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It seems like there is recurring call for 
change in the way we do business, not 
only as marketers but as organisations.  
In 2018 there has been a particular focus 
on aligning to fit in the new dispensation, 
where Zimbabwe is open for business 
and the major focus has been to revive 
industry and increase capacity utilisation. 

As an Association one aspect that 
we have been functional in, is that of 
Nation Branding, largely through the 
participation of MAZ Fellows, who are 
the senior marketers.  This is a process 
that is ongoing and pertinent in moving 
towards transformation in the nation. As 
marketers we cannot ignore the changes 
that are taking place but rather find a 
voice in national policy discourse. 

In line with the aspect of change, the 
need for a strong digital culture has been 
realised and is being implemented within 
most organisations. However, marketers 
have to adapt to ever changing trends 
which go on in digital media, which 
is more than just having presence but 
actually creating effective content. An 
interesting phenomenon which is rising is 
when brands ride on viral media content 
such as videos, popular colloquialism and 
even ‘memes’, which shows a great deal 
of creativity. 

There has also been a growing trend 
for fitness through events such as 
marathons, Zumba sessions, walkathons 
and fun runs, which create awareness 
on healthy living. These events have 
become good platforms for engagement 
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with consumers, networking and building 
camaraderie. 

During the 1st quarter the Association 
has introduced some fresh benefits 
for members which have been well 
appreciated. Other new events and 
programmes to look forward to are 
the Professional Diploma in PR and 
Corporate Reputation Management 
and Marketers Boot Camp. 

Happy Reading! 
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Marketers’ Luncheon 
“DRIVING BUSINESS CONFIDENCE THROUGH STRATEGIC MARKETING”

1ST QUARTER NEWS

Over 150 Marketers converged at Pandhari Lodge 
for the MAZ Marketers Luncheon held on the 28th 

of February. This event was a platform for networking 
and for unveiling the 2018 MAZ Calendar of Events. In 
addition to this, during the event ZimChartered Marketer 
and Digital Marketing students graduated. The guest 
speaker for the event was CEO of DHL Zimbabwe, Mr 
Jeff Phiri who spoke on the theme, “Driving business 
confidence through strategic marketing”.

Phiri emphasised the need for marketers to take part in 
changes taking place in the new economic and political 
dispensation. He called on marketers to be innovative 
and leverage on knowing the consumer intimately.

“Marketers need to go global by being disrupters and 
also using big data to know their customers intimately”, 
highlighted Phiri. 

Locally, big data has become a buzz word when speaking 
of marketing strategies. There is need to utilise real time 
data from customers, competitors, and markets and be 
able to predict consumer behaviour and as well as for 
crafting futuristic strategies. 

Marketers  networking at the Luncheon

Mr Jeff Phiri, DHL Zimbabwe CEO speaking at the Marketers Luncheon

He went on to speak about the need for marketers to start 
creating value in the digital sphere through interactive 
website and social media platforms. He remarked that, 
“Not doing SEO (Search Engine Optimisation) is like 
having a fantastic shop with no address, your customers 
simply won’t find you”. There is also need to know one’s 
consumers intimately in order to be effective. 
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Be ahead of your time with short courses 
offered by the IMM Graduate School.
The IMM Graduate School offers exciting new short courses in Marketing & Advertising, Business 
Management, and Supply Chain Management for the professional who never stops learning. 
Discover unlimited potential, register now!

The first 50 to register get 50% off ANY short course for 2018!

IMM Graduate School short courses begin on May 1st, 2018. For more information, you can visit 
www.immsc.co.za or call Irene on 011 628 2000.

SH   RT
COURSES
UNLIMITED POTENTIAL

Marketing    Supply Chain    Business

IMM Graduate School of Marketing is a Services SETA (SSETA) Accredited Higher Education Institution. Accreditation Number: 0096.

www.immsc.co.za |   011 628 2000
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ZimChartered Marketer and 
Digital Marketing Graduation 

1ST QUARTER NEWS

6 Month Class Digital Marketing Graduates

In recent years, there has been an emphasis on the need 
to have digital marketing skills, especially because we 

are already in a digital era where all marketers should 
in fact be “digital marketers. MAZ gives you a platform 
to enhance your skills through the Certificate in Digital 
Marketing. This is a 6 – month programme which was 
introduced in 2016 and has seen over 200 participants 
graduating. The 6 month programme is predominantly 
targeted at those who are responsible for implementing 
Digital Media Campaigns for their organisations or for 
their own businesses. 

