a hurdle that individuals or companies 
that need to build brand equity over geographic 
boundaries and market segments must deal with.

Mtukudzi seemed to have the formula as music delivery 
and stage presence were always impressive.
 
7. Balance global and local control. 

The key decision here is choosing the greatest 
organisation project for managing a global brand. In 
general, there are three main approaches to organising 
for a global marketing effort. 

These are: 

a) Centralisation at home office or headquarters 

b) Decentralisation of decision making to local 
foreign markets 

c) Some combination of centralisation and 
centralisation. 

While most global companies’ use a combination of 
centralisation and decentralisation, the Tuku brand 
seemed comfortable to centralise its efforts at Pakare 
Paye Arts Centre, the artist hub that Mtukudzi built in 
Norton, some 40 kilometres out of Harare. 

BRANDING  - Tuku a global brand whose music touched many lives

pri.org
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8. Establish operable guidelines. 

Brand definitions and guidelines must be established, 
communicated and properly enforced so that marketers 
in different regions have a good understanding of what 
they are expected to do and not to do. 

The goal is to have the whole team pushing in one 
direction and having a consistent message in terms of 
brand meaning. In the case of Tuku, he was the brand 
and he made sure that the team that he built knew his 
vision and had the same work ethic like him. 

Unlike other musical outfits in his homeland, Tuku’s band 
members despite being talented artists in their own 
right, only promoted the Tuku brand.

Another example is the promoters who sold his shows. 
There was a certain level of professionalism and 
orderliness that was associated with Tuku’s musical 
shows as compared to other artists.
 
9. Implement a global brand equity measurement 
system.

This refers to a set of research procedures designed 
to provide timely, accurate and actionable information 
for marketers on brands so that they can make the best 
actionable decisions both in the short and long terms. 

On its website, the Tuku Music Company has a list of 
values that the team endeavoured to achieve. These 
brand value propositions were likely to derive the brand 
strategies and actions. 

10. Leverage brand elements. 

Tuku seemed to emphasise on nonverbal brand 
elements like logos, symbols, and characters to create 
brand awareness and image. 

A giant statue of himself at his Pakare Paye Arts Centre is 
enough communication of whose brand is being pushed 
in all operations at the centre.
 
President Emmerson Mnangagwa eulogised Mtukudzi 
for his global reach as a brand. He said Zimbabwe’s 
adverse international reputation as a brand for the 
past two decades had benefitted immensely from its 
association with Tuku’s personal brand. 

“We should therefore take a leaf from this exemplary son 
of the soil. No matter where we go, what we achieve, let 
us be like Tuku. 

Never despise or seek to harm our motherland. 

We have one country, one nation, one Zimbabwe. The 
lyrics of his song Hatidi Hondo, Hondo Hatidi must be a 
constant reminder for us to live in peace, love and unity. 

I therefore challenge us all to always seek to protect or 
country, Zimbabwe, to fly our national flag high in all we 
do, love our country and be patriotic towards it. 

He entertained and united millions of people as well 
as branding and marketing our country as a safe and 
friendly destination of choice,” President Mnangagwa 
said in a tribute to Tuku at his burial. 

‘Hatidi Hondo, Hondo Hatidi’
- President Mnangagwa

BRANDING  - Tuku a global brand whose music touched many lives

Bulawayo 24news
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As we traverse this memorable Show journey, the Zimbabwe Agricultural Society, having been in 
existence for 124 years, and having held 108 successful Shows, and following extensive consultations, 
it has become necessary to truly reflect the national character of the Harare Agricultural Show, while 
priming it for international acceptance and competition. In this vein, the last Harare Agricultural Show 
(HAS108) was in 2018.  

PIMP MY BRAND
By Cynthia Tapera 

The inaugural Zimbabwe Agricultural Show (ZAS109) will 
be held from 26 to 31 August 2019.

Brands can be successfully revamped by adapting 
current styles while celebrating their history. ZAS is about 
heritage, about making that heritage relevant for today 
and making that heritage relevant tomorrow. 

Inspiration for the development of the ZAS logo was 
sought from the past to inform the Society’s future 
in order to create a new identity that has a retro and 
approachable feel. 

