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This year we celebrate the 10th 
Anniversary of MAZ. As some of 

the history is gathered from those who 
were key players when the Association 
was started, I am noticing one common 
thread, which are the reasons why the 
Association was formed.  MAZ was formed 
in order to ensure that marketing is 
given the recognition it deserves, for the 
betterment of the nation at large. Today 
MAZ still strives towards this goal by 
ensuring that marketing is learnt through 
various training programmes, branding 
excellence is celebrated through awards 
and that fresh debate and thinking 
which changes the way organisations are 
steered through various major events. 

Some of the major milestones that are 
celebrated in this 10th year are the 
launch of the Superbrand Concept which 
celebrates the best performing brands 
in the nation; launch the ZimChartered 
Marketer status which is one of the 
highest marketing qualifications for a 
marketer; establishment of the Certificate 
in Digital Marketing, which is a vital 
qualification for all marketers; launch of 
the Open Hearts Walkathon, which is a 
charity arm of MAZ. MAZ over the years 
has managed to influence policy through 
the establishment of a Code of Ethics 
that governs the marketing profession. 
The fact that the Association still stands 
today is attributed to the dedicated 
corporate and individual members who 
continuously support MAZ. 

The theme for this edition focused on 
social enterprise which has become 
a buzz word for marketers and PR 
practitioners. Articles in this edition will 
define social enterprise and how it can 
impact businesses.  In this edition we are 
also unveiling the top 200 brands and 
also featuring the graduation of the 2nd 
intake of Digital Marketers. The success 
of the magazine is also hinged on the 
continuous support from advertisers and 
article contributors. 

For any contributions and feedback, feel 
free to contact me. 

Happy Reading!
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MAZ – The journey so far 
10 years of promoting marketing excellence 
Formation of the Association 
2017 marks a year that Marketers 
Association of Zimbabwe (MAZ) celebrates 
10 years since inception. The Association 
was formed a result of major challenges 
that were identified within the marketing 
profession, which included lack of 
recognition of the marketing profession 
in Zimbabwe and gross fragmentation 
amongst professionals due to the lack 
of adequate networking facilities. There 
are also a realisation of the need for 
development and implementation of 
career development programs through 
interactive platforms, consequently 
benefitting the entire industry, government 
and economy at large. 

Gillian Rusike, the current Executive 
Secretary of MAZ got the idea to start this 
Association in 2004 – 2005. After realising 
the challenges above and with the mission 
to promote marketing excellence and 
promote professionalism, he shared this 
idea with Truster Chikoore and Memory 
Ndoro – Mandiya (the then Marketing and 
Sales Director of Netone). Memory then 
invited Ruth Ncube, the current Managing 
Director of First Mutual Life. These four 
sat down together and began to chart the 
future of MAZ.  The first president of the 
Association was Ancha Chimbghandah. 

Membership
MAZ has managed to grow through a 
strong membership arm which represents 
the broad spectrum of marketing related 
professionals, which include, sales, 
business development, media, advertising, 
customer service, public relations, digital 
marketing amongst others. Currently the 
Association’s membership is split into 2 
broad categories, Corporate and Individual 
Members. Corporate membership status 
is given to any organization, corporate or 
enterprise that is registered and operates 
within the Laws of Zimbabwe. Corporate 
membership is subdivided into 4 
packages that Platinum Membership, Gold 
Membership, Silver Membership and later 
established in 2017, Tertiary Membership 
which is for tertiary institutions that have 
marketing as part of their curriculum. 
Individual Membership is accorded to any 
individual with a qualification in marketing 
from a recognized tertiary institution or 
any student who is currently pursuing a 
career in marketing or any other related 
profession. The Individual Membership is 
categorized into 3 packages which include 
Honourary Membership, MAZ Fellows 

Membership, Full Membership and 
Student Membership.

Training 
MAZ offers an array of training programs 
meant to keep marketers abreast with the 
fast changing dynamic environment. The 
programs include short courses, in-house 
trainings, and workshops. MAZ offers the 
following short courses in conjunction with 
the Institute of Marketing Management; 
Sales Management, Customer Service, 
Brand Management, Strategic Marketing 
Management, Effective Presentation Skills, 
Finance for non-financial managers, 
Events Management, Customer 
Relationship Management, Key Account 
Management and Advertising 
Communication Strategy. In conjunction 
with WSI, MAZ in 2016 became the first 
institution to offer a Certificate in Digital 
Marketing Course. MAZ also offers in-
house training options which are tailor 
made for a specific organisation. 

Annual Continuous Professional 
Development (ACPD) Master Class 
Initially known as the Marketers Winter 
School, ACPD is a three day program 
meant to equip marketing practitioners 
and related professionals with marketing 
skills of current trends in the marketing 
industry world-wide.  Participants of 
the ACDP, who desire to pursue the 
ZimChartered Status, are awarded the 
Marketing Practitioner status, once they 
meet the required program conditions.

ZimChartered Program 
In 2013, The ZimChartered Marketer 
Program, a prestigious marketing chartered 
status was launched. With candidates 
joining through invitation, the key drive 
behind this program is to consolidate 
theory into practice through mentorship 
of a Small to Medium Enterprise for a 
period of one year. The programme has 
been endorsed by four local Universities 
in Zimbabwe which include the Institute of 
Marketing Management, IMM, Midlands 
State University, Bindura University of 
Science Education, Chinhoyi University of 
Technology and the National University of 
Science and Technology.

MAZ Events 
MAZ holds two major Annual events 
meant to bring marketers together and 
gain insights on latest marketing trends. 

These are:

i. Annual Marketers Convention:
 This annual event is open to all 

marketers, regardless of their level, 
and their related professionals. It is a 
much anticipated end of year event 
drawing speakers locally, regionally and 
beyond.  During this event, Exceptional 
Marketing Awards are presented to the 
most outstanding marketing efforts for 
the year. 

ii. Superbrand Awards Ceremony
 The Superbrand Awards Ceremony 

which, celebrates brand excellence 
hosts over 600 executives and business 
leaders each year, has earned a solid 
reputation as the premium business 
event of the year. 

Other Events
For networking and career development, 
the association also hosts several events 
including, business conferences, seminars, 
breakfast meetings, luncheons, business 
dinners and golf tournaments. 

Superbrand Concept 
The Association is the brains behind the 
Superbrand concept is an international 
concept that has been adopted in 
Zimbabwe since 2009. It aims to identify 
brands that are performing above and 
beyond others within the market.  This 
concept identifies and pays tribute to 
exceptional brands by recognizing, 
rewarding, and reinforcing leading brands, 
be they local or international brands it also 
gives ordinary customers an insight into 
the significant brands that touch their lives.

Publications
The ZimMarketer magazine which was first 
published in 2011, is the official mouthpiece 
of the association and publishes marketing 
matters, industry news and latest trends 
in business. This quarterly magazine also 
updates you on the latest MAZ events and 
is filled with thought provoking content 
and fresh insights. MAZ also publishes 
the Superbrand Report which is an annual 
report which gives an overview of the 
Superbrand process of that particular year. 
MAZ also publishes a monthly newsletter 
called Business Insights. 

MAZ Employment Agency
MAZ established a recruitment agency 
which specialises solely on placement of 
marketing, sales, customer service, digital 
marketing, public relations professionals 
and student interns.

MAZ NEWS
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2ND QUARTER NEWS
MAZ NEWS

Top 200 Brands Unveiled

On the 31st of May, MAZ hosted 
the Superbrand Business 

Breakfast which was an event hosted 
to unveil the Top 200 brands, which 
marks the second phase in the 
Superbrand Process. The event was 
held at Crowne Plaza and commenced 
at 730am. Over 200 marketers and 
industry professionals converged 
keen to see whether their brands 
had made it. The guest speaker at 
the event was Mrs Angeline Vere, 
CEO of Telecel who spoke on the 
topic, “Brands and the challenge 
of consistency”. She also took the 
opportunity to inform the guests that 
Telecel is now the official sponsor of 
Superbrand 2017. 

“Telecel has been a Superbrand 
before and has benefited from the 
mileage that comes with attaining 
the Superbrand status. Today 
however we are coming in as a MAZ 
partner and we hope our partnership 
and sponsorship of this year’s 
Superbrands and MAZ in general 
will help retain the gloss that the 

Superbrands awards and the MAZ 
brand have become associated 
with,” said Mrs Vere. 

The theme came about after realising 
that there is a lot of inconsistency 
with regards to delivering the 
brand promise. Often times what 
is portrayed does not mirror what 
is actually on the ground. For 
marketers today it is vital that your 
brand is synonymous with your 
product experience. Your brand has 
to exceed the functional aspects 
and touch on the emotions of the 
consumer, because a purchase is 
increasingly becoming an emotional 
decision rather than a practical one. 

When a brand is consistent it helps 
manage perceptions. By thinking 
carefully and deliberately about 
your brand you can shape how 
people perceive your organization. 
Consistency conveys your outlook 
and attitude. A focused effort to 
establish and maintain consistent 
branding will deliver a very specific 

set of impressions and it eliminates 
brand confusion. 

What comes after the top 200 
brands unveiling?

These top 200 brands are then taken 
back to the consumer for rating and 
ranking and a survey is conducted 
among Zimbabwean adults aged 
between 18 – 65 years. A nationally 
representative sample of 3000 
consumers is selected, covering all 
geographical areas of Zimbabwe 
(both rural and urban, irrespective 
of gender, employment, status and 
income.

A stratified random sampling 
technique is used to ensure that 
everyone has an equal opportunity 
of being selected. Quantitative 
research techniques and face 
to face interviews are used with 
selected respondents. The sample of 
respondents is split into two groups – 
1500 business to business sample and 
1500 business to consumer sample.  

Guest of Honour, CEO of Telecel 
Zimbabwe, Mrs Angeline Vere

Chairperson of the Superbrand 
Adjudication Committee, Lance Jena, 

announces Top 200 Brands

MAZ Executive Secretary,
Gillian Rusike, presents the Superbrand process

ZITF General Manager and MAZ 
Board Member, Nomathemba Ndlovu,

giving opening remarks
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MAZ NEWS - Top 200 Brands Unveiled

Consumers are asked to rate the 
brands based on the following 
characteristics which are used 
include:

1. Customer service/ 
 Brand Experience
2. Product/Service accessibility
3. Goodwill
4. Loyalty
5. Market acceptance

Thereafter the data is analysed and 
reliability analysis is conducted, 
to ensure that the data collected 
is reliable. These results are then 
verified by the adjudication panel and 

then the top business to business, 
business to consumer as well as 
sectorial winners are announced at 
the glamorous Superbrand Awards in 
December.  Thereafter a Superbrand 
report profiling the winners is 
published. This marks the end of the 
process. 

Payment of research fees 

A research fee is required from all 
the brands that participate in order 
that they are provided with specific 
sectorial reports. Not paying the 
research does not mean brands 
will not be mentioned, should they 

be in the top 10 or top 200. The 
information gathered in the research 
is a measure of brand equity, as such 
it is vital to guide organisations in 
the formulation of strategy. Paying 
the research fee will give you access 
to a comprehensive report of your 
brand’s performance. Paying this 
research fee give you access to 
use the Superbrand Seal and get 
discounts from specific service 
providers.

For more information about 
Superbrand kindly contact 
davidcd@mazim.co.zw  or 
mazmembership@mazim.co.zw 

Guests at the MAZ Superbrand Breakfast

Guest looking on at the MAZ 
Superbrand Breakfast

MC Chamvari enjoying a lighter 
moment with the guests

Merinda, Madam Boss and Timothy 
Mutsikwi perform a Superbrand skit

Tinashe Chikuse, MC of the event 
announcing a Telecel voucher winner

Guests at the MAZ Superbrand Breakfast Guests at the MAZ Superbrand Breakfast
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MAZ NEWS - Top 200 brands list 

Afdis
African Sun
Africom
Alpha Omega Dairy
Amarula
Astra Paints
Avis
Bakers Inn
Banc Abc
Barclays Bank
Bata
Beta Holdings
Bon Marche
Bonaqua
Boom
Buddie
Buttercup Magarine
CABS
Cairns
Capri Fridge
Carling Black Label
Cascade
Castle
Castle Lite
CBZ Holdings
Cerelac
Cerevita
Champions Insurance
Chibuku
Chicken Inn
Chicken Slice
Chimombe
Chitaitai Floor Polish
Choppies
CIMAS
Clere
Coca-Cola
Colcom
Colgate
Coloursell
Cremora
Cresta Hotels
Croco Motors
Daily News
Dairibord Holdings
Delta
Dendairy
DHL
Domestos
Doves

DStv
Dulux Paints
Easycall
Ecobank
Ecocash
Econet Wireless
Ecosure
Enbee
Engen
Europcar
Everest
Eversharp
Exide
Faithwear
Fanta
Farm And City
Fawcett
FBC Bank
Fed Ex
First Mutual
First Pack
Food Lovers’ Market
Food World
G-Tel
Geisha
Gloria
Golden Pilsner
H-Metro
Handy Andy
Herald
Holiday Inn
Huawei
Hullets
Impala Car Rental
Ingwebu
Innscor
Irvine’s Chicken
Jade
Jet
KFC
Lacto
Lafarge
Lifebuoy
Liquid Telecom
Lobels
Lux
Lyons
Madison
Mahatma Rice
Mazoe

MBCA
Meikles Hotel
Metro Peech
Milo
Mimosa
Minerva
Minute Maid
Moonlight
N. Richards
Nandos
Nash Paints
National Foods Limited
Nestle
Net One
Newsday
Ngwerewere
Nicoz Diamond
Nissan
NMB Bank
Novatek
Nyaradzo Group
OK Zimbabwe Limited
Old Mutual
Olivine
Omo
One Fusion
Pacific
Pfuko
POSB
Power Sales
Power FM
Powertel 
PPC
Pro Brands
Proton
PSMAS
Pure Drop
Pure Gold
Quench Orange
Quick Brew
Radio Zimbabwe
Rainbow Tourism Group
Red Seal
Red Seal Pearlenta
Red Seal Roller Meal
Puma Energy 
Ricoffy
Roil Cooking Oil
Royco
Safeguard

Samsung
Schweppes Zimbabwe Limited 
Securico
Seed Co
Shumba Maheu
Silo
Spar
Sprite
Stanbic Bank
Standard Chartered Bank 
Star FM
Stasoft
Stella Tea
Steri Milk
Steward Bank
Stork Margarine
Sun Jam
Sunlight
Super Chibuku
Surf
Swift
Tanganda
Telone
TM Pick N Pay
Topics
Total Zimbabwe
Toyota
Transerv
Trek
Truworths
Turnall Holdings
TV Sales & Home
Unilever
Vaseline
Vim
Vivon
Western Union
ZB Bank
ZBC
ZETDC (ZESA)
ZiFM Stereo 
Zimplats
Zimnat 
ZIMOCO
Zimpost
Zimswitch
ZINWA
ZLG
ZOL
Zuva Petroleum

Top 200 Brands Unveiled
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MAZ NEWS

2ND QUARTER NEWS

Second Intake of Digital 
Marketers Graduates

Marketers Association of Zimbabwe introduced 
the Digital Marketing program in 2016 and 

to date, over a 100 practitioners have benefitted 
from this program. We decided to introduce this 
training because we are aware that, if you obtained 
your marketing qualification 5, 10, 15 years ago, 
you never learnt about digital marketing.
 

