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STOP ROAD DEATHS
Together we can stop road carnage
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Aend defensive driving course.

Road safety educaon in schools, 
churches and public instuons

Road safety galas in communies

Registraon for Driving schools

Driving school instructors courses

Drivers take part in Driver of the year 
compeons held at our regional offices 

Contact our offices through out the country for services

Harare Office

No4 Park Street 

04 751208/04 758021

infocomms@trafficsafety.co.zw

Gweru 

77 Seventh Street

054 223 986

gweru@trafficsafety.co.zw

Bulawayo

12 Fort Street between 

Connaught Street & M Ndlovu Avenue

09 66107

Bulawayo@trafficsafety.co.zw

Mutare

90 Third Street

020 6253

mutare@trafficsafety.co.zw

Chinhoyi Sub Office

Flat No1 Old Mutual 

Building, R.Manyika

067 27461

trafficsafety@gmail.com

Traffic Training Centre

North Park TTC
TH4  Avenue Extension, 

Opposite The Bulawayo Bawling Club

Hume Park, Bulawayo
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This edition’s theme was focused on 
influencer marketing. The days of simply 
using a celebrity to endorse a brand are 
being overtaken by the increase of social 
media influencers. This is because there 
is more authenticity for any consumer to 
get the opinion of “ordinary” individuals, 
as it is more believable! Brands should 
invest in relevant influencers who give 
genuine reviews on their experiences 
and those who are experts in their niche. 
Finding the right influencer remains 
critical to the success of a marketing 
campaign. The idea that millions of 
people worldwide are able to interact 
directly with the virtual influencers and 
get to know them personally has changed 
the face of marketing. 

The past quarter has shown that gone 
are the days when consumers were easily 
gullible. The power of the consumer’ 
voice was seen especially with the Mazoe 
saga, where Schweppes Zimbabwe 
Limited had to #bringbackMazoe which 
was the original version being demanded. 
Although the new formula of Mazoe was 
apparently healthier, consumers wanted 
their heritage brand to remain the same. 

This edition will also focus on the 
unveiling of the top 200 brands in May, 
the Annual Continuous Development 
Master Class which took place from 27-
30 June at Troutbeck Resort.  In terms 
of training, the Association has seen the 
increase in uptake of in-house training 
and digital marketing participants. 
Marketers’ Socials which are networking 
events have grown in popularity and in 

this edition we share some interview 
tips which were presented by Precious 
Murena-Nyika, who is the Human 
Resources and Communications Director 
of Lafarge. We also interviewed the CEO 
of Spidex Media, Eugene Peters who was 
also a guest at one of our socials. 

We would like to thank our readers, 
contributors and advertisers for their 
continuous support. For adverts and 
article contributions contact me on 
rumbidzod@mazim.co.zw  or 
sales1@mazim.co.zw 

Happy Reading! 
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Freight World is ready to move your cargo from anywhere in the world ....

We are the best option for:-
International Sea/road/air/ Forwarding

Local Customs Clearing Bonded And General Warehousing

Zimbabwe is Open for BUSINESS
...so are we open for FREIGHT...
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On Friday, 18 May, the top 200 brands were unveiled 
at a Superbrand breakfast meeting held at Crowne 

Plaza. These brands were derived from the first phase of 
the Superbrand where there is shortlisting of brands, which 
is done through a nationwide research by an independent 
research company. The guest speaker for the event was 
Antonio Diogo, the Regional Sales Manager for Southern 
Africa and Portuguese Markets, who provided in-depth 
insight as well as actionable and practical tools to build 
innovative brands. 

Superbrand is an international concept that has been adopted in 
Zimbabwe since 2009. It seeks to recognise and reward the best 
brands in the country, with the finest reputation within a specified 
period of time. It aims to identify brands that are performing 
above and beyond others within the market. As a result, 
corporates and the community at large realise real economic 
value from this noble concept. A Superbrand offers customers 
and other stakeholders’ significant emotional and tangible 
benefits over its competitors, consciously and subconsciously. 
For a brand to be deemed a Superbrand it requires the 
consistent management of the company’s values, beliefs and 
product quality – not just at the head office or factory but 
wherever a brand touches the consumer. The reputation and 
credibility of the Superbrand awards lies in its process. Brands 
undergo a thorough recruitment process by the consumers, 
followed by consumer rating (through a consumer research) 
and then an evaluation by the Adjudication team. Only those 
brands with the highest scores from the consumer research 
are granted the Superbrand title. The process is audited by 
a reputable auditing firm, Grant Thornton. There are also 
adjudicators that oversee the process and these adjudicators 

are taken from various industry sectors, namely academia, 
consumer bodies and professional associations. 

During the Superbrand Breakfast meeting, the chairperson 
of the Superbrand adjudication committee, Dr Eve Gadzikwa 
outlined the Superbrand process as follows: 

SUPERBRAND PROCESS

Phase One: Brand Selection
The first stage is the shortlisting of brands which have been 
mentioned by the consumers. The shortlisting of brands is 
done through a nationwide top of mind awareness survey, 
were consumers are first educated on what a Superbrand is. 
Consumers are then asked to randomly mention companies 
or brands that they consider to be Superbrands in Zimbabwe. 
This process is done without prompting the consumer. It is 
from this process that the brands which are spontaneously 
mentioned by the consumers, are shortlisted for top 200 
brands. After the shortlisting of brands, the Adjudication 
Committee has a chance to verify the shortlisting process and 
endorse the top 200 brands for the year.

Phase Two: Unveiling of the 2018 Top 200 brands
The top 200 brands are then unveiled to the public.  

Phase Three: Data Gathering & Analysis
After unveiling the top 200 brands, the next step is to take 
these brands back to the consumers for rating and ranking, 
through a representative and nationwide consumer research. 
The survey is conducted among Zimbabweans aged between 

Superbrand Breakfast Guests

2nd QUARTER NEWS

TOP 200 BRANDS FOR
2018 UNVEILED AT
SUPERBRAND BREAKFAST
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18 and 65 years. A nationally representative sample of 3 000 
consumers covering all geographical areas of Zimbabwe is 
selected irrespective of gender, employment status and 
income. A stratified random sampling technique that ensures 
everyone in the selected strata has an equal opportunity of 
being selected, is used. 

The sample of 3 000 respondents is split into two groups which 
are Business to Business (B2B) and Business to Consumer 
(B2C). These groups have a sample size of 1 500 each and are 
derived from major areas of Zimbabwe. The sample size is in 
proportion to the size of the population.

Phase Four: Adjudication of the Results
After the consumer research, the results are presented 
to the Adjudication Committee for final verification and 
endorsement. The auditors also present a report to the 
Adjudication Committee as far as the field research is 
concerned. 

Phase Five: The Superbrand Awards Ceremony
The final results are then presented at the Annual Superbrand 
Awards ceremony where top business to business (B2B) 
and business to consumer (B2C) brands are given awards. 
The brands are also further categorized and ranked in their 
respective sectors were sectorial leaders and their runners-up 
are also given awards. 

Phase Six: The Superbrand Report Publication
After the Awards, a report is published profiling the top 
two hundred brands (200). Participants can also take up the 
advertising space in the Superbrand Report. Individual brand 
reports giving market insights from the market research 
are also compiled and distributed to participating brands. 
The individual brand reports contain a wealth of market 
information that assists in the formulation of strategy.

BENEFITS OF SUPERBRAND 

Major benefits of the Superbrand process are realised by 
participating brands. Brands who pay the minimal research fee 
are provided with specific sectorial reports. Ordinarily brand 

custodians have to invest in sometimes exorbitant amounts 
for research on anything about their brands.  However the 
specific sectoral reports or individual reports that brands 
receive after the Superbrand process, contain information 
gathered during the research. These reports are a measure 
of brand equity, as such are vital to guide organisations in 
the formulation of strategy. The report also shows how your 
brand performed against other brands in your particular 
sector based on these characteristics, Product or service 
accessibility, Loyalty, Goodwill, Overall Market Acceptance, 
Customer Service and Brand Experience. This report also 
shows overall market share and gives recommendations to 
improve performance of your brand. In addition the report 
gives insights into the consumer trends and buying behaviour

Other benefits of Superbrand are discounted advertising rates 
for all ZBC radio stations and ZBC TV. MAZ has also partnered 
with JCDecaux to offer discounts on outdoor advertising. 
Through Superbrand, companies gain brand visibility and 
an opportunity to increase brand awareness through various 
Superbrand campaigns. They also enjoy increased brand 
trust from consumers, due to the Superbrand status or seal. 

The benefit for the consumer is the seal of assurance that the 
brand which has been named a Superbrand is a brand of quality 
and that it meets their expectation. Since it is a consumer 
based research, the Superbrand process will give confidence 
during purchasing processes and it also demystifies doubts 
and negative convictions about a particular brand. 

Other key stakeholders in Superbrand include the 
government, media and academia. For the government, 
it gives an insight on the performance of the economy 
and influences policy making. It also boosts confidence in 
public sector performance. For academia, over the years 
we have realised that the Superbrand Report has been used 
as a reference point as it gives access to research based 
information and data. 

For more details on the Superbrand process contact 
superbrand@mazim.co.zw 

2ND QUARTER NEWS - Top 200 Brands for 2018 unveiled at Superbrand Breakfast

President of MAZ, Agrippa Mugwagwa and Dr Eve Gadzikwa, 
Chairperson of Superbrand Adjudication Committee

Guest Speaker, Antonio Diogo’s speaking at 
the 2018 Superbrand Breakfast 
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TOP 200 BRANDS 
FOR 2018

Adam Bede
Afdis
Africom
Agribank
Astra Paints
AVIS
Bakers Inn
Banc Abc
Barclays Bank
Bata
Beta Holdings
Bon Marche
Bonaqua
Boom
Buddie
Butter cup
CABS
Cairns
Camphor care
Cascade
Castrol
CBZ Bank 
Champions Insurance Company 
(PVT) LTD
Chicken Inn
Chicken Slice
Chimombe
Choppies
Cimas
Clere (Medtech)
Coca cola
Colgate
Coloursel
Cool Splash
Cresta  hotel
Crocco motors
Crown Plaza
Daily News
Dairibord
Delta
Dendairy
Dendairy Milk
DHL
D’lite
Domestos
Doves
Dstv
Dulux Paints
Dulys Holdings Limited
DuPont Pioneer
Easycall
Eat n lick
Ecobank 
EcoCash
Econet

Ecosure
Elegance 
Engen
Europcar
Everest
Eversharp
Exide Batteries
Fanta
Farai
Fawcetts
FBC Bank
Fedex
FeedMix Pvt Ltd
Fidelity Life Assurance of 
Zimbabwe
First Mutual Health
First Mutual Life
Food world
Freightworld
Freshpak Rooibos tea
Geisha
Gloria
Gtel
Happy Sky
Herald
H-Metro
Holiday Inn
Huawei
Huletts
Hwange Colliery Company 
Limited
Impala car rental
Irvines
Jade
Kefalos Milk
KFC
Kwese
Lacto
Lafarge
life buoy
Liquid telecoms
Lobels
Lux
Lyons Quench
Madison
Mahatma rice
Manica Zimbabwe
Mazoe
Meikels hotel  
Metro Peech
Mimosa
Minute maid
Moonlight
N Richards
Nandos

Nash Paints
National Foods
Nestle
Netone
Newsday
Ngwerewere 
Nicoz Diamond
Nissan Clover Leaf Motors
NMB Bank
Novatek
Nyaradzo Funeral
Nyaradzo Group
Ok Zimbabwe
Old Mutual
Olivine Cooking Oil
Omo
One Wallet
Pacific Storm 
Panner
Paynet
Pearlenta
Pfuko
POSB
Power fm
Power Sales
PPC
Probrands
Probrands rice
Profeeds (Pvt) Ltd
Proton
PSMAS
Puma
Pure Drop
Quick Brew
Radio Zimbabwe
Rainbow Towers
Red seal rice
Red seal Roller Meal 
Ricoffy
Roil Cooking Oil
Royco
Safeguard
Samsung
Schweppes Holdings Africa 
Limited
Securico
Seed Co Zimbabwe
Shumba Maheu
Silo
Simbisa Brands
Softex 
Spar
Sta soft
Stanbic Bank
Standard Chartered Bank

Star fm
Stella tea
Steri milk
Steward bank
Stock Margarine
Sun jam
Sunday Mail
Sunlight
Surf
Swift
Tanganda
Tanganda tea
Teecherz Home & Office
Telone
TM Pick n Pay
Topics
Total Zimbabwe
Toyota Zimbabwe
Trek petroleum
Truworths
Turnall Holdings
Tv sales and home
Unilever
Vaseline
Vivon
ZB Bank
ZBC
ZBC TV
ZESA
Zi fm
Zimgold
Zimnat
Zimplats
Zimpost
Zimswitch
ZINWA
ZLG
Zol
Zuva
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In an effort to inspire and motivate female students 
at Chinhoyi University of Technology (CUT), to 

focus on their careers and professional growth, 
CUT’s Marketing & Public Relations Office, the 
Division of Students Affairs, CUT Girl Child Excel 
Club, Marketers Association of Zimbabwe (MAZ), 
Institute of People Management of Zimbabwe 
(IPMZ) and Steward Bank held a public lecture on 
Thursday May 24, 2018.

The delegation of speakers included female business 
executives as a strategy to inspire the students and sway 
them away from social vices such as alcoholism, drug 
abuse and promiscuity. MAZ Marketing Manager, Enia 
Zimunya delivered a presentation on the importance of 
professional development and establishing networks. 
Other speakers at the event were, Executive Director 
of Marketing and Communications of NetOne Cellular, 
Dr Elderette Shereni, Human Resources Manager from 
Toyota Zimbabwe, Yeukai Gatsi, General Manager of 
Doves, Trish Jasi, Managing Director of Turnall Holdings, 
Ms Roseline Chitsveto, Dr Marian Tukuta, Executive Dean 
of the School of Entrepreneurship and Business Sciences 
at CUT and Dr. Verity Muzenda, Executive Dean of the 
School of Art and Design at CUT.