Achieving this and more, the new identity focuses on the 
brand’s heritage and embodies a personality that reflects 
the Show as it currently stands through contemporary 
visuals and a fresh approach to its entire digital presence.

It’s more than just a revamped logo, it’s about elevating 
the experience of our stakeholders. 

It is expected that both the pitch and tone of the 
Zimbabwe Agricultural Show will be heightened.

The ZAS109 shall be further broadened to encompass 
and highlight other sectors of the economy with links 
to agriculture such as tourism, mining, manufacturing, 
services and infrastructure, while retaining the character, 
context, content and diversity of the Harare Agricultural 
Show creating a new ecosystem.

The Show is transforming in a way that inspires 
exhibitors, investors, and show goers to see the Show in 
an enhanced light.

The new Show logo seeks to engage, inform, invite, 
challenge and support in equal measure. 

The cow has always been a traditional symbol of wealth 
and economic strength in Zimbabwean culture. 

Furthermore, within the ZAS brand, the cow is part of the 
logo for the Livestock Revitalisation Programme. 

This is the same “revitalisation” that the Zimbabwean 
economy as a whole needs, and that the Zimbabwe 
Agricultural Show will help to bring about, by “Promoting 
Agricultural Development”.

Promoting Agricultural Development will not only 
improve the economy of Zimbabwe, but also help to 
ensure that Zimbabweans have adequate food and feed. 

These maize cob icons symbolize all the crops that are 
grown in Zimbabwe. 

Various consumers, both local and international, stand to 
benefit from the Zimbabwe Agricultural Show by meeting 
with various people and organizations throughout the 
entire crop value chain and agricultural ecosystem.  

COMPANY NEWS



Z I M M A R K E T E R _ M A Z  O F F I C I A L  M A G A Z I N E

M
A

Y
 

2
0

1
9

4 3

Using gold as the colour for these maize cobs is meant 
to symbolize how precious food security is to Zimbabwe, 
and the entire planet.

To help satisfy the brief’s request for a “retro yet 
contemporary” logo, this design incorporates the san 
serif font “Wicked Grit”. San Serif fonts, also known 
as “fonts without feet” were all the rage both in the 
modernist and post - modernist periods of art and 
design history. 

As a san serif font, Wicked Grit gives an interesting 
modern touch to a logo design that borrows heavily 
from logos in the 1890s. 

The font even has some “weathering” to it, also hinting 
at the Show’s long history of “Promoting Agricultural 
Development”.

By promoting agricultural development, the show helps 
all the subsequent industries from secondary, through 
tertiary to quaternary. 

As one of the primary industries in Zimbabwe, 
agriculture will help a lot to move the gear cogs of 
Zimbabwe’s industries and help to revitalize its economy 
by creating jobs and increasing the country’s Gross 
Domestic Product, among other benefits that the Show 
will facilitate.

For corporates and SMEs alike, ZAS109 will be the 
biggest national physical interactive space for them to 

show-case their products and services.

The public sector apparatus will find ZAS109 to be the 
best space for highlighting the various services available 
in government departments, state-owned enterprises, 
rural district councils, towns and municipalities.

For regional and international organisations, and other 
countries, ZAS109 will be both an opportunity for 
trade and a space to network and explore business 
opportunities. 

With various business discussions targeting the important 
sectors - from manufacturing, mining, commerce, 
construction, education, local governance to energy 
and power – being held during ZAS109, capped by 
the popular Annual National  Agribusiness Conference, 
future Shows are indeed a must attend event for 
captains of industry and commerce, local authorities, 
civic organisations, policy makers, farmers, consumers 
and many other stakeholders. 

ZAS109 shall further expand the “Farmers Festival”, 
initiated in 2018, to give it a national character, so that 
it becomes a platform where discerning corporates 
can reach and engage their clients and customers, and 
provide an opportunity for brand activation. 

The Zimbabwe Agricultural Show is the biggest and 
growing annual gathering of people, of all generations, 
for the cause of agriculture and wider national economic 
development in Zimbabwe.  Be a part of it!