Further, we know that the tech savvy young people were 
hoodwinking corporates, charging them fortunes just to 
do digital marketing campaigns, and marketers had no 
idea what they were being charged for, how to measure 
whatever had been done, or even how to monetise those 
digital efforts. We saw quotations, where companies 
were being charged thousands of dollars for Search 

MAZ Marketing and Training Manager, Enia Zimunya delivering a speech

Graduates of the 6 month digital marketing course
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MAZ NEWS - Digital Marketers Graduates

Alice Manyaira receives her certificate

Sandra Madovi receives her certificate

Priscilla Nyathi receives her certificate

Ruvimbo Vambe receiving her certificate for digital 
marketing

Valentine Jafikoni (top student in the 6-week digital 
marketing class) receives his certificate

Mona-Lisa Mpofu, one of the graduates of the 6 month 
digital marketing course receives her certificate

Nicolette Mangisi receives her certifcate

Gaynor Musika receives her certificate

William Chihwai receives his certificate

Rufaro Mupikata receives her certificate

Martha Gonye (top student in the 6 week digital marketing 
course) receives her certificate

Perpetual Chizema, receiving her certificate

Rutendo Shumba receives her certificate
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Engine Optimization, for Facebook campaigns and 
CEOs would breathe over marketers to make sure that 
companies were online but results were disappointing.
To meet that need, MAZ partnered one of the renowned 
international trainers of Digital Marketing, WSI Academy 
headed by Nikolina Kobali in Zimbabwe. The partnership 
has been outstanding, and we have seen marketers and 
corporates benefitting from this endeavour.

On the 31st of May two classes graduated, the Inaugural 

Introduction to Digital Marketing, which is a 6 weeks 
class targeted at those who oversee digital marketing  
operations but do not manage the day to day aspects 
as well as the, 2nd class of the Certificate in Digital 
Marketing, a 6 month class, which is a practical hands 
on program, on all aspects of digital covering modules 
like E - Commerce platforms, email marketing, social 
media marketing, digital marketing campaigns, website 
development, Search Engine Optimisation, Web 
Analytics and Mobile Marketing.

MAZ NEWS - Digital Marketers Graduates

Graduates of the 6- week digital marketing class

MAZ would like to congratulate the following graduates:

Introduction to Digital Marketing 
(6 weeks class): 

Valentine Jafikoni (Top Student)
Martha Gonye (Top Student) 
Gaynor Musika
Sandra Mutsago
Lonkina Viriri
Memory Ngandini

Certificate in Digital Marketing 
(6 month Class)

Prosper Mutswiri (Top Student)
Nicolette Mangisi
Candid Chikomo
Priscilla Nyathi
Ruvimbo Vambe
Alice Manyaira
William Chihwai
Rumbidzo Nyika
Sandra Madovi
Tatenda Kaseke
Perpetual Chizema
Rutendo Shumba
Rufaro Mupikita
Mona-Lisa Mpofu
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GAINING CRITICAL INSIGHT 
THROUGH MARKET 

RESEARCH

 

QUICK STATS

Overall Satisfaction

of customers where satisfied
with customer service

of customers issues
solved

80%
91%

93%

PREFERED CHANNEL
In the last 12 months, customers contacted
customer service by

1%

22%

7% 7%

18%

44%

PORTAL EMAIL LIVE CHAT PHONE IN PERSON SOCIAL

 

Select

Research
For Ultimate Actionable 

Research Solutions
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Charity
Golf Day

You are cordially invited to the
MAZ Charity Golf Day 2017

4 August 2017 • Chapman Golf Club
Team Entry (4): $240 • Individual Entry: $60

Format: 4Betterball Stapleford

MAZ Marketing Department: eniaz@mazim.co.zw
Sponsorship opportunities available

@MarketersZim 

Marketers Association of Zimbabwe

mazmembership@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 Platinum Members 2017
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MAZ hosts successful Annual Continuous 
Development Master Class 2017

MAZ successfully hosted the Annual Continuous 
Development Master Class 2017 at   Montclair 

Hotel and Resort, in Nyanga from 21 – 24 June 2017. This 
program which was previously known as the Marketers’ 
Winter School drew together senior marketers, Public 
Relations practitioners, Sales Teams and Customer 
Service Teams. 

Class 1 of this program was targeted at all who will be 
accredited with the Marketing Practitioner Status, (MPS) 
in conjunction with IMM. The main aim of Class 1 is to 
go through the steps of developing a sound marketing 
strategy the Strategic Marketing Planning sessions 
were facilitated by Michael Beaven from the Institute of 
Marketing Management (IMM). He is an IMM lecturer, 
with over 15 years’ experience in lecturing Economics, 
Strategic Marketing and Sales Management. He also has 
experience in senior marketing and sales positions from 
corporates across South Africa. 

Class 1 participants also heard from Nobert Musa Phiri, 
who delivered a presentation on “Trademarks, the 
Role of a Marketer in a knowledge economy”. Phiri 

is a Managing Partner at Muvungi & Mugadza Legal 
Practitioners. Another presentation was by Professor 
Zororo Muranda, Pro – Vice Chancellor (Business 
Development and Recourse Mobilisation) from Chinhoyi 
University of Technology. Muranda presented on 
Marketing Metrics and Innovation. In an article by Dr 
Makasi titled, “Marketing Metrics: A quest for audience 
in the C-Suite”, he mentioned that, ‘Good metrics help 
drive the strategy and direction of the organization, help 
make decisions and drive performance. Metrics are the 
new world. Any debate punctuated with statistics makes 
interesting listening than a long qualitative narration.’ As 
a result marketers need to be able to speak the numbers 
language in order to be taken seriously by Finance 
people and CEOs as well. 

Dr Shingi Munyeza, the Chairman of Vinal Investments 
facilitated the topic, ‘Career progression of a Marketer: 
From Marketer to CEO.’ This comes after realizing 
that most CEOs of public listed companies have an 
accounting background and yet leadership that has a 
marketing orientation drives growth. Another refreshing 
presentation was one by Blessing Mandipira who shared 
tips on how improve presentation skills for marketers. 

Aspiring ZimChartered Marketers at MontClair
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The second class which is made up of marketers who have 
completed the first class and graduated as marketing 
practitioners covered a wide range of trending topics. 
This second class is also open to senior marketers or 
in related professions who wish to keep abreast with 
current trends.

Academic Director of the ZimChartered Marketer 
programme and Standards Association of Zimbabwe, 
Head of Marketing, Mr Godfrey Dube delivered 
a presentation on Marketing, Sales and Business 
Development Alignment. Joseph Machiva, the Divisional 
Director Retail of Telone, delivered a presentation on a 
topic that is currently making waves, Customer Experience 
Management Machiva has over 15 years’ experience in 
brand management sales, business development and 
customer services. Dr Musekiwa Tapera, Marketing 
and Public Relations Director of Chinhoyi University 
presented on managing Corporate Reputation in the 
Digital Space. Managing Director of TBWA Zimbabwe 
made a presentation on Disruptive Advertising in the 

21st Century: An African perspective. Sibusisiwe Ndlovu, 
Chief Finance Officer at Netone Cellular, gave marketers 
a chance to discuss the “numbers” where she shared 
insights on why it is important to know how to dissect 
financial statements and be able to communicate using 
metrics as a marketer. 

Tim Masson, the coordinator of the local Google 
Development Group (GDG) in Harare presented on 
a topic titled, “Integration of Mobile, Video and 
Gamification in Marketing Strategies”. Tim has over 
15 years of experience working on over 100 web sites 
with tech skills in multiple platforms, apps and coding 
languages. He develops and maintains complex networks 
for many clients, ensuring every client has the best and 
most efficient and secure platform for their business.

This training programme would not have been successful 
without the support of the following sponsors, First 
Mutual Life, Diamond FM, Alpha Media Holdings, 
Standards Association of Zimbabwe and Artpro. 

MAZ hosts successful Annual Continuous Development Master Class 2017

Annual Continuous Professional Development Masterclass

Dr Tapera facilitating a session on Managing 
Corporate Reputation in the Digital Space

Delegates at the Annual Marketers Winter School 
enjoying the Winter Sun

Varaidzo Dube making a presentation during 
a ZimChartered Marketer Class session
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Congratulations to our MAZ Fellows, 
Dr Eldrette Shereni (who is also a MAZ 

Board Member) and Mellany Msengezi, 
who received global awards for, Iconic 
Women Creating a Better World for All 
at the Global Women Economic Forum 
held in Dehli, India. This award seeks to 
recognize women’s contribution towards 
global thought leadership as regards 
issues that affect women. 

Mellany Msengezi

Mellany has over 10 years’ experience 
in the Marketing field obtained in 
the various positions she held within 
Econet Wireless Private Limited. 
Driven by its core values of pioneering, 
professionalism and personal Econet 
Wireless is a company that creates value 
through technology in voice, broadband 
and overlay services. Mellany has 
notable experience and expertise in the 
areas of brand management, product 
development, product management 
and pricing as well as project 
management.  She joined Econet 
Wireless Private Limited in 2003 and 
has held several posts including that 
of Brand Manager, Marketing Manager 
(A), Product & Pricing Manager, GM 
Products & Services (A) and at the time 
of publication of her book, Hungry for 
Success, she was General Manager - 
Marketing.

Mellany 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. She is the first and past 
President of Toastmasters International 
- Diplomatic Corps Club, and a 
contributor to the Womanhood Global 
Magazine (UK). She is member of the 
Advisory Executive Council for the 
Women Economic Forum (Delhi, India) 
where over 1,000 international women 
meet annually to discuss progressive 
economic and social issues.  Mellany is 
married to Godfrey Mariri and have three 
children. She holds a B. Com Honours 
Degree in Marketing from the National 
University of Science & Technology and 
a Master’s in Business Administration 
from Nottingham Trent University.

Dr Eldrette Shereni 

An Astute Chartered Marketer  and 
turnaround specialist with global level 
Leadership experience with proven 
abilities in setting up marketing teams 
from inception and converting them into 
high impact  functional departments, 
while focusing on developing a 
watertight marketing operations model 
that delivers sustainable ROI. 

A corporate chieftain with an in-depth 
understanding of the evolving digital 
ecosystem and  a strong advocate 
of leveraging data and consumer 

insights to define corporate strategy 
while maintaining focus on customer 
satisfaction, ROI, quality delivery and 
cost management. 

Extensive experience in managing all 
channels of marketing and strategic 
leadership spanning over 18 years and 
attained both locally and abroad.  A 
proactive planner with cross-functional 
expertise in Strategic planning, Business 
Analysis, Research, Consumer Insights, 
Stakeholder relations, Customer 
Experience Marketing, International 
Business Leadership and Digital 
Marketing. Proficient in leading large 
teams and working in cohesion with 
cross functional groups globally. 

A thought leader with an innovative 
drive aimed at addressing businesses 
challenges, with an ingrained passion for 
youth and women empowerment and 
social inclusion that can transform global 
economies. Enjoys building and scaling 
high impact strategies by combining a 
strong marketing & analytical foundation 
and entrepreneurial approach to getting 
things done. Has worked across various 
industry sectors – i.e. Hospitality, ICT, 
Insurance, Banking & Financial services. 
She is a Chartered Marketer and 
holder of a Grad. Diploma in Business 
Economics and Commerce, Post Grad 
Dip. Marketing Management with 
Chartered Institute of Marketing UK, 
MBA in Business Leadership- University 
of Canterbury, MBL – In Executive 
Leadership and DBA in International 
Business Leadership with Sheffield 
State University. A strong believer in 
philanthropy, coaching and mentorship, 
and solid family values and is happily 
married and mother of 2 wonderful 
children. Not only is she a Board 
Member for Marketers Association 
Zimbabwe, She is a Fellow in Marketing 
and holds several leadership portfolios 
in various organizations such as Lions 
Club International, Network for African 
Business Women (NABW), All Ladies 
League and sits on the Advisory 
Executive Council for Women Economic 
Forum. She is  currently the Head- 
Group Marketing & Corporate Affairs 
for CBZ Holdings.