These business leaders delivered interactive 
presentations with a view to groom responsible, 
confident, proud and progressive female leaders. The 
presenters spoke about their personal life histories that 
focused on their background, education, professional 
growth and sources of inspiration. Some of the speakers 
also touched on cultural limitations to growth, development 
of female students to leadership positions and how to 
circumvent the limitations on the road to success.

All credit goes to the Marketing and Public Relations 
Department, the Students Affairs Division for partnering 
with MAZ in coordinating this event in conjunction with 
IPMZ, Turnall Holdings, Girl Child Excel and Steward Bank. 
This mentorship program indeed helped to inculcate a 
culture of personal responsibility in the female students. 

CUT, MAZ, IPMZ AND STEWARD 
BANK IN FEMALE MENTORSHIP 
PROGRAM 
By Simba Pumhayi

MAZ NEWS
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/ecocashzim @EcoCashZW
Download the EcoCash app now

Is your bank linked to 
EcoCash? 

Transact with ease 24/7
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2nd QUARTER NEWS

2018 ANNUAL CONTINUOUS 
PROFESSIONAL DEVELOPMENT 
MASTER CLASS A SUCCESS 
MAZ hosted a successful Annual Continuous Professional 

Development Master Class from 27 – 30 June at Troutbeck 
Resort in Nyanga. This intensive training event provided fresh 
insights and new trends through the speakers’ presentations. 
For any professional to remain relevant in their field, continuous 
professional development should not be ignored. Pursuit of 
knowledge should be ongoing. 

This intensive career changing programme was divided into 
Class A and Class B. Those who wanted to be accredited as 
Marketing Practitioners were invited to Class A. They were 
guided through a step by step process of crafting an effective 
marketing strategy. One of the facilitators of Class A was Anisa 
Fielding, who is a marketing and communication specialist with 
extensive experience, having worked for large corporates such 
as Young and Rubicam, ABSA Group, Markex Holdings, Brand 
Union and Darkstar Advertising. She now holds positions at the 
IMM Graduate School and Repassen 10. During her sessions she 
also gave group and individual assignments which students will 
have to work on and submit. The top 3 students who will emerge 
after the results have been compiled will receive discounted training 
from one of the training institutions that Fielding represents. 

Professor Zororo Muranda also delivered a presentation to Class 
A which focused on Marketing Metrics. Professor Muranda is 
currently the Pro Vice Chancellor (Business Development and 
Resource Mobilisation) at Chinhoyi University of Technology. 
He is a Full Professor of business and a widely respected senior 
academic in business education. Commercial Director of Powertel 
Zimbabwe, Willard Nyagwande also delivered a presentation on 
time management. He pointed out that two major challenges that 

people face in life nowadays are time management and work-life 
satisfaction. He further said that there is need to remove distractions 
and learn the art of delegation if one is a manager. 

Class B consisted of marketing, customer service, public 
relations, business development, sales and digital marketing 
professionals, who wanted to refresh their knowledge to keep 
abreast of current marketing trends. The class also had marketers 
who had qualified as Marketing Practitioners previously. One of 
the speakers from Class B was Denny Marandure, CEO of ZOL, 
who presented a CEO’s view on “How the Marketing function can 
fully achieve organisational strategy expectations”. He highlighted 
the importance of data in the marketing function as well as being 
able to position one’s product and organisation well. 

In line with digital trends, Munyaradzi Nhamo, the Head of 
Business Development for Ecocash Zimbabwe delivered a 
presentation on “Leading digital transformation”. There is need 
for organisations to reach high levels of digital maturity, such that 
there are clear and coherent digital strategies. Leading brands 
are continuing to pursue digital innovation, but they go beyond 
digital transformation by developing sound strategies. 

CEO of Columbus DDB, Barry Manandi, was also one of 
the speakers and he touched on the relationship between 
marketers and advertising agencies. He attributed some of 
the conflicts that happen between these two stakeholders, 
to the lack of transparency, poor communication, and 
unenviable foundations. Marketers were also encouraged to 
compile adequate briefs so that agencies do not misinterpret 
intended messages. 
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2ND QUARTER NEWS - 2018 Annual Continuous Professional Development Master Class a success 

Head of Marketing and International 
Relations for POTRAZ, Sibonginkosi 
Muteyiwa delivered a presentation on 
Crises Management in the Digital Era. This 
is something that has affected some local 
brands such as Schweppes and Colcom. 
Organisations should know that any crises 
that they face will be amplified as a result of 
the proliferation of digital media channels. 

Dennis Mambure tackled the subject 
of customer experience and he got the 
audience to interrogate certain fundamentals 
on the subject. He emphasized that the keys 
to customer experience leadership are: insights, 
data analytics and synthesis, continuous review, 
mass customisation and mass personalisation. 
He also said that the element of trust is critical in 
customer experience. 

Finance Director of FML Life Insurance, 
Mr. Paddy Chigunduru tackled the 
topic, “Maximizing Return on Marketing 
Investment”.  Being a marketer who fails 
to understand the numbers will lead you 
to becoming irrelevant. Marketers need 
measure the overall effectiveness of 
marketing campaigns in order to make better 
decisions about allocating future investments.

Those who pass their assignments from 
Class A will go on to graduate as Marketing 
Practitioners.

For more information on upcoming 
training events, please contact events@
mazim.co.zw  or  eniaz@mazim.co.zw

Class B at the 2018 ACPD Class A at the 2018 ACPD
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Delegates at the SMEs Training

MAZ SPEARHEADS SMES 
TRAINING IN CONJUNCTION 
WITH THE MINISTRY OF 
INDUSTRY, COMMERCE AND 
ENTERPRISE DEVELOPMENT

INDUSTRY NEWS

The training was therefore focused on the role of 
marketing in an organisation, fundamentals of the 
marketing mix and developing competitive strategies. It 
is said that SMEs constitute about 70% of local businesses 
and they constitute a major source of employment for 
those who are failing to find jobs in the “conventional 
industry” set ups. People have been forced to become 
innovative and seek self-employment opportunities. 
As a result the pool of attendants at the training was 
diverse from across different industries which include 
FMCGs, manufacturing, retail, textiles, fuels, digital 
communication, health and energy. 

Guest of Honour for the event, as well as Director of the 
Small to Medium Enterprises in the Ministry of Industry, 
Commerce and Enterprise Development, David Nyakonda 
commended MAZ for their efforts in the development of 
SMEs. He expressed concern that although Zimbabwe 
has over 90% literacy rate, the skills rate stands at 34%, 
meaning that the country is lowly ranked in terms of skills. 
He therefore encouraged entrepreneurs to be innovative.

“Be conscious about standards and set new rules in the 
marketing arena. Position yourself as the hub of new ideas 
and new direction,” said Nyakonda. 

Marketers Association of Zimbabwe (MAZ) in conjunction with Ministry of Industry, Commerce and 
Enterprise Development held a training for over 350 Small to Medium Enterprises at the University of 

Zimbabwe on the 4th of July. One of the major mandates of the Association is to ensure that marketing is 
learned and implemented to the highest level, for the benefit of organisations and the economy at large. 
MAZ has seen it fit to promote the profession amongst SMEs as they are increasingly contributing to the 
growth of the economy. 
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INDUSTRY NEWS - Training in Conjunction with the Ministry of Industry, Commerce and Enterprise Development

Executive Secretary of MAZ, Gillian Rusike 
gave a presentation where he spoke about the 
importance of marketing. “Marketing helps 
illuminate businesses, as well as grow the 
clientele for the business. Without marketing 
our businesses will be lifeless”, said Rusike. 
He emphasised that the consumer is the 
most important aspect in marketing and that 
businesses can only grow if they meet the needs 
of the consumer.  “Let’s identify the needs and 
wants of the consumer and then offer value to 
them. Remember, people are buying a promise 
that the product is delivering,” said Rusike. 

Another point he highlighted was the “people 
factor” where he spoke on the importance of 
hiring employees who will represent the business 
well. He touched on personal branding, where 
he said that entrepreneurs need to be the top 
marketers of their organisations and aim to be 
presentable so that they are taken seriously, as 
people generally do business with people they 
are attracted to. Digital Marketing is a topic that 
could not be excluded and Rusike encouraged 
entrepreneurs to embrace digital media as it has 
the power to make or break your business. 

The Marketing Manager of MAZ, Enia Zimunya 
also presented on marketing strategies for 
SMEs. “All businesses including SMEs should 
have well informed marketing strategies for the 
sake of planning. A good marketing strategy 
helps to guide your vision, mission and business 
goals,” said Zimunya. She also spoke about the 
4Ps of marketing which are Product, Pricing, 
Place and Promotion and the different strategies 
that entrepreneurs can implement in order to 
differentiate themselves from their competitors.

This event would not have success without the 
support of companies who sponsored the event 
who include, Schweppes Zimbabwe Limited, ZB 
Bank, DHL Zimbabwe and Standards Association 
of Zimbabwe. MAZ has also partnered with 
tertiary institutions such as University of 
Zimbabwe for the success of this initiative. 

These training sessions will be done in all 
provinces of the country and dates will be 
announced . 

Executive Secretary of MAZ, Gillian 
Rusike delivering a presentation

Marketing Manager of Standards Association of Zimbabwe(one the 
sponsors of the event), Godfrey Dube making a presentation

Director-SMEs Dept. in the Ministry of Industry, Commerce & Enterprise 
Developement, Mr David Nyakonda addressing entreprenuers

MAZ Marketing Manager, Enia 
Zimunya giving a presentation
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MAZ Platinum Members 2018

 3 August 2018 • Chapman Golf Club
Team Entry (4): $240 • Individual Entry: $60

Format: 4-Ball Betterball Stableford
Highlight: Competition for the Longest Drive for beginners

Fundraising objective:
“To buy 1000 pairs of shoes for selected rural school children.”

For booking and sponsorship opportunities
contact eniaz@mazim.co.zw or events@mazim.co.zw

21 Lezard Avenue, Milton Park, Harare, Zimbabwe
Marketers Association of Zimbabwe

Telephone Numbers: +263 4 791 288 / 795 764 • Mobile: +263 772 318 464 / 777 531 396

MAZ Charity Golf Day 2018

Charity
Golf Day

@MarketersZim Marketers Association of Zimbabwe

Anchor Sponsor

Bronze Sponsor

Bronze Sponsor
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MAZ NEWS

BE PART OF THE 2018 
MAZ CHARITY GOLF DAY 
Marketers Association of Zimbabwe, (MAZ) will be 
hosting the second edition of the MAZ Charity Golf, 
to be held on Friday the 3rd of August 2018, at 
Chapman Golf Club. This year`s fundraising objective 
is to buy 1000 pairs of school shoes for children in 
selected rural schools. This is a continuation of our 
“Donate a Shoe Campaign”, which was launched in 
2017, where over 300 pairs of shoes were donated 
to Chokera Primary School in Gutu.

Proceeds of the 2017 MAZ Golf Day also went towards 
donating school fees for some beneficiaries of FACEZ 
(Fund a Child’s Education Zimbabwe). FACEZ’s vision 
is to build a powerful local based education fund that 
assists marginalized and under privileged children attain 
a brighter future through access to education and holistic 
support. Some of the proceeds were put in the MAZ 
Innovative Fund, a cause mainly directed at students who 
come up with proposals for start-up businesses. 

The importance of golf cannot be downplayed to any 
profession, especially to marketers. Hence the key driver 
behind this Golf Day is to encourage marketers to be more 
involved in golf, as well as, take advantage of networking 
opportunities with key decision and policy makers. There 

has been an improvement in this as such many marketers 
have taken advantage of golf lessons being coordinated 
by MAZ and Chapman Golf Club. 

This year individuals are being called to participate in 
teams of 4 at a cost of $240.  In terms of partnership, 
the sponsorship packages include Title sponsor, Anchor 
sponsor, Key sponsor, Prize sponsor as well as, Hole 
sponsor. 
 
To participate or sponsor, contact eniaz@mazim.co.zw

Duly’s team at the MAZ Golf Day

Golfers take a breather at MAZ Golf Day 2017 Marketers at Golf Day Cocktail

MAZ donating school shoes at Chokera Primary School 

FACEZ receives donation from MAZ President 
Agrippa Mugwagwa - MAZ Golf Day 2017
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MAZ CHARITY GOLF DAY - #MAZDonateaShoeCampaign 

Date: 3 August 2018 
Venue: Chapman Golf Club
 
2017 marked the first edition of the MAZ Golf Day. This year’s Golf Day is not to be missed as it will be another chance 
to give back to the less privileged. Often times, we underestimate the impact a small gesture can have in someone’s life. 
Last year MAZ donated over 300 pairs of shoes to Chokera Primary school. This year’s #MAZDonateaShoeCampaign will 
be targeting more schools in different provinces. It’s more than just golf but it’s about changing lives. 

To register your team or contribute to the campaign contact events@mazim.co.zw  or eniaz@mazim.co.zw 

PROFESSIONAL DIPLOMA IN PUBLIC RELATIONS & 
CORPORATE REPUTATION MANAGEMENT  

Date: September 2018 

MAZ in conjunction with Bindura University of Science Education launched a Professional Diploma in Public Relations & 
Corporate Reputation Management. This programme is not only targeted at those who are practicing PR and those who 
are aspiring to PR practitioners at one point.  It is also targeted at those who wish to know more about how to uphold 
and establish favourable reputation for any organization, crisis management and media relations.  

