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Welcome to 2017! This is the first edition 
for this year and we thank you all for your 
continued support in uplifting the marketing 
profession. In the previous editions of 
the magazine, we featured articles about 
what consumer insights are and their 
effectiveness in formulating a marketing 
strategy for any organisation. This theme 
was inspired by the need to emphasize on 
personalised marketing rather than mass 
marketing. As marketers there is need to 
differentiate our messages from just being 
generalised but to actual zooming into 
creating personas for your target market. In 
order to come up with effective consumer 
conscious strategies for 2017, there is 
need to understand the drivers of purchase 
so you can begin to select the tactics most 
likely to effect the behavior you desire. 
Marketers need to consciously gather real 

useful information that can be acted on by 
all departments in any organization that 
deals with consumers. 

This year marks the 10th anniversary of the 
Association. In this edition and the editions 
that will follow, we will be showcasing 
some of the milestones reached in terms of 
advancing marketing professionalism. This 
quarter some of the events you have already 
attended include the Business Luncheon 
at Kwamambo Restaurant, where Charles 
Msipa, CEO of Schweppes Holdings Limited 
was the guest speaker. We also hosted 
a Marketers social whereby marketers 
debated on marketing vs branding. We will 
now be preparing for the Annual Marketers 
Winter School, which is a highlight of the 
2nd Quarter. 

As MAZ celebrates a decade of continued 
growth, the Association has broadened its 
tentacles to include all facets of marketing. 
This will see not just a focus on those with 
specialty in marketing but will also include 
sales, public relations, merchandisers, 
entrepreneurs and other units that fall 
under marketing. 

We look forward to your continued support 
to the Association. 

Happy Reading.
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Marketers Association of Zimbabwe hosted a Marketers 
Luncheon on Friday 17th of February. The event 
commenced with Christopher Mugaga, the CEO of ZNCC 
giving an outlook of the Zimbabwean economy. Mugaga 
spoke on the need for employing tough economic reforms 
in order to achieve sustainable long-run economic growth. 
Some of the reforms he spoke about include currency 
realignment, Wage restraints, Public Sector redundancies, 
Tax hikes and cuts in government spending as well as 
switching from consumption led growth to investment led 
growth.  

The guest speaker at the Marketers Luncheon was Mr 
Charles Msipa, The Managing Director of Schweppes 
Holdings Limited who made a presentation on “Driving 
organisational performance” from a marketing point of 
view. He commenced his presentation by discounting 
some myths which those in business believe.   

One he highlighted was that cutting costs is necessary 
when dealing with turbulent economic situations. 
Most of us run to the solution of cutting costs however 
organisations cannot reduce costs into oblivion. Msipa 
said, “We cannot save our way to prosperity by cutting 
indiscriminately, as we can also cut ourselves to the 
bone and fail to recover.” He however stressed that it is 
important for marketing practitioners to understand what 
contributes to the bottom line. 

Another myth is that marketing is locked in the ivory 
tower and they do not have a clue what customers really 
want but we sales make the money, they spend it. The 
truth really is that sales and marketing are two sides of 
the same coin and are complimentary as well as equally 
relevant to the organisation. We need sales to pay the bills 
today but we need to build products and services that are 
sustainable over time through marketing efforts business 
can be generated 

He talked about doing marketing the S.M.A.R.K.E.T.I.N.G 
which is an acronym for the following: It was coined to 
show how sales and marketing are so well integrated 
and also encourages marketers to work smartly in this 
environment that we have to drive business results 

Strategic Marketing – This means that marketing should 
contribute to the overall strategy of the organization and 
should be aligned with the overall business strategy 
objectives. 

Market Focus – the level of change that has happened 
such as the VUCA world which is a reflection of the 
current market. We make a big risk if we paint everyone 
with the same brush as they are urban rural, affluent, 
cosmopolitan markets etc

Analysis and Appreciation of the value chain – there is 
need for marketers to understand how the value chain 
works – where are the pitch points, where are the levers 

Route to market design – there is need to design a route 
to market that serves consumers effectively according to 
their profile and needs 

Knowledge and Insights – W need to be guided by market 
research in developing new products. It is also imperative 
to know that it is not possible to have 100% of the 
information but we can make decisions with even 60% of 
the information. There is also a counterproductive process 
which includes endless research, analysis and validation.

Environmental Scan – in this VUCA world there is 
need to be aware of what is happening with suppliers, 
policy makers, government, negative policy initiatives, 
shareholders, competitors  There is need to factor in all 
these aspects relating to the business 

Teamwork – the best business strategies integrate all 
the facets of the business. Cross functional strategies 
generate the best business. David Packard – Marketing is 
too important to be left to the marketing department. We 
often overlook internal marketing and yet it is a powerful 
tool especially to get employees to get excited about the 
brand. 

Innovation – There is no doubt that innovation drives 
marketing and also trying to innovate with the products 
and capacity that are already there. Innovation should 
not be restricted to new products only as there is need to 
circumvent the current environment. 

New technology – New technology enhances operations 
and allows for greater reach to the consumer. 

Goal orientation – This ensures return on marketing 
investment in line with the particular goals as well as 
metrics

Marketers’ Luncheon draws industry 
professionals

1ST QUARTER NEWS



MAZ celebrates 
10 years of 
marketing 
excellence 

This year Marketers Association of Zimbabwe (MAZ) 
celebrates 10 years since inception.  MAZ was established 
with the ultimate vision to give the Marketing profession 
the recognition it deserves. Promoting marketing 
professionalism is the backbone of this Association and 
this is the evident thread that is visible in MAZ events, 
training programs, publications and the various networking 
platforms. Many milestones have been reached over 

the last 10 years. Some of the following are of note; 
the launching of the prestigious ZimChartered Marketer 
program, establishment of the Superbrand Concept 
and then subsequently the Superbrand Awards and the 
establishment of publications such as the ZimMarketer 
magazine, Superbrand Report and the Brands and 
Branding Evolution Handbook in Zimbabwe. 

In addition to celebrating these achievements, we have 
introduced a new thrust in membership which will be 
explained further in the next article. We have decided to 
incorporate all facets of marketing, such that it includes 
for example those in Public Relations, Sales, Digital 
Marketing, Merchandising, Events coordination. This new 
thrust came after realizing that some marketers did not 
feel a sense of belonging. At the MAZ our most important 
mandate is to continue offering value to our members. 
As such 2017 has seen the introduction of some of the 
following benefits:

- 10% discount for Platinum Members at all Vinal 
Investment properties  i.e Mugg and Bean, Ocean Basket, 
Simply Asia and Newscafe.

- For Platinum Members as well, a free motivational 
session based on your company needs

- 30 % discount on The Herald  subscriptions, should you 
subscribe through MAZ

This January we welcomed a new staff member to the 
MAZ team, David Dzikiti, as the Business Development 
Manager. He is a seasoned marketer and we look forward 
to a fruitful working relationship together. 

MAZ offers Public Relations 
Diploma in conjunction with Bindura 
University of Science Education
In a bid to offer value to all facets of marketing, MAZ in 
conjunction with Bindura University of Science Education 
will be offering a Professional Diploma in Public Relations 
& Corporate Reputation commencing in 2017. This comes 
after realising that many of the members see the need 
to have knowledge in dealing with external and internal 
publics extensively, as well as manage media relations 
while maintaining a good image of the organisation. Some 
organisations have also combined both functions whereby 
marketing managers are now handling Public Relations 
issues. 

The course is targeted at Marketing Manager, PR 
Personnel, business executives and anyone who sees the 
need to have an added qualification in public relations.  

MAZ NEWS
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On the 24th of March, IMM held its annual graduation 
ceremony at the Harare International Conference Centre. 
The IMM Graduate School strives to be the private distance 
learning provider of choice and the centre of excellence 
for marketing, supply chain and business disciplines in 
Africa, by offering fully accredited certificates, diplomas, 
degrees and postgraduate studies. 

Dr Eve Gadzikwa was the guest of honour at this ceremony 
and she spoke on the role of marketers in the digital 
era. Dr Eve Gadzikwa is currently the Director General 
of the Standards Association of Zimbabwe. She is the 
President Elect -Africa Organisation for Standardisation 
(ARSO under AUC). She sits on the Boards for Banc ABC 
Holdings Zimbabwe (Atlas Mara) & Women’s University in 
Africa. She is also the CZI Standing Committee Chairman 
Standards and Business Ethics 

Dr Gadzikwa highlighted that marketers today are expected 
to be wizards, to be creative and to “do more with less”. 
She went on to say that, the customer is confronted with 
so much information, such that it has become increasingly 
difficult to retain customers and yet, simple changes in 
the digital space will enable a marketer to be the winner. 
The responsibility of marketers today is to generate 
meaningful experiences to very diverse and demanding 
consumers and to proliferate this cause, digital media 
has opened up the doors to greater communication and 
interaction. Marketers were encouraged not to just focus 
on customer satisfaction but build retention and loyalty. 

Digital marketers need to know where their customers are 
online and make sure they create ambassadors.  Some 
strategies she recommended that marketers employ 
include are developing content marketing strategies, 
integrated marketing strategies, making your websites 
mobile responsive as well as using visual marketing aids. 

Graduates at the ceremony were graduating with the 
Masters of Philosophy in Marketing, Bachelor of Philosophy 
in Marketing, Bachelor of Business Administration (BBA) 
in Marketing Management, Bachelor of Commerce in 
Marketing and Management Science, Postgraduate 
Diploma in Marketing Management and Diploma in 
Marketing Management.  From the pool of those graduating 
there will always be the crème de la crème and we take 
this opportunity to honour hard work and commitment 
from the top students.  

23 year old, Kelvin Mikitayo, a customer services consultant 
at Econet Wireless Zimbabwe graduated with a Bachelor 
of Business Administration and Marketing Management 
(BBA). He impressively attained 15 distinctions out of 20 
modules, and was named Best Student Zimbabwe 2016. 
Another top student was Grace Nyaradzo Makora, who was 
studying for a Diploma in Marketing Management. She 
attained 11 distinctions

For more information on how to further your studies with IMM 
contact IMM Graduate School, Zimbabwe on +263 8677 004 
806 or visit the website www.immgsm.ac.za 

IMM Graduation Ceremony 2017

MAZ NEWS
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Dr Eve Gadzikwa, Guest of Honour at the 
IMM Graduation

Grace Nyaradzo Makora (Attained 
11 distinctions in Diploma in 
Marketing Management)

Professor Rukudzo  Murapa, President of IMM Kelvin Mikitayo



Midlands State University (MSU) is the accredited agent to offer tutorials on IMM Graduate School degree programmes. 
IMM Graduate School diploma programmes are accredited by the Ministry of Higher and Tertiary Education, Science and 
Technology Development.

www.immgsm.ac.za+263 (0)86 7700 4806

Certificates

Diplomas

Degrees

Honours

Masters Our alumni hold key positions in top
global companies. Are you ready to
fill their shoes? 



These words were uttered by 
Denny Marandure, CEO of ZOL 
at the Exceptional Marketing 
Awards, which took place 
in Victoria Falls in October 
2016, where he scooped the 
Marketing Oriented CEO of the 
Year Award for the second year 
in a row.

“Marketing is 
enthusiasm transferred 
to the customer”

PROFILE
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14 DECEMBER 2016

Acknowledging the importance of a great team 

You have received the Marketing Oriented CEO of the year 
award, second in a row. What would you attribute your 
achievements to?

I would attribute these achievements to a great team. 
Team ZOL is fabulous; they work very hard, sometimes long 
hours. I also have my marketing manager, Alana who is very 
dedicated and passionate about her work. I would definitely 
say it was a team effort. We are bent on meeting world 
standards and best practices and this has been my main 
focus since coming to the country two and a half years ago. 

A CEO who spearheaded the ZOL marketing 
department 

When I took over ZOL, there was no marketing department 
and I could not believe it. How can you not have a marketing 
organisation, when you are a retail organisation? The first 
thing was very simple – to start a marketing department, 
which is when we hired Alana.  Initially I was running the 
marketing department from September to February. Once 
I realised that Alana was very capable, I let her run with 
it. I am one person who emphasises on quality, I am very 
particular. Therefore, I always used to say I need to see 
something before it goes out. I would then sit down with the 
designer, making changes. 

Do you believe the CEO should be hands on? 

I think Management styles are different. In the US people 

work very hard, it is a situation where you do not have a 
PA and you do everything yourself. It is a “do it yourself 
country”.  You cannot delegate to somebody else, if it is part 
of your duties, you do it. 

How organisations can be successful both on the local and 
global front 

What do you believe local companies can 
implement which will result in success both on the 
local front and in the global environment? 

I think a lot of it has to do with passion, if you are not 
passionate about what you are doing, you will not be a 
success. I believe you should be the best at whatever you 
do. This was the ethos instilled in me from an early age. We 
should not accept mediocrity. This environment has become 
a global village, therefore competition is no longer just 
between ZOL and Telone, but with people from across Africa 
and the world at large.  For example, ZOL been nominated for 
an award at AfricaCom (AfricaCom Awards celebrate and pay 
tribute to the industry initiatives that improve connectivity 
and digital transformation across the continent). This means 
that we have entered the international arena. I would say 
to CEOs, don’t think that you are competing with local 
companies. We have become a global village therefore your 
standards have to match. My standards are no longer set by 
local companies, but my standards are set by for companies 
such as Verizon, where I used to work.



When you received your award at the Exceptional 
Marketing Awards, you mentioned that 
“marketing is enthusiasm transferred to the 
consumer. Can you elaborate further on this?

When I launch a campaign, I am passionate about what I 
am doing and I want the customer to understand it. I have 
seen some adverts that come out, they are very clear and 
bland, however if you see the adverts that ZOL produces, 
they always have a twist to them. That enthusiasm should be 
transferred to the customers that we have. When our adverts 
come out, I would have literally spent sleepless nights doing 
research, analysing and coming up with the best possible 
advert. I am always dying to see what consumers will think. 
Ever since I joined ZOL, we have quadrupled our revenue. 
When I came from the US, I did not know what ZOL was. I 
would see some adverts with a cheetah, but they would not 
communicate the message of what the products do. I looked 
at it from an outside perspective. At Verizon we has what was 
called Verizon Fios, which is what we call ZOL Fibroniks here. 
I took advantage of this and launched effective marketing 
campaigns. The shareholders are amazed that the business 
has grown to such a level. Since joining ZOL, the number of 
customers has risen from 4 000 to 20 000. 