This is also targeted at those who want in-depth 
knowledge in the field and also want to enhance their 
qualifications. It is designed for individuals ready to 
expand their skills set in today’s internet driven market

MAZ would to congratulate the following who 
graduated on the 28th of February:

6-MONTH DIGITAL MARKETING GRADUATES

Fortunate Kasoka

Chipo Nyebera

Sharon Nyahanana

Tatenda Portia Sagomba

Tapiwa Walter Gombe

Tinashe Chada

Tatenda Belinda Ruwuyu

Viola Vimbai Mundira

Thokozani T. Manjeya 

Eniwett Tinashe Munjeri

Mazvita Violet Msonza

Odiline Kava

Lobengula Dube
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MAZ NEWS - ZimChartered Marketer and Digital Marketing Graduation

6 Week Digital Marketing graduates

Kudzanayi Masimbe

Fazilla Chimbghandah

Tinaye Farai Mombeshora

Marian K. Nyamukonda

Ashley Madhava

Nomsa V. Mayengahama

Tshando Madhava

Nyasha Stanley Matibvu

Omega Mudzengi 

Rejoice Senderayi 

The focus for this qualification is more than just attaining 
a certificate at the end of the 6 month journey, but it is 
meant to equip you with practical knowledge on how to 
handle digital media on a day to day basis.  It explores the 
several aspects of the new digital marketing environment 
and integrates them to current business operations. 

It including modules like digital marketing analytics, 
social media marketing, search engine optimisation, 
mobile marketing, Email marketing, content creation, 
website management, using social media for business 
and blogging for business. You will also be able to 
translate that into revenue and also track progress of 
your digital marketing tools. 

MAZ also introduced the 6 week programme which 
is called the Introduction to Digital Marketing. This 
programme is for those who do not necessarily handle 
digital media on a regular basis, but still want a basic 
understanding. This is mainly targeted at non- marketing 
personnel, senior level executives, SME business leaders 
and business owners. 

6-WEEK DIGITAL MARKETING GRADUATES 

Patience Manyara Shuro

Antony William

Tatenda Pride Shoniwa

Takudzwa Sandati 

Tsitsi Chawatama

Terence Gunundu

Lucille Chiwisa

Belinda Mulipah

Pamela Mavhunga

To register and know about intake dates kindly 
contact Denise on training@mazim.co.zw  
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Testimonials from ZimChartered 
Marketer Graduates 

1ST QUARTER NEWS

Amon Mapiye -Managing Director 
(Adlife Beverages) 

The ZimChartered programme has 
benefitted me a lot, as I had to understudy 
the business that I am currently running, 
Adlife Beverages and come up with 
strategies that I am now implementing.  
I believe, I will be able to evaluate the 
performance of the business which will 
be beneficial. The programme helps 
to sharpen your brain on the current 
marketing trends, which are useful in this 
ever changing global environment.  
 I believe I was also being trained 
to be a marketing consultant for any 
business, as we had to mentor an SME, 
that was not related to the business I am 
currently in. To add value, I assisted them 
to come up with a marketing strategy 
which they are implementing. The ‘SME’ 
was a manufacturing focused business, 
with one distribution company, so I 
advised them to widen up their marketing 
distribution channels through listing on 
retailers, wholesalers and other small 
outlets apart from maintaining their own 
main distribution agency.
 They had also to come up with 
products that were required by the 
market, instead of just producing for sales. 
Therefore after a research, they started 

manufacturing tailor made products that 
were quickly moving into the market 
according to level of demand. They also 
started to get involved in the marketing 
activities such as carrying out demos for 
their products and getting direct feedback 
from the market. 

Marjorie Munyonga -Corporate 
Communications and Marketing 
Manager (ZINWA)

The programme exposed me to a real life 
business enterprise. I gained experience 
as a marketing consultant to foster an 
organization’s profitability, market share 
and visibility. I was able to sharpen my 
skills in undertaking a strategic audit for 
the SME which included doing some 
customer profiling, stakeholder mapping, 
competency and capabilities assessment, 
assessment of current strategies as well as 
recommending appropriate strategies. 
 I was able to do a strategic marketing 
plan for SME as well as create a social 
media presence through Facebook and 
Twitter. The company was able to list on 
google business as well publish its Safety 
and Health policy. In addition the SME 
was also able to brand its office premises 
and vehicles as well as develop a website. 
All these efforts managed to grow sales 

and increase market share.
 The challenges I faced were largely 
to do with the financial constraints of 
the SME to implement some of the 
recommendations but generally the 
management of the company were very 
open to my recommendations.