To register for the September intake contact training@mazim.co.zw 

MAZ MARKETING PRACTITIONERS AND DIGITAL MARKETERS GRADUATION

Date: 21 September 2018 

This graduation ceremony will be dedicated to those who qualified to be Marketing Practitioners.  This accolade is 
given to senior marketers who complete and pass assignments given in Class A at the Annual Continuous Development 
Master Class. This year’s training was held between 27 and 30 June at Troutbeck Resort. This event will also be a 
graduation ceremony for the 2018 first intake of Certificate in Digital Marketing students.

To attend this event contact events@mazim.co.zw 

ANNUAL MARKETERS CONVENTION 2018 
 
Date: 31 October – 3 November 

Venue: Elephant Hills, Victoria Falls 
Every year marketers converge for the Annual Marketers Convention where marketing insights are learnt and shared for 
the advancement of the profession. Local and International speakers, as well as industry experts will present on topical 
issues that are relevant in the profession. 

To register for the convention contact eniaz@mazim.co.zw or events@mazim.co.zw 

MAZ NEWS

MAZ 2018
UPCOMING EVENTS
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CREDIBLE 
INFLUENCERS ARE 
EVERYWHERE!
By Mellany Msengezi-Mariri

Occasionally I enjoy going on to social media to view 
clips or comments by ‘influencers’ engaged by 

marketing personnel from various industries. Some clips 
are humorous, others too serious and others go by without 
me understanding the key take out. There seems to be 
so much pressure across markets to continuously engage 
customers differently and break through the advertising 
clutter. This is fully understandable as  brands and products 
need to interact with their audience to remain top of mind 
and using influencers is one of the unique ways to do that. 
In more recent years influencer marketing has become a 
popular go to for local companies and brands in Zimbabwe.  
Global companies such as Pepsi, Revlon and more are 
using influencer marketing to reach their audience. Popular 
platforms that are used for influencer marketing are, but 
not limited to Twitter, Youtube, Facebook and Instagram. 

So what is influencer marketing? According to Byrne, 
Kearney and MacEvilly, influencer marketing is the digital 
equivalent to word of mouth marketing. As marketing 
people we should not confuse influencer marketing and 
popularity (particularly on social media) as there is a major 
difference between the two. Influencers have the ability to 
change their audience’s thinking or behavior, whereas social 
media popularity is quite limited in this regard and produces 
near zero results towards your goals. The lesson here is that 
influencer marketing is not simply giving someone with a 
large social media following money to post about a product. 

If you have used influencer marketing before this is an 
opportunity to evaluate your plan. It is important that an 
influencer has the following qualities, “reach, contextual 
credibitlity and salesmeship”, according to Geraro A. Dada 
of Forbes Councils. In order for influencer marketing to 
be effective, your influencer must be able to reach a large 
portion of your target audience and not just anyone. They 

should also have credible knowledge of the product they are 
marketing, this is where ‘marketing to the influencer’ comes 
in, your influencer should know the ins and outs of the product 
and be able to understand how it works, its benefits and its 
shortfalls and be able to communicate this with their audience 
while also changing their thinking towards the product. In 
my personal opinion, for most efforts I am seeing towards 
influencer marketing in Zimbabwe, this is the greatest problem 
area. 

To an extent the influencer requires a natural level of 
judgement or you risk brand damage. The third quality 
is salesmanship. Without this you might as well leave 
influencer marketing entirely. The ability to persuade 
through communication is a key defining characteristic of an 
influencer, your target audience should feel the urgent need 
of the product through the influencer you have chosen. The 
target market for example might have never seen the need 
for a blender or felt it was a waste of resources, but after 
coming across an Instagram post of a influencer marketing 
a blender, they must actually reflect how they could have 
lived so long without one and must have urgency to grab 
one and probably gladly share with friends. That is the 
power of persuasion through influencer marketing. 

A common question you need to answer to concerned 
executives in your organisation is, ‘what is the point of 
influencer marketing since we have ad campaigns on the 
countries largest broadcasters?’ Here are two of the many 
reasons why influencer marketing has gained popularity 
over the years. First of all influencer marketing is more cost 
effective than ad space on television or radio. “There’s 
not one single standard pricing model when it comes to 
influencer marketing. Some influencers will collaborate 
with your brand simply because it helps them build their 
brand as highlighted by Tony Robbins. You may have some 

INFLUENCER MARKETING
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INFLUENCER MARKETING - Credible Influencers are everywhere!

influencers who are open to payment through the product, 
meaning they may accept a free supply of the product 
over a specific period for their services and some may also 
accept a performance based fee. This allows for flexibility in 
influencer marketing. 

My experience locally with influencers has been exciting in 
that I have met influencers who are so passionate so much 
that they go beyond payment and generate meaningful 
interest and sales in a product. What has made a difference 
is being personal and having genuine relationships with 
people involved and knowing who they are and their values. 
Do not try influencer marketing if you are not willing to 
understand who your potential influencer really is. 

In traditional marketing, the use of celebrities and actors 
with no relation to their audience and no genuine experience 
with the product are commonly used and this really limits 
their ability to change their audience’s thinking towards the 
product. 

It is impossible not to talk about goals of influencer 
marketing. Some businesses have plunged into influencer 
marketing without much thought around what they are 
trying to achieve. Influencer marketing is very strategic 
and can affect a company’s reputaiton if not done well. It is 
important for a company to note that it truly may not have 
total control over their influencers as they may engage in 
activities and be a part of controversies that may tarnish the 
company’s image as a result. Most of the time influencers 
are are really young people with an in depth knowledge 
of the modern world and use of digital platforms to gain 
influence. For these people, online influence has become a 
way of life, and due to their strong social media following it 
is very easy for influencers to get caught up in controversies 
that are also widely broadcast on the same social media 
platforms they use. It can be very difficult for them as much 
as your company or brand to distance yourselves from the 
issue. There are simple ways I can advise to limit the risks 
that come with influencer marketing and ensuring you get 

maximum value. As with every recommendation, you have to 
apply these according to your business context too. 

1.  Have goals and clear reasons as to why you want 
an influencer campaign as opposed to your regular 
marketing methods. 

2.  Find right influencers and ensure they match your values/
goals. These influencers may be found within your existing 
customer base who have brand loyalty and respect towards 
your product, themselves and society. 

3. Build a real relationship between the product and your 
influencer- don’t force matters as this is easily noticeable and 
may affect the effectiveness of your campaign. An influencer 
should be natural in their campaign and their brand loyalty will 
be evident through their own interaction with the audience 
and product. 

4. Track metrics and get insights. Influencer marketing is 
measurable, this may be done through comments, likes 
and shares on a particular post. Monitor this activity and 
take note of any red flags that appear in the comment 
section as it is usually an indication of how the campaign 
is going and whether it is reaching the intended audience 
effectively. 

In conclusion and my strong opinion, building a good 
relationship with customers gives a brand a large pool of 
influencers to start working with. A satisfied customer is 
a natural advocate without you putting much pressure 
through giving them gifts or payments. Effective influencers 
are credible, simple people with a reasonable following and 
are respected in their social groups or circles. 

Mellany is currently the General Manager - Marketing 
for Econet Wireless. She is 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, mentor, 
blogger and presents 
to various audiences 
across the globe on 
Entrepreneurship, Women 
Empowerment, Marketing 
& Brand Strategy. Mellany 
is member of the Advisory 
Executive Council for the 
Women Economic Forum 
(Delhi, India). She is the 
first and past President of 
Toastmasters International 
- Diplomatic Corps Club, 
and a contributor to 
the Womanhood Global 
Magazine (UK).

Choose influencers who are passionate 
that they go beyond the payment 
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From offering cars, hampers and other trinkets, retailers 
go the extra mile to secure repeated buyers who are 
critical in sustaining the business. Giant retailers have 
over the years continued to become innovative as they 
are faced with a complex market whose needs are in a 
constant state of flux.

Sacrificing a car or two and other trinkets could be viewed by 
laymen as a loss to the organization, alas the retailers stands 
to benefit immensely. Competition for the ever growing 
urban and rural markets has bred competitive retailing which 
is part and parcel of its promotional expenditure.

Top supermarket chains like Pick n Pay and OK Zimbabwe 
are locked in a fierce battle to lure consumers by throwing 
“month end specials”. Big retailers like OK Zimbabwe 
continue to rule the roost although other retailers continue 
to grow their promotional mix which has also gained 
traction on the market.

Of note, the OK Grand Challenge arguably one of the 
biggest competitions in the local retail space, is an annual 
event which draws thousands from across the country to 
witness a winning galore. Recently, Clemence Muhle of 

Rusape walked away with three cars, taking his tally to 10-all 
won during competitions. Talk about sheer luck for a man 
who has hogged the limelight. The treble winner became 
an instant talk of town but how does the retailer benefit 
from this spending spree. Some consumers however 
expressed mixed views over competitions held by retailers.

Fiona Chigwida , a regular buyer at one of the leading 
supermarkets says instant prizes inspired repeated buying. 
“It’s exciting to buy something and get other things for 
free. I don’t participate in bigger competitions like the 
grand challenge because you don’t know which criteria they 
will choose for winners. So I would rather participate in the 
smaller competitions,” said Chigwida. Another buyer, Nelson 
Gahadza said he participated for winning purposes, adding 
that competitions justified expenditure. 

With large retailers such as Spar also angling for a wider range 
of customers.One of the retailer’s major promotions, the Woza 
Sumer Promotion attracts thousands of participants around 
the country where customers stand to win TV’s, fridges, 
stoves, airtime, vouchers and many other prizes. Participants 
also stand the chance of winning one of 15 cars. Last year Spar 
used the annual promotion to celebrate its golden jubilee.

Setting up shop is not good enough, it takes more to charm the customer. This is the new philosophy of 
Zimbabwean retailers whose furious drive towards the market has been felt by the consumers. Walking 

into a big retail supermarket one would not fail to notice mega prizes up for grabs, the perfect bait for 
customers itching to win.

INDUSTRY NEWS

RETAIL 
COMPETITION 
INTENSIFIES
with Nyasha Chingono

One of the winners in the Food World 
Live the Good Life promotion mini draw

Pedzisai Mavengahama (L) stands by the BMW 
vehicle presented to him by Tendai Chisvo
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Mr Gillian Rusike, new Chairperson of ZARF 
addressing delegates at the breakfast

All advertising agencies must have paid the 
compulsory 1.5% levy on all advertisements to 

the Zimbabwe Advertising Research Foundation 
(ZARF) in order to qualify for accreditation. 

This was reinforced at an all stakeholder ZARF Breakfast 
meeting which saw marketers, media and advertising 
practitioners converge on the 5th of July 2018, at 
Rainbow Towers. 

This was also an opportunity to unveil the new Board 
Chairman of ZARF, Mr Gillian Rusike who takes over 
the reigns from Major Tikiwa. Pamela Gwanzura was 
also introduced as the new Executive Assistant of the 
Foundation. 

ZARF is an independent foundation created from all 
Marketing, Agencies and Media through their various 
associations. The industry decided to commission 

quantitative research twice a year, into what people buy, 
read, listen to and watch, with the aim of being able to 
produce targeted media plans and much more for long 
term planning strategy.

After many years of discussion the initial survey 
was commissioned and all parties agreed that it 
is essential data for all the professional industrial 
bodies that they would pay for by 1.5% levy on 
all types of advertising. This is to be submitted 
by all advertising agencies or in the case of direct 
advertising to the Media house concerned.

The Zimbabwe All Media and Products Survey, undertaken 
by professional researches selected by an open Tender 
and overseen by ZARF and its constituent bodies, i 
has become essential information for all marketing 
professionals. Media houses also proudly announce their 
ZAMPS rankings and relish improvements in the myriad 

INDUSTRY NEWS

ZAMPS TO BE 
FUNDED BY ALL 
MEDIA

Delegates who attended the BreakfastChairperson of ZAPPA, & CEO of Columbus Communications, 
Barry Manandi addressing delegates 
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Delegates at the breakfast

Delegates at the ZARF Breakfast meeting
Pamela Gwanzura being introduced as the 
new ZARF Executive Assistant to the CEO

INDUSTRY NEWS  - ZAMPS to be funded by all media

Business School

www.facebook.com/SpecissCollege

college@speciss.co.zw

04 708494-7or 794661-5

www.specisscollege.com

NO REGISTRATION FEE

Enrol 
Now

Quality Education
at 

Pocket Friendly Fees

Cnr H.Chitepo Ave & 3rd Street, Harare

Computer & Secretarial School

Remedial Classes

Make the future work for you

High School

of categories captured by the research. In these difficult 
economic times it has been poorly funded and ZAAPA’s 
decision to ensure that advertising agencies, at least, 
have to pay the levy is warmly welcomed by ZARF. 

Fieldwork for the first Half 2018 ZAMPS is under way 
and, funding permitting will be released soon after 
the elections, venue will be advised. ZARF has been 
producing the data for 20 continuous years, in spite of 
the many financial difficulties.
For more information contact colin@zarf.co.zw or 
linda@zarf.co.zw  or Telephone 576627 and 576597
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Our sweetness has appealed to the discerning 
tastebuds of generations for more than 100 years.

With your support and good taste, the Huletts 
brand has made it to the top 20 of 200 Superbrands 
in Zimbabwe!

Thank you for sweetening our life, we look forward to 
continuing to sweeten yours!
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Supporting the Ministry of Health and Child Care Food Forti�cation Programme 

THE SWEET TRUTH
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SOCIAL MEDIA BACKLASH –
THE PEOPLE HAVE 
SPOKEN!
By Rumbidzo Nyika

INDUSTRY NEWS

Dealing with a crisis of any magnitude is a challenge 
for any organisation. This challenge becomes 

greater as a result of digital media. A bad review about 
a product or service can turn into an uncontrollable 
hive of bees, and if ignored will sting your business. It 
has been said time and time again that the consumer 
is always right and this still remains true. One scholar 
pointed out that “No matter how certain you are that 
the customer was at fault, denials, counter claims 
and buck passing are the social media equivalent of 
throwing a grenade into your own side’s trenches.”