Building a solid team and motivating others to align to your 
vision.

What are some of the challenges you faced when 
coming up with a team and also making them 
align with your vision? 

The first challenge I faced was that of pricing. At that time 
the price was $100 for an internet package and we were 
selling to 40 homes per week. I had to look at the market 
and realised two problems – first was the pricing and the 
other was that people did not know about what ZOL was. I 
therefore introduced an $89 package. The customer base 
started growing and a lower package was introduced, which 
was going for $39 and more customers came on board 
and we began to sign up 200 homes per week. When we 
launched the $29 package it rose to 300 homes per week. 
This was because we understood what the customer’s price 
pains were. I also had to deal with customer perceptions 
which were that ZOL was expensive.

A criterion for the Marketing Oriented CEO of the 
Year Award is that the recipient should motivate 
and inspire marketers and ensure that executions 
meet objectives. How have you been doing this?

I think I have done this even last year when I won the award; 
I was invited by MAZ to speak at the Marketers Luncheon. I 
spoke about how life does not have a remote control and you 
need to get up and change it yourself. I also spoke at a Shift 
program at Meikles where I spoke about my life story. I did 
not just wake up a CEO. I had to go through all the ordinary 
jobs, but you need to keep at it even if you go through failure. 
As Winston Churchill said “Success consists of going from 
failure to failure without loss of enthusiasm”. 

10MARCH 2017



I never wanted to be a General Manager at McDonalds but 
a CEO at home

My father was a headmaster, a traditional iron man who 
tolerated no nonsense. I grew up in an Adventist home where 
everything was meticulously laid out with no deviation. I grew 
up in a family where we would get up at 6 every morning 
for morning prayers regardless of what time you went to 
sleep. I attended Mutare Boys High School and after some 
time - Mutare became too small for me. I later attended 
the University of Zimbabwe to pursue my Business Studies 
degree. Just as Mutare became small for me, Harare also 
became small for me as well. That is when I decided to go to 
the US where I pursued by my MBA, then I worked for IBM. 
I also took international assignments to South Africa and 
worked for different companies. I then brought my whole 
family to the US including my mother, therefore it became 
home for me. As for career goals, I realised that I wanted to 
be a CEO and then accepted that I could not be a CEO in 
America. I could be a General Manager at McDonalds but 
what would it benefit me. I aspired to be a CEO of an IT 
company. When I came back home I waited for 2 years and 
this opportunity then opened up for me. I believe I have 
proved myself since then. The waiting was worthwhile. I am 
glad that I have been a part of bringing high speed internet 
to Zimbabwe. 

When I came back in 2009, I could not stand the slow internet 
where I could not even open a document. As published in an 
article earlier this year which was titled “Be the change you 
want to see”, I could not believe I had actually achieved this. 

Have you impacted other communities in ZOL?

I donate a lot of internet to schools for example the recent 
donation to Mutare Boys High. We have to give back to the 
community we came from. I encourage everyone to visit their 
old schools and make a contribution. We donated free internet 
for Dzikwa Trust schools, which take of orphans. We also 
sponsored a recent fun day that they had. We also support 
Aware Trust (AWARE is the only veterinary conservation trust 
in Zimbabwe run by veterinarians, focusing on the welfare 
of wildlife and conservation of wildlife habitat), as well as 
Friends of Hwange, whom we gave a free Vsat link. 

What do you believe are the future prospects for 
internet service provision for ZOL and in general?

The main thing is accessibility. Right now fibre is only in 
Harare, Bulawayo and other small towns. We would like 
to expand but the main problem is infrastructure and the 
current prohibitive economic conditions. We would also like 
to venture into the high density suburbs.

“Success consists of going from 
failure to failure without loss of 
enthusiasm”.

11MARCH 2017
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Enhance your Marketing Career in 2017. Enrol for the following programs WITH Marketers Association of Zimbabwe:

 

1.   ZimChartered Marketer Program, accredited by 5 Universities. 

2.   Certificate in Digital Marketing, 6 months program.

3.   6 Week Course in Digital Marketing, for business leaders.

We also invite you to join us for our short courses in Sales Management, Strategic Marketing Management, New Trends in Marketing Research , Public Relations Customer Relationship Management, as well as in-house trainings 
tailor-made for organizations according to your own needs. 

These will be running throughout the year, for the dates, please refer to the calendar events below.

For more information 

call Priscilla on

 08644 210 128, 

0772 445 758 or 

09-884 314. 

marketingbyo@mazim.co.zw

or  or kudapd05@gmail.com

visit our offices at Suite 306, 

rd3  Floor York House, 

thCnr 8  Ave/ Herbert 

Chitepo Bulawayo.
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ZIMCHARTERED MARKETER SUPPLEMENT

Marketers in Zimbabwe are often credited with having 
an abundance of theoretical knowledge rather than 
practicality. Some marketers in high level positions 
simply became successful by adopting strategies 
that have been in existence for the past 10 years and 
sometimes in organisations that are either controlled 
regionally or internationally. However being a marketer 
should go beyond implementing hand me down tactics 
and actually testing marketing skills by focusing on 
entrepreneurial development. It is for this reason that 
Marketers Association of Zimbabwe launched the 
ZimChartered Marketer program in 2014. This year, 
the second intake of ZimChartered Marketers graduated 
on the 9th of December 2016  during the Superbrand 
Awards Ceremony. 

The ZimChartered Marketer programme is a prestigious 
marketing status that is accorded to marketing 
professionals in and around Zimbabwe.  It seeks to 
consolidate theory into practice through mentorship of a 
small to medium enterprise for a one year period.   It  seeks  
to  expose  one  to  the  practical approach  to  marketing  
rather  than  being  theoretical. Many local marketers 
have attained the qualification of being Chartered 
marketers in the United Kingdom or in the United States. 
This may be commendable but there is need to localise 
some qualifications such that they are relevant to the 
local business environment and local economic setting. 
Helping African SMEs to flourish is crucial not only for 
Africa but for the global economy, because it creates a 
growing middle class with disposable income, in tandem 
with market opportunities for new investors.

According to a World Economic Reform, 

Africa’s economic expansion is 
nothing short of remarkable. 
There is something unique 
about what is happening on 
the continent now. 
This time, the heart of the story is the boom in small and 
medium-sized enterprises (SMEs). Today, these small and 
growing businesses create around 80% of the region’s 
employment, establishing a new middle class and fuelling 
demand for new goods and services. The scale of this 

transformation should not be underestimated. Although 
one of the greater challenges for SMEs is access to credit, 
the greater challenge SMEs face is that of marketing. 
Hence, the mentorship program for SMEs is primarily 
targeted as a benefit to MAZ Silver Members, in order to 
encourage them to grow and be mentored free of charge. 

Would-be successful business owners need assistance 
from others who have an intimate knowledge of how 
business works. Many small business owners try to get 
that information from business books and classes. While 
these can be helpful on their own, they are more helpful 
alongside business mentoring. In a business mentoring 
relationship, a seasoned marketer meets with a new 
or potential business owner one-on-one to give advice 
and boost morale. The criteria for one to become a 
ZimChartered Marketer, is as follows: 

There are three non-negotiable requirements needed to 
qualify for enrolment for the 

ZimChartered Marketer qualification:

1. A minimum of eight (8) to ten (10) year broad 
practical marketing experience.

2. A professional marketing degree or global 
equivalent in a marketing discipline that can be 
authenticated by an institutional authority and 
is recognized by the Marketers Association of 
Zimbabwe.

3. Membership to Marketers Association of 
Zimbabwe 

Benefits of becoming a ZimChartered Marketer are 
that you will have the privilege of attaining of a highly 
recognized Marketing qualification in Zimbabwe and 
beyond. The program addresses the need for marketing 
professionals to be credible and results oriented. 

This is also a platform for enhanced career prospects 
and is an avenue for continuous personal development in 
today’s dynamic business environment. It offers practical 
marketing exposure blended with relevant theory. There 
are two different processes you can go through in order to 
attain this prestigious title:

Striving for success and professional 
development
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Being a mentor of an 
SME will indeed stretch 
you and challenge you 
as a marketer. 
PROCESS A

1. Complete Phase 1 and 2 of MAZ Winter 
School.

2. Choose an SME to mentor 

3. Mentor the SME over a period of 10 
months

4. Provide a report at the end of the period

5. During the 10 month period attend 
monthly lectures on marketing topics and do 
an industry analysis of your choice.

PROCESS   B

1. Enrol for ZimChartered Program. 

2. Complete Phase 1 and 2 of of the Winter 
School  requirements during the Second 
year program.

3. Choose an SME.

4. Mentor the SME over a period of 10 
months.

5. Provide a report at the end of the period.

6. During the 10 month period attend 
monthly lectures on marketing topics and do 
an industry analysis of your choice.

For registration contact 

training@mazimco.zw or 

 eniaz@mazim.co.zw.

ZIMCHARTERED GRADUATION IN 
PICTURES

Stella Nkomo - ZITF  receiving her certificate
Allen Musadziruma - Public Relations 

Manager for Deposit Protection Corporation. 

Graduates with Honourable Minister Bimha Rose Chisveto - MD Turnall receiving certificate

Graduates waiting to receive their awards
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Stella Nkomo (Graduated as the best student for the 
ZimChartered Class of 2016.)

Stella is currently the Marketing & Public Relations 
Manager for the ZITF Company and it is mostly 
through her initiatives that the company has built and 
maintained a positive brand image. Stella believes that 
the ZimChartered Marketer programme is a must for all 
individuals that aspire to achieve astuteness of a global 
marketer. The programme is designed to sharpen your 
professional acumen; its three-pronged emphasis on 
adoption and mentorship of an SME, industry case study 
analysis and monthly meetings give invaluable insight; 
blending practical marketing concepts with relevant 
theory. 

Best part was being introduced to the world of 
mentorship

“What stood out for me was 
being introduced to the world 
of mentorship, achieving goal 
congruence with a company 
whose strengths and 
weaknesses you barely know. 
These are some of the personality traits that I had to 
assume to become a better mentor. I had a fantastic 
mentee (M & M Joyous Events), at the end of the day it 
became a relationship more than an academic activity.”

“During the course of the exercise, I learnt that while 
every business is unique, interestingly, all have similar 
needs and desires – to be at the top of their game by 
satisfying their customers.  Our focus point was on how 
service quality, customer satisfaction and customer 
retention are key to achieving sustained growth.  Getting 
inspiration from service quality scholars such as Gronroos 
C, Parasuraman A and Berry L, we focused on strategies 
to do with service quality and service delivery, the Holy 
Grail towards unlocking the true potential of customer 
value, a source of long term and sustainable competitive 
advantage. The spin off from this programme was that 
it ignited an entrepreneurship inclination in me, I also 
became a protégé on birthing new business ideas.”

Challenges faced during the programme

“The biggest challenge had to do with navigating this new 
role of being a mentor and incorporating it to my daily 
lifestyle. More than anything else time was the rarest 
commodity in this programme. The first months were 
difficult as I did not have a work plan that incorporated 
my SME. However, as the programme progressed I had 
to include the sessions in my weekly and monthly work 
plans for efficiency. There were also curve balls of having 
to complete the industry analysis as well as SME reports 
before the deadlines! All in all, kudos to the Marketers 
Association Zimbabwe for introducing such a powerful 
progamme. I hope that as the programme evolves and 
reaches maturity stage, it will be an example of a stellar 
initiative to equip marketers.”

MEET THE GRADUATES
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Allen Musadziruma is currently the Public Relations 
Manager for Deposit Protection Corporation. 

Personal development through the knowledge and 
experience gained from the program was a rewarding 
experience for me. The practical aspects of the program 
helped in bridging theory and practice especially in this 
highly dynamic and competitive environment that SMEs 
are operating in. Being a Marketer and passionate about 
entrepreneurship, this program was a good fit for me as 
it offered an excellent opportunity to exercise my calling.

The Zimchartered Marketer status is a worthy addition to 
my LinkedIn profile too! I have connected with quite a 
number of like-minded people and have received numerous 
requests for marketing consultancy services too. 

What challenges did you face during the 
programme and how did you overcome them?

Convincing the business owners to appreciate marketing as 
a strategic business function took some time. The general 
feeling was of taking marketing as a ‘cost’ rather than 
an ‘investment’ - a familiar challenge for most Marketers!  
Creativity and use of technology was key in proving the 
importance of marketing to the bottom line. 

It’s quite sad to realize how SMEs are not leveraging on the 
power of technology in running their businesses so as to 
improve on customer service quality, reduce administrative 
workload and enjoy cost efficiencies. My belief is that 
SMEs in Zimbabwe that are leveraging more on technology 
have a distinct competitive advantage especially in this 
dynamic and challenging world of business. Providing 
hands-on training on available business technologies 
greatly helped in the SME I was mentoring to realize huge 
cost savings in a short space of time.

Why would you recommend the programme to 
other marketers?

This is one of the most prestigious marketing program 
I would recommend to any serious Marketer. I really 
encourage my colleagues to enroll for this program if one 
really needs to advance their marketing expertise and 
entrepreneurial skills. 

The program is not only endorsed by most local universities 
and international marketing bodies, it is also overseen by 
respectable facilitators.

The good thing about the ZimChartered Marketer program 
is that it consolidates theory and practice which is the 
kind of mix required in today’s Marketers to turnaround 
their companies and the economy.

ZimChartered Marketer program was excellent opportunity 
to exercise my calling - Allen Musadziruma
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ZimChartered Marketer programme has 
given me an opportunity to work as a 
consultant 

Moliyn Musemburi is the Senior Manager Public Relations 
at CBZ Holdings  It was an eye opener in that I had real 

experience on how SMEs are run and the challenges 
that they face in view of mixing business with personal 
feelings, which is done by the owners of these businesses.  
I also realized that the owners need independent people or 
consultants who will help them to shape their visions while 
adapting to the ever-changing economic environment.

What challenges did you face during the 
programme and how did you overcome them?

I faced challenges with my SME at the beginning but we 
managed to come up with a working plan which influenced 
buy-in from the directors. 

Why would you recommend the programme to 
other marketers?

I would recommend fellow Marketers to do this program as 
it gives practical experience to do consultancy work and 
gain experience.

MEET THE GRADUATES

Hilda Matanga

She is currently the Marketing Manager Premier Tobacco Auction 
Floors. She holds a Bachelor of Business Studies (UZ) and Masters in 
Business Administration (ESAMI).