Congratulations to our MAZ Fellows
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Building Brand Equity and Authenticity 
through Social Enterprise
By Philippa Sibanda

THEME ARTICLE

Social enterprise has truly become a great strategy 
in building authentic brands as it has the ability to 

position a brand with a set of values and as part of 
the social fabric of the community that it serves. While 
many brands in Zimbabwe participate in social and 
community activities consumers are not always left 
with a sense of authenticity as the participation is not 
always consistent or strategic. Take for instance Old 
Mutual which sells different insurance policies is known 
to support marathon races. That’s a great brand strategy 
for a company that benefits tremendously from keeping 
people healthy. However, their positioning in so many 
ways is truly consistent and leaves consumers feeling 

they truly believe in people’s health and wellness. 

Positioning a brand into the fabric of society through 
social enterprise allows the brand to be a market 
leader with a constant identifier being engrained in the 
consumer’s mind. When brands show up to community 
events and are constantly there through disaster relief, 
emergency management or simply celebrating with 
the community, consumers feel like they relate with the 
brand and are likely to also use that product or service 
despite the pricing point. 

Let’s evaluate a leading brand consulting firm Cohn and 

Authenticity being defined as genuine, bona fide and true, means that in marketing, brands would be 
communicating all of these emotions to the consumer. While this might seem a daunting task, the truth is, 

when a brand has such a reputation, it also means that when things go wrong the consumer is likely to give benefit 
of the doubt and continue to believe in the brand as it leverages on the equity it would have built.

Old Mutual sells different 
insurance policies is known to 
support marathon races
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Building Brand Equity and Authenticity through Social Enterprise

Wolfe’s, results on 100 Top Authentic Brands. Disney was 
rated first with BMW, Microsoft, Amazon.com and Apple 
being in that order for the top five brands. These results 
were from 12,000 consumers in 14 markets with over 
1,600 bands to review. The three R’s, reliable, respectful 
and real were part of the benchmark used to define 
authenticity. In addition, the definition of authenticity 
was relative to each market and each industry. Given 
cultural differences across the globe these top brands 
have gained a sense of authenticity by providing a 
genuine product or service while ensuring that they are 
respectful of their consumers, by providing a product or 
service they stand behind. They are therefore reliable 
at all times, taking full ownership and responsibility for 
failures. There is a lot we can learn from these top 100 
brands, that are able to transcend borders and lead the way 
in bridging cultures through communicating an authenticity 
that can do more for diplomacy than any embassy can ever 
achieve alone. Social enterprise, particularly on selling 
to the millennial generation (Gen Y), which is known for 
demanding a lot more from brands and having a short 
attention span is going to be key in marketing strategy and 
brand positioning in the next 10 years.

Brands that are not looking at the millennial generation 
behavior might be left behind as new brands and more 
innovative products are being developed based on the 
need to solve social problems. As a Social Entrepreneur 
based in the San Francisco Bay Area, I am surrounded 
by innovators looking to create products and services 
around social problems. Take for instance Amazon.
com which is positioned as number four on the top 
100 brands list is merely an e-commerce marketplace 
yet today ranks number 29 on Forbes list of top 50 
companies. In 1994 when Jeff Bezos founded Amazon.
com, it was not as well received, yet he saw the future 

generation which was excited about technology and 
knew that e-commerce would meet the need of a tech 
savvy individual who would rather shop online at any 
hour of the day versus wasting time in traffic and being 
around crowded shopping malls, he saw the future. 
Amazonsmile is the charity brand and focus on giving 
back to society through organizations such as St. Jude’s 
Research Hospital and Charity Water to name a few. 

While many organizations claim to have corporate social 
responsibility programs, they seem imposed upon, 
merely a check and balance for a for-profit organization 
to do something for their community. The truth is big 
corporates are focused on big profits rather than 
community. The reality is many organizations have this 
tab on their websites, and usually a designated official 
within the organization and yet it’s not meaningful 
because writing a check in itself does not solve 
community or social problems, but creating enterprise 
around a problem and ensuring that such enterprise has 
a sustainable model, is the future of corporate social 
responsibility. The term corporate social responsibility 
(CSR) has been in existence since the 1960’s-1970’s 
and while some companies have truly lived up to its 
demands the truth is, it is being slowly replaced with a 
more authentic, sustainable, futuristic disruption known 
as social enterprise, a movement that I am certainly 
proud to be a part of.

Phillipa Sibanda is as Speaker, Mentor and Business 
Coach . She is also a licensed Respiratory Care 
Practioner in Texas and California. She is an Angel 
Investor for Zimbabwean Start-ups as well as the Co-
Founder Dominion Innovative Creations, GBI Business 
HuB. Phillipa is also the Founder of Hwela Foundation 
and the “Thrive Beyond Illness” Project.

Amazonsmile is the charity brand and focus on giving back to society through organizations such as St. Jude’s Research Hospital 
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Implications of cause-related 
marketing on brands
By Tabani Moyo

If the company considers impact before profits or the 
bottom line, then it’s a social enterprise. On the other 

end, if a corporate considers profitability or the bottom 
line first before registering impact in its environment, it 
will highly be concerned with regulating its operations 
and ensuring that they do not harm the society, 
which anchors its existence. That entity is employing 
Corporate Social Responsibility (CSR).

The two (2) approaches have a strong bearing on the 
brand and it’s positioning in the mind of the customer. 
An immediate example of social entrepreneurship is that 
of the telecommunications giant, Econet’s that supports 
underprivileged students to go to school and universities 
through Capernaum Trust. This is not determined by 
Econet’s profit margins. It is an integral part of Econet’s 
high purpose in the country, to empower vulnerable 
students to change their lives. An example of CSR is 
that of ZimPlats building schools in the areas where it is 
extracting minerals for the sole purpose of ensuring that 
the brand gives back to the community, which forms its 
operational blood stream.

It is this social entrepreneurship, which we some times 
refer to as cause-related marketing, which unlock 
unlimited value for brands if implemented in a strategic 
manner. I will therefore focus this article on giving 
brands a guide on effectively choosing a cause-related 
marketing intervention to edify brand equity.

In 2003, Pampers and UNICEF funded 300 million tetanus 
vaccines across the world. This is a good example of 
brands that are defined and wired on changing lives and 
uplifting societies to reach their full potential. Though 
the decision by these two brands seemed to have been 
reached at easily, it is never as simple as it reads.

While, the afore-stated brands struck the correct code, 
the fast food brand KFC for instance in 2014 launched 
what it dubbed the pink ‘Buckets for the Cure’ aimed 
at heightening the fight against cancer. However, it 
prompted a tidal wave of backlash with complaints that 
eating fatty food can cause breast cancer. Though the 
cause was well intentioned, it pushed the brand to the 
wall, as it battled to contain the unnecessary attention it 
attracted for itself.  

In this regard, it is therefore fundamental to take an 
in-depth assessment of the best approach towards 
selecting the right cause for the organization to support:

1. Everything should be founded on 
     the values and skills 

In seeking the right cause to 
support, it is always critical to look 
for interventions that are in sync 
with the values and skills of the 
organization. This will be hinged on 
the experiences and passions that jell 
with the business’ vision and mission 
statement.There is no point venturing 
into a cause that you have limited 
skill in driving it forward. Once the 

In 2003, Pampers and UNICEF funded 300 million tetanus vaccines across the world

KFC in 2014 launched what it dubbed the pink ‘Buckets 
for the Cure’ aimed at heightening the fight against cancer

THEME ARTICLE
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Implications of cause-related marketing on brands

company has made a decision to drive a cause, it should 
be ingrained within the organizational DNA through its 
vision and mission statements. This will enable it to be 
sustainable in the long term.

2. Chose a cause that is close to your heart 

Choosing a cause that the brand will support should be 
a ‘matter of the heart’. It should be borne out of the 
passion of the team members or owners of the business, 
so that it is mainstreamed in the day-to-day brand 
existential narrative. The brand MoFaya, the first black 
owned energy drink in South Africa is a classical example 
of cause marketing at its best. The owner Sbusiso Leope 
struggled to get school fees when he was young and his 
brand MoFaya is built around the social entrepreneurship 
proposition in that for every cane bought part of it goes 
towards sending vulnerable kids to school. These are 
issue close to the heart of the brand drivers.

3. Involve employees 

In settling for a cause to support, employees play an 
integral role in keeping the vision alive and effectively 
discharge. It is a golden opportunity to mobilise employees 
and showing cause why their work is part of the bigger 
picture of making the world a better place and their role 
as change agents. In the 21st century, work is an intrinsic 
value rather than a means of making money.

4. Background checks on the 
    cause-marketing effort 

Remember that the choice of charitable intervention is 
as good as the choice for business partners, buying a 

business or making any other investment decision calls 
for due diligence. This will guarantee that the revenue 
that the brand has sweated for all these years is going 
towards the intended purpose. It also requires a through 
assessment on the goals and strategic vision of the 
charitable organsiation to partner so that you can make 
informed decisions that further consolidate the brand 
position and competitiveness.

5. Be long term in outlook

There should be a long-term brand relationship that 
defines the pulse of the brand and company in the 
distant future rather than a transactional relationship. The 
market measures the level of the brand’s commitment to 
the cause that it has chosen to be part of until the set 
objectives have been successfully achieved. 

It is from such cause-related marketing effort that a brand 
builds critical muscle that draws customers to it as a life-
changing brand that is determined to change societies 
and inspire positive change in people’s lives. This builds 
loyalty, which in the long run reduces marketing costs 
and increases repeat purchase of the brand compared to 
competing offerings.  Therefore durable brands should 
invest in cause marketing as a means to consolidate the 
brand equity and profitability in the future.

Tabani Moyo is a Chartered Marketer, Brand Strategist 
and Communications asset based in Harare. He can 
be contacted at moyojz@gmail.com (MBA, MCIM, 
Chartered Post Grad Marketing (CIM - UK), BBA 
Marketing (IMM), BA Media Studies, Dip Marketing 
(IMM) & Dip Journalism (CCOSA).

Econet supports underprivileged students to go to school
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The world over, the subject of social entrepreneurship 
has failed to gather momentum owing to the shifting 

definitions of what social entrepreneurship entails. What 
remains solid is the need for marketers to craft effective 
strategies for organisational success. One of the popular 
academics in the world for theories on economics, 
business strategy and social sciences, Michael Eugene 
Porter is credited more for instituting the 5 Forces 
business model, whose fundamental principles equip 
businesses with the ability to solve both corporate and 
social problems.

Today, every serious marketer uses Porter’s 5 Forces 
model to analyse the level of competition in a particular 
industry as a background to effective business and 
marketing strategy development. The model climaxes 
the bargaining power of suppliers, threat of substitutes, 
bargaining power of buyers, threat of new entrants and 
industry rivalry as decisive micro elements of a business’ 
operating environment. Although some marketers 
remain theoretical “fundi’s” but practical catastrophes, 
a glimpse of industry rivalries and organisational 
performances in Zimbabwe today correlates to 
marketers’ strategic efforts to meeting customer needs 
ahead of competition. 

On the other hand, social entrepreneurship is defined by 
J. Gregory Dees (2001) as a combination of passion for a 
social mission with an image of business-like discipline. 
S. Abu-Saifan (2012) critiqued social entrepreneurship 
as a term in search of a good definition. However, by 
combining Porter’s 5 Forces model and views with 
innovations around a societal need, sustainable social 
entrepreneurship is born.

My mission today is to link four paradigms for the 
development of sustainable organisations in Zimbabwe, 
namely; 

a) Porter’s 5 Forces Model for Strategy Development
b) Product and Market Innovations
c) Justifying Return On Investment
d) Social Entrepreneurship

Porter’s 5 Forces model gives marketers a toolkit for 
the identification and anticipation of opportunities 
and challenges in their respective micro-environments. 
A poor or dishonest assessment of your company’s 
immediate environment will make your business question 
wrong, making your marketing efforts detached from 
reality; and your overall performance poor. My advice is 
for marketers to give to Porter what belongs to Porter by 
investing significantly in market environment assessments 
to empower themselves with critical knowledge to make 
more informed business decisions.

On the other hand, product and market innovations 

are a sprout from Porter’s market assessments. It is a 
marketing function, in some entities a research and 
development function to identify business opportunities 
that can be exploited by the organisation through its 
competencies. When the postman was running with 
enveloped letters, Google brought the faster email 
service, mobile network operators (MNOs) introduced 
the more efficient short messaging service (SMS) but 
WhatsApp came up with a real time and cost effective 
messaging platform to address a societal need for 
affordable communications. This is a simple evolution 
of social entrepreneurship around humanity’s need for 
interpersonal communications. 

According to Monica Violeta Achim (2010) performance 
is the backbone of return on investment (ROI) as it 
can take the form of economic performance, financial 
performance, technical performance, sporting 
performance and social performance. She however 
goes on to argue that profitability, return on investment 
and growth are three exclusive but related aspects of 
a business. It is from this view that I bring the Albert 
Einstein factor to marketers’ analyses of their strategies 
and performances. The Albert Einstein factor is borrowed 
from one of the greatest mathematicians of all time, 
Albert Einstein who excelled in mathematics early in his 
childhood to levels of being able to master differential 
integral calculus at the age of fifteen. This mathematical/
financial ability lacks in most marketers as evidenced by 
the unending clashes with their finance personnel on 
decision making, in the process eroding potential return 
on investments, market growth and financial growth for 
their organisations. If Einstein understood complicated 
financial models at the age of 15 years, challenge 
yourself to appreciate basic financial implications of 
your business decisions. Know your numbers – that’s 
Einstein.  Every marketing decision has a financial 
impact on various stakeholders, including shareholders, 
employees, customers and society.  As entreprenuers 
pursue social entrepreneurship, whose difference from 
social responsibility is the financial yield, it can only be 
possible if today’s marketers, who are proponents of 
social entrepreneurship, remember Einstein.