Here are some ways that can help with regards to controlling 
or preventing backlash: 

INFORM YOUR CONSUMERS IN ADVANCE 

When launching something new, it is always important to let 

the consumers know in advance, so that they are prepared 
for the changes. This can help the organisation better handle 
some of the backlash that can come, as a reaction to a new 
product. 

A good example of this is, #BringbackMazoe. Consumers 
started complaining about the change in the taste of Mazoe 
possibly since late 2017, which is when I am assuming that 
the “new Mazoe” started to be distributed. The new range 
of cordials had reduced sugar. Consumers were not only 
complaining about the taste, but were also concerned that 
some of the ingredients could cause cancer. The bottom line 
is that, the consumer did not know that the ingredients of 
the beverage had been changed, which made consumers 
outraged. Despite that the organisation meant well, the 
consumer still had the right to know.  

I would like to however commend Schweppes for attempting 
to respond to the comments on social media politely, while 

A consumer holding a Colcom Pie to show 
disgruntlement of the reduced quantities
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INDUSTRY NEWS  -  Social Media Backlash – The people have spoken!

giving assurance that the concerns were being addressed. 
Despite efforts by those handling their social media to steer 
attention to other initiatives of the organisation, it made 
matters worse as the problem was not being addressed. 
However, a press statement was released towards end of 
June, where the company buckled under pressure to satisfy 
consumers’ needs. Part of that statement reads:

“We have listened to consumer demand and appreciate all 
the feedback that has been received. In order to meet those 
desires but still provide choice, both the original recipes of 
Mazoe and the reduced sugar recipes will be offered.”

One loyal consumer of the brand commented and said:

“I respect Schweppes for listening to their consumers too. 
We have complained to so many institutions and nothing 
has changed, it’s like they are doing us a favour. Well done 
Schweppes.” 

Another commented and said, “Ndakakuregerei hangu 
ndakadzoka kuMazoe, asi makazviita futi ndoenda kuBally 
House.” This comment is basically a consumer threatening 
to change their preferred beverage to a competitors’, if 
Schweppes repeats anything similar.   This goes to show how 
fickle consumer loyalty can be especially if demands are not 
met. Brands have got to be aware that there are other options 
to choose from.

DO NOT REMOVE NEGATIVE COMMENTS 

Any feedback about your brands is important, as it will help 
you improve and give better services or products. It therefore 
will not do you good to block out comments, no matter how 
bad they are. Sometimes you can even choose to respond 
privately, but by all means let the consumer speak, because 
your business exists because of consumers.  

BE OPEN AND ALWAYS RESPOND 

Make sure that responses you give are adequate with whatever 
situation has been presented or else you will be making the 
situation worse for your organisation. It is good to respond 
always. As an organisation facing a major backlash make sure 
that there is at least one person responsible for handling 
comments on platforms. According to Convince and Convert 
survey, 42% of your customers will expect a 60 minutes 
response time and 32% of them expect a response within 
30 minutes. The faster you respond, the more favourable the 
perception of your brand will be. Responding to people on 
social media should be your opportunity to shine because 
remember, however you respond could potentially stay 
online forever. 

According to a www.livechatinc.com blog post by Justyna 
Polaczyk: 

Whether you’re talking with an angry customer or troll, make 
sure you’re doing the following: 

• thank them for their opinion (try not to be formal, short 
“thanks for reaching out to us” should be fine), 

• apologize for inconvenience (“sorry to hear that you’re 
having problems with our product / you didn’t like our 
services”), 

• encourage them to send you a private message

As marketers you may want to assess the recent issues with 
regards to the Colcom Pie. The social media debates on the 
pork pie began a couple of years back where there was a 
consumer outcry to increase the quantity of meat that was 
being put in the pie. The debates resurfaced again and 
Colcom responded in a press statement. Part of the press 
statement reads: 

“Whilst maintaining the original Colcom pie has been the 
objective since the commissioning of the new pie plant, we 
have committed significant resources to achieving this result 
including seeking the assistance of international technical 
experts, it has until now not been possible to replicate all 
aspects of that product.” 

The statement also went on to further say that work is 
in progress to get back the “original pork pie” but this 
may take time and that all queries should be directed to a 
customer care email. However, I believe this did not address 
the concerns of the consumer. This is evident in the further 
backlash received from that statement. Unfortunately on 
Facebook, most of the consumers’ comments were being 
ignored without any indication that the page responded 
privately. Some comments even humorously accused Colcom 
of “blue ticking” them, which usually happens on Whatsapp 
when someone reads your message and ignores it. 

BE ON YOUR TOES WITH REGARDS TO NEWS 
ABOUT YOUR BRAND 

As a person in charge of digital media or in a marketing related 
department in the organisation, you have to keep your finger 
on the pulse of what is happening in your industry. Equally 
you have to know what people are saying about your brand, 
whether it is on Whatsapp platforms, Twitter or Facebook. 
Social media is your strategic tool for organizational marketing 
management. One way of doing this is signing up for Google 
Alerts.
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“THERE IS NO 
  8 - 5 FOR THE
  ENTREPRENEUR”

ONE ON ONE WITH 
Eugene Peters (Chief Executive Officer - Spidex Media )

EXECUTIVE PROFILE 

There is no 8 -5 for the entrepreneur...
These are the words of Eugene Peters,the 

CEO of Spidex Media who shared his journey of 
building his business

EARLY BEGINNINGS IN BUILDING 
THE BUSINESS 

I started my business when I was 22 years old, 
which is about 8 years ago. The reason I started 
this business was to attain financial freedom, as in 
the year 2011, the economy was in the doldrums. 
I had to find something that I was passionate 
about in order to sustain myself financially. I 
was an artist and I used to paint and draw. The 

creative gene was in me and even when I was at 
Churchill Boys High, I used get prizes for art. I 
didn’t know then that it would forge my career. 
In 2011, I registered my company called Spidex, 
and I shoved the papers in one of my drawers 
where I used stay in Highfields. This was the same 
year I got married to my wife, who is also the co-
director of Spidex, as she is a part visionary of 
this. What we have achieved now could not have 
happen without her. 

I used to work for a printing company and I did 
side jobs after work for some of my DJ friends 
who needed posters done. I then resigned in 
2012, and that was the year I decided to go into 
full time self-employment. My wife supported 
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me despite being 6 months pregnant. We 
operated from Highfields for a while and then 
our first office was in Africa Unity Square. All I 
needed was shade and my laptop, so when 
clients would call me, I would act like I was in an 
office. If they wanted quotations, I would send 
them as I had access to free WiFi in the park. This 
helped me learn how to do my work diligently 
and consistently.  I believe that these are the 
most important characteristics that somebody 
could have. My wife then gave me $160, which 
was all her salary in order to rent our first offices, 
which were located at Morgan house. We faced 
challenges there, as we would sometimes get 
closed down, because of failure to pay rent. 

“My first office was in  
 Africa Unity Square”

Dealing with competitors earlier on 

When I started, I never really looked at the 
competition. I believe when you are running a 
race, be able to look at your tracks only. It’s good 
to be aware but you should constantly re-invent 
yourself and focus on your core competencies. 
At that time, I was unique in terms of providing 
full day services. I would be reachable even at 
late or early hours, focusing on getting the job 
done. As an entrepreneur, you should know that 
there is no 8 – 5 and you do not close business 
until the customer is satisfied.  

CHALLENGES FACED IN THE 
BUSINESS 

One challenge I faced was the stigma of age and 
experience, as 10 years ago they would first look 
at your face and judge you based on “who you 
are”. I also faced a challenge of funding despite 
having the drive and passion. I never really got 
over the funding challenges, but I managed to 
foster good relationships with various service 

providers, where they extended credit for me. I 
was able to then deliver on my promises and still 
make a profit. I would then put my profit on the 
side so that when I got the next order, I would 
be able to make a small percentage commitment 
fee. 

SOURCE OF INSPIRATION

In the beginning what would inspire me were the 
small “little wins” when a client would compliment 
our work. That would move us forward. I also used 
to get inspired by negativity for example when 
I once approached a large FMCG company, the 
marketing manager said “How dare you approach 
the largest FMCG company and yet you are such 
a small company?” I remember leaving that 
company heart broken but this then pushed me 
to want to prove them wrong. In this same year, I 
managed to get an award for Entrepreneur of the 
year. Negativity should sometimes propel you. 
The largest award I got was being second runner 
up for Entrepreneur of the Year, from ZNCC, at 
the age of 24. I also got an award at IODZ, as 
Young Director of the Year.

Its God first, family and then business 

Back in the day when I didn’t have a business I 
had lots of time with my family which lessened 
over the years. Now I have developed a structure 
at the organization, where I am able to spend 
time with my family, because your family comes 
first. My hierarchy is God, family, then business. 

TIPS FOR STARTING A BUSINESS

You need to start now with what you have in your 
hand, as money follows ideas. One thing you 
need to know when you start a business is that 
you need to be consistent and professional in 
whatever you are doing. People judge you based 
on that. For me what I also focus on is being 
reliable.  

REGIONAL AND GLOBAL THINKING 

I was recognized by Forbes in the “30 under 30 list” 

EXECUTIVE PROFILE  -  There is no 8 -5 for the entrepreneur
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EXECUTIVE PROFILE -  There is no 8 -5 for the entrepreneur

for Africa. This list features some of the brightest 
young leaders, entrepreneurs and billionaires 
under the 30 across various continents. After a 
6 month survey, I was selected as one of the 4 
Zimbabweans featured. This was a sign that now 
the Africa and the world are looking, I therefore 
have to act that part. My thinking is now global. 
In 2015, we set up another office in Zambia, then 
in 2016 in South Africa. Now our quest is to be 
a pan-African brand. For the next 10 years I will 
be unlocking opportunities in other markets. We 
should have this interview 10 years later to see 
where I will be. 

WRITE DOWN THE VISION 

The Bible says – “Write down a vision, so that 
whoever sees it may run with it”. Job 7 vs 8, 
also says that “though your beginning was 
small, your ending shall be great”. God can 
empower anyone, as I am not smart, but God 
has empowered me for whatever reason. I am 
only getting my Postgraduate in Corporate 
Governance now but God qualified me before 
I even had these qualifications, so that credit 
would not be given to these qualifications.

Eugene Peters
(Chief Executive Officer - Spidex Media)



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

J
U

L
Y

 
2

0
1

8

3 1

@nssazw

WWW.NSSA.ORG.ZW
NSSA by choice, not by statuteSelous Avenue/Sam Nujoma Street, 

P.O. Box CY 1387, Causeway Harare, Zimbabwe 
Phone: +263-242-706517-8, 706523-5, 799030-5, 706545-8 
Fax: +263-242- 796320, 725694/5 
Email: info@nssa.org.zw
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CELEBRATING ACHIEVEMENTS

Daniel Chipangura was recently appointed 
Business Development Manager at First 

Mutual Health responsible for harnessing new 
business opportunities for the company.

He is a holder of Diplomas in Marketing and Public 
relations, a Bachelor of Commerce Degree in Marketing 
and Post-Graduate Diploma in Management from 
NUST. He is a versatile marketing expert with a strong 
background in sales, business development and 
distribution and has gained experience in diverse 
industries including FMCG, telecommunications, and 
pharmaceuticals. 

Before the move, Daniel worked for Pacific Cigarette 
Company as Trade Marketing & Distribution Executive 
where he was responsible for developing and 
implementing distribution models, research and trade 
marketing strategy for all the markets the company 
operates in including Zimbabwe, Zambia, South Africa 
and Jamaica. He has worked with MAZ as committee 
member responsible for business development in the 
inaugural Superbrand launch committee.

Tanaka Muradzi was recently appointed as 
The Head of Marketing for SAFEL Insurance 

Company. 

He holds a Bachelor of Business Administration in 
Marketing Management from Solusi University and a 
Certificate in Digital Marketing.

Tanaka is a young and passionate marketer who has 
risen through the ranks within a short space of time, 
having begun his journey as an Instore Sales Promoter 
at G-tel, a position he held for less than a year before 
being promoted to Marketing Assistant and thereafter 
Brand Manager. He later moved to Golden Knot Legal 
Aid where he held the position of Public Relations and 
Digital Marketing Manager. He has accumulated valuable 
knowledge in brand management, consumer marketing, 
public relations, digital marketing and content creation. 

DANIEL CHIPANGURA
Business Development Manager 
First Mutual Health 

TANAKA MURADZI
Head of Marketing for SAFEL 
Insurance Company
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CUSTOMER CARE, THE 
UNDYING INFLUENCE OF 
THE HUMAN TOUCH 
BY PAMELA GWANZURA

CUSTOMER SERVICE

How far is the message trickling down to every 
member of staff in all organisations regarding 

what the company is all about, what its vision is, its 
customer care policy and even its proposition for 
the products or services it sells. There is a serious 
disconnect between management who come up 
with the company’s mission statement and policies 
and those who have to live it out and practice it daily. 

It is a common trend among most corporates to hold an 
annual strategy retreat for all staff at the end of the year 
or at the beginning of a new year to chart the path and 
direction for the year. Sadly, for most organisations, this is 
the only time that the organisation’s mission statement and 
customer care policy and other aspects of the business are 
ever spoken about, let alone the detailed emphasis of the 
company’s products, its unique selling attributes and the 
customer needs that the products address. It is no wonder 
that you do not see most brands reflected through the 
conduct of their people.

This begs the questions, is there enough internal 
communication happening in organisations concerning 
their brands and the customer care factor? Is there enough 
training happening within organisations to get all the staff 
to be knowledgeable about their core business, which 
should really be the selling of their products and services 
in the best ways possible in order to guarantee profits and 
ensure the continued survival of the organisations. For 

most organisations, there is a desperate edge to  catch 
up with the digital era and to embrace all the convenience 
and benefits that come with it. It is crucial to be part of this 
movement because it has a serious bearing on where the 
world is and where it is going in terms of business dealings 
and transactional processes but it should not be adopted at 
the detriment of critical components which include product 
benefits knowledge and customer care, particularly the 
undying influence of the human touch.