The ZimChartered journey for Hilda 

ZimChartered Markerter gave me a practical learning experience as l 
was required to help a company come up with a Marketing Plan and 
implement the plan which should subsequently lead to a growth in 
the company.

Some of the challenges l would face were difficulties in getting to 
meet with my SME due to work pressure. Also the harsh economic 
challenges the country is facing made the operating environment for 
my SME difficult so at times there was no adequate information. 
The program oils rusty brains and exposes students to practical 
experiences which help them to add value to their employers. It also 
gives students experience to run their own companies
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By Mellany Msengezi

I believe the buzz that has come with the explosion of the 
internet and digital era is Big Data. Common buzz phrases 
include, “The Big Data revolution is here”, “The year of 
Big Data is now”, and even “Big Data helping in strategic 
decisions”. Being in the telecommunication industry – I 
obviously could not have missed this Big Data revolution. 
Just try to imagine the volume of data that is being generated 
globally. We are all contributing to this Big Data one way or 
another - watching YouTube videos, searching on Google, 
sending texts, downloading documents or movies, uploading 
pictures and videos, just to mention a few. What this means 
is we are not just consuming this data, but we are creating 
it ourselves. 

The question is, as a Marketing practitioner or business 
person- have you set yourself up to collect, analyse and 
innovate using data? Have you come to understand the need 
for Big Data analytics in your organization? For this article I 
will not focus on telecoms data – lest you feel it is only for 
our industry. I can only mention that telecoms data is highly 
unstructured, too large, complex and too disorganised to be 
analysed by traditional tools and so there is huge reliance on 
expert skills to unpack it. 

I am not a mathematician or a computer scientist, (though 
I would want to be a computer scientist in my life time). 
I am a business person who understands the value of big 
data analysis and the benefits it brings for businesses and 
entrepreneurs. Again, big data is not only for those in the 
Finance, Risk or Information Systems divisions, but it is 
very relevant for the current marketer and anyone who is 
entrepreneurial in nature who wants to change their business 
or change the world. So don’t switch off- keep reading this 
article!

So what is this “Big Data” anyway? You probably know it 
or at least have an idea from the phrase itself. I will just 
simplify by saying that it is large volume, velocity and variety 
of data that flows into business on a day to day basis. This 
data can be generated by traditional retail shops (customer 
transactions per hour) or even social media (like photos sent 
on Facebook). They are so many sources of data – it’s what 
you choose to do with it that is important. Relevant Data 
must generate value for your business. 

Every business desires to be 
more profitable by serving 
customers effectively – that is 
where Big Data analysis comes 
into play. 
Analysing Big Data will help companies,

1. Better understand their customers. 

For example, I have a loyalty card from one of the retail 
outlets. Whenever I purchase, that information is stored. 
If they are into analytics, they can actually profile me in 
the following way: Frequency of my shopping (monthly, 
weekly, random). Lifestyle (Brands/Healthy Living/Basic) 
just to mention a few. With this information they can send 
me relevant offers at the right time for items I may want in 
future. 

Understanding the new generation 
customer: A case for Big Data Analytics.

They are so many 
sources of data – it’s 
what you choose 
to do with it that is 
important

CUSTOMER EXPERIENCE
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2 Find hidden opportunities

Hidden opportunities are in Big Data analytics. What 
is required is just looking at trends and deducing or 
unpacking the possible opportunities. For example, in my 
online retail shop they might notice that in the last twelve 
months I purchased the following brands; Pampers, Purity, 
and Septona. There is an opportunity to upsell toddler 
equipment and educational toys in the next six months to 
me. In other industries you can find opportunities that are 
huge and actually require financing to pursue. It could end 
up even being a stand-alone business unit, all this just from 
analysing Big Data.  

3. Reduce costs

I believe managing costs is important to every business 
person. If you realise that your customer base is well within 
a certain age, like 24 – 34, and you have been printing bills 
to them all along. You could check how many have phones, 
access to internet and how many would like e-bills (email/
Text). Imagine the cost saving if just 60 – 70 % agree to 
that. 

4. Make informed decisions faster. 

There is no doubt, if you have the necessary data, you make 
decisions faster, and you are well informed too. A colleague 
of mine used to say to me, Mel, don’t use mother root 
statements such as, ‘everyone is doing it’, “all customers 
will like it”. Do your research and analysis. The good thing 
is that we have so much access on the web – we just need 
to find the relevant information. So in your own business, 
always look for the right data before you make any decision. 
No more assumptions if you have been getting away with it.

5. Mitigate fraud. When you analyse trends, check 
for anomalies and understand them. You could 
dig up an anomaly and save your organization 
from collapsing. A sudden dip in certain product 
lines in your warehouse may not be from customer 
purchases, but fraud.

They are many benefits and many examples on big data. 
These days, it is so common to be re-marketed at when you 
are online. They are literally saying come back to our site and 
purchase. That is the power of using data to sell and convert 
you to become a customer. 

To end, Jure Klepic (Digital Strategist) stated that Business 
and Marketers that do not search consumer insights will not 
be able to connect, engage with prospects and won’t be able 
to motivate them to become customers. My recommendation 
is that, embrace where we are going with analytics. Start 
small, collect as much data, use what is relevant for you 
now and plan for future data uses. As an individual and 

organisation, equip yourself by getting the right tools (invest 
in systems to capture and store data) and talent to mine 
information and get value from it. It is so much fun when 
you do it right.

Mellany has over 10 years’ experience in the Marketing field obtained 
in the various positions she held within Econet Wireless Private 
Limited. Driven by its core values of pioneering, professionalism and 
personal Econet Wireless is a company that creates value through 
technology in voice, broadband and overlay services. Mellany has 
notable experience and expertise in the areas of brand management, 
product development, product management and pricing as well as 
project management. Her current position is General Manager - 
Marketing.

She is also a social entrepreneur and part of  www.
freewomanentrepreneur.com which helps in educating and motivating 
women starting or up-scaling their business. She is a public speaker, 
blogger and a contributor to the Womanhood Global Magazine (UK). 
She is member of the Advisory Executive Council for the Women 
Economic Forum (Delhi, India) where over 1,000 international 
women meet annually to discuss progressive economic and social 
issues. She is married to Godfrey Mariri and have three children.

Mellany holds a B. Com Honours Degree in Marketing from the 
National University of Science & Technology (Zim) and a Master’s 
in Business Administration from Nottingham Trent University (UK).
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By Tendai Maguwu 

In the past one of the roles of brand marketing was to 
define brands to customers. In other words, brands were 
what marketers defined them as and the consumer’s view 
seemed not to matter. This is no longer the case as it is 
now the consumers’ market as they turned the tables and 
took charge of brands. Intuit and Proctor & Gamble Director, 
Scott D. Cook, expressed this well when he said, “A brand is 
no longer what we tell consumer it is, it is what consumers 
tell each other it is.” 

Brand consumers can only define brands only if they have 
experienced them. The quality of their experiences with 
brands determines what they tell other consumers about 
the brands. Marketing is about anticipating and managing 
perceptions and in business perception is reality. It is about 
strategising to make sure that every encounter that each 
consumer has with a brand is not just positive but has the 
‘wow’ factor.

The benefits of great brand experiences 

Outstanding customer experiences are beneficial to brand 
marketers and consumers. They spawn great memories 
about brands earning the brands a special place in the 

consumers mind. This means that whenever the consumer 
has a need in future, the brand forms part of pool of possible 
solutions to his or her need. Great experiences ensure that 
the brand is chosen again in a process of repeat purchase, 
which also means more sales for the marketer. This can form 
the basis and beginning of brand loyalty. If the relationship 
is cultivated, this can lead to brand preference. Such a 
consumer would not hesitate to recommend the brand to 
those around them, triggering a positive buzz around the 
brand on the market.

The consumer also benefits from great brand experiences in 
that they provide value. Value is the net benefit which the 
consumer derives from the brand after subtracting costs of 
obtaining it such as the price, the inconvenience of travelling 
some distance to the shop where it is found and even carrying 
it if it is an unwieldy item among other costs. An enjoyable 
customer experience increases the value of the brand in the 
consumer’s view. Studies have shown that when faced with 
unfamiliar brands, consumers reduce post purchase risk by 
either avoiding the brands altogether or buying the smallest 
quantity of the brand. Wowsome customer experiences with 
brands facilitate ease of choosing brands as the experience 
forms a reminder of the brand in the consumer’s mind.  

How to improve customer experience 
and your enterprise’s bottom line

Great experiences ensure that 
the brand is chosen again in a 
process of repeat purchase,

CUSTOMER EXPERIENCE
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How to leverage customer experience 

It is all fine to know the benefits of great customer experiences 
with brands but if a marketer does not know how to make 
the most of customer experience this would not help him or 
her much. Leveraging customer experience with brands is a 
conscious decision that marketers have to take and act on in 
order to benefit from it. Here a few tactics that one can use 
to make the most of customer experience to market brands, 
chalk more sales and improve their enterprises’ bottom line. 

Being responsive

One of the key criteria that consumers consider as very 
important in both service and packaged good brands is 
the enterprise’s responsiveness to customer enquiries, 
complaints and suggestions. Studies have established that 
one out of every four business transactions is bound to go 
wrong resulting in dissatisfaction and complaints but only 

5 % of the aggrieved consumers lodge complaints with 
manufacturers or service providers. The other 95 % simply 
move elsewhere. Customers understand that, as humans, 
service providers and manufacturers make mistakes and are 
prepared to forgive them if the latter respond quickly to their 
complaints and suggestions. It has been established that 
95 % of aggrieved consumers would do business with the 
provider again if their issues are resolved in a timely manner 
and to their satisfaction. 

Providing convenience

Marketers, who have mastered wowing customer 
experiences, appreciate that one way of improving their 
customers’ experiences with their brands is through 
providing convenience to their consumers. In 2015 one local 
company which put this into practice was PPC Zimbabwe 
which introduced palletised cement which made handling 
and storing the commodity a lot easier. The Harare-based 

brick and tile manufacturer, Beta Bricks also went the same 
route by palletising its bricks and introduced special delivery 
trucks which are equipped with a mechanism to offload 
bricks even over perimeter walls. The palletisation also 
reduced the dishonesty that people associated with brick 
deliveries in terms of numbers. 

Reminding customers of services they need

Customers know the brands they need to solve their day 
to day challenges but due to busy schedules they end up 
forgetting to the buy the brands on time. Most often many 
parents remember to have their children’s school blazers 
just a day before schools re-open after holidays. This is 
usually the busiest time for dry cleaning enterprises. Such 
companies as Brilliant Dry Cleaners wow their customers by 
reminding them to beat the school opening rush when there 
is still time to do so.

To many marketers and entrepreneurs business transactions 
are fair activities where one pays for services provided or 
goods handed. Shrewd marketers realise that a business 
transaction has the potential to form the basis for a long 
standing relationship. One way of activating the potential is 
by thanking customers. This can be through a phone call or 
e-mail message. 

These are only a few of the many ways of leveraging customer 
experiences to realise more from them thereby improving their 
bottom line. This is because happy customers are usually 
very loyal and loyal customers have been proved to spend 
more on their favourite brands. It has been established that 
loyal customers spend 13% more than ordinary customers 
and they refer business equal to 45% of the money they 
spend. If an average or ordinary customer spends $100 on a 
brand, a loyal customer will spend $113 and refer business 
worth $51. This demonstrates that improving customer 
experiences is, in fact, improving an enterprise’s bottom line. 
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By Tabani Moyo

The assertation that Zimbabwe like any other country under 
the sun has entered the era of the Internet of Things (IoT) and 
the subsequent internet revolution is no longer a speculative 
proposition but the sinking reality. The runaway Internet 
revolution has transformed the ways with which brands 
communicate and interact with the customers, drifting from 
the control centric focus on brand management towards 
business-customers co-branding. Yet this remains the most 
complex process in the era of brand multiple touch points 
with the customer and companies’ quest for competitive 
advantage.

In this highly competitive environment of intense competition, 
the brand promise and brand experience become the defining 
differentiators. This entails that the only guarantee that 
leverages the brand existence is its ability to be consistent 
in its promise and somewhat exceeding the customer 
expectation in delivery of the brand experience. This requires 
the companies operating in the digital age to embrace the 
truism of a total marketing organization, where there is a 
marriage between the internal and external marketing effort 
to marshal repeated purchase through a brand promise that 

exceeds the expectations of the customers, thereby building 
a ring-fence of loyal customer base whose needs are satisfied 
profitably.

In the majority of instances, companies spend the bulk of 
their marketing effort targeting the external stakeholders 
such as the customers and how best to shred competition in 
the battle for brand space in the customer’s mind. 

The employees, can hardly drive the brand 
promise

One can be forgiven that this development is also true among 
most of the decaying brands of note being state owned 
companies in Zimbabwe. It is almost given that the Chief 
Executive Officer and his team as Zimbabwe Broadcasting 
Corporation (ZBC) spend most of their prime time watching 
content of their competitor DSTV. The same is true for ZESA 
Holdings management being proud owners of generators 
due to the failure to keep the general household powered 
including their own backyard. This internal dislocation 
entails that the internal brand ambassadors, the employees, 
can hardly drive the brand promise in the multiple touch-
points in serving the customers.

Brands and the challenge of 
consistency - impact on company 
revenue performance!

There is definitely a 
need for the calibration 
of the marketing effort 
to focus on both the 
internal and external 
stakeholders.

MARKETING MATTERS
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This is the problem that marketing for many years has 
downplayed. It has assumed an external posture while 
the brand drivers; the employees are left out in the brand 
success equation. I have never encountered a situation 
whereby the management of DSTV can at any given time be 
seen watching ZBC channels or an Econet employee using a 
Telecel or NetOne network line. This communicates a vote of 
no confidence message to the customers as the brand touch 
points in the form of employees will be telling a different 
narrative to that promised by their brand.

Brand experience is a responsibility of every 
person

In doing so, there is therefore need to build internal branding 
mechanisms that enables the employees, top management 
and the directors of the company to be brand ambassadors 
that facilitate for the unlocking of customer experience inline 
with the communicated brand promise. It should therefore 
be noted that brand experience is a responsibility of every 
person in the organization as they are the brand experience 
enablers.

This is even more pressing and demanding in the 21st 
century given the brand clutter in the different brand 
categories. Customers are faced with confusion in choosing 
brands in any category and rely on previous experience 
they had with the different brand touch points such as the 
employees and communication channels. The employees as 
brand ambassadors have a critical say on whether I am going 
to repeat purchase or not. 