Cynthia Tapera is the Head of Sales and Marketing 
for the Zimbabwe Agricultural Society. Follow her 
on @livelihoodsplus and @CynthiaTapera. 

COMPANY NEWS   - Pimp my brand
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ZAMPS KEY OBJECTIVES ARE BROKEN DOWN 
AS FOLLOWS :

• Market sizing, ZAMPS helps organizations to 
determine their market size and also to figure out 
their market share.

• Market Structure, ZAMPS helps an organization to 
clearly see what the market structure is like and 
where they are ranked among their competitors

• Market segmentation, ZAMPS helps organization 
in clearly segmenting their markets according to 
demographics, age, LSMs, gender to mention a few 
elements.

• Market trends, ZAMPS assists organizations in 
tracking competitor trends over varied periods of 
time.

KEY HIGHLIGHTS FROM  ZAMPS 2018 
SECOND HALF

DEMOGRAPHICS

Income levels have dropped with 71% earning below 
$200 from 38% earning the same in the First Half survey.

Self-employment remains the most popular type of 
occupation.

THE BEHAVIOUR PATTERN AMONG PRODUCTS - 
FAST MOVING CONSUMER GOODS (FMCG)

There is a general decline on usage of most basic 
products, with the most hit being bread from 74% 
to 54%. There was a significant increase on all luxury 
products and clear beer (16%) continued to lead, 
followed by cigarettes (12%), opaque beer and alcoholic 
fruit beverages both on 11%.

• Personal care products saw a decline but petroleum 
jelly continues to lead the category.

• Most snacks saw a decline except for chewing gum.

• Hot and cold non-alcoholic beverages saw a decline 
especially squashes/syrups and fizzy drinks from 
37% to 28% and 37% to 30% respectively.

• Spreads & additives also saw a general decline 
in usage with gravies/relishes facing the biggest 
decline from 40% to 26% in the Second Half.

2018 HIGHLIGHTS OF ZAMPS
About the Zimbabwe Advertising Research Foundation
The Zimbabwe Advertising Research Foundation (ZARF) was founded in 1997. ZARF was formed 
with the support of all advertising agencies, media houses and marketers. ZARF is responsible 
for the largest national research dubbed the Zimbabwe All Media Product Survey (ZAMPS) 
which is arguably the nation’s largest research.  ZAMPS is the most comprehensive single –
source survey of media, products, services and activities in Zimbabwe. ZARF celebrated its 21st 
anniversary in 2018.  Now in its 22nd year, we would like to ensure that it is more relevant and 
widely used by the Zimbabwean Marketers as well as international marketers and potential 
investors. 

By Pamela Gwanzura

INDUSTRY NEWS

A huge decline in bread consumption..
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• General stores continue to lead with 49% followed 
by supermarkets such as Pick n Pay (27%) and OK 
Zimbabwe sitting at 16%.

• Butcheries (79%) continue to be the main fresh 
meat source for majority of the adult Zimbabweans 
followed by own production (18%). 

• Popular fruit and vegetable sources are own 
production (41%) and open market (39%). 

• Flea market remains number one outlet for both 
adult clothing (61%),  and children’s clothing (46%) 
in Zimbabwe. 

ELECTRONIC MEDIA

• Radio listenership declined from 63% to 58% 
between the First Half and the Second Half surveys.

• Top four radio stations were, Radio Zimbabwe 
(35%), National FM (17%), Star FM (11%) and Power 
FM (10%).

• Voice of America was the only radio station that saw 
an increase (3% to 4%) in listenership from the First 
Half survey.

• Community radio stations are making an impact 
in the country and they are being felt in the areas 
where they are located. 

There is a growing attachment to local radio stations by 
the communities surrounding them. SkyzMetro is now 
the leading radio station in Bulawayo sitting at 14%. 

• TV viewership was at 52%, a decline from 62% 
recorded in the First Half. Key players in the TV 
market being DSTV (26%) and ZBCTV (24%).

• ZBCTV’s local dramas have gained popularity with 
the top three being Tunga (50%), Wenera (38%) and 

Mawoko matema (32%).

PRINT MEDIA

• Both daily and weekly newspaper readership 
declined significantly from 32% to 22% and from 
28% to 16% respectively.