In summary, the success of organisations hinge on 
their marketing functions’ strategies, as well as the 
organisation’s abilities to immediately deduce accurate 
financial implications of their proposed marketing 
decisions. 
To my fellow marketers I say, give to Porter what belongs 
to Porter, but remember Einstein. 

Lewis Chikurunhe is a practicing strategic marketer who 
made this contribution in his personal capacity. 

For feedback, he is contactable on email:
lchikurunhe@gmail.com.

Give to Porter what belongs to Porter 
By Lewis Chikurunhe

MARKETING MATTERS
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Strategising for Customer Service 
Excellence
By Tendai Maguwu

Many entrepreneurs and 
enterprises desire to be the 

most preferred service providers in 
their industries but merely wishing 
does not suffice. Service brand 
preference is born out of service 
excellence. Many get it wrong by 
mistakenly thinking that service 
excellence is the same as “being 
nice to customers.” Anyone can be 
nice but this is not enough to endear 
customers to your service brand. 
Any initiative to win service brand 
customers should be grounded in a 
sound service brand strategy, in order 
for it to be effective. To succeed, 
marketers need to strategise 
around issues which customers are 
usually concerned with, when they 
experience services. Marketers can 
research for such issues among their 
customers. One way around this 

problem is using global research 
findings of pioneering service 
marketing experts, who identified 
five specific dimensions of service 
quality which are applicable to many 
customer service situations. Detailed 
below are the dimensions and 
explanations on how marketers can 
strategise around each to achieve 
service brand excellence and brand 
preference.

Reliability

This is the most important service 
dimension to customers. They 
want to deal with service providers 
who perform the promised service 
accurately. Marketers should 
engineer their service processes in 
such a way that their team members 
get every transaction right first time 

and every time. If, for example, 
their enterprise uses eggs in an 
egg roll recipe in their restaurant 
getting things right first time means 
ensuring that good and usable eggs 
are always available so that they will 
not have to substitute them with 
apologies for their non-availability. 
This means that other areas such 
as their buying department will 
have to be managed in such a way 
that it supports reliability in the 
final service experience which the 
customer gets. Dependability is 
the major cause of customer churn 
among service enterprises, as 
customers cannot stand unreliable 
service. Reliable service makes 
one’s brand part of customers’ lives. 
They can plan their lives with their 
preferred brand in mind. Reliability 
is what gets customers emotionally 

Service staff should look professionally dressed and well-groomed
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attached to brands and generates referrals.

Responsiveness

Responsiveness refers to an enterprise’s willingness 
to serve customers quickly. Customers usually do not 
have the whole day to spend in a service providers’ 
shop or office. As part of their service excellence 
strategy, marketers should hire people who have an 
attitude for serving people to increase their enterprises’ 
responsiveness to customers. Marketers should put 
in place service standards and ensure that their staff 
members adhere to them. Service standards are more 
effective as a strategy if they include input from customers. 
Marketers need to also put in place a customer complaint-

Strategising for Customer Service Excellence

handling procedure to 
ensure responsiveness and 
effectiveness in complaint 
handling. Customers know 
that mistakes are bound 
to occur during service 
encounters but do not 
forgive enterprises which 
handle their complaints 
sloppily. Responsiveness 
also means flexibility when 
customers bring unusual 
requests. These place staff 
in a difficult position, as 
they try to comply with 
enterprise’s policies in relation to customers’ unique 
requests. Marketers should ensure that their policies 
are customer-friendly. Policies which are not customer-
friendly make enterprise appear very difficult to do 
business with. 

Assurance

Customers also want the assurance which they derive 
from employees’ knowledge of their enterprise’s 
products and services. Customers feel assured by 
service teams’ display of courtesy and thorough 
product knowledge. This inspires trust and confidence 
in the brand’s customers. Thorough product or service 
knowledge comes from training and re-training service 
teams regularly. Training should be part of marketers’ 
customer service excellence strategy. The training should 
address product knowledge and how to create wowing 
service experiences for customers. Some entrepreneurs 
mistakenly believe that serving customers does not 
require any special skills. This is not true. Ordinary 
service does not endear customers to brands because 
any business can provide it. Outstanding service is what 
connects customers emotionally to brands. 

Empathy

Empathy refers to the caring and individualised 
attention which customers get from service providers’ 
team members. Customers expect positive emotion 
when service team members are serving them. Imagine 
a customer comes to complain to a service staff member 
about a wrong delivery which has seen him fail to courier 
the gift to a distant relation in time for the relative’s 
birthday. If the team member handles the matter in a 
business-as-usual approach the enterprise will most 
likely lose the customer. Customers are humans. They 
expect empathy when they experience such challenges. 
Sometimes the situation requiring empathy may have 
been caused externally. Even in such cases, a show of 

sincere sympathy helps to 
create a positive impression 
in the customer’s mind 
about a brand. Training 
helps in teaching team 
members to handle such 
cases in a way which 
endears customers to the 
brand. 

Tangibles

Research has established 
that 85 per cent of human 
decisions are made on the 

basis of sight. For this reason the appearance of the area 
from which service customers are served should look neat 
and professional. The same applies to the appearance of 
the service staff that should look professionally dressed 
and well-groomed. Their workstations should also be 
neat and smart. Printed materials such as signage and 
stationery should look professional. Every customer 
wants to deal with professional enterprises. A business 
may still be very small but the way it appears may draw 
crowds from its established competitors. Marketers 
should address the way their enterprise looks by 
engaging the services of professionals like sign-writers, 
decorators and corporate uniform suppliers. Signs 
require maintenance and staff uniforms need regular 
replacement if this strategy is to work. 

While customers do not carry a checklist of these 
dimensions on clipboards each time they interact with 
service brands but customers form impressions of 
service brands over a number of service encounters. It is 
therefore important to get right each of the dimensions 
on each experience. Strategising on these dimensions 
enables marketers to ensure that their brands put their 
best foot forward each time they interact with customers.

Customers want to deal with service providers 
who perform the promised service accurately.
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Key Account Management – 
A Strategic Imperative
By Elliot Shoniwa

MARKETING MATTERS

Key Account Management (KAM) is a system where 
an organisation categorises its customers with a 

view of identifying those that contribute more business 
and giving them closer attention. More specifically and 
according to MacDonald, Millman and Rogers, “Key 
account management is a natural development of 
customer focus and relationship marketing in business-
to-business markets. It offers critical benefits and 
opportunities for profit enhancement to both sides of 
the seller/buyer dyad” 

Unpacking the above definition reveals certain 
imperatives that need to be understood.  The first one 
is that KAM is aimed at customer focus i.e. creating long-
term relationships. The second one is that in KAM you are 
dealing with B2B customers. The third one is that KAM 
offers opportunities for profit enhancement on both 
sides of the business relationship. Finally there are two 
sides to a KAM relationship that is the seller and the buyer.

Clearly from the above one finds that KAM is not an 
ordinary marketing activity. KAM is thus a strategic 
activity that is integrated into the overall business 
strategy! The focus is on building profitable long term 
business relationships. A Key Account is represented by 
a person or a group of people to which your business 
has built more than a standard business relationship. 
There is a high degree of trust and accountability 
between the two organisations. Ideally the dynamic of 
the relationship has changed from that of vendor-buyer 
to much more of a partnership. You’re no longer selling 
to that organisation only - you are that organisation’s 
partner in continuously helping their company succeed.

Key accounts require special treatment due to their key 
role in the success of your business. In simple terms key 

accounts are customers the organisation cannot afford 
to lose! It is widely believed in the field of marketing 
that, Key Account Management (KAM) means far more 
than just selling products to big customers.  It revolves 
around handling the customers who play a strategic role 
in the growth of an organisation.

The issue is no longer about a supplier and a customer. 
The relationship is much deeper than that. In KAM 
the survival of both organisations depends on the 
solid relationship between the two organisations. The 
supplier and the customer see each other as “partners”. 
In this relationship a lot of confidential information is 
shared that would ordinarily not be shared with any 
other stakeholder. Cost build-ups and strategic direction 
are known by the partners though they are governed by 
strict confidentiality agreements. In view of the fact that 
KAM by its nature is strategic, it therefore follows that 
senior management - including the top most executive 
in the organisation are an integral part of the process. 

The main reason why KAM is becoming a buzz word, is that 
big customers are getting bigger therefore they require 
special attention and focus. Using the Pareto principle, 
one needs to know the 20% of their customers that give 
you 80% of your business. These customers need to be 
given customised service. If you are going to increase the 
“share of the wallet” or the average deal size then seriously 
consider KAM. The “one jacket fits all” syndrome doesn’t 
work in the current business landscape! 

The second reason is that some organisations are 
rationalising their supplier base. Instead of dealing with 
many suppliers some organisations feel that for a certain 
type of good/service dealing with one organisation is 
the way to go. By so doing both organisations become 
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Key Account Management – A Strategic Imperative

“value partners”.

The third reason is that customers have become more 
sophisticated. Because of this they require sophisticated 
and tailor-made service. They require close attention 
and special focus. This may be 24/7! Far sighted 
organisations have even gone to the point of appointing 
Key Accounts Managers. The Key Result Area (KRA) for 
this person is managing the key account and addressing 
the customer’s concerns proactively with the guidance of 
senior management.

The fourth reason is that some customers want tailor-
made solutions. They demand a service level that is 
unique to them. All the “P”s of marketing – whether 
they are four or six or eight should be tailor-made for the 
specific customer! Through this strategy you increase 
customer loyalty, retention and advocacy!

The fifth reason is that because of globalisation and the 
ease with which information can be obtained these days, 
customers are now more demanding. You don’t want a 
scenario where your customer is more knowledgeable 
about your product than you. Imagine in the automotive 
industry, where a Sales Manager is trying to introduce a 
new brand to a potential customer! The Sales Manager 
will be required to know his/her product very well. He/
She needs to know what’s available from the competition 
within that segment and how best he/she can get the 
order! One needs to go beyond the issue of features and 
benefits! In fact in this example, the product goes beyond 
the physical product to include after sales support. This 
can be a deal-breaker if it’s not well articulated!

How Do You Categorise your Customer Base?

As explained above the starting point is the Pareto 
Principle. Start by identifying the 20% of your customers 
that give you 80% of your business. Once you isolate this 
20% engage them and agree on customised solutions. 
This is a two-way street with the customer being given 
more time to articulate their concerns and expectations. 
The Key Account Manager needs to be a good listener.

Issues to look at include turnover, profitability, value-
added and potential. With the later you need to be 
far sighted i.e. someone may be small today but with 
potential to grow in the not so distant future! You need 
to keep this customer under your radar and be part of 
their growth strategy.

Understanding Customer Needs.

Needs depend on the type of strategic customer being 
targeted. As an organisation you need to understand 

your key accounts. You must know the known needs, 
unknown needs, competitor driven needs, personal 
needs of your customers. 
Besides the above, industry knowledge is a must. 
Understand its dynamics and direction things are taking. 
Use the internet to look for clues, talk to experts and 
talk to industry gurus! Above all be well networked! Your 
network is your net-worth! Plain and simple.  

You need to have a good grasp of competitor knowledge. 
At the same time constantly look at deficiencies in 
existing solutions. Finally have a good understanding of 
metrics that represent value to the customer. At the end 
of the day everything boils down to “dollars and cents”. 
Being a marketer doesn’t stop you from understanding 
the financial impact of certain decisions. Where possible 
build a case by looking at the numbers and facts. As they 
say, facts are stubborn! 

What is a good Key Account Manager? 

A Key Account Manager needs far more skills than an 
ordinary Sales Manager. Key Account Management 
requires someone who is interested in more than a 
“short term “sale. One who looks at the bigger picture 
and adopts a “holistic” or “bird’s eye view” of matters.
 
It also requires someone who sees the customer 
as strategic to their own success as well as both 
organisations. As mentioned above both organisations 
are seeking mutual survival in KAM. There is no taking 
advantage of each other in this relationship. Thirdly a 
good Key Account Manager needs to be a person who is 
willing to input time & effort without immediate financial 
compensation. Key Account Managers help customers 
make the right decision, ensure deals are profitable 
to both sides and should be able to read people and 
connect with different personalities. 

Key Account Management is a wide area in which books 
have been written while some are still to be written! It is 
however of strategic importance that organisations look 
at their customer base and come up with some criteria 
that they use to look after their customers. 

Reference-:

Macdonald, M. Millman, T. Rogers, B. Key Account 
Management: Theory, Practice & Challenges. 2010.

Elliot Shoniwa is a Thought leader in the field of 
Marketing. He writes in his personal capacity though 
he works for a market leader in the automotive industry 
in an Executive capacity. He can be contacted on the 
following email address, eshoniwa2000@yahoo.com.
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Driving the Future through Business 
and Start-ups 
By Mellany Msengezi 

ENTREPRENEURSHIP

Smart cities, where everything is connected have become 
a reality even in the health sector, security systems, and 
farming technology

I participated at the Women Economic Forum in New Delhi, 
India and shared my ideas on the topic of ‘Driving the future 

through business and start-ups. I also received a prestigious 
award, ‘Iconic Women Creating a Better World for All’. This 
was an honour by All Ladies League and Women Economic 
Forum 2017 for my outstanding achievement in marketing 
innovation, business leadership and empowerment of women. 

However, I want to focus on the ideas I shared on how we can 
and should drive the future through business and startups. 
This is an important discussion because all we do today, 
does affect our future. We live in a changing environment so 
we must embrace certain trends and think how we can solve 
tomorrow’s challenge today.

What was happening 20 years ago?