The process of helping us understand the importance of 
employees in the branding process is best understood 
using the Brand Alignment Framework. The model locates a 
complex relationship among the internal teams (employees); 
the marketing effort (brand visionaries) and the customers 
(brand believers). The marketing effort should focus on 
employees through education initiatives and aligning 
the internal stakeholders behind the brand promise. 
The marketing effort will also express the brand promise 
externally and create the brand experience. The employees 
on the other hand will be geared towards co-creating the 
brand experience and delivering on the brand promise with 
the customers.  

There is no way; I can be convinced 
of an experience in a brand when the 
‘owner’ of the brand such as employees 
are opting for rivalry products. 
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It is therefore critical for marketing teams to create the 
enabling branding materials for both the external and internal 
stakeholders to fulfill the positioned brand promise. If the 
employees as brand drivers and ambassadors do not have 
the correct mix of support branding materials, they will end 
up improvising and in the process compromise on the brand 
promise and experience. It is this experience that unlocks 
repeated purchase and loyalty, which drives the company’s 
positive revenue performance.

In the digital era of our existence, corporate 
reputation and brand position have become 
indispensible assets

It then reminds me of the recent internal meeting at our 
company when my colleague who was leading the training 
brought the banners with the company’s old logo for the 
training. These were the banners developed before we 
rebranded, due to lack of an aggressive internal marketing 
effort, he insisted that, “its better to erect them than 
continuing with the meeting without banners…” I swiftly 
jumped in to pull them down. If such actions are allowed 
to go ahead, they will develop into an internal habit; then 
culture and without knowing it; the corporate personality; 
to the identity and image and full-blown reputation. In 
the digital era of our existence, corporate reputation and 
brand position have become indispensible assets, which 
sets companies’ revenue performance ahead of competing 
offerings. 

Taking notes from Google offices in South Africa 

Internal, employee buy-in to the brand is highly critical and 
more important that a logo, colour, or slogans but one of 
the most valuable assets for competitive advantage which 
is hard for competitors to replicate. In 2015, I visited the 
Google offices in South Africa. All the brand touch points 
I encountered from entry to exit – reinforced the brand 
promise of Google through an affectionate and competent 
pool of employees that delivers on the brand promise of: 
organizing information for a better world. That experience 
I had at the Google offices has become the viral message 
that I affirm to the world basing on the experience that I got 
when I interacted with the employees at their offices. The 
experience in the brick and mortar live, is consistent with 
the virtual contact with the brand which has made it my 
preferred choice since 2015. 

One can only but argue that in this great age  of internet 
revolution, the brand’s ability to deliver superior customer 
experience is its major source of creating and maintain 
sustainable competitive advantage. This entails the need to 
engrave the brand promise, values and vision at the heart of 
the business’ strategy and operations. 

The brand experience is that harmonious marriage between 

the brand promise and the customer experience. This is the 
interaction that customers have with the brand at every touch 
point, be it in the virtual space or brick and mortar should 
contribute towards a unique experience through out the 
customer’s decision-making journey. The delicate gap that 
frequently exists between the brand promise and experience 
is the brand perception. Remember in the branding world, 
perception becomes the living reality!

Companies should therefore realise that a brand is more 
than a logo, corporate colours, or slogan. It is rather the most 
valuable asset at the business’s disposal. It is the competitive 
advantage, which is the most difficult for competing forces to 
replicate. This is so because; brands that are self-conscious 
of their net worthy are by their own nature, a relationship 
between the company and the customer through the value 
proposition exceeding the customer expectations.

In conclusion one has to argue that, the digital era has 
opened the floodgates for brands and companies to either 
succeed or fall through unlimited exposure. My argument 
is that there is need to build the marketing effort from an 
‘inside – outside’ proposition to build a colossal brand that 
is able to exert its promise and experience to the customer 
competitively, thereby building a league of loyal customers 
whose repeated purchase catapults the company’s revenue 
performance way ahead of competing offerings. 

Tabani Moyo is a Chartered Marketer and communications 
asset based in Harare. He can be contacted at moyojz@
gmail.com . He writes extensively on brand management 
through his blog www.tabanimoyoblog.wordpress.com    
(MBA, MCIM, Chartered Post Grad Marketing (CIM - UK), 
BBA Marketing (IMM), BA Media Studies, Dip Marketing 
(IMM) & Dip Journalism (CCOSA)
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By David Dzikiti 

According to Fuggetta, a Brand Ambassador is a person who 
is hired by an organization or company to represent a brand 
in a positive light and by doing so help to increase brand 
awareness and sales. The brand ambassador is meant to 
embody the corporate identity in appearance, demeanour, 
values and ethics. The key element of brand ambassadors is 
their ability to use promotional strategies that will strengthen 
the customer-product-service 
relationship and influence 
a large audience to buy and 
consume more. Predominantly, 
a brand ambassador is known 
as a positive spokesperson, an 
opinion leader or a community 
influencer, appointed as an 
internal or external agent to boost 
product or service sales and 
create brand awareness. Today, 
“brand ambassador” is a term 
has expanded beyond celebrity 
branding to self-branding or 
personal brand management. 
Professional figures such 
as good-will and non-profit 
ambassadors, promotional 
models, testimonials and brand 
advocates have been formed 
as an extension of the same 
concept, taking into account the 
requirements of every company.

The term brand ambassador 
loosely refers to a commodity 
which covers all types of event 
staff, varying between trade 
show hosts, in store promotional 
members and street teams. 
According to Brain, the job 
of a brand ambassador was 
undertaken typically by a 
celebrity or someone of a well-known presence, who was 
often paid considerably for their time and effort. Nowadays 
however, a brand ambassador can be anyone who has 
knowledge or can identify certain needs a brand is seeking. 
Furthermore, brand ambassadors are considered to be the 
key salesperson for a product or service on offer. They must 

remain well informed when it comes to the brand they are 
representing, due to their nature of being the go-to person 
when questions arise from consumers.

Large corporations realized that the overall image of a 
brand ambassador within society is an integral element 
to attract consumer attention. As a result, there was a 
substantial increase in celebrities as brand ambassadors, it 
was assumed that integrating a celebrity to a brand would 

increase chances of it being sold, which made companies 
value the business ideal of a ‘brand ambassador.’ The case 
study of the famous watch brand Omega, illustrates that the 
brand faced a severe crash in sales in the 1970s due to the 
Japanese Quartz phenomenon.

“Brand ambassadors” should be 
relatable to the brand
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In line with the following arguments, a brand ambassador 
should be someone who is relatable to the brand as well as 
the end consumer for any campaign to have meaning and to 
capture the market. Celebrities may not reach the intended 
target if they are paired with a wrong product and are made 
to speak to the wrong crowd. A case in point is that of Super 
Chibuku. The Delta Corporation has engaged the services 
of a vibrant, young singer, Tytan to promote Super Chibuku 
and is doing that service on the Star FM radio station. 
Tytan appeals to the young, urban youth and his music is 
quite popular in the middle and upper class market but he 
does not do so well in areas where the low income earners 
dwell. The Chibuku brand has from time immemorial been 
positioned as a brand for the low income earners and so 
my question lies, how effective will Tytan be in drawing the 
market to the product. Will the market connect with him as 
a young celebrity or has the corporate shot way off the mark?  

I strongly believe as corporates that we need to come up with 
strategies that are effective in bringing the sales home and 
in this case, I think the celebrity endorsement for Chibuku 
should be done by someone who appeals to the masses. I 
know a lot of corporates may feel that Jah Prayzah has been 
over used and they need to try someone new which is quite 
a valid point of which I truly agree with. We have a lot of the 
Zim dancehall chanters, the urban groove artists, actors or 
even poets that can be aligned correctly with a brand and 

bring the results home.

It is my hope that as marketers, we align our finite budgets 
to actions that quickly turn to sales so that we remain 
relevant to the market. A lot of corporates are making this 
mistake of just endorsing a celebrity for the sake of them 
being just a celebrity but we need to analyse how effective 
that individual is to the audience that is supposed to be 
moved by our message in carrying our objectives through. In 
this regard, Tytan would do well with the Castle Lite brand 
as it is more relevant to the audience that follow his music.

In conclusion, I believe all efforts that marketers do should 
speak true of the product and so should the celebrity or 
brand ambassador that will be representing the brand. One 
needs to have the traits that can easily be identified with 
the product for the campaign to make sense as well as to 
convince the intended target market.

David C Dzikiti has been actively involved in the marketing field 
for close to a decade. He has worked for various organisations 
that include Hunyani Corrugated, Innscor franchising and Impala 
Car rental to name a few. He holds a B.A in Media Studies, a 
BSc in International Marketing as well as an Executive Certificate 
in Contemporary Diplomacy & Protocol. He writes in his personal 
capacity.

a brand ambassador 
should be someone 
who is relatable to the 
brand
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Out with the old, In with the new
21st Century Marketing Ideas
By Rabison Shumba

We are seventeen years into the 21st century and a lot has 
changed in as far as marketing tools, methods and practices 
are concerned. The face of business has evolved and and 
so have the customer demands. When change happens it is 
important for every marketing practitioner to move with that 
change otherwise you become a liability to your business 
and wonder why you seem to play victim to your competition 
all the time. It is in this era that you now have to say 
goodbye to some traditional marketing methods no matter 
how sentimental they are to you. Traditionally, marketing 
focuses on three key responsibilities: understanding the 
customer, how and where to market and building the 
brand promise. These responsibilities are now transforming 
into new dimensions that require marketers to function 
and collaborate differently. We are talking about the new 
marketing imperatives of understanding the client as an 
individual, having a clear view of the client experience 
journey or the systems of engagement and lastly, integrating 
the company’s culture and brand to be authentically one. 

Below are a few keys for you and your business to stay 
relevant in this era we are in.

1. Innovation

The master Key for the future - The key to staying in the game 
is to keep on evolving and innovating. This is a word that 
has of late been used very loosely without really considering 
how much should be invested into it. When you launch a 
unique product or service it is important to note that some 
if not all of your competitors are already studying, copying 
and putting their own unique additions to your design or 
concept. Hence, your product becomes obsolete the moment 
it hits the commercial market. The only way to stay in the 
game is constant innovation of your technology or design 
so that it always stays above your competitors. Consumer 
needs are fast changing. Customers are craving for speed, 
portability and efficiency. As a marketer, you must be the 
influence necessary in your business to bring about what 
your customer is demanding. 

The most important part 
of a business is to develop 
a product that is superior 
and provides the users 
with never before seen 
features.
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2. Cross Selling of Products

Best way for customer “lock-in” – We must never think of 
business around a onetime transaction or single interaction 
with the customer. Usually the customers like to buy an 
extra product which compliments or enhances the original 
purchase. Offer the customer a variety of products which 
are both essential for the customer to enjoy an additional 
benefit. While it sounds like an intelligent strategy, sadly 
most marketing professionals and businessmen tend 
to completely ignore and curb their own profit making 
opportunities. If your business is about health insurance, 
it is about time you bring on-board other insurance related 
products so that the customer does not need to move from 
one end of town to another looking for additives to the 
solution you have given them. 

3. Don’t Try hard to Sell – Create a need

There is one thing that the customers hate is when someone 
tries to sell them something that they don’t need. All the 
old techniques of door to door selling have become obsolete 
and the people tend to run from sellers. The best strategy to 
follow is to create a need for a particular product. Use your 
marketing strategies in a way that the customer automatically 
feels the need for your product and gravitates towards it. 
It is important to note that some customers may not know 
what they need until you raise an awareness on it. When 
planning a marketing strategy, the need to sell the product 
to a customer should be on the least priority.  

4. Spend adequate time on Product Development 

The most important part of a business is to develop a 
product that is superior and provides the users with never 
before seen features. When Apple developed their iconic 

products like the iPhone and the iPad, they showed the 
world how proper time spent in developing a product pays 
in the long run. Whenever thinking of designing a product, 
make sure you try to come up with something that exceeds 
the customer’s expectations. 99% of the products fail to 
please the customer not because they were poorly marketed 
but because of their poor quality. No matter how good you 
are as a marketer you have to be confident of what you are 
marketing. 

5. Digital is the new frontier - Do not ignore it 

People no longer live in their homes, they actually live 
online. As a 21st century marketer, you will be fooling 
yourself to think that having billboards all over town is the 
only effective way of capturing customers. Social Media is 
a great way for you to find out what your customers want, 
and most importantly what they are buying. The interesting 
thing about social media, and the internet in general, is that 
people are absolutely unafraid to tell you exactly what they 
think. Use this to your advantage. In addition, collecting 
demographics is now easier than ever before. All you need 
to do, is monitor what products are being purchased and 
see what trends they are setting. Remember, your customer 
controls the flow of products today just as they have in the 
past. 

Despite the many new opportunities available to marketers in 
the 21st century, some tried and true marketing techniques 
still work. We cannot discard them at the drop of a hat. 
Ultimately, successful marketing is about identifying a target 
market, understanding its needs, and communicating the 
business’ compelling messages through multiple channels. 
These marketing messages all convey how consumer needs 
can be met by the business’ products and services.

People no longer live in their 
homes, they actually live online. 
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Frontal Marketing versus Co- existence 
which trend should Zimbabwean 

By Rumbidzo Nyika 

According to Marketing and Strategy Terms http://www.
mbaskool.com/business-concepts marketing-and-strategy-
terms/, Frontal attack is one of the marketing strategies 
inspired by war tactics.  Frontal attack involves a head on 
attack on the competitor by matching the competitor in 
all aspects – product, price, place promotion. For a frontal 
attack to be successful it is believed that the player should 
have more than three times the fire power of the opponent. 
Frontal attack is a highly risky marketing strategy, it has 
better chances of success if the player attacks the weakest 
element of the opponent, and also if the opponent is 
constrained in its ability to react. Some marketers would 
term this “war marketing”.

Most marketers have enjoyed the competitor battles between 

BMW and Mercedes Benz or those of beverage giants, Coca 
Cola and Pepsi whereby blatant attacks are made on each 
other’s brand qualities. A differential competitor analysis 
would show that Pepsi and Coca are very similar, but the 
brands have been fighting each other for more than a century 
in what has come to be termed “the Cola Wars” or the “soda 
wars”. Coke has a big lead in cola market share over Pepsi, 
but Pepsi’s multiple business lines haul in more cash.