Product knowledge has to do with ensuring that everyone 
in the organisation fully understands what the company 
is offering the customers and the need that the product 
is meeting in the customers’ lives. Customer care may be 
referred to as the work of looking after the customers and 
ensuring the fulfilment of their needs through provision of 
specific goods and services. Customer care acknowledges 
the customer as the reason for the existence of the 
business. It puts the customer at the centre of the business 
and is often  the human touch component of the business 
that leaves the customer feeling like their need has been 
met. Customer care can be experienced throughout the 
buying process, all the way to the after sales care.

Customer care through the human touch is still critical in 
conducting business despite the online platforms for the 
following reasons;

• It helps to affirm things that cannot be affirmed 
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via the digital platform for example, the feel of the 
product which can be experienced by touching 
it. Products  such as motor vehicles are best seen 
before purchase.

• It is the most powerful way of demonstrating the 
product uses and all its benefits. As a customer 
physically observes how a product should be used, 
they can slow the salesperson down to better 
understand the process. They can also stop him 
mid-way to ask questions. After a full physical 
demonstration a customer is likely to better 
understand the manual and to be more convinced 
to purchase the product. This is particularly crucial 
for products such as phones, washing machines, 
hoovers, to mention a few.

• For big purchases such as properties and furniture, 
a customer would need to physically inspect the 
product in order to a be fully convinced of its value 
before purchasing it.

• Where a customer feels there is a need to negotiate 
the price downwards, this is easier done face to face, 
so the human touch would be important. Online is 
very fixed in its pricing and predominantly operates 
on a ‘take it or leave it basis’.

• Human touch allows for full elaboration of product 
benefits and full address of a customer’s questions 
too.    

• It allows for queries handling, in the event that the 
customer does not derive the promised benefits. 
For example one customer was not happy with an 
internet service provider’s services. After paying 
a premium price for a specified range of internet 
access, the customer was extremely disappointed 
after installation to discover, they could only access 
half the range promised. The service provider had 
to physically come and resolve the problem and 
apologise for the inconvenience caused. Without 
these customer care efforts, the customer was ready 
to opt out of the contract and consider another 
service provider. An apology via social media would 
not have worked.

•   The human touch makes the product buying 
process interactive and believable. Added incentives 
to build customer loyalty can be incorporated such 
as vouchers, money off coupons etc. It eliminates 
the fear factors of suspicion of poor quality products 
or authenticity of the organisation. Unlike online 
companies where there is no human face.

• The human touch also allows for instant feedback on 
any aspects of the product or service.

• The human touch has high emotional appeal; the 
body language of the sales person can influence the 
customer’s decision buying process. For example, the 

warm friendly smile, the willingness and patience to 
listen and address all areas of a customer’s concerns, 
can convert a potential customer to an actual buyer.    

• The human touch often results in testimonials, as 
customers will be eager to report on their success 
with the product. Inevitably, testimonials convert 
to repeat purchases and referrals to other potential 
customers. 

•  The human touch is what preserves an organisation 
in an event where they could easily lose a customer. 
For example, a colleague of mine in Kenya 
subscribes to Jumia food delivery services, and their 
service is not always consistently excellent, they 
sometimes have serious delays in food deliveries. 
What has kept her with them however has been the 
human touch aspect, where they will make an effort 
to compensate her with free food vouchers and 
personal apologies to assure her that she matters to 
them as a customer.   

• The human touch often results in long term 
relationships with customers when it well managed. 
One lady based in California is loyal to a specific 
Starbucks in her neighbourhood, because every 
single morning she gets the warmest greetings from 
the staff there. As a result she cannot start her day 
without coffee from Starbucks.  

 Human touch remains crucial in business dealings 
and as organisations adopt new platforms of 
transactional processes, there is a need to keep a 
meaningful balance on the customer care through 
human touch particularly with certain products if 
sales are to be achieved optimally. There are other 
products which do not require the human touch, 
those can be fully online, however, at the point of 
delivery there is minimal human touch as the customer 
receives the product. This can also determine 
whether the customer will make a repeat order.                                                                                                                                           
                         

CUSTOMER SERVICE -  Customer Care, the Undying Influence of the Human Touch

Pamela Gwanzura is a 
communication specialist 
and a seasoned marketer. 
She can be reached on 
pgwanzura@gmail.com
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The election season is upon us and once 
again politicians who are vying for council, 

Parliamentary, Senatorial positions and even the 
Presidential post are trying to woo the electorate 
through various engagement platforms. I am sure 
most of you are wondering what these campaigns 
have to do with marketing but the focus of this article 
will be on brand management, which marketers 
can assist candidates with. This is because most 
politicians are slowly losing credibility due to their 
failure to be consistent and authentic. 

Branding entails the creation of a promise for a 
product and infusing every customer interaction with 
that meaning. Branding is critically important not just 
in business, but in politics, too. A brand is really the 
audience’s perception of an entity, be it a business or 
political candidate; branding defines who a candidate is, 
frames the issues in a way that appeals to the audience, 
in this case, the voters. Branding also helps the audience 
connect with a particular candidate on an emotional level.

A political brand is the overarching feeling, impression, 
association or image the public has towards a politician, 

political organisation, or nation. Political branding helps 
the party or candidate to change or maintain reputation 
and support, create a feeling of identity with the party 
or its candidates, as well as create a trusting relationship 
between political elites and consumers. It helps political 
consumers understand more quickly what a party or 
candidate is about and distinguish a candidate or party 
from the competition.

Zimbabwe’s political terrain has always been an 
interesting one and the 2018 harmonized elections has 
seen various candidates who range from the established 
names to little known political parties, jostling to get 
the attention of the electorate. Questions that may 
arise are; Do they recognize themselves as brands? 
Do they have unique selling propositions that separate 
them and enunciate their manifestos? This avalanche of 
political players into the political arena has presented 
an opportunity for Brand Managers to mould candidates 
into brands that are authentic and consistent.

Just like celebrities and musicians have managers who 
take care of their brands, schedule their appearances, 
advise them on what is expected by their fans, monitor 

THE ROLE 
OF BRAND 
MANAGERS 
IN POLITICS  
By Constance. R. Makoni-Thodhlana 

BRANDING
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BRANDING - The Role Of Brand Managers in Politics

social media on their behalf and help them internalize 
their speeches and what else they will say in public, it 
is imperative for progressive politicians to seriously 
consider hiring brand managers who will advance their 
cause and ensure that their messages are decoded and 
encoded in a manner that does not stir controversy or 
leave people wondering if they are ready for office at all.

In the build up to the 30 July harmonized elections 
the local broadcasting stations have been profiling 
Presidential candidates from the 123 minority parties 
that are also hoping to garner votes come election 
time. Listening to some of the candidates one is left to 
wonder whether these are serious politicians or a bunch 
of time wasters who have no idea what the forthcoming 
elections mean. From the dressing, speech, manifesto and 
everything associated with them one can simply tell that no 
homework was done and they do not take their personal 
or political brands seriously. Someone can actually tell that 
they do not even believe in themselves yet they expect the 
electorate to believe in their messages. 

Politicians need to craft a narrative and create elements 
that support and strengthen that narrative. A poor story 
told by an ill prepared politician can be tantamount to 
political suicide hence the need for brand managers to 
assist politicians in crafting messages that are believable, 
realistic, sensible and will easily win the hearts of 
voters. A competent brand manager can come up with 
a detailed strategy that is realistic, tutor the candidate 
on how to handle themselves when speaking in public, 
which lines to cross, what to say and how to react when 
certain questions are asked. Brand Managers can help 
candidates to research thoroughly on the culture, needs, 
norms and expectations of the people they will be 
addressing so that they do not speak out of context.

During this campaign period, politicians must sell their 
brands by repeating messages and framing each talking 
point within that message. Yes public speaking is not 
for everybody but one has to master how to keep the 
audience engaged. This, however can only be achieved 
if there is proper training and coaching from brand 
management and communications specialists who are 
well equipped in that area. Currently we have politicians 
who flip flop and forget what their brands stand for, 
when they are asked hard hitting questions. 

The advent of social media, particularly Facebook 
and Twitter that has seen politicians being attacked 
mercilessly. This new phenomenon has seen politicians 
being savagely hung to dry and in some worst cases 

social media challenges with hashtags being created just 
to poke fun at their messages. Brand managers therefore 
play a critical role in this social media era as they will 
prepare politicians for social media engagement, craft 
a social media strategy and come up with messages 
that propel and strengthen the politician’s brand. What 
politicians say during their physical interactions with 
their followers should be the exact same message that 
they post on their social media platforms.

Between now and the 30th of July all eyes will be on 
the candidates and all sorts of promises will be made. 
Some candidates will seize the opportunity and become 
formidable brands while others will expose their 
shallowness through their failure to brand themselves 
and their campaigns. For marketers this is an opportunity 
to offer branding services to these candidates and use 
the next few weeks to create authentic brands that will 
remain consistent before and after the electoral period.

Constance. R. Makoni-Thodhlana is a Marketing, 
Public Relations and Communications practitioner 
Based in Harare. She is a member of the Marketers 
Association of Zimbabwe and can be contacted on 
conney.rudo@gmail.com



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

J
U

L
Y

 
2

0
1

8

3 8

360 DEGREE 
REPUTATION 
EXPERTISE
with Tabani Moyo

Managing Corporate Reputation in the Digital Age
I therefore seek to make an indelible contribution to the 
review and construction of valuable reputations for the 
various brands and while at it help in creating content 
that is proudly African and can be identified, portrayed 
and claimed as such.

Generally, companies across the globe, and African 
companies specifically are still struggling with the 
process of managing their reputations. In most of these 
cases, companies and managers confuse reputation 
management for advertising, propaganda, crisis 
management or media liaison among others. This 
reduces the whole process of corporate reputation 
management to accidental – operational engagements.

In practice, CR is a strategic process which requires a 

strategic approach towards its development and agility 
in implementation through a well-designed operational 
plan. In many instances, companies view CR as an image, 
leading to resources being channeled towards external 
stakeholders and ignoring the internal stakeholders such as 
employees, who in actual terms drive the reputation. These 
among other issues shall form the crux of this column, 
where I hope to interact with the minds that will shape the 
future of African brands. To break the ice, I shall therefore 
focus on the inaugural subject matter which is Managing 
Corporate Reputation in the digital age! 

In order for brands to build a strong corporate reputation 
in the digital age, senior management should approach 
the subject matter from a strategic end and establish the 
operational plans with both agility and dexterity. In this 

It is a humbling and gratifying assignment to lead 
conversations around the complex discipline of corporate 

reputation management (CR) in this competitive magazine 
for professional marketers. I accepted the assignment to 
stimulate discourse around this subject matter in response 
to a yearning call for African brands to live beyond their 
founders and pass own their respective reputations to 
generations. It is therefore imperative to note that this 
column is pan-African, founded on the philosophy and 

deep belief in the reputation emerging from the ashes 
and shackles of the dark colonial past and seeks to 
challenge the narrative that everything African is disease, 
strife, anarchy, corrupt and lacking in leadership ethos. 
Given, where such cases arise the column, I will not pay 
lip service to the same. Yet the major thrust is generating 
content that enables African brands to compete on the 
global scene, and help the continent manage its reputation 
relative to other continental bodies.

PUBLIC RELATIONS 
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regard I will make four key recommendations noted below:
   
•	 BUILD	A	STRONG	SOCIAL	MEDIA	PRESENCE

 To avoid the mistakes that befall many brands, 
Zimbabwean brand and African brands generally 
should always determine the platforms that they feel 
appropriate for both their products and envisaged 
reputation. This should be done with the stakeholders 
in mind. Having identified the relevant platforms 
and the capacity to generate content for the same, 
there is need to craft a competitive digital strategy to 
engage the stakeholders in a bid to build a rock solid 
reputation.

 
 There is a need for the brands to realise that the 

platforms are not established for creating promotional 
materials and adverts, but for relevant and consistent 
messages that are useful to the targeted stakeholders. 
This will position the brands as credible sources of 
information on the issues tackled in the content.

 There is equally a need for the realisation that we 
have evolved from the push and pull economy to a 
sharing economy. If your content is not being shared, 
then it limits the brand exposure and the envisaged 
reputation.

•	 GUARD	YOUR	SOUL	(WHY	ARE	YOU	IN	
EXISTENCE?)

 
 While most brands communicate top-end service 

to the market, their online approach seems to be 
contrary. This is a reputation risk to the brands. 
Brands must, therefore, be consistent with their 
founding values in content produced and posted on 
the marketing channels. This is how reputation and 
loyalty are consolidated. When the companies are 
inconsistent, erratic, arrogant or offensive, it erodes 
customer trust and builds resentment towards the 
brands. Others like a certain commercial bank, are on 
the offensive side of the equation, irrespective of the 
clogging complaints on their online platforms, they 
continue advertising their services without any sense 
of remorse or regret.

•	 ENCOURAGE	REVIEWS

 This requires companies to encourage word of mouth 
recommendations from customers and stakeholders. 

Remember, people generally trust people, not brands. 
When you allow customers and other stakeholders 
to review your reputation online, the company is 
seen as open, transparent and engaging, which 
ultimately builds and maintains trust. But this requires 
companies that listen and take corrective measures to 
the market challenges. Many brands seem to be slow 
in this regard and hopefully, one of these days, they 
will realise the harm they are inflicting to their own 
reputation.