• The Herald had 11% readership followed by 
Dailynews (8%), Newsday (6%), Chronicle & H-Metro 
both at 5%. 

• Sunday mail had the highest readership among 
weekly papers.

OTHER MEDIA

• Popular outdoor advertising channels were billboards 
and posters with 66% and 54% respectively.

• Internet penetration was on 34%, Bulawayo with the 
highest penetration of 63% while Mash Central had 
the lowest at 23%.Internet usage is growing and 
people are discovering there is more to be gained 
by accessing the internet more regularly.

• Personal communication (85%) remains the most 
popular reason for people to go online with 
WhatsApp (97%) being the main platform used. 

       Whatsapp emerged the most popular social media  
       platform.

• The digital tide is definitely sweeping through the 
Zimbabweans and we will continue to track the 

growth in the techno savviness of our people.

FINANCIAL SERVICES

• 28% of adult Zimbabweans are using commercial 
banks, a decline from 29% recorded in the First Half 
survey.

• Top five banks were Steward Bank (18%), CBZ (17%), 
CABS (17%), POSB (16%) and ZB Bank (13%).

• Zimbabweans have embraced mobile money 
services with Ecocash having the biggest market 
size of 84% while 14% of adult Zimbabweans are 
not yet using the mobile money services.

INDUSTRY NEWS   - 2018 HIGHLIGHTS OF ZAMPS

WhatsApp the most popular social platform
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• Usage of insurance policies and plans grew from 
35% to 37%, with funeral (at 25%) being the key 
driver.

• Ecosure registered highest growth from 21% to 26%.

• PSMAS emerged the highest player in the  medical 
aid sector with 54%,  followed by First Mutual (15%) 

and CIMAS (12%). 

TELECOMS

• Econet remains the leading player in mobile 
networks followed by NetOne (22%) and Telecel 
(10%).

• Individual consumers have embraced ISPs with 

TelOne and ZOL now being picked in the survey.

SOURCES OF ENERGY

• Wood has remained the most used source of 
energy for cooking and heating with 60% and 63% 
respectively. Electricity was a distant follower with 
32% and 21% respectively.

• On lighting, electricity led with 41% followed by 

solar energy at 26%.

• With the advent of the power cuts, the use of gas 

and solar energy is set to grow.

The next ZAMPS report is 
loading …

The next report will be out soon. It is going to be 
interesting because there have been many volatile 
factors within the Zimbabwean environment, so tracking 
them against the previous findings is going to give us 
indicators of people’s responses to various factors and 
policies. 

Things to look out for :

• The effects of fuel increases on the prices of basic 
commodities

• The effects of the monetary policies

• The effects of forex and exchange control

• The media landscape and its response to the 
environment

• Consumer purchasing patterns

All these insights and more, 
coming soon in the next 

report.

By Pamela Gwanzura (ZARF CEO)

INDUSTRY NEWS   - 2018 HIGHLIGHTS OF ZAMPS

Wood the most popular energy source
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MARKETERS ADVANCING 
AGRICULTURE THROUGH TECHNOLOGY
INNOVATION AND MORDENISATION
By Cynthia Tapera

OUR CHALLENGE, OUR OPPORTUNITY
The major problem in Zimbabwean agriculture is low 
productivity (low yields) and low production, (too much 
idle land) so urgent and sustainable intensification and 
extensification interventions are required. 

The challenge of poor funding and the absence of 
appropriate agricultural lending institutions suited to the 
risk profile in agriculture have been partially palliated by 
value chain financing interventions, and quasi-fiscal and 
fiscal interventions over the years, but for the long term, 
a return to a Land Bank, as an institutionalised lending 
platform, could be the best way forward.

We have continued on plunderously nerdy funding 
models, while niggling over their impact, instead of 
setting up credible and long-term measures to support 
a sector at the core of our developmental aspirations. 

Mechanisation and irrigation development; infrastructure, 
logistics and storage expansion; farmer capacitation by 
private and public extension; climate smart agriculture 
adoption in the face of unpredictable weather; and 
functioning markets and fair trade development, deserve 
untrammelled urgent national attention. 