Another interesting “war’ has been between Long-time 
German rivals Audi and BMW, who have always been at each 
other’s throats, looking for definitive superiority. This battle 
began with an Audi billboard that poked fun at BMW’s chess 
tournament. After BMW’s response it escalated online, with 
Audi calling on its Facebook followers to come up with more 
captions.

An old Pepsi vs Coke advert
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 As local marketers we have found these battles fascinating 
and have even quoted some of these examples in marketing 
assignments. However when it comes to practice, the market 
has shied away. Some have advocated for co-existence as 
industry players whereby focus should be placed on adver-
tising your own brand qualities, improving customer experi-
ence, rather than poking at the competitor. However compar-
ative advertising strategies that openly mock their rivals by 
creating parody adverts are gaining traction in local industry.  
Some of the wars that have dominated are those within the 
Telecommunications sector and they are as follows – Econet 
vs Telecel, Netone vs Econet and ZOL vs Telone. One par-
ticular one was when Netone took to its advantage the public 
outcry of Econet’s data charges and brought out an advert 
that read,” If your Buddies are not using OneFusion they 
are not real buddies”. At one time Econet mocked Telecel’s 
payoff line and flighted an advert that said, “Don’t just tell 
someone, tell everyone”. At one point Chicken Slice openly 
mocked the Chicken Inn product using a billboard the di-
rectly faced a Chicken Slice one. While we have accepted 
these battles with global brands – we have frowned down 
upon local players doing this. Some have even gone as far as 
calling this a “waste of money”. 
Is it because of the conservative nature of Africans that 

this is not appealing to some or rather it goes against the 
cultural fibre of Zimbabweans? I believe some of these locals 
battles have woken up some brand custodians to come up 
with innovative adverts. The advent of social media has 
empowered the consumer so much that they can voice out 
their opinions there and then when a particular advert is 
posted on any social platform. I have often observed this 
especially on Facebook where people have become so “raw” 
in their demands of obtaining value from a particular service 
provider. 

What I believe marketers need to understand is that in as 
much as we can voice out opinions about certain brands 
without being castigated, let us also give a chance to this 
healthy rivalry. Human nature dictates that rivalry should 
ultimately bring out who the “Alpha male” is. Rather than 
fighting such trends, the impetus should then lie with us 
consumers of these products to interrogate the current 
product offering and use this advocacy role to keep brands 
in check. 

In the next article which defines Market Challenger strategies, 
marketers should evaluate some of their approaches and see 
how best to implement them 
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By Hitesh Bhasin December 1, 2016 (http://www.
marketing91.com/market-challenger-strategies/)

Any market you go in will always have market challengers. 
You have to challenge these competitors instead of 
presenting a meek response to them. Only by challenging 
them head on, you create a fear for future market entrants. 
At the same time, this challenge also ensures that you move 
up the competitive ladder.

The mistake which most companies do is that they look at the 
top player of the industry whenever they enter the market. 
They try to beat the top player only. But when entering a 
market, your main competitor is the one around you and 
who is eating away even a small pie of your market share. 
It is unlikely, that when you are the 5th or 6th brand in the 
market, then the 1st brand will be your competitor. The 4th 
and 3rd brand are the more likely market challengers in your 
case.

So how do you respond to your market challengers? And 
how do you move up the competitive ladder using market 
challenger strategies? Here is a 5 step process to accomplish 
the same.

1) Use a frontal attack – Observed most prominently in the 
smartphone market today, or more commonly in the Pepsi 
vs Coca cola war since ages, a frontal attack is seen when 
a competitor attacks another based on the strengths of the 
competitor.

Example – Pepsi introduces Diet Pepsi when Coke introduces 
Diet coke. Both have strength of product expansion and a 
diverse product portfolio. So in a direct frontal attack, Pepsi 
also launches a product in response to its market challenger.

2) Flank attack – The above example of Pepsi and coke 
contains 2 brands which are very strong in the FMCG market 
and have no other competitor. Thus, they use frontal attacks. 
But what if a small player has to take on a mammoth. Then 
the player uses a flank attack and attacks the competition 
based on its weaknesses.

Example – Many technology firms like AMD vs Intel, Apple 
vs Microsoft, and others operate on the basis of Flank attack.

3) Encirclement attack – This form of market challenger 

strategy is used when the competitor attacks another on the 
basis of strengths as well as weaknesses and does not leave 
any stone unturned to overthrow the competition.

The current E-commerce scenario is the best example of the 
encirclement attack where the E-commerce companies are 
ready to go negative in their margins to beat a competitor on 
turnover basis. They want to come on top and gain maximum 
customers by hook or crook.

4) Bypass attack – What did Ipod do to the Sony walkman? 
It simply by passed it. There can be no simpler example of 
the Bypass attack form of market challenger strategy. This 
type of strategy is found in a firm which has the brains to 
innovate. And when it innovates, it bypasses the complete 
competition and creates a segment of its own. Off course, 
other competitors soon follow. But the attack is very useful in 
the long term to create brand reputation and gain customers.

5) Guerrilla marketing – Making small but useful changes, 
which repeatedly puts your brand in the forefront, and 
slowly but surely makes it a huge name in the market, is the 
crux of Guerrilla marketing. A small brand, which wants to 
take on huge competitors, which first become famous in a 
local market, then will introduce price discounts and trade 
discounts.

Slowly but surely, the name of the small player will spread 
and it will then use branding activities and ATL and BTL 
marketing activities. Over a period of time, the small player 
has become a successful large player and is a thorn in the 
side for all major players in the market. Isn’t this the success 
of any small brand which became big?

Take the AJE group for example. They launched their 
flagship product “Big cola” several years back in the market. 
It was slowly so successful, that the brand is now present in 
multiple countries.

Thus, overall, there are the above 5 market challenger 
strategies which are used by any company to defend their 
market and to challenge competitors. The advantage of these 
strategies is that it allows you to climb up the competitive 
ladder and the strategies can change depending on the 
competitor whom you are targeting.

What are market challenger strategies 
and how to use them?
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With Prosper Mutswiri

So you own a resort, so do thousands others. So you make 
tomato sauce, so do 25 others. A serious hungry eater at a 
local restaurant is going to put whatever ketchup is given to 
him on his chips. So why and how do we create distinction 
when other factors like supply, competition and choice come 
into play? 

To compete with other businesses nowadays you need 
something that nobody else can copy. A one of its kind so 
to speak! When all competitors are saying the same basic 
things each company appears to look the same.  Without 
the understanding of who wants what, only the buyers will 
know why they decided on a certain competitor. To make a 
difference you’ve got to know all the deciding factors of the 
situation. 

Distinction defines the brand and what the brand becomes 
is what those who launched it first believed about the brand. 
A lot of factors come into play in creating uniqueness and 
one of these is passion. For example when a brand manager 
through the managing director of a particular tomato sauce 
company has a clear set of beliefs about their brand, the 
next phase is to be passionate about it. Energy pushes 
everybody to see more and do more. Passion is your attitude 
towards the brand and passion ignites ideas that are further 
developed to strengthen the business through the brand. 
Suddenly the tomato sauce guys don’t see red sauce as an 
additive to chips. They see and they actually believe that 
tomato sauce is as vital as food itself. Suddenly, the sauce 
doesn’t have just a name but the name has a meaning. The 
meaning reinforces the values, experience, consistency 
and pleasure that the chip eater enjoys. Furthermore the 
distinction is reinforced because that sauce comes packaged 
with a sub branded logo of the chips store so that there is 
already one more reason why the chips store even bought the 
sauce in the first place.

People who believe more and see more in their products 
in the interest of their customers only create distinction. 
Passion is the catalyst to fire up things to happen. Creating 
and maintaining the right attitude towards your brand 
determines the altitude of your brand/distinction. Innovation 
answers questions that customer develops as times changes. 
Continuous research prevents market shortsightedness and 
enables production with customer voice. Creativity enables 
you to get your company exposed to the next generation of 
buyers before they even become buyers.

It is key to establish and understand your primary geographical 
market area. Identify your geographic area by zip code, 
country, neighborhood or other parameters and understand 
the prospects who live there. Then develop marketing 
campaigns to promote relevant product offerings based on 
life triggers and other events that may be happening in your 
community, including new homebuyers, births, marriages 
within this area and target products and services to the event

One of an organization’s greatest asset and distinguisher 

is its brand. In simple terms, it’s your reputation…what do 
people think of when they think of your organization? 

The right brand holds more than the promise of making you 
well-known, but well-owned. It is where your stakeholders 
— staff, board, donors, volunteers, clients — feel a sense 
of connection that transcends the services you provide or 
any marketing piece they may see. They believe in you; 
they feel that they are a part of you and you are a part of 
them. A brand can build pride and excitement with the 
board, staff and supporters. Branding takes what’s best 
about your organization and brings it to life for others to 
see. The process of creating a brand focuses on what you 
do best. Seeing that portrayed effectively to audiences gets 
stakeholders excited about what you are doing and where the 
organization is going.

Today’s customers have graduated from general receivers 
and consumers of the product to producers and decision 
makers. If you are to be unique as a business in the market, 
you need to have a different objective to your customer 
objective-rather than focusing on customer satisfaction but 
having customer success.

One of the celebrated marketers in Zimbabwe Mr. Doug 
Mamvura once said “the big does not always eat the small 
but the fast always eat the slow...”.In other words and speed 
and innovation plays a key role in distinguishing yourself 
as a business. Gone are the days when the size of the 
organization was the most competitive advantage as the 
organization’s crazy ways of serving the market has taken the 
show. Customer centric organizations now focus on providing 
solutions to the market not product. They focus on going an 
extra mile in their customer services, people and all their 
market efforts-now that’s what we call distinction.

Tragically, some brands are like dinosaurs. They either 
evolve into birds and fly, or they stay on the ground and die. 
Distinction is more than mere restaurants beds, usual food, 
pretty pictures on adverts, amongst other things. Instead it is 
the center and responsibility of management to harness and 
grow from within. It is the ability of management to convert 
the vision to a more understandable and tangible object to 
the employees, stakeholders, suppliers and customers at 
large. Customers must be able to refer other customers to 
your service and be able to defend it.

We must convert ourselves into genuine business people and 
cease to be mere cubicle slaves. We must know why we are 
called to be in business and the purpose of our product/
brand in line with the demand of that particular market. We 
must be hybrid marketers of distinction with a passion of 
serving the market not giving the market.

Prosper Mutswiri is a certified Marketing Practitioner, student 
for chartered institute of customer relationship management. For 
feedback, comments and talk please contact Prosper Mutswiri at 
prosper.mutswiri@powertel.co.zw, or call on 08611 208 182. For 
internet and other services from Powertel contact 08611 208 222-
6 or sales@powertel.co.zw.

Be Distinct or Become Extinct!
Outside the Box Marketing 
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Marketing and Intellectual Property – 
An Indispensable duo? 
By P.Matsanura (Legal Practitioner at Muvingi & Mugadza 
Legal Practitioners)

The American Marketing Association defines marketing as 
the activity, set of institutions, and processes for creating, 
communicating, delivering, and exchanging offerings that 
have value for customers, clients, partners, and society at 
large. 

Intellectual property has no precise definition because it is 
a basket of different rights however, the common element is 
that these rights stem from the human intellect. Intellectual 
property encompasses inventions, concepts, literary or 
artistic creations, computer programs and processes, 
unique names or brands, or a piece of information which 
is confidential just but to mention a few. At the risk of 
oversimplification therefore, intellectual property can be 
defined as property, be it corporeal or incorporeal, originating 
from human ingenuity. Through intellectual property law, 
protection has been afforded to what is mostly intangible 
property to protect the owners in exploiting their creations 
while defending against pirates.

Marketers by nature rely on the superiority of their creative 
intellect to create, communicate and deliver offerings to 
clients and society at large. Creativity and problem solving is 
thus a core element in the marketing profession. This entails 
creating strategies that keeps one ahead in the industry. 
New vibrant expressions are the epitome of marketing as 
they set out a product or services from the rest. This is 
why branding is important to marketers because it carries 
a characterization of quality guarantee and source of origin 
of a product. Protection of expression of ideas therefore 
becomes essential because of the energy, time and resources 
expended in generating an idea and expressing it in a way 
that effectively communicates to the client.

In Zimbabwe there a are host of laws that protect intellectual 
property for example the Trade Marks Act for the protection 
of trademarks, Copyright and Neighboring Rights Act 
which concentrates on protection against infringement 
of copyrights, Merchandise Marks Act that prohibit the 
application to goods of false trade descriptions.

 It is imperative for a marketing strategy to create a clear 
synergy between the marketed products or services and the 
entity providing such products or services so that customers 

can distinguish, at a glance, between the entity’s products 
or services and those of competitors and associate them with 
certain desired qualities. That being said, it is prevalent, 
particularly in Zimbabwe, for third parties to leach off the 
success of solid marketing strategies or concepts or brands 
thus diluting the efficiency of such marketing strategies or 
concepts or brands. Marketers therefore need to ensure that 
they protect their 

On the other hand marketers need to make sure they do 
not infringe the IP rights of other parties when marketing. 
In this respect, it is advisable to conduct trademarks and 
patent searches before commercializing products and 
services which may conflict with the intellectual property 
rights protected by other persons or enterprises. On the 
international stage, one lawsuit for infringement of IP 
rights can have devastating effects on an entity. It is thus 
proper risk management to avoid instances where marketing 
concepts can result in detrimental effects on the marketer 
or his client.

In recent history, marketers have been made to compensate 
individuals whose images they would have used without prior 
authorization. This results in financial loss to the producer 
of the marketed product or service while at the same time it 
diminishes the credibility of the marketer thereby affecting 
his client base. Marketers therefore need to understand that 
marketing without an understanding of intellectual property 
rights is extremely risky.

Marketers need to be cautious of using concepts or ideas 
that may infringe on the intellectual property of third parties 
because failure to do so can result in serious financial loss 
both to the producer of the advertised products or services 
and to the marketer who will lose business. In the same vein 
marketers need to protect their intellectual property. There is 
need therefore for marketers to have an understanding of the 
intricate dynamics of intellectual property because success 
or failure in the field may hinge on that.