•	 RESPONSIVE	CUSTOMER	SERVICE	AND	
ONLINE TEAMS

 Frustrated customers are very temperamental, they go 
online and mobilise the whole world around the poor 
services or failing products. This calls for the entire 
company to be built on oiled machinery in absorbing 
feedback and response mechanisms. By responding to 
those with negative feedback and helping to resolve 
their issues, the company will be limiting reputational 
damage. Do not delete negative comments as this 
attracts the swarming and clogging of the platforms 
with hostile messaging from the frustrated customers 
and other stakeholders. In addition, remember 
to acknowledge positive feedback from the loyal 
customers and stakeholders as this helps in creating 
brand advocates.

Till then, be inspired to create and manage durable 
corporate reputation that outlives generations! 

PUBLIC RELATIONS - Managing Corporate Reputation in the Digital Age

Tabani Moyo is 
a high-voltage 
chartered marketer, 
corporate reputation 
management expert 
and communications 
consultant based in 
Harare. He is currently 
studying towards Doctor 
in Business Administration 
at the University of 
KwaZulu Natal. He can 
be contacted at moyojz@
gmail.com

Tabani Moyo
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PUBLIC RELATIONS

WHAT DRIVES CORPORATE 
REPUTATION? 
By Marjorie Munyonga 

There is no single commonly accepted definition of 
the concept of corporate reputation but a number of 

academic sources as well as work by practitioners will be 
explored to give a better understanding of the concept.

According to Barnett et al., (2006), corporate reputation is 
an aggregate of evaluation of a firm by many stakeholders. 
This view is supported by Fombrun, (1996) who defines 
reputation as the sum of the images various constituencies 
have of an organization.  Mahon (2002) describes the 
concept as an intangible asset, representing a firm’s past 
actions and describes a firm’s ability to deliver value 
outcomes to multiple stakeholders, while Harrison (2013), 
describes it as a ‘soft concept’ and is the overall estimation 
in which an organization is held by its internal and external 
stakeholders.  

The view that reputation management is ‘soft’ and intangible 
is refuted by Doorley and Garcia (2008), who argue that it 
has real, tangible value that can be measured. They further 
argue that like any other asset- reputation has its liability 
side and any reputation management plan has to measure, 
monitor and manage both sides. 

Jubb (2012) brings in another dimension by emphasizing 
that it embodies the image and values of a company and 
is therefore intimately linked with the concept of corporate 
social responsibility, where the behaviour of an organization 
is deemed to play a pivotal role in reputation management.   

A report commissioned by CIMA on corporate reputation 
also noted that reputation of an organization is the historic 
and cultural dimension of that image, the social memory of 
the stakeholders which acts as a platform for expectation.  
Reputation management therefore has to do with the way in 
which stakeholders, who know little about an organization’s 
true intent, determine whether an organization is worthy of 
their trust is essential in a world in which business operates 
through cooperation and relationships.

Roper & Fill (2012) have developed building blocks of 
reputation management to help build a better understanding 
of the concept as shown below. This shows that a company’s 
corporate identity drives the corporate images and 
reputations held by stakeholders, which potentially create 
positive outcomes.
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PUBLIC RELATIONS - What Drives Corporate Reputation? 

Figure 1:  Building Blocks of Corporate Reputation Roper 
and Fill (2012)

From these definitions, reputation is a key asset that allows 
organizations to manage the expectations and needs of 
its various stakeholders. On the other hand, the concept 
involves the intellectual, emotional and behavioural 
response to communications and actions of an organization 
to the needs and interests of stakeholders.

WHAT DRIVES CORPORATE REPUTATION

REPUTATION QUOTIENT

Harris Interactive Reputation Quotient evaluates reputation 
according to twenty attributes, grouped into dimensions of 
reputation as shown.

 

Figure 2: Reputation Quotient

I) SOCIAL RESPONSIBILITY
Organizations with sound Corporate Social Responsibility 
Policies and implement CSR in a structured and sustainable 
manner are likely to have a good corporate reputation. 
Organizations need to plough back into communities 
in which they operate and develop mutual beneficial 
relationships with the intention of building reputation and 
trust.  

II) EMOTIONAL APPEAL
A company’s reputation is also assessed through the 

way it emotionally connects with its stakeholders which 
results in it being admired, respected and trusted. An 
organization should have the power of inspiring belief 
and create a perception of trustworthiness in others 
through understanding the key stakeholders’ emotional 
filters. Consistency and reliability of product offerings and 
service delivery helps in creating an emotional connection 
between the organization and its customers.  Once there is 
an emotional connection, customers and stakeholders feel 
good about the organization, leading to trust and respect. 

III) QUALITY PRODUCTS
Organizations that adopt new innovations and technologies 
and possess core competencies that ensure the production 
of quality products and services are bound to have good 
corporate reputations. Customers build perceptions 
about an organization based on the quality of products 
and services. Where there is perceived poor quality, the 
reputation of the organization is bound to be tarnished.  

IV)  VISION AND LEADERSHIP
The organizational vision needs to be clear. Leadership 
should involve employees in strategy formulation and 
future direction. The leaders of organizations need to be 
to capitalize on market opportunities and put in place 
organizational structures that encourage the free flow of 
new and innovative ideas. 

V) WORKPLACE ENVIRONMENT
Employees are a key stakeholder of the organization and 
they play a critical role in corporate reputation. Organizations 
need to put in place formal internal communication 
systems to proactively communicate strategy and business 
decisions with its employees. There is also need for clear 
communication platforms that encourage free flow of 
information and idea generation and sharing. Employees 
need not to feel excluded from key decisions; otherwise 
this may lead to dissatisfaction and poor reputation of the 
company as an employer.
 
VI) FINANCIAL PERFORMANCE  
Organizations that perform well financially tend to build 
positive corporate images and reputations. A profitable 
company is perceived as being well managed and well run 
as opposed to those companies that make perennial loses. 

Marjorie Munyonga is the 
Corporate Communications 
& Marketing Manager of 
Zimbabwe National Water 
Authority (ZINWA). She is a  
MAZ Fellow and a qualified 
ZimChartered Marketer.

By Marjorie Munyonga
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These are some of the tips that were shared 
by Precious Murena-Nyika at a Marketers’ 

Social held on 4 April, 2018. 

PSYCHOMETRIC TESTS

There are what are called personality tests, which have 
inbuilt integrity tests, so you have to be true and honest 
with yourself. If you are not truthful, then sometimes you 
will be caught out and it will show at the end. The tests are 
designed to see the capacity of your brain in a number 
of minutes therefore it’s not about how many questions 
you answer correctly but how many you actually manage 
to complete. Answering more questions shows that your 
mind works faster.

THE INTERVIEW STARTS WITH THE CV 

Often times we think the interview begins when you sit 
in the interview room. However the recruitment process 
begins when recruiters look at your CV. Put more than 1 
contact number so that you are always reachable. Some 
of the email addresses that people use can actually put 
recruiters off, for example “divadollarfire@gmail.com. 
Have a straightforward email which can include your 
name and surname.

Be pleasant to all staff, as the interview may start 
taking place at the reception. Interactions with others, 

demeanour, arrival time may actually be scrutinised 
through other staff members. 

TIME 

Know the location of the interview and be there at least 
15 minutes before. You should also not be too early 
as it will make people uncomfortable. Always ask to 
be interviewed first or last. Unless you were wearing a 
bright red suit, it will be difficult to remember you if you 
are interviewed as number 5 out of 10. Make sure you 
also get the time right. Always confirm the time via email 
in writing, even after you have received the call to come 
through for the interview. Bring relevant organised items 
to the interview and avoid fumbling looking for them. 
Make sure whatever you are bringing forth as exhibits 
are the very best.

GROOMING

Make an effort to ensure hygiene is good, before you go 
for an interview. Do not come in late, in case you come 
in sweating. If you are lady, wear a suit, skirt and tailored 
jacket, a dress with sleeves, or dress with a jacket in a 
conservative style, color and fabric. Avoid dressing 
sensually and wearing too many accessories which can 
be destructive. If you’re male, wear a suit, which is 
either black, blue or gray, in a conservative style. Avoid 
accessories and make sure your shoes are polished and 
your clothes are neatly pressed. 

PERSONAL DEVELOPMENT

INTERVIEW TIPS 
THAT CAN HELP 
YOU GET YOUR 
NEXT JOB



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

J
U

L
Y

 
2

0
1

8

4 4

PERSONAL DEVELOPMENT - Interview Tips that can help you get the next job

DO ADEQUATE RESEARCH 

Know enough information about the company you are 
being interviewed by. Even if the website of the company 
is not available, you can find out from the person who 
called you or someone who works for the company. 
Know about the duties of the job you are going for.

REVIEW YOUR RESUME 

Anticipate questions that will be derived from your CV and 
make sure your CV connects with you and who you are.

PREPARE FOR YOUR STAR QUESTIONS 

• Situation
• Task
• Actions
• Results

Each interview has situational or behaviour based 
questions which require STAR responses. Examples 
are as follows:

• Can you describe the most valuable criticism you 
have received and what you did with it?

• Can you tell me about an event that really challenged 
you?

• Can you give me an example of a project that required 
attention to detail and how you handled the details?

Example of a good STAR response is as follows: 

Question: 
Give an example of when you had to persuade others to 
your point of view.

Answer:
ST: I was part of the negotiating team for my department.
   The supplier wanted a large increase of 8%
A: I listened carefully to the supplier’s needs

A: I collected data to support my argument on why 8%
   was unreasonable
A: I presented analytical data to support our position for 

a 4% vs. 8% increase
A: I also worked with management to change some 

requirements, so it would be less costly for the 
supplier

R: The final agreement was for only a 5% increase, 
saving us $500,000. I learned the importance of really 
listening to the supplier, collecting and analyzing 
relevant data and getting management support of 
my plan.

ASKING YOUR INTERVIEWER A QUESTION 

Being able to ask your future boss a question shows 
confidence. Do not make it a shallow question. You 
can ask questions about the working environment, the 
quality of life. You can also ask about the corporate 
values, measure of work performance, personality factors 
needed for the job. Don’t ask negative questions.

DO NOT RUSH TO ANSWER QUESTIONS 

It’s okay to pause before you answer a question. Use time 
fillers so that you process the questions. You can either 
be silent, or ask interviewers to repeat the question. Be 
sure of what you saying before you say it. 

ANSWERING ABOUT STRENGTHS AND 
WEAKNESSES 

When talking about a strength, be sure to back it up 
with evidence of how this strength has been useful. Be 
self-aware of what you are good at and what you are 
not.  When asked about weaknesses, do not downplay 
it and claim that you do not have a weakness. Always 
say something and make sure that you tell interviewers 
what you are doing to work on a particular weakness. 
However do not talk about a weakness directly related 
to the key competencies of the job you are applying for. 

Marketers listening on during Interview 
Tips presentation

Marketers getting interview tips from 
Precious Murena Nyika

Precious sharing a lighter moment with 
the audience
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10 SIMPLE 
RULES ON 
HOW TO DRESS 
FOR SUCCESS
By Pristine Nyagura 

One great author Jay Danzie once said “Your smile is your 
logo, your personality is your business card, how you 

leave others feeling after an experience with you becomes 
your trademark.” This is very true but I also believe that your 
appearance will speak for you before you even get the chance 
to showcase yourself and no matter how great you are, your 
appearance will always give people an impression about who 
you are. So I say always dress right to make a good first and 
lasting impression. Below are 10 simple rules on how to dress 
for success in a professional set up.

•	 BE	CLEAN	AND	NEAT
 Cleanliness is essential for everyone. Whether you are a 

fashionista or just a simple person what you put on your 
body should be clean, properly ironed and well-coordinated. 
Excellency is a choice that I prefer but if you cannot go all the 
way at least stick to the norm of being clean and smart.

•	WEAR	BOLD	AND	NOT	FLASHY	COLOURS
 It is said that colours affect us and how others perceive us. 

Colours are known to affect the way we feel, think and even 
behave. Flashy colours are professionally unattractive but dull 
colours are also boring. Always combine dull colours with bold 
ones. A few good examples of how colours are perceived.

 Blue –honest, reliable
 Red-Assertive, bold, confident

•	WEAR	APPROPRIATE	SHOES
 It is wise to know which shoes are appropriate for your attire. 

For a professional man leather lace up or slip on shoes in black 
or brown are most ideal and your shoe should match your belt 
colour, while for ladies leather slip on or lace up shoes that 
match your outfit are appropriate.

•	 KEEP	YOUR	ACCESSORIES	SIMPLE
 It is good to wear accessories but as a professional the 

less accessories the better. Your accessories should only 
complement your look not to be the outstanding thing. 
The most important accessory you should always have as a 
professional is a watch to show that you are time conscious but 
it should be simple and classic.

•	WEAR	WEATHER	APPROPRIATE	ITEMS
 People always have expectations and those expectations 

affect their perceptions. So if you wear warm clothes on a hot 
day you are likely to be perceived in the wrong manner and 

if you wear cool clothes on a cold day you will be perceived 
the wrong way. On a cold day when going to work or to do 
business make sure that you wear clothes that can be toned 
down in case it gets warm and if it’s a warm day make sure you 
carry a jacket to put on incase it gets cold. Wearing weather 
appropriate items is good for your own personal comfort as 
well because if you look good and feel good you will do good.

 
•	 YOUR	FASHION	STYLE	SHOULD	NOT	OVERPOWER	

THE LOCAL EXPECTATIONS 
 The way you look plays a role on how people welcome and 

accept you. Not everyone understands fashion so make sure 
that though you want to be fashionable you are not too fashion 
forward so that you stand out but still fit in.

•	 DO	NOT	WEAR	CLOTHES	THAT	ARE	TOO	REVEALING
  Never wear clothes that reveal your body inappropriately as it 

sends a wrong message to the people on the receiving side. 
Remember your style is your trademark.

•	 ALWAYS	HAVE	A	POWER	ITEM	AS	PART	OF	YOUR	LOOK.
 As a professional you must always have a power item on your 

look, especially something that states that you are confident 
and honest. A red tie is a perfect example of a power item for 
man and a blazer is a good example for ladies.