Do you remember exactly where you were twenty years ago? 
What was the main buzz or global issues then? Personally, 
it is a mirage but will touch on a few items I can recall of 
the late nineties’. The US economy was facing challenges. 
Although many Americans had achieved economic security 
and some had accumulated great wealth, significant 
numbers remained suffering, and without health insurance. 
In my country, Zimbabwe, I remember more about the issue 
of land being given back to the black people. Inflation was 
a new buzz word for me.  

In the midst of that, was also the buzz around technology 
changing fast. It felt like change was really coming on fast 
on us all and we were racing to keep up. I was in high school 
then, am really trying to make sure you don’t calculate my 
age, so will riddle this. During my time in high school I had 
never seen a laptop, and the only computer I knew was a huge 
beige box, not connected to the internet but mainly used for 
typing and saving documents on a floppy disk with a memory 
of 1.44mb. It was really special and was placed in a central lab 

for special days when we went to learn about computers. 
Thinking of twenty years ago and today, I see that as 
a people or nation, we are still facing challenges; be it 
economic, social, political and again, technology issues 
continue to make us feel like we are behind and we ‘need to 
really catch up’ with the rest of the world. What I have learnt 
is that we should not stop driving or influencing the future, 
no matter the circumstances. One way is through investing 
in business or start-up companies. The simplest term for 
defining the future, is that the future is what will happen in 
time after the present, however am looking at three years 
from now onwards. 

Creativity is not determined by the environment 

Whilst we can mourn about a difficult environment as 
business people, we must not stop the creativity in our 
businesses. During the same period I have described 
twenty years ago, the late pop star, Michael Jackson, was 
typing into a notebook computer his first online chat at the 
Museum of Television and Radio. He was answering pre-
screened questions from fans around the world on three 
online services on the internet. Wow. There is much more 
change today and I will mention examples of what I relate to. 

Social media is everywhere and is helping in the scaling 
of start-ups and businesses through efficient and effective 
marketing and advertising. A company can become a 
‘global’ company overnight. In business, companies find 
it easier and faster to communicate with customers and 
employees via social media. It is becoming the new norm. 
The examples are so many, but my point is this, what you 
are experiencing today is because they are people out there 
who are forward looking despite the ‘challenges’, they are 
selfless in influencing the future. Our future or children’s 
future. Today, self-driving cars are being tested. Smart 
cities, where everything is connected has become a reality 
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Driving the Future through Business and Start-ups

even in the health sector, security systems, and farming 
technology. The future is indeed here and now! Wait, you 
are enjoying someone else’s creation and investment. What 
are you doing now so that someone also enjoys their future? 
Let us become solution providers of today and not forget to 
be forward looking. 

How can you and I help drive the future? 

Here are simple ideas I am proposing.   

Invest in innovation

Invest in crazy ideas that seem too far in the future to 
you. The same way that you dreamt of future possibilities 
twenty years ago, is what you should be doing as a business 
person. It is important that we not only focus on the now 
alone and be comfortable. It is our duty to paint the 
possibilities we want and start investing towards achieving 
those possibilities. The secret is that you need to believe 
in the fresh and new ideas from the generations behind 
you. You can do this by nurturing start-ups within your 
organization. Encourage innovation, reward innovation and 
push for those crazy dreamers to try out new ways of doing 
business or products. Finance them, coach them, but avoid 
dictating as it is easy to fall back into the ‘usual’. 

There is power in partnerships. Businesses and start-ups 
should come together so that there are new ideas, new 
customers, new knowledge and new business results. 
Simple, but I know people can argue about who invests 
what, and all. For me, ideas and execution is gold. Start-ups 
are not afraid of their ideas, they are bold, competitive and 
willing to take more risk. As the mature business, you can 
finance and check for blind spots typically missed as people 
start up. Genuine fairness to the start-up is required in your 
approach. I usually watch reality television programs such 
as Shark Tank, Dragon’s Den and locally Simba Savannah. 

The concept is where entrepreneurs pitch their business ideas 
in order to secure mainly investment finance and at times it 
comes with coaching and expert guidance from a panel of 
venture capitalists. This method is transparent and helps in 
driving the future using upcoming business and people. 
In the ideas I have shared there is a common catch. You 
need to be comfortable working with young people. Even 
those two or three decades apart from you! When they 
believe in their idea, they will work in any space to make it 
a reality. When in true conviction, you will feel it and see it. 

Most common start-ups of yester year that have made 
it big include the likes of Google, Apple, Amazon and 
Facebook just to mention a few. You can read more about 
their economic and social impact on their sites. Be alert on 
problems around you and be open to possible solutions 
when they come your way. You not making a plan to solve 
it today does not mean it will remain a problem forever. 
Open yourself to problem solving in any area, so it could 
be economic or social issue. Problem solving starts with you 
trying to change the world, the commercial side will come if 
it is a consumer need, that’s another topic on its own. 

Mellany has over 10 years’ experience in the Marketing 
field obtained in the various positions she held within 
Econet Wireless Private Limited. Driven by its core values of 
pioneering, professionalism and personal Econet Wireless 
is a company that creates value through technology in 
voice, broadband and overlay services. Mellany has notable 
experience and expertise in the areas of brand management, 
product development, product management and pricing as 
well as project management.  She joined Econet Wireless 
Private Limited in 2003 and has held several posts including 
that of Brand Manager, Marketing Manager (A), Product 
& Pricing Manager, GM Products & Services (A) and at the 
time of publication of her book, Hungry for Success, she was 
General Manager - Marketing.

Mellany 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. She is 
the first and past President of Toastmasters International - 
Diplomatic Corps Club, and a contributor to the Womanhood 
Global Magazine (UK). She is member of the Advisory 
Executive Council for the Women Economic Forum (Delhi, India) 
where over 1,000 international women meet annually to discuss 
progressive economic and social issues. Mellany is married to 
Godfrey Mariri and have three children. She holds a B. Com 
Honours Degree in Marketing from the National University of 
Science & Technology and a Master’s in Business Administration 
from Nottingham Trent University.

Programs like Dragon’s Den help in driving the future 
using upcoming business and people

Mellany Msengezi receiving an award  ‘Iconic 
Women Creating a Better World for All’
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Why Public Relations should click with 
Marketing in organisations 
By George Manyaya

PUBLIC RELATIONS

Get the definitions right 

Public Relations(PR), according to Flynn, Gregory 
& Valin (2008), is the strategic management of 

relationships between an organization and its diverse 
publics, using communication, to achieve mutual 
understanding, realize organizational goals, and serve 
the public interests. The institute of Public Relations 
defines PR as, the result of what you do, what you 
say and what others say about you. Public Relations is 
thus the discipline that looks after reputation, with the 
aim of earning understanding, support, influencing 
opinion and behaviour. It is the planned and sustained 
effort to establish and maintain goodwill and mutual 

understanding between an organisation and its publics. 

On the other hand, marketing is defined by the American 
Marketing Association (2013) as the activity, set of 
institutions, and processes for creating, communicating, 
delivering, and exchanging offerings that have value for 
customers, clients, partners, and society at large. 

Dr Philip Kotler defines marketing as the science and art 
of exploring, creating, and delivering value to satisfy the 
needs of a target market at a profit. Marketing identifies 
unfulfilled needs and desires. It defines measures and 
quantifies the size of the identified market and the profit 
potential. 
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Why Public Relations should click with Marketing in organisations

From the definitions, it is clear that marketing and 
public relations do have something in common and this 
is the communication aspect that they both carry out. 
The communications from both marketing and public 
relations are in most cases directed to the same publics 
and at times use the same techniques. However, the key 
differentiator between the two is that marketing’s main 
objective is on pushing sales whilst public relations is 
mainly looking at managing the perception (goodwill 
creation) of the public. Marketing and public relations 
are both major external functions of the organisations 
and share a common ground in regard to product 
publicity and consumer relations. 

Dissolving the tension between PR 
and Marketing

There’s always been some degree of tension and 
competition between public relations and marketing 
people, especially when it comes to dominance and 
attention and if not managed well this affects the 
execution of organisational goals. Marketing generates 
sales of goods and services and directly contributes to 
the company’s profitability. Whereas, public relations 
coordinates relationships with various publics in order to 
gain public acceptance and approval of the organization’s 
activities, including its sales activities. 

Correlation of Siamese twins

Deducing from this we can conclude that Marketing 
enhances sales in pursuit of profitability and this needs 
PR to create a perception and confidence for the 

consumer to buy the product. The correlation is thus 
that of Siamese twins, which should work hand in glove. 
The necessity to enjoy maximum results from marketing 
and public relations has seen the development of the 
term “marketing public relations”. Other scholars have 
developed the now popular concept of “integrated 
marketing communication”. From further research, it 
has been noted that public relations could benefit from 
advertising. 

Advertising has now been used for less sales-oriented 
messages and this has culminated in the creation of 
image adverts that try to polish or “sell” the reputation 
of ad’s sponsor. On the other hand, it was also noted that 
media publicity also assists marketing.  For instance, the 
Siamese partnership can be exploited in a new product 
launch. There are many instances in organisations 
whereby the marketing department generates and flights 
an advert in the local media and PR is not involved. I 
believe the impact of that promotion is not as effective 
as it would have been if the two sections had worked 
together. It’s not everyone who reads adverts or can 
comprehend the meaning of adverts and this is where 
PR can compliment.  The PR resource should ensure that 
they use their PR strategies to elucidate the advert from 
the marketing perspective to the public understanding. 
Envision a good advert that is complimented by a press 
release or news story amplifying the new product. 

Marketing can exhaust the possibilities of return on 
investment for public relations. After a news release has 
been written and issued, marketing can boost return on 
investment for the organisation using social media to 

Marketing and sales should actually invite PR to their strategy 
meetings so that they run with the same goal uniformly
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target: customers, opinion leaders, bloggers and other 
non-mainstream media. PR can also support marketing 
by reaching influencers that marketing ordinarily cannot 
reach. This is mainly because public relations can 
reach powerful media influencers using news releases. 
Research has also shown that third-party news coverage 
is always more credible than paid advertising. 

When marketing and public relations work harmoniously 
together they could individually achieve more than when 
they are in isolation. Karen Prichard (2002) further ratifies 
this view when she asserts that if public relations and 
marketing work together, one and one could really make 
three. Initiatives embraced in the spirit of teamwork are 
the ones that blossom. The advent of seeing it as black 
and white is futile, but having a mixture of the two, which 
is grey, will see organisations achieving more with less 
resources and effort. The rise of social and digital media 
makes it even more beneficial 

‘If they work in a co-ordinated way with the same 
objective – to protect the brand and build reputation – 
that can be beneficial’.

Some global brands like Barclays Bank, Sony and Google 
have successfully consolidated their public relations and 
marketing teams in their quest to improve the bottom 
line. The importance of the two working together was 
aptly summed up by Alistair Smith, managing director, 
corporate communications at Barclays Bank when he 
said, ‘If they work in a co-ordinated way with the same 
objective – to protect the brand and build reputation 
– that can be beneficial. Organisations that do good 
corporate advertising, lobbying and media can achieve 
a huge bang for their bucks. When PR and marketing are 
in alignment, it can work terribly well.’’ 

Marketing and sales should actually invite PR to their 
strategy meetings so that they run with the same 
goal uniformly. Jeremy Beadles, director of corporate 
relations at Heineken, leads a team that encompasses 
government affairs, CSR, sustainability, external PR 
and brand PR, but his team is also integrated into the 
marketing team. In their organisation, they use a top 
down approach and the inter-relationships are very close. 
According to Beadles the two have similar business 
objectives; they are not exactly the same, and nor should 
they be. When their targets are not in conflict, they are 
aligned and cascaded. The major source of mistrust 
derives from the teams’ reporting lines, where marketing 
directors historically reported to commercial directors, 
which implicitly highlighted their role in boosting the 
bottom line, while many directors of communications 
have started to report directly to the chief executive or 
financial director. 

There is a heritage of suspicion between the two sides,’ 
concedes Green from insurance giant Aviva. However, 
PR can actually provide “fuel” for the Marketing 
machine. Other than product information, PR can 
easily generate valuable content to fuel the marketing 
machine. Contrary to some beliefs, Public Relations 
professionals can be quite creative and they routinely 
target some of the toughest audiences in the world. 
I applaud the recent rejuvenation of the Zimbabwe 
Institute of Public Relations (ZIPR) which recently held 
its elections. As we look ahead, I advocate for a nexus 
and exchange programmes between the ZIPR and the 
Marketers Association of Zimbabwe (MAZ). This is where 
the future of our brands lies and we should eradicate 
silos in organisations.

Mr George Manyaya is a PR specialist with 12years’ 
experience spanning the ICT, United Nations (IOM), 
Banking, Tourism, Mining and Aviation sectors. He is a 
qualified journalist who possesses a Master of Commerce 
in Corporate Governance and Strategic Management 
and a Masters in International Relations. He is currently 
reading for a Doctorate in Business Administration.

Mr George Manyaya

Why Public Relations should click with Marketing in organisations 

Organisations that do good corporate advertising, 
lobbying achieve a huge bang for their bucks.
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Managing Corporate Reputation in the 
Digital Space: Coltart vs ZOL showdown 
Some insights from Dr M. C. Tapera 

COMPANY NEWS

In the last month there was a major 
confrontation between a consumer and 

service provider on Facebook. Some 
have some to term it the Coltart vs 
ZOL showdown. A brief background to 
the issue is that David Coltart, Former 
Education Minister, attacked ZOL by 
claiming that their adverts are misleading. 
Some of the exact words as posted by 
Coltart are as follows: 

ZOL #FibroniksFast really need to be 
called out on their misleading advertising 
in the Zimbabwe Independent today. They 
promise that getting linked is “as easy as 
ABC” and that installation takes between 
3 and 5 days and the clock starts ticking 
from the moment you make payment. 
My experience has been different. I paid 
$154 on the 26th of October 2016 and 
entered into a contract with them. Almost 
8 months down the road and there is still 
no sign of installation. Despite repeated 
emails complaining I remain in the 
dark. This is appalling service from what 
purports to be first rate business. Their 
advertisement bears no relation to the 
reality of disservice…..