Muvingi and Mugadza Legal Practitioners has an established 
intellectual property practice that covers fields ranging from 
trademarks, patents, geographical indications, copyrights industrial 
designs and utility models. We provide intellectual property 
management as well as registrations with the Zimbabwe Intellectual 
Property Office and ARIPO. The Firm is also a member of the 
International Trademarks Association.
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Dr. A. Makasi

Have you ever wondered why despite the seemingly profitable 
nature of your business, the bottom line is never attractive?  
Many executives wonder why in the face of high store traffic, 
company profits decline month after month. This is not 
because the loss control system within the company would 
have collapsed nor because of high incidences of pilferage. 
Well, the jury is out!  This is primarily because some front 
line staff will be engaging in an illicit practice called service 
sweethearting.  Perhaps it is prudent to explore what it is 
and the motivation behind this evil practice threatening the 
survival of many companies; particularly in Zimbabwe as 
both employee and company constantly engage in ingenious 
ways to survive.

What is it?

It is an old unorthodox practice by front line staff who offer 
additional unaccounted services to clients all in the name 
of customer care. The term service sweethearting describes 
the behaviour of employees who provide friends and 
acquaintances with food and beverages or other free services 
that never appear on the bill. Sweethearting behaviour may 
range from providing unauthorized complimentary food or 
drinks; bypassing register scanners; “forgetting” to charge 
for an item; bartering with other businesses or charging an 
incorrect amount. Though the practice is most prevalent in 
the hospitality industry, the potential for such behaviour 
exists in any industry in which employees interact with 
customers at the point of sale. Sweethearting may seem 
like a relatively innocuous behaviour on the surface, but 
its financial implications are very serious. The problem is 
now so pervasive that some companies have been forced to 
develop sophisticated algorithms to detect sweethearting in 

video surveillance recordings. From a scholarly perspective, 
sweethearting presents a useful sidebar to research that 
espouses close relationships between customers and frontline 
service employees.  This is in line with the central theme 
of relationship marketing literature that firms benefit from 
developing strong, long-term relationships with customers.

The motivation

The practice is potentially more pronounced in situations 
where front line staff feel neglected and their efforts less 
appreciated of by their company. As a result, they seek for 
attention and appreciation from   the clients they serve.  In 
this way, they end up “exaggerating relationship marketing” 
by offering additional benefits to their valued customers. 
While this a noble attempt to woo customers in the face of 
intense competition, such gestures are absolutely suicidal 
to the company. Imagine a catering company which employs 
front line staff who are in the habit of adding an extra 
piece of meat to their “service sweethearts”; the results 
can be catastrophic when analysed at the end of year. 
While the effects of such a practice on the bottom may not 
be detectable on a daily basis even when stock taking is 
done (after all its just one extra piece of meat), the effect 
is certainly catastrophic when analysed at the end of the 
year. Recently, I experienced the ‘sweet heart’ of a front 
line staff at a local supermarket when after buying a few 
groceries discovered that I did not have any extra cash to buy 
a carrier bag. Being a known regular customer, the operator 
immediately realized my predicament. I asked for a favour 
and she gladly complied. Despite my hearty appreciation of 
the gesture, as an afterthought, I regrettably realized how 
I had contributed in widening the hole in the company’s 
bottom line. 

THE SOUR EFFECTS 
OF SERVICE 
SWEETHEARTING: 
TIME TO RAISE THE 
RED FLAG

SALES STRATEGIES
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The results

Despite the numerous shortcomings of service sweethearting 
cited in marketing literature, contradicting empirical 
evidence suggest otherwise. For example sweethearting has 
been known to positively contribute to customer satisfaction, 
loyalty and positive word-of-mouth scores by as much as 9 
percent. However, while such evidence exist, any benefits 
of these benefits cannot justify engagement in this evil 
practice. Even in the face of existing evidence that firms 
that have attempted to eradicate sweethearting behaviour 
could experience lower customer satisfaction and loyalty, 
this practice cannot be condoned. The measurement of 
performance of a company is an undertaking which goes 
to the core of many an executive’s hearts. However, the 
challenge is to assess how performance should be measured. 
Certainly not by measuring the top line but the bottom line! 
Sales volume can line but the 
bottom line never lies!  

The solution

Perhaps the best form of solution 
is moral suasion. The quest for 
good morals should act a compass 
to regulate potentially deviant 
behaviour.  It is thus prudent 
that the company’s employee 
recruitment system be robust 
and water tight screen out and 
profile frontline staff accordingly. 
For example, firms that use pre-
employment screening tests can 
head off sweethearting if they add 
measures of personal ethics and 
need for social approval. 

In addition, managers should 
amend training programs to include 
discussions on personal integrity 
and the consequences of deviant 
behaviours such as sweethearting. 
Employees must be engaged 
and educated on the dangers of 
exaggerating customer service. 
Because sweethearting involves 
collaboration between customers 
and employees, company 
executives need to delicately 
balance the quest to plug the holes 
in the bottom line and the potential 
loss of customer ‘share of the heart’ 
which incidentally is promoted by 
frontline staff. 

Conclusion

This article illuminates a dark side to relationship marketing 
in general and the social exchange theory in service 
transactions in particular. Perhaps, it is time to debate it 
further. However, any threat of punishment, even relatively 
severe punishment, has little influence on sweethearting 
frequency. It is thus concluded that looking for solutions to 
sweethearting should not involve oppressive regulations for 
frontline employees but rather engage them in constructive 
conversations mend to nip service sweethearting in its bud.

Dr. A. Makasi is a Marketing consultant; University Lecturer in 
Marketing and Entrepreneur. Contact: africa.makasi@yahoo.com.
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By Tinashe Nyaruwanga 

Do you obsess with the number of views when your video is 
watched? The number of hits your article generates or the 
number of likes or retweets it gets? Chances are, if you are 
a content producer you probably do. For the longest time, it 
was the traditional media print, radio and TV that were the 
gatekeepers to information. But the social media revolution 
has tussled the keys from the gate keepers and placed them 
in the hands of ordinary men and women.

Every one now creates and consumes content. 4.6 billion 
pieces of content are produced every day according to 
LinkedIn. No wonder sensationalist headlines, eye catching 
thumbnail pictures, and sometimes false stories designed 
to bait us to click on content on the web pretty much make 
up what we see these days. Content producers now resort 
to such “black hat” tactics this as they look to boost their 
chances of increasing traffic and views.

It is no longer enough to just produce content. The world 
has moved has moved on. Now we are drowning in content. 
To stand out you need to produce outstanding content which 
is entertaining, informative or educative. To create great 
content each and every time here is what you need to do.

Leverage Pop Culture

Great storytellers or content producers know that using 
something that is familiar or a widely known news story 
to explain a complex or otherwise boring subject can help 
increase traffic to an article.

5 Content Marketing Cues You Can Learn From Zim 
Dancehall; (visit www.tinashenyaruwanga.com)

5 Marketing Lessons You Can Learn from Fungisayi and are 
some of the examples of leveraging on pop culture. (Visit 
www.tinashenyaruwanga.com)

Content is king, but context is “god”

People go on social media to get entertained, to get a few 
minutes’ respite from stress. For others it is to get gossip 
whilst others see it as a chance to get popular.

Does your content look the same, sound the same? Does it 
give the same benefits and value people look for when they 
come to the platform in the first place

I have always said social media is a like drug which releases 
pleasure into your brain. So unless your content does the 
same, then it is not native.

Great Content does not disrupt

The term Social Media doesn’t really do justice or explain 
what social media is about. That is because the term media 
is usually associated with the term push. Traditional media 
was all about pushing content. It was about shoving content 
down our throats. Whereas social media is not about pushing 
content.mIt’s a conversation, where people engage and do 
not interrupt.

A brand which does this well is Nandos. They blend in so 
perfectly. Remember the days of the Chihuta? Here’s what 
Nandos did!

No wonder people don’t like adverts. They disrupt and 
interrupt a good time or a god show.

My guess is that this is why DVDs became popular or the 
PVR decoder where you can forward and bypass the advert. 
When you do social like Nandos there is no need to interrupt.

What about you?

What things do you consider when you create content? I 
look forward to hearing your creative process and what you 
consider when you create content. If you enjoyed this please 
share it with your friends and family.

Tinashe Nyaruwanga is a Digital Marketing Consultant and Blogger at 
www.tinashenyaruwanga.com, Contact him on, Cell: + 263 772 750 
133, Skype: tinashe.nyaruwanga, www.twitter.com/tnyaruwanga, 
www.facebook.com/tnyaruwanga

How to Create Great Content for 
Social Media Every time

DIGITAL MARKETING
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By Rumbidzo Nyika

Gone are the days one had to hire an external company to do 
live streaming for your events. These days an organisation’s 
savviness with regards to digital trends has become a metric 
for organisational advancement. Now organisations are 
defined by whether they have an interactive website or not, 
whether they have a Facebook Page with at least 10000 
likes or whether they even have an Instagram account. The 
standards are ever shifting; as such the local industry has 
seen an influx in terms of video interaction. The biggest rival 
in terms of video sharing for Youtube is now Facebook. Two 
thirds of the content we now view on Facebook is now video. 
In April 2016 when Facebook introduced live streaming, 
it became a whole different ball game. For Zimbabwe 
however very few companies have taken it to a corporate 
level therefore have failed to tap into the huge network of 
internet users. Live streaming has become associated with 
controversial subjects like the Olinda and Stunner  drama. 

For any consumer, the visual aspect of any interaction with a 
product or service supersedes any form written text updating 
the public about a certain event. Imagine the possibilities 
if for example the OK Grand Challenge grand draw was 
streamed live of Facebook? It would allow consumer to 
“feel” the moment even without attending the event. This 
can even then lead to greater interaction as people have 
become more socially averse, preferring only to participate 

online. Companies should no longer worry about how many 
people actually attend a product launch. 

Youtube has now become the largest search engine after 
Google. This means people are constantly looking for visual 
stimulation on DIY techniques, business advice or even just 
for entertainment. 

I think FMCG organisations can benchmark their videos on 
very practical issues, for example National Foods can do a 
video on “How to cook sadza?” Consumers can send their 
own versions of how to cook Sadza. What social media has 
done is to break down the barriers of what was previously 
only accessible to a few. For example Whatsapp video calling 
has eliminated the need for Skype, while Facebook videos or 
lives streaming have limited the use of YouTube.

Lately we have seen Zimbabweans hooked onto this 
Facebook live video trend. Although many have linked it 
to the “Stunner and Olinda drama”, very few have actually 
utilised it for business purposes. One of the more popular 
talk shows is by Ruvheneko whereby she uses Facebook to 
reach her audience. Some brands have actually started to 
advertise their products through this talk show as they know 
the potential number of viewers who will be watching these 
Facebook live videos. 

How companies can leverage on video 
marketing as a useful business growth 
mechanism

DIGITAL MARKETING
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Steward Bank has launched “Square Talk”, its own talk 
show which will be broadcast live on Facebook which means 
they are taking advantage of their 217 442 followers to 
date. Definitely what marketers should understand is that 
Facebook Live video gives the ability to create an intimate, 
authentic connection with your audience. It humanizes and 
personalizes your brand. We have a few tips that can help in 
terms of using Facebook Live for your business.

Three ways your business can capitalize on Facebook Live:          

(Extracted from https://www.entrepreneur.com/
article/276730)

Facebook Live connects your customers to your business 
through video. Once your video streams live, it remains on 
the site so that customers can watch and react to it later. 
They can also share the video with friends and family, 
potentially increasing its reach.

You can use Facebook Live in many different ways for your 
business, but three great options include:

1.  Behind the scenes content: 

 All of us love to feel that we have an exclusive look at 
something other people don’t have access to. So, peel 
back the curtain on your business’ manufacturing process, 
your decisions, your daily operations . . . whatever you 
feel comfortable sharing (and whatever you don’t mind a 
competitor viewing). Show your customers how you make 
your unique surfboards, or how you whip up their favorite 

dessert. Give them access to a side of your business few 
have ever seen before.

2. Daily updates:

 Service-oriented businesses can share daily updates, tips 
and helpful hints with their followers via Facebook Live. 
Guy Kawasaki, for example, offers daily tips which are quite 
popular, and other business gurus, coaches and experts 
have been quick to follow his lead. These types of quick tips 
or daily tips can become a popular social media feature if 
they’re filled with useful information.

3. Livestreamed events:

 If your company hosts conferences or events, live-streaming 
the event is a great way to engage with your customers and 
followers. Chances are, you have plenty of followers who want 
to attend the event but can’t afford to. Instead of limiting 
access, open it by live-streaming the keynote speakers, 
sessions, event hall and other aspects of the event. You can 
also take the best-viewed sessions later and offer them as 
stand-alone videos.

You can get more information from:

http://www.convinceandconvert.com/social-media-strategy/
facebook-live-for-business/

Picture supplied by Busstop TV
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Bulawayo Business 
Breakfast Meeting a 
success 

Marketers Association of Zimbabwe held a breakfast meeting in 
Bulawayo on the 9th of March 2017 at the Holiday Inn, with two guest 
speakers presenting on the topic “The new normal market leadership 
and market volatility, and both speakers presentations were based 
on the acronym VUCA which defines VOLATILITY, UNCERTANINTY, 
COMPLEXITY and AMBIGUITY of an environment.

The Regional Executive of National Foods, Phawulani Ngwenya cited 
that it was crucial for marketing professionals to understand the key 
stakeholders and to involve the entire value chain because Volatility is 
about warfare, a fight for market leadership.  “Being a market leader is 
no longer a battle between two corporates fighting for market share or a 
valuable object. It involves the entire value chain and entire supporting 
ecosystems which includes suppliers, bankers, advisors and other 
valuable stakeholders. He also mentioned that market responsiveness 
and discovery was required to be a market leader. Other attributes 
he mentioned were; being a fast follower, reviving the growth model, 
building growth equity, customer value and value pool migration. He 
also highlighted that in the light of the volatile, uncertain complex 
and ambiguous environment there was no room for dead brands and 
incompetent workforce. 

Head of Marketing PR and Communications for MBCA, Dedrey 
Mutimutema spoke of the need to have strategies for the VUCA 
environment, which she highlighted as the following:

You need to raise the voice of the customer through

• Market Research – Gathering insights regarding preferences

• Foresight and Leadership

• Relentless market scanning

• Trend Analysis.

• Customer Insight

Content Marketing

• What’s your why- why do you create content does it have a real impact               
on your customers and prospects.

• Is there a deeper purpose behind what you do?

• We are still focused too focused on campaigns and talking about our 
products instead of truly driving customer value

• Integrate your sales teams into your content strategy formulation and 
execution

• Use interactive content- assessments, calculations, trainings and 
games. 