Varaidzo Dube -Marketing & PR Manager 
at New World Property Managers

I have not begun to shout about my 
ZimChartered Marketer status but 
plans to do so are in the pipeline. The 
SME I was working with is an advertising 
agency. I assisted them to open up 
their minds to the opportunities that 
existed in untapped markets such as 
traditional FMCG companies which 
would be in need of rebranding. I also 
encouraged the Managing Director of 
the organization to package himself as 
a brand to enable the market to see 
the value in taking them on as their 
agency. 
 I would suggest that MAZ offer 
more academic support to the chartered 
marketers. I would suggest that the 
monthly meetings have more learning 
opportunities for the students. 

Amon Mapiye Marjorie Munyonga Varaidzo Dube 
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Upcoming Events in 2018
1ST QUARTER NEWS

SUPERBRAND LAUNCH 

Date:  11 May 2018 
Venue: Great Indaba Room, Crowne Plaza 
Theme: Building Global Brand through innovation 
The top 200 brands are going to be unveiled at a Business 
Breakfast meeting to be held on 4 May 2018 at Crowne 
Plaza. This marks the second phase of the Superbrand 
process. Superbrand is a concept that seeks to recognise 
and reward the best brands in the country with the finest 
reputation within a specified period of time.

It offers customers and other stakeholders’ significant 
emotional and tangible benefits over its competitors 
consciously and subconsciously. As a result corporates 
and the community at large realise real economic value 
from this noble concept.

The first phase of the Superbrand process is the short-
listing of brands. This is a nationwide research done 
through top of mind awareness survey. The research 
is coordinated by an independent research company 
(baseline research) and this process is audited by 
independent auditors.  In the second phase, the short 
listed brands from the top of mind awareness survey are 
unveiled to all stakeholders. A research fee will then be 
required from all brand custodians for the provision of 
specific sectorial reports. The third phase is the field 
research. A sample size of 3000 is used for this nationwide 
wide research from ages 18years – 65years and this is 
the biggest Superbrand research sample size in Africa. 
The sample size is split between B2B and B2C and the 
samples for each are based on brand representation in 
the top of mind awareness survey.

The fourth phase is the analysis of data and provision 
of results thereafter the Awards Ceremony will be 
held. During the awards the Superbrands and sectorial 
winners are unveiled, however sectorial winners are not 
Superbrands; they are merely top sectorial brands in their 
specific sectors. Only the Top Superbrands that would 

have participated in the research are entitled to freely 
use the seal. After all this is complete, the Superbrand 
Report is then published which allows the top 200 brands 
to advertise and showcase their achievements.  
For bookings contact events@mazim.co.zw

ANNUAL CONTINUOUS PROFESSIONAL 
DEVELOPMENT MASTER CLASS

Dates:  27 - 30 June 2018
Venue: Troutbeck Inn, Nyanga
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.  The first class (Class A) will be open to all Marketers 
who desire to be accredited with the Marketing 
Practitioner Status, (MPS) offered by MAZ, in conjunction 
with IMM. While the second class is open to those who 
have already attained the Marketing Practitioner Status 
and wish to retain this status as well as those who seek 
to keep abreast with local and global marketing trends.

Some of the topics that will be covered include: 
1. Leading Company-wide Digital Transformation
2. Effective Crisis Management in the Digital Era
3. Advertising Agency Relationships: Getting the most 
 from your Agency and Managing conflict
4. Customer Experience Management across multiple 
 touch points.
5. Integration of Marketing, Sales and Business 
 Development: Best Fit Approach: 
6. Maximizing Return on Investment on Marketing 
 Expenditure: 
7. View from the CEOs: How the Marketing function can 
 fully achieve organisational strategy expectations; 

• Cost: $980, (Single Accommodation, Meals, 
Facilitation and Course Material. Excludes 
Transport) Discounts for individual and corporate 
members.

For bookings contact events@mazim.co.zw or 
eniaz@mazim.co.zw

Guests at the MAZ Superbrand Launch 2017

Annual Continuous Professional Development Master Class 2017 in Nyanga
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FROM TRADITIONAL 
MARKETING TO CONNECTING 
WITH THE NEW CUSTOMER

THEME ARTICLE

FROM TRADITIONAL MARKETING TO 
CONNECTING WITH THE NEW CUSTOMER

I have been reading a book authored by Cal Newport called 
Deep Work. The book has motivated me to embrace 

change and to challenge myself every time I am faced with 
a threat that comes from the environment. Cal defined 
deep work as the ability to focus without distraction on a 
cognitively demanding leading you to master complicated 
information and produce great results. 