However what really then sparked the debate 
was the following response from ZOL:

FOR THE RECORD 

Mr Coltart, your recent post accusing ZOL 
of misleading advertising regarding our 
installation time frames is unfortunately 
incorrect and disingenuous on your part. 
You are fully aware that your installation 
has been stalled due to delays in issuance 
of way leaves by City of Bulawayo. There 
are policy issues that need o be resolved 
in order to secure permissions to trench 
the road ………..

In your post you act ignorant of this fact 
yet you, at one point, offered to engage 
City of Bulawayo on our behalf with 
regard to the way leave issue…..

We were of the understanding that you 
fully appreciated the uniqueness of your 
circumstance however we will proceed to 
issue you a refund….

This caused an outrage on social media 

where many began to throw stones at 
ZOL citing poor customer service and 
how the consumer is now being treated 
like a second class citizen. However the 
chairman of ZOL, David Behr responded 
and made an apology, condemning 
the response from whoever made the 
response from ZOL. This made the issue 
a bit calm. Later CEO, Denny Marandure 
also issued an apology reiterating that 
ZOL is a customer centric business 
whose mandate is to serve and delight 
customers. 

At the recently held Annual Continuous 
Development Master Class (Winter 
School), which is hosted by MAZ, Dr 
Musekiwa Tapera delivered a presentation 
titled, “Managing Corporate reputation 
in the Digital Space”. As an Association 
we felt it imperative that we share some 
of the insights he presented to marketers 
who gathered for the training programme 
in Nyanga from 21 – 24 June. Some of 
these insights will help prevent situations 
illustrated in the “showdown” above. Dr 
Tapera chare  

Five Key Principles for Managing 
Corporate Reputation in the 
Digital World

1. Prepare globally
In today’s digital age, an organisation is 
global as much as local. The internet helps 
to spread news widely, with bad news 
travelling instantly amongst affinity groups 
and by language. To prepare, companies 
need to understand the dynamics of 
these communications and how they work 
together as an ecosystem. In addition, 
they must analyse and understand sources 
of influence and the types of information 
that motivate the communities and the 
key individuals within them both locally 
and globally.

2. Be genuine
We now operate in a networked world 
in which partial truths and untruths are 
dismantled too easily, it is now critical that 
corporates are seen as genuine. Being 
genuine is about aligning one’s corporate 
agenda and priorities with those of your 
core stakeholders. It involves engaging 
stakeholders in dialogue and activity.

3. Engage openly
It is important to engage stakeholders 
openly. You should manage their 
conversations but not to seek to close 
down discussions that were negative.

4. Lift the veil
The expectations for organisations to be 
more open about their business policies 
and activities have increased significantly 
in recent years, with the internet playing 
a key role in levelling the information 
playing field and strengthening the 
hands of activists, local communities and 
consumers.

5. Listen closely and be seen as a listener
“It takes twenty years to build a reputation 
and 5 minutes to ruin it. If you think about 
that, you will do things differently (Warren 
Buffet). Damage to reputation is almost 
impossible to cost before an event and 
always easier after it

How Your Online Reputation Can Be 
Damaged

Using Negative, misleading, inaccurate 
and damaging content can be 
detrimental. Your reputation can also be 
damaged when rumours, lies, or other 
hurtful material shows up in your search 
results as well as harmful reviews or 
anonymous posts from troublesome sites

How to repair your reputation 

- DON’T write your own reviews, even 
 under a different name.
- DON’T engage in a flame war or 
 respond to a blog comment, especially 
 using harsh or unprofessional language.
- DON’T defame or write critical posts
- DON’T ask an intern, your nephew or 
 friends to help with social media
 responses unless they are professionals 
 or are very experienced
- DON’T use shortcuts such as “link farms”

For more information on this 
presentation, you can reach Dr M. C 
Tapera on taperamc@gmail.com. Dr. 
Musekiwa Cliton Tapera is the Director of 
Marketing and PR at Chinhoyi University 
of Technology



Z i m M a r k e t e r _ O f f i c i a l  M a g a z i n e

J
U

N
E

 
2

0
1

7

4 0

GURO-O brings Cheaper Calls to 
Africa and the Globe 
By George Manyaya 

COMPANY NEWS

Africom is one of Africa’s leading, home-grown 
telecommunications companies based in Harare, 

Zimbabwe.  Since its inception in 1995, it has become a 
leader in the integration of voice and data technologies, 
launching many pioneering applications that help individual 
and business customers find convenience in their daily 
communications. As a front runner in the offering of VoIP 
(Voice over Internet Protocol) services to the commercial 
sector, Africom has managed to make inter-branch 
connectivity and long distance phone calls cheaper and 
easier to manage. 
 
The need for VoIP technology arose as communication 
companies across the world sought to use the power of the 
internet to help reduce call costs and improve call quality. 
It became apparent that the signals used to send data over 
the internet to all parts of the globe could easily carry the 
same digital signal as communication networks, such as 
phone cables and satellites.  As the name of the technology 
suggests, it became possible to transmit your voice over the 
Internet; hence VoIP.  In Zimbabwe, Africom pioneered this 
effort, in a bid to provide customers with both audio and 
video services.

Initially, this technology was solely available from PC to PC, 
using webcams and microphones to collect the video and 
audio and transmit them to the other user. However, as 
the technology market has developed rapidly and become 
dependent on a regular internet connection, it became 
increasingly apparent that even individual smartphone 
users could also access these VoIP services.  Africom took 
advantage of these opportunities and the apparent gaps in 
the market by developing an application called Guro-o.

Since the launch of Guro-o, voice calls across continents 
has never been easier or cheaper.  Long distance calls have 
now been made possible through this technology which 
brings with it, peace of mind that one is able to stay close to 
friends and family, without the worry of enormous telephone 
bills. Guro-o is an online voice service which allows users to 
make limitless calls across the world at local calling rates. 
This application has changed the way Zimbabweans and all 
Africans alike communicate with loved ones, while at the same 
time complimenting other telecommunications operators in 
Zimbabwe and across the world. Guro-o is an application that 
is easily accessible over the internet and one which is highly 
convenient.  It allows people to call at unbelievably low rates 
as well as to receive calls from anywhere in the world. As a 
Guro-o subscriber, one is given their own 08644 number to 
call from, and these calls are not limited to other guroo users 
only.  The beauty of this application is that one is able to call 
anyone on any number in the world, while enjoying the same 
low pricing structure.

What does one need to subscribe to Guro-o? Very little.  
All one needs is a smart phone, I-pad or laptop and you 
are good to go. For calls anywhere in the world from as 
little as 6 cents per minute, no sim card is required, simply 
download the application from www.guro-o.com, install the 
configurations specified on the website, register and use any 
network operator of your choice.  Topping up airtime has 
also never been easier.  Simply purchase credit from one of 
our online dealers which can be found on www.guro-opay.
com and enjoy the cheapest calls across all networks. Guro-o 
is without doubt a great way for any user with a smartphone 
or tablet to make cheap, frequent calls. It is a service that 
provides better value than other options, such as pre-paid 
calling cards and is far more convenient to use on a regular 
basis.

Stay connected and visit www.guro-o.com for more 
information or call +263 8644 400.
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“Exhibitions offer what no other
  marketing channel does” - Celebrating 
  Global Exhibitions Day 2017 By Rumbidzo Nyika 

The 7th of June was a special day at the Zimbabwe 
International Exhibition Centre, in Bulawayo, as it saw 

members of the ZITF Company join thousands of their 
industry peers in celebrating the Global Exhibitions Day 
2017 (#GED17). Launched last year by UFI, the Global 
Association of the Exhibition Industry, the aim of GED is to 
connect the global exhibitions industry to raise awareness 
about the immense value offered by exhibitions, while 
also celebrating the professionals who make the industry 
a success, and promoting the many unique opportunities 
offered by this booming industry. 

From a fun run in France, to political lobbying in the 
USA, to a golf tournament in Thailand and a potjie 
competition in South Africa, the many positive benefits 
of the industry were highlighted through a series of 
events which took place across the world. Participating 
organisations included exhibition organisers, suppliers, 
local authorities, venues, exhibiting companies, and 
even students who all came together to successfully 
highlight the exhibition industry’s important role in 
contributing to the global economy.

This year’s theme for #GED17 was “Think Global, Act 
Local”. The theme put a special focus onto the human 
aspect of exhibitions; highlighting the wide spectrum 
of opportunities, careers, interactions, and investments 
created by the global exhibitions industry.

Statistics shared by UFI show that 4.4 million exhibitors 
take up 124 million square metres of space (an area 
bigger than Paris!) in 31,000 trade shows annually; 
showcasing their brands, products and services to 
260 million visitors. The US$109 billion spent in the 
exhibitions industry directly creates approximately 
680,000 full time equivalent jobs and 1.8 million jobs 
in tourism-related activities (accommodation, transport, 
food and beverage, gifts etc.). Around half of this total 
spend benefits the industry directly, while the other half 
benefits the tourism sector. 

The return on investment for the industry is also quite 
high as for every $1 spent, exhibitors will, on average, 
receive $2 in return by the end of the show and $8 in 
return within three to ten months after the show. 
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Celebrating Global Exhibitions Day 2017 

Why is the exhibitions industry 
so successful, you may very 
well ask?  

It is quite simple really, the industry 
is successful because more and more 
corporate executives are coming to 
realise what marketers and exhibition 
organisers have known all along – 
exhibitions are the greatest direct 
marketing tool ever invented. To use 
a colloquial phrase popularised by 
Hlaudi Motsoeneng of SABC fame, 
exhibitions have “that thing!” This 
is because exhibitions offer what 
no other marketing medium does; 
face-to-face interaction with a pre-
qualified, interested and captive 
audience under one roof. Beat that!
With rapid improvement in 
technology and increased online 
retail capabilities, one can be 
forgiven for thinking that exhibitions 
have out-lived their useful life. But 
it would be folly to underestimate 
the value of personal interactions. 
There’s a good reason why every 
major city in the world has a 
convention/exhibition centre. Even 
as we advance through the digital 
age, trade shows will continue to 
be widely popular as they are a 
powerful tool that allows marketers 
to take the customer experience to 
the next level. 

Marketers should therefore view their 
exhibition stands as much more than 
just a cubicle to stand in and greet 
potential customers. They should in 
fact be an interactive setup where 
your clients and prospects can truly 
get to know your brands, products 
and team. Here are a few ways 
in which trade shows make these 
marketing objectives achievable:

1. Lead Generation: 
When it comes to trade show 
benefits, this is one of the biggest. 
No matter the size of your company, 
exhibitions offer an excellent 
opportunity to collect qualified leads 
from a targeted audience.  With the 
right approach and strategy, trade 

shows and exhibitions can become 
lead generation gold mines.

2. Networking and 
Relationship Building: 
Trade shows are great for networking 
and interacting with key audiences 
face-to-face. Your exhibition stand 
gives your team the unique ability to 
meet prospects and build valuable 
relationships. It is a great place 
to forge new business links and 
maintain good relationships with 
your existing clients and suppliers. 
Nothing can form a stronger business 
relationship than a warm handshake 
after an engaging and meaningful 
conversation.

3. Direct Sales Opportunities: 
For the most part, exhibition visitors 
are pro-active buyers. They make a 
conscious decision to attend, and set 
aside valuable time to do so. Many 
are influencers who might otherwise 
be impossible to identify.  Exhibition 
stands are therefore perfect for 
showcasing products or services to 
this target audience. Through live 
demonstrations buyers can see, 
taste, touch, and try your product for 
themselves and hopefully make on-
the-spot decisions to purchase.  

4. More Bang for Your Buck: 
With their highly targeted audiences, 
exhibitions allow marketers to make 
customized marketing efforts that 
are both accurate and cost-effective. 
Arguably, the initial investment to 
showcase your business at a trade 
show may be larger than with other 
advertising or networking methods 
but research has shown that the cost 
to convert a prospect into a sale is 
often much lower than with these 
alternatives.

It is often said that exhibitions 
combine the mass reach of 
advertising, the targeting of direct 
mail, the persuasive power of face-
to-face selling, and the networking 
benefits of the internet, to create 

a unique environment in which a 
wide range of sales and marketing 
objectives can be pursued, either 
singly, or side by side. Small wonder 
that this impressive medium has a 
whole day of celebration!

Nomathemba Ndlovu is the 
General Manager of the Zimbabwe 
International Trade Fair Company 
from July 2013.  With over 10 years 
of experience in marketing, public 
relations and communication, Mrs 
Ndlovu started her career as a 
Management Trainee at Edgars and 
rose through the ranks to head the 
Marketing Department as well as 
the loyalty programme, The Club. 
The young and vibrant strategist 
once headed the Group and Public 
Relations of the Red Star Holdings, 
shortly after the company listed 
on the Zimbabwe Stock Exchange. 
She holds a BComm and Msc 
Degree majoring in Marketing. She 
was also accorded the Marketing 
Practitioner status by the Marketers 
Association Zimbabwe in 2012.The 
2012 Megafest Female Manager 
of the year, joined ZITF in 2010 as 
the Marketing and Public Relations 
Manager and was promoted to the 
position of Deputy General Manager 
in 2011. 
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zitfmktg@zitf.co.zw  | +263-9-884911-6  | www.zitf.net  

Exploring Linkages in the
Mining Value Chain

BOOK YOUR STAND NOW!