BULAWAYO CONTRIBUTIONS
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By Benson Mukandiwa 

Internal and external customer-satisfaction as well as 
retention have always been important issues for any kind 
of business venture. There is a positive and significant 
relationship between customer satisfaction and employee 
satisfaction; these relationships are positive statistically 
and substantively significant. Employee satisfaction is 
significantly related to service quality and to customer 
satisfaction, while the latter in turn influences firm 
profitability, leading to a satisfaction-quality-profit cycle. 

Maybe the most established level headed discussion in life 
is — which started things out, the chicken or the egg? So 
also, a vexing inquiry since quite a while ago wrangled by 
insightful owners is whether: 

• It is my client’s experience or my employee’s experience 
first? 

• Employee engagement drives specifically to business 
victories, higher benefits and client reliability or the other 
way around? 

• It is employee separation or a client encounter system 
nobody can distinguish? 

• Manager or employee – who is in charge of employee 
engagement? 

Keep in mind, individuals buy from individuals 

So where do you remain as business owners, who is number 
one, employee or client? The appropriate response is very 
self-evident – it must be the employee, regardless of the 
possibility that it is only a slight lead than clients. 

Here is the reason: Irrespective of your business or industry, 
you serve a customer need, and they associate with your 
employees somehow. Without your employees, you cannot 
give client encounter. On the off chance that employees 
are not locked in and fulfilled, they can’t give a “WOW” 
client encounter. What’s more, if clients are not fulfilled and 
served well they won’t continue returning; it impacts the 
primary concern, employees won’t have a job (or the assets 
won’t exist to serve them best). 

Along these lines, on the off chance that you need to be 
prosperous and fabricate a practical business, you need to 
put your employee’s experience first. By owners approaching 
employees with deference and unwaveringness, they will 
probably convey the brilliant administration that keeps your 
clients pleased and returning for additional. 

Employee encounter matters 

“Come to an obvious conclusion regarding singular parts and 
the objectives of the brand. At the point when individuals see 
that brand, they get much vitality out of work. They feel the 

significance, poise, and importance in their employment.” 
–Ken Blanchard [Paraphrased] 

We have established that employee experience matters. 
So where do you start? How would you verify that the 
employee encounter inside your brand is ideal? With regards 
to outlining employee encounter, it ought to answer these 
inquiries from every employee’s point of view: 

• What is in it for me? 

• Why would it be advisable for me to mind? 

• Why would it be advisable for me to accept?

You should first comprehend the employee always. These four 
reasons are for planning an awesome employee encounter: 

Create employee guise

Employee guise are semi-anecdotal characters that help 
make reasonable portrayals of the most noteworthy employee 
gatherings. The info is from both subjective and quantitative 
research and incorporates distinctive accounts, interviews, 
Voice of Employee studies, pictures, and other data that help 
brands comprehend the requirements of their employees. 
It illustrates their apprehensions, inspirations, objectives, 
practices, imperatives, likes, difficulties, complaints, and 
interests. To breathe life into the unique persona brand and 
refine them, so individuals can plainly relate, give everyone 
a human face and name. It additionally incorporates insights 
about their employment part, division, residency, profession 
objectives, age, instructive capability, awards and interests.

Create employee empathy maps 

The empathy outline to comprehend for every employee 
persona:  

• What does the employee think and feel? What do they 
esteem and what do they see? 

• What does the employee see from us, advertise and their 
associates, subordinates and owners? 

• What does the employee say and do – their practices 
towards others and online networking? 

• What does the employee get notification from manager, 
associates, partners and influencers? 

It helps you to learn and get into the hearts and brains of 
employees to draw in them. You can likewise utilize it for 
providing knowledge into how employees can connect with 
crosswise over various touch points, along the client’s journey 
and find approaches to enhance your initiative quality and 
employee maintenance.

 

What Comes First Employee 
Experience versus Client Experience
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Tune in to employees and bolster it into experience 
and process enhancements 

There are different approaches to tune in to employees: from 
reviews to discussions to recommendation boxes or to hold 
interviews. The essential thing is, you should follow up on 
the raised issues and continue treating till you take care 
of business. Nothing baffles employees if no move is made 
when they call attention to that something is not right or 
requires excessive exertion. With the essentials set up, you 
are good to go with the data you have to outline and convey 
a fantastic ordeal for your employees. 

Wrapping Up – Line up apparatuses and assets 
to begin 

“The trial of a top notch knowledge is the capacity to hold 
two contradicting thoughts at the top of the priority list in 
the meantime and still hold the capacity to capacity.” F. 
Scott Fitzgerald 1 [Paraphrased]

Having perused this article, ask yourself, to put the 
Employees and Customers at the highest point of your need 
list what moves you can make today. There’s a ton to do, and 
you will probably require configuration thinking apparatuses 
to help you get the mentality move and to help you work in a 
persistent change circle. 

Ask yourself, conceptualize with your group and ask clients 
when you can, consider the inquiries all the more deliberately 
and from a long haul see. The thoughts will stream, and 
the activities will develop. On the off chance that you are 
uncertain how and where to begin or what to do, you may 
need to take the assistance of an expert, who can encourage 
you through characterizing your experience technique, 
making employee personas, tuning in to employees, breaking 
down the discoveries, mapping their voyages and giving it all 
something to do. 

On the off chance that you experience difficulty getting the 
dedication from senior administration, share the results of a 
connected with employee. 

They turn out to be raving fanatics of the brand. Your brand 
ambassadors (employees) and brand evangelist:

• want to see the brand succeed and develop 

• go off the beaten path to get that going 

• provide more elevated amounts of administration, quality, 
and profitability 

• are more prone to remain 

• recommend their loved ones to work for your brand 

• provide convenient input, great or terrible, to bolster the 
business achievement 

• share their delight and energy with clients 

• are more ready to bring the deal to a close speedier as they 
trust in the item 

• feel proud to be related with the brand to demonstrate that 
they are a piece of an option that is greater than themselves.

Without chickens, there are no eggs, and without eggs, 
there are no chickens. I don’t think about your inclinations, 
however I cherish both. Why not adopt a similar strategy 
utilizing configuration thinking apparatuses and systems 
inside your brand to convey excellent employee and client 
encounter. It has been long established that organizations 
with a quality foundation have better leverage to achieve 
high levels of customer satisfaction, but research has 
shown that a specific key driver of achieving customer 
satisfaction is employee satisfaction. The elements that lead 
to employee satisfaction and customer retention are said to 
have fundamental implications for corporate profitability. In 
addition, this prompts consumer loyalty, expanded deals, 
higher benefits, and partnership esteem. Nobody can 
contend with those results! 

Benson Mukandiwa F.CICRM, F.ZIM, M.CMI, M.MAZ is a profound 
and renowned Customer Service Strategist, Sales Expert, 
Internationally published Author, Research Fellow in Customer 
Management. He has published industry journals, articles in 
refereed journals, and delivered conference papers at both local 
and international conferences. He is an Associate writer and the 
Editor In Chief for The Customer Magazine the premier publication 
on Customer Service and Call Center management the CICM Global’ 
s official bi-monthly magazine which is distributed across Africa.  
http://whoswho.co.za/benson-mukandiwa-471173
Email: benmuk@gmail.com, Direct +263713197100   
+263774 679 071
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By Stha Magida

In all my years as a marketing professional, I have come 
to realise that the customer is the most dynamic asset 
of a business and that, all marketers should endeavour 
to keep this asset on the good mend. Many articles have 
been chronicled on customer service and customer service 
expectations such that one would think that by now service 
should be at its very best. The fact that the customer has 
over the years become more informed and knows exactly 
what their money should get for them has made businesses 
want to tailor-make their experience and products to cater 
for this whole new generation in marketing. I will in my 
own way try and remind you of the theoretical framework 
by giving examples of how we as marketers can improve the 
service that we give to our customers and clients. 

What one needs to understand as a marketer is that consumers 
buy a product or service to ensure their convenience. They 
do not buy a product because of its features or packaging. 
They buy products for the benefit that they will derive from 
them. Among some of the reasons why consumers buy our 
product or services are the comfort, safety, security, image, 
quality, price, relationship and emotion. For me, as a 
marketer, if I can get the balance between client relationship 
and emotion right, the rest becomes easy. Primarily when a 
business services the need that a consumer might have, a 
consumer actually buys a relationship in the process. People 
enter relationships in order to feel secure and to enjoy the 
attention that comes with being in a relationship and to be 
treated with love and respect among other reasons. So as a 
marketer one must understand that the consumer is there to 
buy a relationship. We rarely deliberately treat those we are 
in relationships with rudely. We talk to them with respect, we 
give them our utmost attention and we are patient with them 
besides continuously wanting to learn more of who they are 
as individuals so as to be able to remain relevant in the 
relationship and to remain happy. Remember too that the 
person we are in a relationship with must be happy in our 
presence and away from our presence because we conduct 
ourselves well in the relationship. 

Trust is also quite imperative in relationships. The consumer 
must therefore be able to trust the marketer as one who stands 
for his word all the time.  Customer trust builds the much 
needed confidence in our business, which leads improved 
sales and profitability. On the contrary a lack of trust results 
in impaired customer confidence and the outcome for the 
business is catastrophic. What am I really talking about 
here? Well! I am talking about customer service.

The minute a consumer walks into our premises it must be 
very clear from our security personnel front office manager, 
the marketer and indeed to everyone in the business that 
they are there to seek a relationship. I am always intrigued 
by the Allan Gray Investments advertisement that goes, “If 
you value something stay committed.” So as marketers we 
need to commit to delivering a service that is superb to 
our clients. We should not be driven by just explaining the 
product or service features of our offerings in a bid to drum 
into our customer’s head but to sell an experience that the 
consumer will come back for. Your product or service may 
be 100% superior in its nature and have no flaws but all 
this can be undone by the attitude of the person relaying 
this information. We as marketers need to understand that 
as the ambassadors of our brands we must carry ourselves 
very well so that those who are set to receive our messages 
are convinced. Good customer service will earn us repeat 
business as all who bear testimony of that good service will 
undoubtedly put in a good name for us wherever they go. 
Word of mouth is the free advertising that we should be 
ensuring we are getting when we interact with our customers 
and clients. In case after having read this, any marketer 
is still not convinced what customer service is, then I can 
also just remind you that customer service is about ensuring 
that the customer or client leaving your premises with your 
product or service must be one who will happily come back 
for more.

Stha Magida is a qualified Marketer by profession with experience 
spanning over fifteen years. She writes in her personal capacity and 
is contactable on stha4235@gmail.com

Customer Service – What every 
marketer should know
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By Clinton Tapera 

Public Relations is a strategic corporate issue which creates 
meaningful value for corporate growth and market visibility. 
PR if properly executed is at the core of strategic planning 
or corporate image planning, business development, 
networking capital, local and international collaborations, 
digital communication strategy and global penetration. It 
cannot be side-lined to functional levels in the organisation. 
PR should claim its place at business and corporate levels 
and even the boardroom.

PR is a management function which involves analysis of 
trends, predicting their consequences and advising or 
counselling the organisation for it to remain relevant in a 
dynamic global environment. Analysis of trends involves 
updating the organisation on global dynamics in business, 
economics and digital communications. It assists also in 
the analysis of trends in digital communications and their 
impact on organisations. PR involves putting in place open 
systems in doing business, thus creating a permeable 
boundary between the organisation and its environment to 
allow information in and out so that the organisation does not 
get into entropy – decay. Image is core to business survival 
and critical to business growth. Image as directed by PR, 
creates opportunities for market penetration and positioning, 
both important ingredients for competitiveness.

Analysis of trends requires competences related to business 
and corporate strategy to make sure that business is abreast 
with modern trends and consistent with global business 
best practices. It is more than just writing a good news 
release and coming up with “cosy” corporate golf shirts 
and magazines. Today’s PR requires more than just being 
a journalist or media practitioner but a combination of 
this plus being a professional generalist who understands 
business up to corporate level. An appreciation of boardroom 

issues, financial markets, investment dynamics, media 
strategy, corporate image issues, corporate governance and 
ethics and branding is important. Days are gone when PR 
practitioners would be used simply as spin doctors, reactive 
functionaries and “cover up” agents. There is too much 
information on internet (the information super highway) and 
other digital platforms that have availed loads of data which 
cannot be wished away. It is there for the world to see. 

Issues, even sensitive ones and those that were considered 
taboo cannot easily be swept under the carpet. In this 
context, a PR practitioner has to be of strategic value to his or 
her organisation by strategically positioning the organisation 
so that it moves with times. It also includes changing mind-
sets in the organisation to allow different managerial levels 
to warm up to new trends in the digital world, world politics, 
international or domestic economics. Globalisation is about 
shrinking space, time and global trends cannot be ignored by 
a PR practitioner worth his salt because the relevance of PR 
in corporates or in government can be gravely compromised, 
thus relegating the profession to the gutters.

The art of analysis of trends and predicting consequences 
now requires a practitioner well positioned to enter the 
executive level of engagement and even the boardroom and 
earn respect. That way one will be able to advise corporate 
level structures and be given attention. If a PR practitioner 
confines himself/herself to running with purchase orders for 
golf-shirts or t-shirts, and always concentrating on processing 
travel and subsistence allowances, no one will ever take them 
seriously for corporate level decision making. Your advice 
will not be taken seriously. This is the reason why terms such 
as “spin doctors” (meaning you spin someone’s image in a 
crisis to spruce up his/her outlook), propagandists, spies, 
masters of ceremony are common. 

Public Relations: A strategy 
corporate issue useful for 
corporate growth

Human relations is 
central to PR practice..
Employees are central 
to brand culture
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These terms while relevant in the day to day life of a PR 
practitioner removes practitioners from real strategic issues 
thus relegating the profession to an after – thought, after 
crisis, or cosmetic/ ornamental department that gives the 
organisation colour, glitz and glamour but not for real 
serious business. When retrenchment comes, personnel 
in the department are the first to be shown the door or 
have benefits slashed because a P.R Practitioner has not 
positioned himself or herself strategically to be of value at 
the highest levels in the organisation.

In Zimbabwe particularly, PR is not really taken seriously 
as a strategic issue because of the way it is perceived by 
accountants, lawyers, economists – who constitute the 
majority of CEO’s, Board members and corporate level 
leaders. Their perception is to view PR people as side-kicks 
almost who act as a Personal Assistants to arrange their travel 
itineraries and advance party to organise venues, speeches 
etc. This is the reason why they are more comfortable with 
recruiting former journalists from particularly television 
because they use them as the “face” of the organisation 
(cosmetic purposes) or a print journalist because he writes 
a good copy. In today’s world P.R is a strategy issue which 
requires more than being used for impressionable purposes. 
Sadly, those who get into consultation as PR strategists, 
are easily overshadowed by purely marketing (branding) 
and advertising professionals, who it is believed bring real 

value to the organisation because of the immediate dollars 
and cents that they bring. Yet PR professional advice can 
create value for the long term because their job is to create 
knowledge and understanding of the organisation and its 
products and services. 