Also the issue of viable and cost-effective and efficient 
institutions to drive sustained agricultural growth should 
be addressed urgently. 

Agriculture for Economic Development
According to the World Bank, GDP originating from 
agriculture is twice as impactful as GDP originating from 
any other sector. In modern history too, no country has 
transitioned to a successful economy without increasing 
agricultural productivity. 

Despite all this evidence, and the clear link between a 
strong agricultural base and increased manufacturing 
output, we have not responded with interventions for 
dirigible financing to this critical sector. 

Our policies too have only weakly sought to direct 
investments and individual and company behaviours. 
There is a compelling case to change the way we think 
about thinking.

The Nexus for Development

A strong agricultural sector, together with a vibrant 
mining sector, are the twin engines for primary national 
growth that should feed into a growing manufacturing 
sector. 

These three sectors should then spawn opportunities 
for additional services, infrastructure, power and energy 
development. 

INDUSTRY NEWS
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In the midst of all this, consistent and not nerdy policies 
should direct investments. There is a difference between 
looking and seeing and, indeed, between hearing and 
listening.

Towards Agriculture 4.0

The ZAS theme for 2018 was “Field to Industry: Produce. 
Connect. Develop”. 

We need to mainstream technology, innovation and 
modernisation in every aspect of the agricultural value 
chain, from field to industry, if agriculture has to grow 
at the desirable rate of 10% annually in pursuit of Vision 
2030. 

We must do so conscientiously, consistently and 
persistently at every stage of the field to industry 
continuum. 

We perhaps should not “re-invent the wheel” but rather 
seek smart opportunities to adopt, accentuate and 
accelerate any technology, innovation and modernisation 
idea or activity, thus the theme for 2019 is: Technology, 
Innovation and Modernisation Adopt. Accentuate. 
Accelerate.

This seems a halcyon time for agriculture in Zimbabwe, 
indeed Agriculture4.0. 

At every stage of the field to industry value chain we 
must give succour to actors, to invigorate and motivate 
them for success and to engender trust, responsibility 
and transparency and to consolidate and strengthen the 
value chain.

Technology, innovation and modernisation are the 
source, the cause, the multiplier, the influencer and 
the co-factor for increased, sustainable and profitable 
agriculture, from communal, small scale, commercial, to 
corporate agriculture.

Relevant Technology

Technology should be harnessed for improved efficiency, 
for enhanced effectiveness, for increased productivity, 
for more cost-effectiveness and for increased profits.

An exploration of the dimensions of technological 
interventions required to bring our agriculture into the 
21st century should start with communal agriculture 
introspection. 

Some 1.8 million households use ox drawn ploughs, and 
some of these households still consider an ox drawn 
plough a luxury. For the majority of these households, 
a hoe is still the “weapon of choice” for weed control. 

This is indeed enigmatic, for a country whose umbilical 
cord is in agriculture, and which wishes to use agriculture 
as the fulcrum to attain Vison 2030. 

Our minds should transit from being filled with audacious 
speculations about what tools are required for the 1.8 
million households, to a practical, relevant and tangible 
“fit for purpose list of tools” to contribute towards 
accelerated agricultural transformation. 

It is difficult to exit the mental perturbation caused by 
decades of inattention in this important area.

In small scale, A1, A2, and corporate set ups, similarly, 
there should be a deliberate intervention to transform 
agriculture through the use of modern technologies: 
from tractors, implements, drones, irrigation, dryers, 
combines, bio-fertilisers and ameliorants applicators – 
the list is endless, but the result-, output- and outcome-
orientation of this intervention is supreme and should 
never be compromised: to increase production and 
productivity. 

VR  technology in agriculture

INDUSTRY NEWS   - Marketers advancing agriculture through technology
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Innovation as a Catalyst

Agile innovation directed at national goal-oriented 
outcomes is required, with government being an active 
player and catalyst for the change. 

This could take various dimensions, from innovation hubs 
at universities and research and development institutions, 
to providing an incentive framework for private actors 
to invest in innovative products and services, while 
adopting and adapting and then accelerating and 
accentuating innovation spread on farms from block-
chain financing, crowd-farming, precision agriculture, 
artificial intelligence, satellite and drone digital analytics 
and other internet-based services. 