•	WEAR	SUBTLE	MAKE	UP	AND	FRAGRANCES
 Make up is good because it covers our skin flaws and also 

enhances us. However if you put too much make up it can be 
distracting. Your make up should not over power your outfit. 
It is important to smell good. Smelling good is associated 
with wealth, power and self-esteem but when your perfume is 
applied too liberally it can affect the people around you. Wear 
your perfume so that people want to smell it.

•	 KEEP	YOUR	HAIRSTYLE	PROFESSIONAL
 A hairstyle is an important part of your outfit. In a modern work 

environment it is becoming very difficult to know which style 
is professional. However there are basic standards to stick to. 
Do not colour your hair with fashion colours such as red, green, 
blue pink etc. Always keep your hair clean and neat.

 
I hope these simple rules will help you go a long way on your 
journey to success.

This article was contributed on behalf of Truworths.

LIFESTYLE
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APPRECIATING OUR 
LOCAL CUISINE AT GAVA’S 
RESTAURANT

The ZimMarketer team decided to pay a visit to Gava’s 
after seeing that this restaurant has become popular 

amongst a lot of marketers. I must confess I had never 
been to Gava’s despite passing by several times and 
hearing about their famous combos. One thing that 
stood out as I arrived, is the way they staff welcomes you. 
Unlike a lot a restaurants or coffee shops I have visited, 
they actually genuinely look like they enjoy what they 
do! During our visit we interviewed the man behind this 
traditional food restaurant.

THE MAN BEHIND THE BRAND GAVA’S

I initially thought the name was derived from the animal 
gava which is the Shona name for the jackal. However it 
is derived from the owner’s name, Allen Gava. One key 
characteristics of the jackal however is its ability to survive in a 
range of dry conditions. The inspiration to leave his electrical 
engineering career was birthed in a seemingly dry condition 
of hyperinflation in 2009, where he left his job to become a 
fruit and vegetable vendor.  This connected him to small scale 
farmers in different regions and he therefore grew the passion 
for local traditional foods. After travelling all over the world, 

he also realised that Zimbabweans did not have as much 
pride in their own food. In 2013 he then officially opened the 
restaurant. 

MORE THAN JUST FOOD – BUT HEALTH 
ORIENTED

Gava’s is an authentic traditional restaurant which shows that 
traditional food is not in any way inferior to western cuisine. 
It therefore attracts people from all walks of life, different 
nationalities and races to come and have a taste of traditional 
food in a clean, family friendly environment. As a result of an 
increase in ailments such as cancer, blood pressure, diabetes, 
health experts are now encouraging people to eat foods 
which are not purified, as it is a healthier way of eating. This 
gem of African cuisine focuses on offering high quality food 
with good prices, excellent customer service in a family 
friendly environment. I also noticed the diverse mix of people 
who come and eat. They range from friends who just want 
to go out, families, people conducting business meetings, 
politicians and a sizeable number of tourists.
 
Gava’s also provides music entertainment on Sundays 
between 1pm and 6pm. This is a platform for upcoming, as 
well as established local musicians. There are also special 
packages for tourists. Corporates can enjoy buffet style 
serving which has a wide variety of dishes to choose from. 

LIFESTYLE

Cheerful Gava Staff Members

Allen Gava, Owner of Gava’s Restaurant

Owen tent
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LIFESTLYE - Appreciating our local cuisine at Gava’s Restaurant

“SADZA WITH SOUL”

Being a proud Masibanda, I ordered what is called the 
“Muera Shumba” which is basically assorted meats which 
include stews and braaied meats. The most popular dishes 
are Mutongi Gava and Month-end special which is what my 
colleagues ordered, so I luckily got a taste of all the specials. 
The portions were generous and we could hardly finish our 
food. There is something heart-warming about their meals. 
It could be the nostalgia of home cooked dishes, or the 
attentive waiters and waitresses. As Allen rightfully said, this is 
more than just sadza, but it is Sadza with life, which produces 
a different energy – hence, “Sadza with Soul”. There are also 
options for vegetarians which include muriwo unedovi, bean 
stews and muboora.

While I was at Gava’s I met up with one of our MAZ members, 
George Munengwa, who is the CEO of ProAir. 

“One of the main reasons I come here is the good traditional 
food. I like that it’s a mature environment and is therefore 
conducive for me to conduct my business meetings.  I can 
choose whether to sit inside or outside depending on what 
sort of meeting I am having,” said Munengwa. 

COMMUNITY EMPOWERMENT

Gava’s has opened centres of suppliers from as far as Mt 
Darwin, which is the home of the Makorekore people, where 
there are free range hanga, which have a different taste from 
commercialised birds. Mutoko, is considered one of the major 
bread baskets of Zimbabwe and this is where the restaurant 
buys its grains from. This is mostly from small holder farmers 
who have experience in farming mhunga, sorghum, millet 

etc. They get their vegetables from the beautiful rocky and 
hill landscaped area of Domoboshava. The dedication to 
community empowerment has given Gava’s an edge and 
makes their food have an original taste. 

Allen however highlighted the need for government to empower 
regions that grow small grains, as it is still very expensive to buy 
these small grains which is one of the challenges the restaurant 
faces. Urban migration and the increase of tobacco farmers has 
lessened the number of farmers who farm small grains, however 
if a command system were introduced it would certainly make 
small grains accessible. 

CATCH THEM YOUNG 

Allen highlighted the need for the government to introduce 
traditional recipes in the Food and Nutrition syllabus, as well as 
for students studying Agriculture to be taught about small grains. 

“We are very passionate about Zimbabwean traditional foods 
and we want it to sink in the young people of Zimbabwe. 
Most of our customers are the older generation but we 
also want to see high school and primary school children 
preferring sadza re zviyo over fresh chips,” said Allen. 

CONSISTENCY, COMMITMENT AND CONVICTION

Gava’s rides on 3Cs which are commitment, conviction and 
consistency. Consistency in the product is very vital to the 
success of any organisation. 

beef stew dovi

A place for family and friends
There are options of sitting 
indoors and outdoors

Customers Enjoying a 
meal at Gava’s

Half Chicken Enjoying Muera Shumba 
and Monthend special

Busy Tent 2

George Munengwa, CEO of ProAir 
conducting a meeting at Gava’s
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PREMIUM NEW
GOLD BAND

W
D

BOLD
NEW LABEL

AUTHENTIC TOASTED TASTE

15 mgs Tar 1.2mgs Nicotine. As per Government Agreed Method.

NOT FOR SALE TO PERSONS UNDER THE AGE OF 18
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FITNESS 
CRAZE HITS 
ZIM
By Nyasha Chingono 

For most Zimbabweans fitness issues are relegated to sports 
personalities and some who have chosen to live a healthy 

lifestyle. Visiting the gym before has been for the so called elite 
and early adopters to the fitness ‘gospel’ (sic). But it seems more 
Zimbabweans are beginning to join the band wagon. As early 
as 5am most Zimbabweans who do not own training facilities at 
their homes, join their local gym before work -a good excuse to 
avoid hectic Harare traffic.

This has somewhat changed the concept of living a healthy 
lifestyle amid cancer related diseases that are associated 
with fast foods among other processed foods. Gym business 
has grown exponentially over the past few years with affluent 
Zimbabweans even hiring the services of personal trainers. 

The world has somewhat been gravitating towards healthy 
living and fitness in the wake of dangerous diseases and 
Zimbabwe is no exception. At the very basic, an early morning 
jog is what laymen in fitness issues are exposed to, but better 
fitness methods have been adopted over time.

I am not one given to living a life of fitness but I’ve participated 
in a race or two just for fun. Maybe I need to repent after all 
because the cramps that haunted my unfit muscles afterwards 
were unbearable.

HALF MARATHONS FOR CHARITY
One of my first mini marathons was to celebrate ZB Bank’s 65th 
birthday in 2016, I must confess it was quite an experience 
to see company executives sweating it out during the five 
kilometre run. The fun was not only in celebrating the milestone 
that the bank had achieved but in donating to several charities 
too from the proceeds of the mini marathon. The ripple effects 
of what looks like a tedious run were felt by vulnerable children 
who desperately needed assistance. 

ZUMBA COMES TO TOWN
Then followed the Zumba dance. For my best friend who was 
in attendance that day, it was the highlight of the day. Besides 

the sweat and the huffing and puffing, one could not deny the fun. 
Zumba has become one of the fastest ways of losing weight for 
those struggling with weight issues. Zumba instructors, like Zororo 
Nhira thrive on popular music to captivate their fitness students.

He told a local paper that weight loss could be easier with 
Zumba and participants had high chances of avoiding illnesses 
associated with too much fat.

“Zumba is a very interesting way of losing weight and living 
healthy. People need to become health conscious and live healthy 
lifestyles,” said Nhira popularly known as Zoro. During the ZB 
Bank Zumba morning, heavy stretching resulted in cramps for his 
not so fit comrades, a wakeup call for their lack of fitness.

Since the 2015 Color Run, the culture has become indelible in 
outdoor corporate events. For those who are not familiar with 
colour run, it is a mini marathon where participants shoot colour 
balls on each other. Talk about a race with color. The colour fun 
is also known as the Happiest 5 000 meters on the Planet, is a 
unique paint race that celebrates healthiness, happiness, and 
individuality.

But the colour run according to corporate sector is always done 
for a good cause and recently Econet Wireless embarked on 
one which drew hundreds of adrenalin enthusiasts. I spoke to 
a local leisure reporter who explained growing fitness trends in 
Zimbabwe, shedding light on the impact it was making on the 
society.

“Events like colour runs are fun oriented events where you are 
given a task, usually in enclosed spaces like the Borrowdale 
race course. The idea is you should finish the race, there are no 
winners necessarily.

Yoga has also become popular in Harare, especially in uptown 
markets. Yoga is a group of physical, mental and spiritual 
practices or disciplines which originated in ancient India as 
being adopted by people around the world.

HEALTH AND WELLNESS
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www.telone.co.zw

#ConnectedNation

Our business is connecting people and businesses 
together. We are passionate about making long lasting 

and meaningful connections through our voice, 
broadband and data services.

Top Notch
Communication
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Premier Auto Services, the 
sole, authorised and official 

Jaguar and Land Rover franchise 
in Zimbabwe recently scooped the 
coveted Jaguar Land Rover (JLR) 
sub-Sahara Africa Importer of The 
Year prize at the JLR Importer 
Awards held at The Venue Summit 
Place in Pretoria, South Africa.  This 
accolade recognised Premier Auto 
as the top performer in all Sub-
Sahara markets for 2017/18.

Jaguar Land Rover’s importer 
partners from its sub-Saharan 
markets were present at the 
prestigious Importer of the Year 
awards, which highlight the stellar 
efforts in the British brand’s retail 
network on the continent.

Richard Gouverneur, Managing 
Director of Jaguar Land Rover South 

Africa and sub-Sahara Africa said:

“We have superb relationships with 
our importers in sub-Sahara Africa. 
They are the ultimate ambassadors 
for the Jaguar Land Rover brands, 
and their passion has helped their 
success. We are thrilled to reward the 
performance of these partners, who 
do an outstanding job of representing 
the two iconic British brands.”

“The Jaguar and Land Rover 
product portfolios are growing, 
with excellent new vehicles being 
introduced to the African market,” 
said Gouverneur. “In the financial 
year under review, we have had 
back-to-back launches of the all-new 
Land Rover Discovery, Range Rover 
Velar, as well as the Jaguar E-PACE. 
We will introduce more products 
that will delight customers all over 

the continent.”

The JLR Importer of The Year 
Award recognises Premier Auto 
for the exceptional work done in 
growing the Jaguar and Land Rover 
brands through excellent sales and 
customer service in Zimbabwe.
Jaguar and Land Rover vehicles sold 
at Premier Auto come are backed by 
a five-year/100 000km service plan 
and a five-year/150 000km warranty 
as standard.  

The Premier Auto showroom is 
located at 125 Leopold Takawira 
Street while the service centre is 
located at 101 Seke Road in Harare.  
Going forward, Premier Auto is 
even more focused to deliver 
superior customer experience to all 
customers who are the real owners 
of the Importer of The Year award.

PREMIER AUTO SCOOPS 
JAGUAR LAND ROVER 
IMPORTER OF THE YEAR 
TOP GONG

Left to Right - Richard Gouverneur (Managing Director of Jaguar Land Rover South Africa and Sub-Sahara Africa 
markets); Moses Chingwena (Group Chairman), Victoria Quaynor (JLR Regional Business Manager), Nigel Clarke (JLR 
Operations Director), Brendon Butterworth (GM Premier Auto), Sandrella Shumba (Sales Manager) and Lawrence 
Chikwehwa (Group Head, Marketing) with The Importer of The Year Award received by Premier Auto Services

COMPANY NEWS
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CHAMPIONS INSURANCE-
“INSURE, WIN & DRIVE AWAY” PROMOTION 

COMPANY NEWS

The Champions Insurance “Insure, Win and Drive Away” 
Promotion has become a household name since its 

inception in 2012.  

Champions Insurance Company is Zimbabwe’s premier 
insurance firm that has built a solid reputation in giving 
clients a run for their money and a rewarding insurance 
experience.  The Insure and Win promotion endeavours to 
bring awareness to pockets of society around the country 
bringing light and dispelling the thick clouds of ignorance as 
well as misinformation about the importance of 
insurance. Simultaneously, the monthly draws 
will be heating up with clients winning ultra-
fantastic instant prizes. 

Champions Insurance has lined up mind-
blowing prizes for its customers. This year 
there are three winning levels as follows:

1st LEVEL: “INSTANT DELIGHT”
The instant prize to be redeemed upon 
purchase and client also completes coupon 
for next draws.

2nd LEVEL: “GOING GREEN”
Regional draws where we give away Solar 
Panel, Solar TVs and Solar lights (regional 
entries only)

3rd LEVEL: “GRAND FINALE”
The grand Draw where we give away 42’ 
TVs	 and	 the	 BMW	 3i	 series	 (all	 national	
entries).