Through practicing deep work the author managed 
to study computer science without any background in 
subjects such as mathematics and all those items listed 
when trying to start a degree program in the field. He 
highlights that if you work undistracted you can actually 
produce more value. As marketing practitioners, we 
need to master the art of embracing new complexities 
that have come with technology in our industry. We 
should not be bound in the old and traditional because 
we are now serving a new type of customer. 

A customer who wants to be found and engaged with 
in their ‘own space’ and mainly via the digital channels. 
Radio, Billboards, Trade Shows and many others are still 
serving their purpose but truth be told, they are now like 

noise we have learnt to live with. 

Last month I met a colleague who told me that their 
business is not on social media as they are sceptical 
about it. I decided not to argue but I searched their name 
online and realized that they are indeed online. This was 
via customers outlining their complaints to each other 
on Facebook, and no one addressing their concerns. 
Positive compliments where also available, but again, 
no one was there to thank the customer about it. I then 
realised that maybe they are several brand custodians 
out there who are totally living in their old traditional life 
of one way communication. If you are one of them, don’t 
despair. Just plan to catch up and join other businesses 
that have embraced the new methods of connecting and 
engaging customers in their spaces. 

It is affordable, faster and two way engagement. You 
can contact precisely your target customer. I enjoy how 
on Facebook you can profile who should view your 
proposition, where they stay, their gender and many 
other demographics. To run an engagement campaign 
you do not require costly physical space these days, 
especially if the youth market is your target. They 
already enjoy sharing about themselves, sending 
pictures about their pets, best outfit and anything they 
like. It’s faster and smarter than calling them to a party, 

Radio, Billboards, Trade Shows are still serving their purpose, but they are now like noise we have learnt to live with
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The Changing Face of Marketing: Towards Organisational and Economic Transformation”

writing emails or putting up a billboard. 

I have a few suggestions up my sleeve to help you 
move from traditional marketing to the new methods of 
customer engagement. 

1. GET TRAINED
 In terms of personal growth, you need to up skill 

yourself to understand how to use these new 
methods by getting trained. If you are passionate 
about change, you will even train yourself before you 
enrol in formal programs. Get trained on basic Digital 
Marketing and then if you are hands on you can get 
technical training. Currently I am reading about media 
and entertainment. This is because my industry has 
become what is called TMT – Telecommunication, 
Media and Technology. I am enjoying myself already 
and I know exactly the skills I need in the space. We 
can all transform and become experts in new areas as 
demonstrated by the author of Deep Work.

2. CONVINCE YOUR BUSINESS
 You need to be personally convinced to a large 

extent that your customers have really migrated to 
mobile and are very social. Your research should find 
out what mobile gadgets they use, frequency of use 
and what they are doing online, offline and how they 
make buying and selling decisions. Once you are 
convinced through your research, you are likely to 
design a new strategy all together which will resonate 
with your customers and save you time and money. 
From there, convince the rest of your company about 
the need for change and execute. 

3. BE WILLING TO EXPERIMENT
 So much is published about Digital marketing but 

most businesses in Africa are yet to walk through 
the full path of what developed countries have 
done. This is not a problem but an opportunity to 
experiment and adopt what works in our space and 
target customers. Experimenting will help you move 
from traditional methods more comfortably than 
taking drastic actions which then disappoint you 
when you realise failure. For example, I notice that 
customers now use social media to make decisions 
of which place to buy, what to buy and all. They carry 
out a mini research with friends. 

 If your product allows, this is where you ensure you 
push customer reviews and comments online so that 
when someone does research about a service you offer, 
they find you. Most banks get ‘private’ reviews after 

serving a customer by the teller. I always wonder what 
they do with that data! Experiments are so easy and fast 
when using digital methods. You start and can stop a 
campaign easily. Tweaking a campaign for success is very 
easy and you measure the results more than you could 
measure the success of using an outdoor billboard.

My personal opinion is that Marketing is no longer simple 
but tech edge exciting. I truly envy young marketers in 
that they are coming with the ability to be highly flexible 
in what hands on skills they have. Video production, 
Blogging, Data analytics, Social Media, Application 
development and many more ways of getting access 
to customers in their space is important. It is time for 
marketers to acknowledge and embrace that new ways 
of marketing are useful and relevant to the current 
situation. It is not only that they are cheaper but that 
they connect and resonate with customers.

I was in Victoria Falls for MAZ 2017 Convention. At 
dinner I sat opposite a loving couple and I could tell 
they are so connected. The wife then mentioned that 
when she was about to leave the hotel she couldn’t 
find her phone. She went on to say, “I was not going to 
come if I had not found my phone because I cannot live 
without it”. What she simply meant was that she cannot 
separate from her circles and access to the internet. She 
did prove it because during dinner she was swiping and 
checking “stuff” on her phone. What else do we need as 
Marketers to understand that our customer has moved? 
We need to move with them and engage them in their 
social space so that we achieve business performance.  