This should be value-chain based, for example initially 
targeting the cereals, oils seeds, tea, macadamia, 
horticulture and tobacco value chains for crops and, 
beef and dairy, for livestock. 

Prioritised innovation is required to reduce costs, 
increase efficiency and to produce a national dividend.

Disruptive innovation with a stable core is required.

Modernisation as a Constant

Modern business thinking, modern farming methods 
and modern and rejiggered value chains for sustaining 
efficiency and productivity are a prerequisite to feeding 
an increasingly urbanised population, with changing 
dietary and nutrition needs. 

This is an imperative. This should be accomplished while 
adapting to the attendant threats of climate change. 

Icon Rationale

The icon shows a circuit Board which represents the 
cutting-edge technologies of the 21st Century.

This design shows the innovations that the internet 
of things and all its related infrastructure enable the 
agricultural industry to not only grow itself but also help 
to propel other industries that are co-dependent on it.

This design shows the innovations that the internet 
of things and all its related infrastructure enable the 
agricultural industry to not only grow itself but also help 
to propel other industries that are co-dependent on it. 

Green is the colour of growth and prosperity according 
to colour psychologists and blue is also associated with 
trust, dependability and logic.

Drone technology in agriculture

ZAS icon

INDUSTRY NEWS   - Marketers advancing agriculture through technology
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CORPORATE SOCIAL RESPONSIBILITY 
Overwhelming support towards cyclone IDAI 

In early April three of the country’s leading 
companies, Old Mutual, Econet Wireless, United 

Refineries (URL) and two other corporates, Vinal 
Investments and Miracle Missions joined forces to 
unveil the Reboot Fund, a private sector initiative 
to raise RTGS$100 million or US$35 million 
to assist in rebuilding communities affected by 
tropical storm, Cyclone Idai.

Cyclone Idai, which started in Mozambique’s port city 
of Beira hit hardest the country’s eastern districts of 
Chimanimani and Chipinge, killing over 344 people at 
the time of printing, and leaving a trail of destruction 
that has seen hundreds of people unaccounted for, over 
20 000 displaced and 200 000 people in dire straits. 

Communities in the affected areas have lost valuable 
belongings such as cattle, goats, sheep and poultry and 
face a daunting task of rebuilding their homes, schools, 
clinics, roads, bridges and other critical infrastructure, 
ninety five percent of which was wiped away.

Organisers of the Reboot Fund said the collected 
monies would be administered by an interim board of 

trustees consisting of industry hot-shots in Old Mutual 
chief executive, Jonas Mushosho, Econet Wireless 
CEO, Douglas Mboweni, URL chief executive, Busisa 
Moyo as well as Vinal chairman Shingi Munyeza and 
Miracle Missions trustee, Jaqueline Anderson. 

Speaking at the Reboot Fund launch, Munyeza said, 
“We can no longer continue to ask for help for we are 
the help our country needs. We can no longer look to 
outsiders for help.” 
 
The private sector fund raising initiative is suitably 
predicated on the premise that the situation in the 
afflicted communities is dire and overwhelming but the 
solution to the calamity lies in none but ourselves, if 
everyone responds to the call. 

For the companies involved in the Reboot Fund, the 
assistance they are mobilising, is over and above what 
the companies have already spent and donated towards 
Cyclone Idai in the form of emergency relief, rescue, 
environmental clean-up, food and clothes and recovery 
of bodies.
  
The Fund is a miniature of a motley of national initiatives 
and appeals for assistance that gushed immediately 
after the devastation by Cyclone Idai. 

By Tonderayi Mukeredzi

CSR 
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Empathising individual Zimbabweans from within and 
without the country’s borders, organisations, corporates, 
friendly countries and international organisations 
responded instantly to the destruction by the deadly 
tropical storm, with assistance for food, millions of dollars 
in cash, clothing, water, transport, rescue operations and 
many other interventions for help.

The outpouring of relief has demonstrated what the 
power of love and unit of purpose can achieve in times 
of trouble. 