Zimbabwe’s Premier Mining, Engineering
Construction and Transport Expo

ZIMBABWE INTERNATIONAL EXHIBITION CENTRE (ZIEC), BULAWAYO
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Shortage of images and creativity: 
Are we getting lazy? 
By Nomathemba Ndlovu

Recently on the MAZ marketers’ group there has been much 
discussion on the issue of the use of the same images and even 

logo designs, by some companies and agencies. Of note is the use 
of the same images of Telone, Netone and Econet. May have bebun 
to question the level of creativity of not only the marketers who are 
custodians of the brands that advertise but of the advertising agencies 
who produce this artwork. 

Some of the problems emanate from the fact that the easier option to 
take is that of buying stock images online than doing an actual photo-
shoot with real models. This is where problems emanate and recycled 
images flood the market. The major argument is that the role of an 
advertising agency is to advise the client on the best route for their 
brand should be. Agencies should also make recommendations and 
be on the lookout for what the competitor is doing so as to avoid 
duplication. 

Another issue that raised debate was that of marketing budgets. At 
time marketers are forced to cut costs hence getting professional 
photographers becomes an extra expense, especially in the current 
environment we are operating in. This results in redundant campaigns. 
Taking shortcuts may in the long run prove to be detrimental to the 
brand. It is important for marketers to be meticulous when it comes to 
design, copy editing such that we can produce the best. 

Below are a few tips that can help marketers: Extracted from 
http://www.tatge.biz/the-importance-of-using-professional-photography/

1. Photography and Imagery: Put them in the Budget!

Photography should always be included as part of your marketing budget. 
Many of my clients complain of having to paying for photography, and 
usually ignore the possibility of doing a photo shoot altogether Hiring 
a professional to do your photography will be better for business and 
brand in the long run.

2. Determining the amount to budget on 

The amount of budget depends on your marketing/outreach strategy. 
Recommendation is to pull together an image library at the beginning 
of the year (or project, or campaign) that shows the direction we will go 
with the imagery. You don’t have to purchase them at this point, but we 
will get a sense of the cost for one, five, or all of them. 

3. Photo Shoot vs. Stock Photography

There’s a big difference between stock photography and doing a photo 
shoot. When you hire a photographer to do a photo shoot, depending 

DIGITAL MARKETING 
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on the license agreement you make, 
you will have original images to use 
at your discretion. If the rights are 
exclusive (usually more expensive), 
you’ll have a set of images that no 
other entity can use. Such an original 
approach will create a unique and 
authentic feel for your brand. The 
style of photography will match 
across these images, which is also 
key to building your visual identity. 
The best thing about a photo shoot, 
especially for an art director, is that 
the images will look exactly as we 
want them to look. No settling for 
a half-right right model or location. 
You’d be smart to make such an 
investment in your brand.

Stock photography has its benefits. It 
is definitely faster to get your hands 
on stock photos and use them right 
away — no scheduling, shooting, 
editing, waiting. It may be cheaper 
as well — especially if you purchase 
royalty-free images. But stock has 
its drawbacks too. You have limited 
choices. You may not get the exact 
right expression on the correct age 
and gender of model in the exact 

right position in a relevant setting. 
You might have to settle for not-
quite-right. More importantly: this 
can make your brand look generic. 
Another major drawback of stock is 
that if you don’t purchase exclusive 
rights to an image, there’s no 
guarantee your customer hasn’t seen 
that particular image on another 
brochure. Hopefully it won’t be 
for a competitor! In short, a photo 
shoot will give you better images — 
more relevant, quality guaranteed, 
exclusive use. And a photo shoot is 
not necessarily more expensive. If 
you need a lot of images, it might 
actually be less expensive overall to 
hire a photographer to do all of them 
rather than purchasing one by one 
from a stock website.

4. Stock Photography: Royalty-
Free vs. Rights-Managed

When searching through any stock 
photography site, you might notice 
there are options for “Royalty-free 
images” (RF) and “Rights-managed 
images” (RM). RF images are less 
expensive because the photographer 

is not receiving royalty payments 
from the stock house for each use of 
the image, only from the first sale of 
the image. So you can use the image 
multiple times, the only restriction is 
placed by the stock house when you 
purchase it.

When you purchase an RM image, 
you’ll need to define how you will 
use the image — what type of use 
(advertising, publication, etc.), for 
how long (6 months, 1 year, 10 years), 
exclusive or not, multiple uses, how 
many copies if it’s being printed, etc. 
The image is (hopefully) of higher 
quality, or more specific to your 
needs than an RF image. If it’s not, 
find an RF alternative. The price of an 
RM image is usually more expensive, 
and you can only use the image as 
it’s been defined by the licensing 
agreement. I’m predicting RM will 
go away for the most part, except for 
the most unique photography. The 
ubiquity and cheapness of quality 
RF images is on the rise, so be smart 
about where you spend. If you’re 
spending on an RM image, it might 
be better to do the photo-shoot.

Shortage of images and creativity: Are we getting lazy?
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Digital marketing & e-business- is your 
intellectual property protected? 
By Michelle C Chikomo

We live in a new era which is dominated by a new 
digital ‘royal’ called ‘social media’ and it is safe 

to say that life is good, or is it? Indeed, gone are the 
days when consumers have to stand in long, exhausting 
queues just to make a purchase and surely it is a relief 
to consumers to finally be able to save time without 
necessarily going through rails of clothes or stacked 
shelves to find what they really need. All this is now 
available online and it just takes a click of a button and 
some data to access companies and service providers 
online, a further click to know where they are located 
and their operating hours in case one needs to 

physically visit the store and a couple of minutes to go 
through their merchandise.  In fact, digital marketing 
and e-business has since had an incredible impact on 
how both consumers and companies handle business, so 
great that companies that have not yet adapted to this 
new way of life are at risk of losing their entire business 
to competitors vouching out for potential clients through 
online mediums.  To be precise, worldwide statistics 
show that [unconfirmed]  “50% of Smartphone users have 
discovered a new company or product when conducting 
a search on their Smartphone” (Google, 2015) and “81% 
of shoppers conduct online research before making big 

DIGITAL MARKETING 
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purchases.”Hence through correct 
digital marketing strategies, the 
marketer could reduce the costs 
in advertising on one hand and on 
the other, gain exposure in many 
countries as digital marketing 
overrides geographical barriers 
amongst many advantages.

However, despite the above-
mentioned factors that are worthy 
to celebrate in this digital era, it is 
worth noting that operating such 
technological advancements has not 
been a bed of roses. In fact, digital 
marketing and e-business have since 
given birth to a new set of problems, 
more of a new set of risks which then 
culminate into legal implications. 
Perhaps life is not too good after all 
even though the human mind has 
since made creations to ease our 
day to day lives.  The following are 
some of the legal implications which 
could be a threat to a business which 
heavily depends on digitalisation:

INTELLECTUAL 
PROPERTY PROTECTION 
FOR THE MARKETER

Are you protecting your 
intellectual property? 

Intellectual property refers to 
creations of the mind such as 
inventions, literary and artistic works, 
designs and symbols, names and 
images used in commerce . Creations 
of the mind and innovations are 
protected by law in Zimbabwe to 
enable people to earn recognition 
or financial benefit from what they 
invent or create. Internationally, the 
right to derive financial benefit from 
own creations is recognised in Article 
27 of the Universal Declaration of 
Human Rights which provides for the 
right to benefit from the protection of 
moral and material interests resulting 
from authorship of scientific, literary 
or artistic productions.

The reason why protecting intellectual 
property is important outside of 
deriving financial benefits from it is 
that it creates an environment for 
the growth of additional resources 
for further innovation through active 
encouragement of innovators. In 
turn, by balancing the interests 
of innovators and those of the 
general public, it fosters public 
acknowledgement of efforts that 
go into inventing a product and 
subsequently, innovators will have 
confidence to create more which 
will then spur economic growth 
through the creation of new jobs and 
industries. In this case, the discussion 
leans towards the use and protection 
of trademarks and copyrights.

Are your trademarks and 
copyrights protected?

On a daily basis, companies market 
their new products and brands and 
this involves the showcasing of new 
industrial designs and trademarks, 
new music, plays and films to 
accompany the promoted product. 
Trademarks can be registered and 
such protection ensures that the 
owners of marks have the exclusive 
right to use them to identify goods 
or services or to authorize others 
to use them in return for payment. 
To register, a trademark must be 
filed with the appropriate national 
or regional trademark office. The 
application must have a clear 
reproduction of the sign being filed 
for registration including actual 
colours and any three-dimensional 
features.  

In terms of copyrights, protection is 
obtained automatically without the 
need of registration. The protection 
of literary works fosters creativity 
such that an author or an artist 
can benefit from the fruit of their 
works and earn recognition through 
royalties. It also allows creators to 

control how their work can be used 
by others and how such work can be 
disseminated.

Is your use of Intellectual 
Property infringing on the 
rights of others?

 Intellectual Property related rights 
are enforceable and infringement 
of such can lead to a gruesome 
court battle and eventually loss of 
thousands of dollars in litigation, 
which leads to loss in revenues for 
a company . In China, according 
to statistics [unconfirmed], “the US 
Trade Commission reports that many 
US companies have suffered major 
economic and reputational losses 
due to infringement. According to 
its report, losses in sales, royalties or 
license fees due to IP infringement 
were an estimated $48.2 billion in 
2009, with $18.5 billion in losses 
reported among high-tech and 
manufacturing firms. Copyright 
infringements resulted in estimated 
losses of $23.7 billion.”  Infringement 
can include using another 
company’s/product’s trademark for 
trade in the market or use of music, 
literary works, poems or films by 
another in an advertisement without 
permission to use them. It can also 
include use of another’s image for 
a poster or an advert without their 
permission. Hence this is the reason 
why piracy is unlawful and why in 
some jurisdictions it is qualified 
as ‘theft’. Hence, due to the legal 
implications involved in using 
intellectual property, it is wise for 
any company, including marketers 
to protect themselves and to enjoy 
conducting business on the right 
side of the law.

Michelle Chikomo is an Associate 
Intern at Muvingi & Mugadza Legal 
Practitioners

Digital marketing & e-business- is your intellectual property protected?
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Our alumni hold key 
positions in top 
global companies. 
Are you ready to
fill their shoes? 
Midlands State University (MSU) is the accredited agent to offer tutorials on IMM Graduate School degree programmes. 
IMM Graduate School diploma programmes are accredited by the Ministry of Higher and Tertiary Education, Science and 
Technology Development.
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Building a strong online brand culture 
By Tabani Moyo

My heart bleeds every time I see brands, both small 
and big failing to understand the dynamics at 

play as they grapple with communicating their brand’s 
story line especially on social media. This plays out in 
the Zimbabwean context mainly because the entire 
management will be hinged on the nuts and bolts of 
yester-year, when communication was a monologue 
enterprise. Sadly, when some of the brands attempt to 
compete online, they simply export the offline mindset 
and maintain the business as usual approach.

There are those brands, which have built a culture of 
responding to every slight provocation online with 
disproportionate irritation and anger, to the extent that 
they end up mobilizing even those that were seated on 
the fence to attack their brands. This is mainly because 
the brands will be attempting to portray a different 
personality, to that of their true character, especially with 
regards delivering on their promise. 

In most of the situations, brands are generally stuck in 
the traditional communication mindset, forgetting that 
the ultimate jury on the platform is an informed web of 
‘netzens’ who can easily mobilize and fall on the brand 
architecture like a tonne of bricks!

So how do other brands manage to create a progressive 
brand culture using the social media, as mobilization 
for the collective good of the brand while others are 
reduced to punching bags? This week, we focus on the 
fascinating subject of mastering the effective ways of 
getting the brand culture through the social media.

The whole process of understating the role of the brand 
culture as a mobilizing agent of brand’s positive change, 
emerges from the understating that if the brand culture is 
accepted by the legion of  enthusiastic and credible brand 
advocates, it propels the brand’s acceptance and preferences 
which in the long-run leads to sustainable profits. 

To start with, there is a need for local brands to 
appreciate that they need people with skills and ability 
to intentionally set their respective brands on the wave 
of the sharing culture, which is unstoppable. The pulse 
of building an online brand culture is the ability of the 
brands to generate conversations that attract a sharing 
economy among the billions of online publics. 

It is equally worthwhile remembering that the brand’s 
performance offline will be mirrored online. Poor 
performance offline will not sublimate into a magical 
product because of the packaging online. For example, 
no matter how Colcom’s pork pie is branded online, 
that will not compensate for the poor pastry, literally 
without any meat at all which is sold in the retail outlets. 
Actually the frustrated customers will take pictures of the 
product and post it online, to harvest the online anger 
and coordinate rebellion. To avoid falling into the trap 
of being online punch-bags while other brands become 
run away success stories, we need to take note of the 
following cardinal five steps:

1. Establish a focused communication strategy 

A successful strategy is the one that communicates the 
inner soul of the brand. Answering to what the brand 
uniquely stand for and how it attempts to satisfy the 
customer’s needs. Hence the brand drivers should start 
from a strong introspection point of view. This will help 
the brand managers in deciding how they will occupy 
the customer’s mindset as a way of brand positioning. 
For example, fizzy drinks are hazardous to health. But 
the global brand Coca-cola does not communicate 
the product features. It communicates the soul of its 
existence, which is happiness. The “share a coke” 
campaign will go down the history books as one of the 
most successful for the fast moving goods because it 
hammered and consistently communicated a single-
minded message of “open happiness”. This calls for the 
brand managers to decide on the core brand message to 
communicate online, which will attract the most sharing 
among the audience.