From a professional point of view, they surface and resurface 
the ground for marketing, sales and advertising to thrive. They 
are the water and manure that allow the seeds to germinate 
leading to a bumper harvest. In the process of growth they 
nature the plant through managing its growth, treating it 
and weeding till harvesting. That is PR value. Marketers 
always talk of brand culture, yet humans are central to it. 
Human relations is central to PR practice, that’s why PR 
is often referred to as the conscience of the organisation. 
Employees are central to brand culture. Their interaction 
with customers plays a critical role in bridging the gap 
between the envisioned brand values and those perceived 
by external stakeholders. The culture of an organisation that 
is, its values beliefs and basic assumptions manifest itself 
in the ways employees feel about the organisation and forms 
the environment in which brand values must be developed. 
PR is central to this and it is no mean business. The value 
created from this perspective is for strategic purposes, and 
critical for strategic planning because employees are an 
asset of the organisation.

Image is core to business survival 
and critical to business growth
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Burman and Zeplin (2005) argue that building this 
commitment requires the integration of three sets of 
managerial activities of which PR plays an important 
role. That is, Brand Centred HR, brand leadership and 
brand communications. Why brand centred HR for PR 
practitioners? Some may ask. Brand centred HR should 
ensure firstly that recruitment and promotion is based upon 
a close fit between personal identity and brand identity. This 
entails recruiting and promoting employees with similar 
values to the brand. PR can proffer professional advice to 
HR and both departments complement each other on this 
one for strategic value to the organisation. PR professionals 
who focus on media relations and publicity may not see this 
as their management function. 

Similarly, the creation of, or training for brand citizenship 
behaviour in employees is central to PR and marketing. 
This entails the successful development of employees’ 
commitment to the organisations brand because of its 
link to the development of appropriate brand behaviours. 
Brand citizenship behaviour involves seven (7) dimensions: 
helping behaviour, brand consideration, brand enthusiasm, 
sportsmanship, brand endorsement, self-development and 
brand advancement. While all this appears a marketing 
activity, PR is central to create a culture because their 
concern is what Professor Claude Mararike calls the human 
factor content in management. Remember corporate culture 
or organisation culture refers to the internal values, beliefs 
and assumptions that embody the heritage of the company 
and communicate its meaning to its members. The above 
argument is just but one example of the strategic value of PR 
to organisations that is often taken over by other professions. 
Therefore, let’s smell the coffee as practitioners.

Lastly, to push my argument for PR as a strategic issue, 
brand leadership is essential to the development of brand 
commitment. The role of brand management is too important 
to be delegated to the marketing department and that it 
should be the responsibility of senior corporate management 
team and PR. The CEO should take on the role of brand 
champions. This means that PR at corporate level should 
give a clear sense of vision, what the organisation aspires 
to be in future, aligning vision with culture and image 
and fostering an organisation –wide commitment to the 
brand. Coming up with internal brand requires leadership 
to establish corporate structures which convey coherent 
and consistent messages to staff. Therefore successful and 
strategy driven PR practitioners should act as integrators 
between elements of corporate identity structures (corporate 
culture, corporate design, corporate behaviour and corporate 
communications). Competent and corporate level PR 
professionals should act as mediators between corporate 
branding structures and individuals. They should enter the 
psychological set of all levels. Isn’t that strategic comrades. 
Lastly they should facilitate employee brand commitment by 
acting as role models. This therefore demonstrates that PR 
from my point of view, is not the business of simply writing 
news releases, being MC’s, designing function programmes, 
appear on television etc. It is really a strategic issue for top 
level corporate planning and execution. Join the executive 
levels and change their perception.

Way forward

From my analysis over the years I have been involved in 
Marketing and PR, I suggest the following for the profession 
to be taken seriously as a strategic profession in business, 
government and civil society.

1. PR practitioners should enhance their education to post-
graduate level in their field. One way is to do projects/ 
dissertations / thesis related to their field focusing on solving 
real corporate communications, PR or publicity challenges 
and make noise about it. The business of T-shirts, Golf-shirts 
and T/S you can direct but leave it to your juniors/ interns 
and focus on strategy, business and corporate issues.

2. Be comfortable with figures, financial statements, 
investment portfolios, general economics and other business 
issues. Be comfortable in the Boardroom full of Accountants 
and lawyers, get an appreciation of law, corporate law, 
corporate finance and even the constitution of the country. 
By this one becomes relevant and his/her voice can be 
listened to. A practitioner should advise executive/ Board 
from an informed and solid point of view.

3. Be digitally savvy. Don’t have a phobia for computers, 
social media and other web-driven technologies. Do not be 
old fashioned because youngsters today will see you as a 
buffoon of the Stone Age. Appreciate the value of digital 
marketing and communication and use it to the best 
advantage of your organisation. Use it to sell yourself and 
demonstrate your competences to make it a strategy issue 
in the boardroom.

4. Demonstrate and show the value of PR in business by 
being able to calculate the return on PR investment in 
real figures, tangible and intangible benefits. This is the 
language Accountants understand (remember they are our 
greatest critiques and yet they dominate the boardrooms 
together with economists and legal practitioners). They see 
P.R practitioners as big spenders who do not bring real value 
to the companies. In some cases, PR people are seen as 
crooks, fancy and fashion trendy people without an iota of 
knowledge about business and finance.

5. Avoid being a wish-washy or Mickey- mouse kind of 
person in meetings. Concentrate on strategic issues of PR 
and demonstrate its business (RPRI) value. Concentrate on 
these PR fundamentals at corporate level such as strategic 
planning, corporate image strategies, issues management, 
media relations strategy and communication, customer 
service and customer service operating standards, return on 
PR investment, budgeting, strategic PR plans, PR finance. 
Make PR a Board issue with a designated committee, craft 
linkages and endeavour to bring results. Avoid being taken 
for granted, sell yourself.

Dr. Musekiwa Clinton Tapera, Director of Marketing and PR at 
Chinhoyi University of Technology writing in his personal capacity. 
For feedback and debate 
email taperamc@gmail.com or mctapera@cut.ac.zw 
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By Lenox Mhlanga      

A lot of companies believe that Public Relations is 
Public Relations (PR) and marketing and sales are just 
that. Never shall they meet. How wrong this approach is! 
They do not realize the disservice that this does to the 
employees and, of course, the bottom line. From time-
immemorial, public relations and sales have always 
clashed, but it does not have to be that way. When 
the two departments maintain a close, transparent 
relationship, everyone is a winner.

At the tyre making company I served as communications 
manager, I learnt that strong customer relationships 
were built through PR helping to drive sales. They 
ensured that PR was involved in sales meetings where 
strategies were formulated. My team also handled 
customer events.

To achieve long-term customer loyalty, you must 
maintain trust. This was one of the powerful lessons I 
was exposed to. That the stronger the relationship, the 
longer the customer will continue to do business with 
you. 

We know in PR that building relationships takes time, 
and it should be buttressed by a robust communication 
strategy. Such a strategy involves the emphasis on 
benefits, over features and the right channels through 
which to solicit customer feedback. When customers 
feel they are an integral part of the company, the job of 
the sales team is made easier. PR is a powerful way of 
enhancing a brand’s credibility in the eyes of prospects 
and customers, and once that credibility is achieved, it 
is very difficult for competitors to overcome.

In any marketing strategy, promotions provide a much-
needed boost to sales. PR provides the necessary cover 
for such a role, though not the only one. PR creates 
promotional material through the content customers 
need, and delivered appropriately and timely to assist 
sales in putting a foot in the door or even help open it. 
This creates brand ambassadors for your products, who 
through testimonies and word-of mouth marketing make 
it is easy to close sales. PR does the ground work.  This 
helps to distinguish you from the competition. When you 
make sales calls, prospective customers welcome your 
messages – and you close sales.

PR generates earned media that add value to the 
sales process. It is good at creating awareness and 
not necessarily conversions that are the job of sales. 
Nowadays customers are unpredictable. It is more 
difficult to capture and control the buyer. They have 
become more independent when making buying 
decisions. This is coupled with increased stimuli that 
target visual and auditory senses. 

Customers are bombarded with content and messaging 
vying for their attention and to influence their buying 
decisions. Studies show that potential customers find 
three pieces of content on their own for every piece one 
creates. 

How to create 
synergies between 

PR and sales in 
companies

When customers feel they 
are an integral part of the 

company, the job of...
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Therefore, generating earned media in the form of news 
coverage and other third-party sources, which is PR territory, 
not only acts as external endorsement for your brand, it also 
serves as a boost for sales. As we have noted, getting in 
the news regularly (for good reason and not bad) acts as a 
psychological foot in the door in the minds of prospective 
customers.

Strategic PR involves the use of research and measurement 
tools that help determine ideal customers for more efficient 
generation of sales leads.

PR provides the appropriate survey tools and assessment 
techniques to be able to create accurate profiles of your 
company’s ideal customer. This saves the sales team from 
chasing after the wrong prospects that could a waste of 
valuable time and money. 

Lisa Goldsberry of Axia Public Relations suggests 3 ways you 
can get your PR and sales operations working together: 

1. The first is to break down the walls. When everyone is 
working in their own secret silo it increases the likelihood 
of duplicate efforts and misunderstanding. Get the teams 
together for open and honest dialogue.

2. Secondly, create consistent communication channels. 
When information is shared on a regular basis, everyone will 

be better able to see the big picture. Establish a system for 
a continuous flow of information.

3. Last, but certainly not the least, is to hire a PR firm to 
help you. When the PR and sales teams are constantly at 
odds, bringing in an outside, unbiased voice could be the 
answer. 

You need someone to listen to all sides and develop a 
cohesive plan for a mutually supportive operation without 
internal politics, personalities and past experiences getting 
in the way.

The one way public relations cannot help sales is if the 
product is so flawed that no amount of awareness will help 
improve sales. This is a failure of product development and 
strategy, not of demand generation.  Be sure your product 
is in top shape before committing resources towards public 
relations. PR has proven time and again, that you cannot put 
lipstick on a frog.

Lenox Mhlanga is an Associate Consultant with Magna Carta 
Reputation Management Consultants, the African PR Consultancy 
of the Year in 2016. He has worked for the World Bank as a 
communication specialist and is a part-time PR lecturer at 
the National University of Science and Technology. Email: 
lenoxmhlanga@gmail.com. Mobile: +263 72 400 656.                                                 

PR generates earned 
media that add value 
to the sales process.
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By P. Chindara

Organizations around the world, and their stakeholders, are 
becoming increasingly aware of the need for, and benefits 
of, socially responsible behavior. The objective of social 
responsibility is to contribute to sustainable development. An 
organization’s commitment to the welfare of society and the 
environment has become a central criterion in its ability to 
continue operating effectively. Businesses and organizations 
do not exist in a vacuum. Their relationship to their social 
and natural environment is critical to the way they conduct 
their activities. With today’s organizations coming under 
greater scrutiny by stakeholders, it is also increasingly being 
used as a measure of their overall performance.

ZWS ISO 26000:2010, Guidance on social responsibility, 
provides guidelines on how businesses and organizations can 
operate in a socially responsible way, displaying an ethical 
and transparent behavior that contributes to the health and 
welfare of society. This encourages them to go beyond legal 
compliance, recognizing that compliance with the law is a 
fundamental duty of any organization and an essential part of 
their social responsibility program. When applying ZWS ISO 
26000, therefore, organizations should consider societal, 
environmental, legal, cultural, political and organizational 
diversity as well as differences in economic conditions, while 
being consistent with international norms of behavior. Since 
the standard provides guidance rather than requirements, it 
cannot be used for certification unlike other well-known ZWS 
ISO standards. Instead, it clarifies what social responsibility 
is about, helps businesses and organizations translate 
principles into effective actions and shares best practices 
relating to social responsibility, globally. It is aimed at all 
types of organizations regardless of their activity, size or 
location.

ZWS ISO 26000:2010 provides harmonized, globally 
relevant guidance for private and public sector organizations 
of all types based on international consensus among expert 
representatives of the main stakeholder groups, and so 
encourage the implementation of best practice in social 
responsibility worldwide. This standard adds value to 
existing work on social responsibility (SR) and extends the 
understanding and implementation of SR by:

• Developing an international consensus on what SR means 
and the SR issues that organizations need to address

• Providing guidance on translating principles into effective 
actions

• Refining best practices that have already evolved and 
disseminating the information Organizations around the 

world, and their stakeholders, are becoming increasingly 
aware of the need

ZWS ISO 26000 provides guidance for all types of 
organization, regardless of their size or location, on:

1. Concepts, terms and definitions related to social 
responsibility

2. Background, trends and characteristics of social 
responsibility

3. Principles and practices relating to social responsibility

4. Core subjects and issues of social responsibility

5. Integrating, implementing and promoting socially 
responsible behavior throughout the organization and, 
through its policies and practices, within its sphere of 
influence

6. Identifying and engaging with stakeholders

7. Communicating commitments, performance and other 
information related to social responsibility.

The perception and reality of an organization’s performance 
on social responsibility can influence, among other things:

• Competitive advantage

• Reputation

• Ability to attract and retain workers or members, customers, 
clients or users

• Maintenance of employees’ morale, commitment and 
productivity

• View of investors, owners, donors, sponsors and the 
financial community

• Relationship with companies, governments, the media, 
suppliers, peers, customers and the community in which it 
operates.

P. Chindara is the Standards Officer at Standards Association of 
Zimbabwe. Contact pchindara@saz.org.zw  for more information. 
Tel: 885511/2

SAZ’s guidance on Social Responsibility
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Get all the cover you will ever need from Zimbabwe’s Number One insurer:

Enjoy life, with insurance 
to cover your every need

Motor Insurance - We offer 3rd Party and Full comprehensive cover for all vehicle owners. Travel 
confidently knowing you have the best cover available.

Travel Insurance - Travel with internationally recognised travel cover. We cover any eventuality 
including medical cover and loss of luggage.

Home Insurance - Our home insurance policies protect your home fittings from potential damage 
by the elements. Plans cover everything from washing line theft right up to injuries caused by pets.

Call us or visit our website today for cover you can depend on.
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