As if that’s not enough, customers can 
enter the promotion through all our outlets 
including the newly established retail outlets 
in OK, Bon Marche, TM PicknPay, Choppies 
and Food World supermarkets as well as 
our usual Zimpost and Champions Insurance 
regional offices. At the same time clients 
enjoy the convenience of getting insurance, 
ZINARA and ZBC licensing under one roof 
through our extensive distribution network.

If you did not win anything last year because 
you were not fortunate enough or because 
you were not insured with Champions, this 
year, 2018 may just prove to be the year for 
you. This competition will blow your socks off 
with the sheer amount of life-improving prizes 
in the offing. The competition is running 
from 15 May to 30 October 2018 and some 
fortunate people will end the year on a high. 

All you have to do is to spend at least US$ 
35 on any Champions Insurance product or 
pay full annual premiums on any product 
and simply scratch to find out which instant 
prize you have won and collect instantly. After 

scratching, you then fill in your details and drop it in the 
entry box at any of our outlets and stand a chance to win 
among the regional and grand draw prizes. 

It is always a wise decision to insure all that one has, 
even if it seems as though nothing will ever happen. One 
does not have to find out the hard way. Insure and be 
covered of risk as well as put yourself in the running to win 
awesome prizes with Champions Insurance. Be insured by 
the Champions of Insurance!
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A RECAP OF 
THE 2018 TOP 
COMPANIES SURVEY

THE 2018 Financial Gazette’s Top Companies Survey, 
bankrolled by financial services giant Old Mutual 

Zimbabwe was recently held at a glamourous ceremony on 
June 1, at Meikles Hotel in Harare. Retail Giant Ok Zimbabwe 
OK Zimbabwe was crowned this year’s best performing 
company on the Zimbabwe Stock Exchange (ZSE).

Beverage processor Delta Corporation was the first runner-
up at the Top Companies Survey Awards. Last year the 
company was crowned the best performing company on 
the ZSE.

Padenga Holdings, which produces and sells crocodile 
skins and meat, was crowned second runner-up for the 
second year running. The winner and runner-up recipients 
excelled in the areas of earnings quality, size, efficiency and 
financial health.

They also demonstrated outstanding qualitative attributes 
in the areas of corporate governance, environmental 
sustainability, disclosure and investor relations as well as 
social responsibility programmes.

Welcoming guests at the awards ceremony, The Financial 
Gazette Managing Director Pilate Machadu reminded the 
guests that The Financial Gazette, together with its most 
valued partner, Old Mutual, took a conscious decision last 
year to move the date of the event forward, and hold the 
Top Companies Survey Awards mid-year, to fully capture 
the performance of major companies during the entire 
financial year.

“Previously, the selection of top performing companies 
depended largely on half-year financial results — which are 
released between July and September. This was neither fair 
nor right, and our team of judges and analysts are now able 
to take into account the full-year financial results, except in 
a few cases.

“This, in our view, reflects a truer performance indicator of 
listed companies,” Machadu said.

The Top Companies Survey is not just about recognising 
the top performing companies on the Zimbabwe 
Stock Exchange, but also to promote good corporate 
governance practices, ethical conduct and corporate 

COMPANY NEWS

Winner - OK Zimbabwe
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social responsibility — while, at the same time, providing 
a platform for networking among corporate leaders and all 
invited guests.

It also aims to encourage and promote full disclosure of 
information regarding companies’ operations, for the 
benefit of shareholders and the investing public.

“The winners of this year’s Top Companies Survey have 
certainly met these benchmarks and are, without doubt, 
torchbearers in our country,” Machadu said.

Ecobank, a pan-African banking conglomerate with 
operations in 36 countries, was voted the best bank with 
Standard Chartered Bank Zimbabwe taking the runner-up 
position.

Standard Chartered Bank, a multinational banking and 
financial services company, was crowned the best bank last 
year.

Nyaradzo Life Assurance was crowned the Best Life Assurer. 
Zimnat Life Assurance Company was the runner-up.

The Life Assurance Award recognises the best performing 
life assurance Company, which excelled in five weighted 
categories within the life assurance sector. This is 
capital adequacy, operating performance, liquidity, 
competitiveness and size over a three-year period.

Zimnat General Insurance was voted the best short term 
insurer, while FBC Insurance was the runner-up.

Delta Corporation won the Disclosure and Investor 
Relations Award. This award acknowledges a company that 
makes disclosures, whether beneficial or detrimental to the 
company, as well as reasonable levels of engagement with 
all stakeholders, particularly the investment community.

Seed Co won the Special Mention Award, an honour that 
goes to a company that has demonstrated progress in the 
creation of shareholder value. The winner of this year’s 
award was recognised for forging partnerships that paid 
off and seeking presence and competitiveness on a global 
scale, in line with the theme of this year’s Top Companies 
Survey: Positioning for global capital.

Padenga Holdings Limited won the Best Tangible Investor 
Returns Award.

Guest of honour, Kevin Wakeford said the time for 

economic development in Zimbabwe was now.

“Zimbabwe has been a net exporter of enterprising 
educated individuals who are contributing growth in other 
countries. They are important for development of this 
country going forward. My view is you can do it, you just 
need to get the basics right again,” Wakeford said.

Top Companies Survey Awards guests

First runner-up - Delta Corporation

Top Companies Survey Awards guest of honour Kevin Wakeford

COMPANY NEWS - A Recap of the 2018 Top Companies Survey
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Freight World: Top Brand in the freight industry…... 

Freight World is a wholly owned Zimbabwean shipping, forwarding and customs clearing organisation originally 
established in 1991, and later born out of a management and employee empowerment buyout transaction 
from Tobacco Sales Limited in 1998. 

Headquartered in Harare Freight World is now ranked among the top five logistics organizations and is the first 
ISO 9001 certified shipping and freight forwarding company in Zimbabwe.  

Freight World now has branches at Harare Airport, Bulawayo, Gweru, Forbes Border Post, Chirundu Border 
Post, Nyamapanda Border Post, Plumtree Border Post and Beitbridge Border Post. We have firmly extended our 
tentacles into the Southern African region through our offices in Johannesburg, Durban and Musina to cater for 
road freight to and from South Africa as well abroad. We take pride in our latest office in Beira, Mozambique 
where we provide port clearing and warehousing facilities.  

Internationally Freight World enjoys a mutually-beneficial strategic alliance with A.Hartrodt Group, a Germany 
based company with over 100 offices worldwide. Through this joint venture with the international giant freight 
forwarder, Freight World offers a unique Air, Road and Sea Freight service from anywhere in the world hence 
the mantra “From anywhere to anywhere…we deliver the goods.”  

From 25 staff members in 1998, we are proud of our contribution to Zimbabwe’s Gross Domestic Product 
growth through employment creation evidenced by our current headcount of more than 100 employees.  

Freight world is an active member of the Shipping and Forwarding Agents’ Association of Zimbabwe (SFAAZ) 
which is an association of shipping lines, freight forwarders, and customs clearing agents, bonded warehouse 
operators, importers and exporters. 

Freight World boasts of more than 150 years combined senior management experience in forwarding and 
shipping and we are firmly committed to: 

 Providing and continually seeking to improve the effectiveness of a high quality management system 
and service to our clients through the provision of proficient and personalized logistics from source to 
desired destination. 

  Applying the highest standards of workmanship and ethics in all our business activities and 
transactions. 

 Offering our clients a reliable service and assurance of delivery anywhere in the world. 

We are the best option for international sea freight, road freight, air freight, forwarding as well as local customs 
clearing, bonded and general warehousing – We offer a service that is branded. 

For more information and enquiries feel free contact us on the details below; 

 100 Kelvin Road South Graniteside, Harare, Zimbabwe 

 04- 755595-9/ 758766-9/ 0772 149 200-296 

 www.freightworld.co.zw 

 Freight World Zimbabwe 

COMPANY NEWS
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where we provide port clearing and warehousing facilities.  
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based company with over 100 offices worldwide. Through this joint venture with the international giant freight 
forwarder, Freight World offers a unique Air, Road and Sea Freight service from anywhere in the world hence 
the mantra “From anywhere to anywhere…we deliver the goods.”  

From 25 staff members in 1998, we are proud of our contribution to Zimbabwe’s Gross Domestic Product 
growth through employment creation evidenced by our current headcount of more than 100 employees.  

Freight world is an active member of the Shipping and Forwarding Agents’ Association of Zimbabwe (SFAAZ) 
which is an association of shipping lines, freight forwarders, and customs clearing agents, bonded warehouse 
operators, importers and exporters. 

Freight World boasts of more than 150 years combined senior management experience in forwarding and 
shipping and we are firmly committed to: 

 Providing and continually seeking to improve the effectiveness of a high quality management system 
and service to our clients through the provision of proficient and personalized logistics from source to 
desired destination. 

  Applying the highest standards of workmanship and ethics in all our business activities and 
transactions. 

 Offering our clients a reliable service and assurance of delivery anywhere in the world. 

We are the best option for international sea freight, road freight, air freight, forwarding as well as local customs 
clearing, bonded and general warehousing – We offer a service that is branded. 

For more information and enquiries feel free contact us on the details below; 

 100 Kelvin Road South Graniteside, Harare, Zimbabwe 

 04- 755595-9/ 758766-9/ 0772 149 200-296 
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COMPANY NEWS

For decades, Nissan has grown 
to a competitive brand with the 

introduction of models which stand 
for their ethos- “innovation that 
excites” in Zimbabwe the brand has 
a rich history dating back decades. 
Nissan Clover Leaf Motors has been 
a market leader in championing this 
brand with showrooms in Harare 
and Bulawayo. 

Speaking at a launch of the new 
Xtrail at the recently ended 2018 
Zimbabwe International Trade Fair, 
Mr Admire Ndumo the group Sales 
and Marketing manager shared 
his passion for the brand and also 
why it has stayed tops against its 
competitors. Nissan pioneered the 
crossover segment and still leads 
it today by continually evolving its 
range to the needs of its customers 
with versatile vehicles allowing 
you to break free of the city limits 
whenever you want.

The new Nissan X-Trail is a perfect 
example of Nissan’s approach to 
developing crossover vehicles with 
exceptional qualities that give you 
the space to broaden your horizons 
with the peace of mind that comes 
with knowing there is an array of 
innovative features to keep you and 
your family safe.

Not only does the new X-Trail have 
the look and feel of a premium 
SUV, but it also has the super-smart 
technology that provides the ability 
to tackle any on-road or off-road 
adventure. And because families 
come in all shapes and sizes, the new 

X-Trail has the option of seven seats, 
ensuring that no one misses out on 
the fun.

The new Nissan X-Trail is a luxurious, 
state-of-the-art crossover that fits 
your style of life. Its top-quality 
engineering and latest technology 
ensures that nothing stands in your 
way when you want to get off the 
beaten track and blaze new trails for 
others to follow.

The sumptuous comfort combined 
with effortless functionality 
guarantees that the new 
competitively-priced model is for 
those who appreciate good design 
and modern, trendy styling in the 
type of vehicle that will help you 
create precious memories for years 
to come.

INTERIOR UPGRADES
If you’re looking for a capable, tried-
and-trusted, comfortable crossover 
to suit your active lifestyle, look 
no further. The new Nissan X-Trail 
doesn’t compromise on what you 
expect from this much-loved SUV: 
Cutting edge technology, modern 
design, superb safety, phenomenal 
4x4 capabilities, premium features 
and space for the whole family.

The interior features an upmarket 
design with new styling for the 
steering, the door finishes, the 
console wrap and the seat fabric has 
been upgraded to a plush material.

The black leather trim has also been 
enhanced and now features white 

stitching while the steering wheel 
is D-shaped. The centre console 
and the console lid have also been 
improved.

EXTERIOR ENHANCEMENTS
The new X-Trail’s dynamic styling 
is echoed throughout this always-
ready-for-adventure SUV. There are 
beautiful new 17- and -18-inch alloys 
to choose from together with new 
exterior colours.

A new “V-Motion” grille and bumper, 
revised headlights and signature 
day-time running lights.

The front also features integrated 
fog lamps while the rear has LED 
boomerang taillights and the rear 
bumper has been harmonised with 
the stunning new face of the X-Trail.

A CROSSOVER FOR EVERYONE
As a crossover leader, Nissan has 
a vehicle to suit every need. The 
Qashqai has established itself as 
the go-to mid-sized crossover for 
adventurous types starting a family.

And, of course, the X-Trail has 
made its mark over the years with 
discerning customers looking for 
a large, premium crossover that 
offers comfort, versatility and smart 
technology while also being great 
value for money.

Pop into Nissan Clover Leaf Motors 
Masasa or Bulawayo branches for 
a test drive and you will not be 
disappointed.
 

THE NEW NISSAN 
XTRAIL AVAILABLE AT 
CLOVER LEAF MOTORS
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NEW NISSAN X-TRAIL.
WITH SEVEN SEATS AND INTELLIGENT 4X4

Nissan Dealer of the Year 9 Times | After Sales achievement awards 2015 & 2016

Email: sales@cloverleaf.co.zw

Hre: 82 Mutare Road, 
Msasa  (024) 2485 522/6
Byo: (029) 65401/4

0772 262 978
Derreck 0783 219 300 Rodreck 0772 432 882
Warren 0774 553 391

Enock 0772 250 229 Mthulisi (Byo) 0774 306 935
Tawanda (Byo) 0772 307 605

Patrick 0772 332 238

Starting 
From USD 40,838

 Take adventure  further in a bigger, bolder crossover 
that has everything you need to go out there . It’s packed 

with next level technologies such  as 4x4 mode for smooth 
sailing on rough terrains. Seating for up to 7 ensures 

the family can get in on the fun.

Test drive today. Find out more at www.cloverleaf.co.zw
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