2. Its everyone’s responsibility to share the 
    brand culture
 
Though it is usually the role of the marketing and senior 
management teams to define the brand identity and 
personality, it is everyone’s responsibility to share the 
brand culture online. This is achieved through engaging 
colleagues to buy into the brand culture; engagement 
of customers to become brand ambassadors by 
communicating what they love most about their brand 
and seeking celebrity endorsements at every opportunity 
that might arise. For example, the ‘only black owned 
energy drink in South Africa’ Mo Faya capitalizes on every 

DIGITAL MARKETING 
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Building a strong online brand culture

opportunity to share the product with celebrities so that 
they influence their communities on the brand choice. A 
classical example is when the owner, Dj Sbu was a director 
of ceremony at an event where the President of South 
Africa Jacob Zuma was a guest of honour, he shared the 
Mo Fire can and the president reciprocated by drinking it 
in public, boasting the nation’s confidence in the product. 
However the company should always make the decision of 
the people trusted to share the brand culture.

3. Invest in relationship building 

If the company decides to share the brand culture, it 
should be willing to give the brand for free at time and 

improving on it as it gets feedback 
from the online platforms. This entails 
the decision by the brand to bring 
people together and making them 
feel good at times. An immediate 
example of a brand that has taken this 
route include Bon Marche which is now 
popularly known for its ‘walkathon’ 
events. It ceases to be the retail shop, 
by a sensitive brand that communicates 
healthy living online and living it offline.

4. Live the brand reality 

As I noted, for the brand to enjoy a 
running success online, it should be 
prepared to live the brand reality, 
rather than preaching through online 
platforms. Customers on social media 
are always on standby to attack brands 
that are hypocritical. 

5. Remain open and engaging 

As I pointed out in the beginning, 
when brands take the decision to go 
online, they lose control all together. 

Allow both the enthusiasts and those that are adversarial 
to express their affection or resentment. While at it, 
acknowledge and appreciate the positive feedback and 
correct information that might be incorrect in a tolerant 
manner.  

Tabani Moyo is a Chartered Marketer, Brand Strategist 
and Communications asset based in Harare. He can be 
contacted at moyojz@gmail.com 

For example, the ‘only black owned SA Energy 
Drink is associated with celebrities
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  The advent of Millennials changing 
“normal” dress codes
     By Collin Bhiza 

PERSONAL DEVELOPMENT

Many employers require their employees to follow 
a particular dress code. Employers regulate issues 

around clothing, piercings, tattoos, makeup, nails, hair, 
and more. Many companies have a dress code that 
regulates these things.

It is one thing to have this code and it is quite another to 
implement it. The arrival of Generation X-ers, Generation 
Y-ers, and Millennials has altered the appearance and 
attitudes of the workplace. Even a casual observer sees 
the difference in schools, businesses and social settings. 
The change is not just about whether men wear suits 
and ties or women wear skirts or if employees can “dress 
down”. The change in appearance involves clothing as 
well as all kinds of “body art” such as piercings, tattoos, 
and other body adornments.

Implementing the dress codes can sometimes be 
difficult. For example, when does one person’s “body art” 
become another person’s graffiti? When is an employer 
required to accept body art, and more importantly, when 
is an employer permitted to restrict its appearance in 
the workplace? What freedom does an employer have 

in establishing a dress code and extending that code 
to hair, tattoos, piercings, or other body adornments? 
Can an employer establish a “corporate culture” and 
promulgate a dress code consistent with that culture? 
Does the employer’s need to “maintain a good image 
of the company” trump its employees’ liberty to appear 
howsoever they wish?

For the most part these dress codes are legal as long 
as they are not discriminatory. For example, men and 
women can have different dress codes if the dress codes 
do not put an unfair burden on one gender. However, 
even if a dress code is discriminatory, an employer does 
not need to make exceptions for certain employees if 
doing so would place an undue burden on the employer. 
For example, if someone’s religion said they could not 
wear pants but they worked at a factory that required 
them to wear pants a court would likely side with the 
employer as the pants are for the employee’s safety.

To avoid having arguments around dress codes being 
discriminatory, employers should try and do the 
following, amongst others:
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The advent of Millennials changing “normal” dress codes 

1. Apply the policy consistently. You should never have 
situations where you ask one employee to dress in 
a particular way but you do not tell others – even 
though they are all doing the same job.

2. It is not fair to ask someone to change the way they 
dress after recruiting them. If your company has a strict 
dress code, ensure that you outline this to potential 
recruits before they sign the employment contract.

3. Include training on the dress code & grooming 
and etiquette into the induction training for your 
company. 

4. Periodically take employees through the dress code. 
People generally get comfortable and forget. Remind 
your employees (in a group setting) every once in a 
while on the company’s policy around dressing and 
the reasons why it is important to enforce this policy.

5. Employers should be flexible. Before implementing a 
dress code, consider the following:

• Consider your environment. Have you factored 
the difference in seasons (summer, winter)? Do 
your employees tend to take public transportation 
to work (so that they might want to change 
footwear in the workplace)? Is your office in a 
downtown location, or are you located in the CBD 
or suburban area?

• Think about your clientele. Who are your 
clients? What do your clients expect your staff to 
be wearing? What do your clients wear to their 
appointments? When you attend networking 
functions, what are others wearing? Are your staff 
dressed in a manner that would make others view 
them as a professional?

• Know your employees. Do you have older 
staff? Do you have younger staff? How do they 

get along? What is the level of diversity amongst 
your staff (religion, ethnicity, race etc.)? Are there 
any contentious issues? Do you have a framework 
within which they can tell you about their issues? 
Is there any employee with body art that could be 
offensive to other employees?

• Different dressing for different employees? 
Can you consider varying dress code based on 
where people work? Front office versus back 
office? Administration versus sales staff versus 
factory staff? Core mining staff versus support/ 
administration staff?

• Go slowly. Employers do not need to change their 
dress code suddenly. They can and should first ask 
their employees about their own preferences. Do 
they believe a dress code is necessary? Have they 
expressed reluctance to conform to a dress code? 
Have they complained about any employee’s 
body adornments? Keep in mind that fashion is 
fickle. What may be an issue today, may not be an 
issue tomorrow.

• Appearance is reality. No matter how hard you 
try to convey an image, what will stick in the minds 
of your clients, your opponents, your colleagues, 
and your employees is how you appear. What are 
they telling you about how you come across? Are 
you coming across like you are intolerant? Do you 
appear to be caught up in trifling issues? Do you 
appear to be using your appearance unfairly or to 
distract others?

Collin Bhiza is a Consultant at Industrial Psychology 
Consultants (Pvt) Ltd a management and human 
resources consulting firm. Phone 481946-
48/481950/2900276/2900966 or cell number 077 3033 
748 or email: collin@ipcconsultants.com or visit our 
website at www.ipcconsultants.com
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Success comes from Personal Branding 
By Sydney Sibanda

BULAWAYO CONTIBUTIONS 

In this instalment I want to tackle the concept of 
personal branding .I am moved by the topic because 

I hear a lot of people complaining that they are more 
qualified for a particular job yet someone else with 
less of the qualifications is considered ahead of them. 
Organisations employ personal brands to manage 
their organisational brands. It is not so much about the 
qualifications that one has acquired but what brand is 
associated with your person. 

A lot of successful companies have become more 
cautious about people they engage. In a nutshell 
corporate brands are looking for personal brands .The 
point I am raising is that it has become imperative for 
any person to proactively establish their own brand 
besides whether we like it or not “we have personal 
brands”. Think about how others perceive us, are we 
always late for a meeting, do we often forget deadlines, 
with all that in mind, a brand has been consummated. 
Personal branding is essentially the ongoing process of 
establishing perception or reputation, it is an image in the 
mind of others about individual, group or organisation.

Organisations employ personal brands to manage their 
organisational brands.

The personal branding concept is resonated with the 
notion that success comes from self – packaging. If we 

are to illustrate this, take for example, the packaging of a 
product, it appeals to a certain target market segment. If 
the product has been packaged correctly it will definitely 
attract the individual target market. The critical point 
here is that in developing a personal brand there is need 
to conduct a process of segmentation, targeting and 
positioning (S.T.P).The audience has to be identified and 
the music has to suit the audience , otherwise one would 
sing to an empty room. The Charamba’s are a brand, 
even if I have not mentioned their first names already 
a certain image has been invoked in the mind of the 
reader.

To some they invoke a symbolism of Christianity, to 
others a symbol of an ideal couple, others think of 
Charles Charamba and his wife singing .There are 
many examples in our communities of be people who 
deliberately worked on their brands to create an image. 
Building a positive personal brand does not happen by 
accident. It is a deliberate process of self-introspection, 
behaving in a defined manner, associating with what 
you perceive would invite positive imagery from your 
intended target market.

Whether one is a student or gainfully employed one 
must think, act and plan like a leader or an authority 
in their area of interest. If one wants to consummate a 
professional personal brand there is need to subscribe 

The audience has to be identified and 
the music has to suit the audience
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to professional bodies where one will interact with like-
minded professionals. To increase your professional 
personal brand, the conferences, meetings and 
workshops in these institutions should be attended 
regularly and better if one could present a paper. People 
who matter for example employers, investors and 
potential business partners would take a keen interest to 
partner your personal brand. 

Your personal brand is all about who you are and 
what you want to be known for as alluded to above. 
Developing your personal philosophy or “brand making 

Success comes from Personal Branding 

“is the “heart and soul “of your 
brand. It is the foundation of all 
your branding efforts. This is a 
statement describing who you are 
and what you have to offer .It has to 
be different from the next person. 
You need to present a unique 
proposition that would differentiate 
you. Your brand character and traits 
need to be authentic and consistent. 
Try to avoid bad publicity as 
much as you can .Bad publicity is 
there, sometimes bad situations 
can make you come out looking 
stronger ,but a lot of the times it 
will end up undermining your brand 
reputation. We have examples 
of celebrities whose dignity has 
been compromised because of 
their unsightly photographs being 
published against their will most 
have had their careers negatively 
affected. Some have risen from the 
ashes like the proverbial Phoenix. 
If you want people to take you 
seriously there is need to have a 
clean reputation. When bad things 
happen, work proactively to correct 
the situation.

People that overcome bad publicity 
do so because they have the basis 
of a good publicity to start with. 
Identify core values of the people 
you are addressing. Values like 

honesty, integrity, respect, team work, innovation and 
creativity and so on are highly attractive to most target 
markets. Even if you are not experienced in a particular 
profession you need to continuously hone your skills 
by associating with the activities that will ensure your 
professional personal brand attracts your target market. 
So the question is “Who is your target market?” and 
“How can you meet their needs?”
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Footprint of Proton in Bulawayo

When Proton Bakery announced its entrance into the Bulawayo 
market a few weeks ago, the media applauded the move 

as a huge endorsement of the city’s economy as an investment 
destination. Also noted was the emphasis of Proton representatives 
on their aim to build mutually beneficial relationships with the 
community. 

After receiving such support, Proton has been in the spotlight 
where stakeholders have been monitoring the baker’s initial 
footprint in the city based on their promise to walk the talk.  Below 
is a rundown of the major projects Proton has undertaken in 
Bulawayo during its first month of operation in the city.

According to the Business News Daily, contemporary customers 
expect high standards, which exceed quality products and 
services, from companies. As such, Business News Daily notes that 
‘companies are not only expected to make profits but also operate 
responsibly to address social and environmental issues.’

Indeed Proton, as noted in various media articles, is exceeding 
expectations when it comes to product and service quality. With 
regards to walking the extra mile, the bakers underlined their 
environmental awareness by donating ten rubbish bins to the 
Nkulumane community. 

“There is a real need for these litter bins in my constituency 
especially at clinics and shopping centres which will be prioritised 
during allocation,” said Nkulumane Member of Parliament Killian 
Sibanda upon receiving the waste disposal facilities. 

This is a critical contribution towards environmental preservation by 
Proton as they encourage proper handling of unwanted products 
like packaging which degrades the ecosystem if dumped. 

Proton also assumed community responsibility by supporting 
law enforcement initiatives in Bulawayo. In Particular, the bread 
maker partnered the Zimbabwe Republic Police (ZRP) when they 
re-launched their Client Service Charter in Njube suburb.  

The Charter encourages ZRP officers to be diligent in serving 
and safeguarding the public. Proton was present in solidarity, 
contributing through dressing some of the participants and giving 
prizes to officers awarded for excellence.
 
Client Service Charter progression dressed by Proton
Communities are always in need of recreation and entertainment 
which is usually attained through sport. To contribute towards this 
cause, Proton was visible in various sporting activities, providing 
prizes for the Bulawayo Pool Association (BPA)’s Easter tournament, 
while dressing all umpires and officials for the competition. 

Mr and Ms ZITF was also a beneficiary of similar incentives to 
participants in an event which saw Proton partner Bulawayo 
powerhouses like PPC Zimbabwe in sponsoring the body building 
contest. With such strides, Proton is definitely angling for a 
permanent seat at the elders table in business. At the main show-
grounds of the Zimbabwe International Trade Fair, Proton defied a 

general apathy from Bulawayo companies towards the exhibition 
and showcased for the first time at the 2017 edition.  

“I encourage local companies to exhibit at such fairs since their 
absence restricts them because they then miss out on a lot of 
business and partnerships which are both vital to survive in any 
cutthroat environment,” said Proton sales manager Simba Bodzo 
in the days preceding the exhibition. “In any case, how else can 
you make informed decisions?” he added. 
 
Indeed, how else can consumers know you are serious about them 
if there are no efforts meet and initiate dialogue with them at such 
platforms?

Add employment prospects, which amount to hope for Bulawayo 
citizens, to this cocktail of social initiatives - all achieved in one 
month of operation - and no one would fault you for appreciating 
this new business in Bulawayo. 

The footprint of Proton in Bulawayo has undoubtedly raised the 
bar for other companies to mix business interest with contributions 
towards social benefit. 
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