Many Zimbabweans rose to the occasion, forgetting the 
difficult economic times they are going through, and 
their political differences, to give whatever they had to 
the victims of the storm, many of whom were left with 
nothing but clothes on their bodies. 

In almost all the initiatives for assistance, no one waited 
for government to send an SOS for help but people 
acted instantaneously on their free will to help. 

Donations from corporates were not only bighearted 
but went beyond the traditional corporate social 
responsibility programmes and philanthropic efforts.

Not that other companies had not done any similar 
good work but one of the most striking initiatives was 
the recruitment of artisans by Lafarge and the offer to 
supply the full cement requirements for three of the 
projects identified for partnership in Chimanimani and 
Chipinge. Such has been the level of giving.

 “We are the help our 
country needs” 

- Munyeza 

Writing on his facebook account following the Reboot 
Fund launch, Econet Wireless chairman, Strive Masiyiwa 
rallied other corporates to support the campaign, saying 
Zimbabweans must work together to look at ways to 
help the affected communities, not only to rebuild their 
homes, but to prepare for a similar catastrophe if it 
occurred again. 

He said, “Hard things are hard,’ but entrepreneurs were 
trained to have solution-seeker mindsets no matter how 
hard things may be.” 

A whooping US$612.6 million, according to the 
government’s international distress call for Cyclone Idai 
help is needed to cover food security and nutrition, 
WASH, emergency shelter, health, education, protection, 
logistics and emergency communication, environment, 
forestry and wildlife restoration.

The scale of destruction wrought by the cyclone was 
always going to be difficult for government to tackle 
alone however rebuilding the destroyed communities 
can be light work if all Zimbabweans made contributions.    

Damage by Cyclone IDAI

CSR  - Overwhelming support towards cyclone Idai 
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CSR

A dark cloud hovered over Zimbabwe after 
tragedy struck in the Eastern Parts of the 

country as well as parts of Masvingo and 
Midlands provinces when Cyclone Idai 
ravaged homes, schools and infrastructure 
worth millions of dollars.

The disaster claimed hundreds of lives and displaced 
thousands leaving them homeless.

Faced by this sad reality, the Marketers Association 
of Zimbabwe and Institute of People Management 
of Zimbabwe (IPMZ) joined the rest of the country 
in supporting the victims of Cyclone Idai through 
donations, clothing, food items and money.

The MAZ called for support from its members and 
partners to help them drum support in different forms 
for the desperate Zimbabweans who had been hit by the 
sad calamity.

A number of industry players and members of the two 
professional bodies joined hands for the worthy cause to 
try and bring a smile to the victims of the disaster.

The donations which included toiletries, clothes, and 
water and kitchen utensils came from the MAZ Fellows 
and Individuals and the Marketers Golf Society.

Among the different stakeholders who partnered 
MAZ and IPMZ were; Softex, Adlife, Barkers Ogilviy, 

Truworths, Dandemutande, Gifts and More, DHL, Nonsi 
Trust , Topline Research. 

‘RTGS$8000 raised for 
victims of Idai...’

MAZ, IPMZ join hands 
to assist victims of 
Cyclone Idai Cyclone Idai donations
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A total sum of RTGS$8000 was raised and has since 
been delivered to the victims.

During a send-off ceremony of the donations to the 
affected areas at MAZ Head offices in Milton Park Harare, 
MAZ Secretary General, Mr Gillian Rusike thanked the 
members and stakeholders for the contributions as 
these would help a life that has lost hope in living after 
the traumatising experience. 

He said the gesture was a sign of corporate presence 
and support to the people of Zimbabwe.

IPMZ Chief executive officer, Mrs Fortunate Sekeso 
highlighted that it was the duty of each and every 
Zimbabwean to stand together and commit helping all 
that have been affected by Cyclone Idai and encouraged 
all corporates to continue playing this very important 
role.

Mrs Sekeso said she was glad that the initiative involved 
two professional bodies that could come together in 
unity of purpose for a worthy cause.

IPMZ CEO Mrs Fortunate Sekeso and MAZ Secretary General Mr Gillian Rusike 

CSR - MAZ, IPMZ join hands to assist victims of Cyclone Idai

Truck filled with various donations 