Mellany is currently the General Manager - Marketing 
for Econet Wireless. She is a social entrepreneur and 
part of www.freewomanentrepreneur.com which helps in 
educating and motivating women starting or up scaling 
their business. She is a public speaker, mentor, blogger 
and presents to various audiences across the globe on 
Entrepreneurship, Women 
Empowerment, Marketing 
& Brand Strategy. Mellany 
is member of the Advisory 
Executive Council for the 
Women Economic Forum 
(Delhi, India). She is the first and 
past President of Toastmasters 
International - Diplomatic 
Corps Club, and a contributor 
to the Womanhood Global 
Magazine (UK).

Mellany Msengezi
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Market Research the Missing Link 
for VUCA Zimbabwe 
By Patson Gasura

It is not all politics in Zimbabwe. In spite of the 
well documented challenges life goes on and 

Zimbabweans, like all other people, need products 
and services. Scenes of closed factories and low 
incidence of big construction projects are commonly 
cited as evidence of a stagnant nation. 

However on the demand side, scenes of numerous 
new modern houses are a common spectacle. Roads 
are also always full of cars of all sorts, day and night. 
The common talk in the country is that everything 
has become informal and for most ordinary people, 
it is a case of earning a living by the roadside. How 
sustainable are these micro businesses? Collectively 
are they the key to national GDP growth?

THERE IS NEED FOR INSIGHTS ON THE 
SELF-EMPLOYMENT PHENOMENON

Indeed as one drives on any highway in Zimbabwe 
they will most certainly see people selling products 
and services by the road side. In the residential areas 
almost every house has some income generating 
project of one form or another. Below is a picture 
of organised vendors selling groceries on a highway 
in Karoi. Interestingly the vendors are stationed a 
stone’s throw from TM Pick n Pay Karoi. They claim 
brisk business and some of their products even 
have higher prices than TM Pick n Pay. Their value 
proposition seems to be convenience and flexibility 
more than anything else.

For many years Zimbabwe has been a typical 
VUCA (volatile, uncertain, complex & ambiguous) 
environment for businesses and citizens alike. The 
arrival of new dispensation has been widely hailed 
for the hope it brings.  Such VUCA environments 
are fertile ground for market/ing research. The 
Zimbabwean formal business structure has radically 
changed from large to small and now even micro. 

The graph below from the latest Zimbabwe All Media 
and Products Survey (ZAMPS) commissioned by the 
Zimbabwe Advertising Research Foundation (ZARF) 
and conducted by Topline Research Solutions (TRS), 
confirms this state of affairs.

From work we do in Zimbabwe, I am convinced that 
there is increasing need for an evolving marketing 
research industry with practitioners who do not just 
provide insights through presentations. They should 
also offer advisory and training services on how 
the new smaller businesses can convert consumer 
insights into customer recruitment and revenue 
growth. Collaborations among the small business and 
research suppliers could also render research more 
affordable and increase uptake.

THERE IS NEED FOR INSIGHTS ON YOUTH 
DYNAMICS, PRIORITIES AND VALUES

One prevalent scenario (reality) in Zimbabwe is one 
where more and more youths are moving straight 

MARKETING MATTERS

Grocery vendors on the Harare-Kariba highway
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Marketing Matters  -   Market Research the Missing Link for VUCA Zimbabwe 

from graduation to starting businesses because 
formal employment opportunities are on the 
decline. This may not be sustainable if these 
youths are not formally equipped with business 
start-up and management skills. Once started 
businesses must survive beyond the founders. 

It is time to offer the youth opportunities rather 
than employment. Such a focus would indeed 
transform the country radically in the long run. 
However, how much is known about these 
youths in terms of their demographics and 
psychographics?. They constitute more than 
60% of the Zimbabwean population. The youth 
are thus a big stakeholder to shape the future of 
Zimbabwe. 

However these same youths have been exposed 
to the mechanics of the modern world, values 
and choices through the prevailing digital era 
(others call it the 4th industrial revolution).  

How much is known about what is in the 
Zimbabwean youths’ mind? It is a matter of the 
research industry being proactive and taking a 
lead and then we can positively influence national 
programs and policies on a sustained basis. The 
country cannot afford another loss of the youth 
into the diaspora but rather need them to go 
into business at various levels. It seems the time 
has arrived to promote family anchored rural 
businesses (especially agro-based), to encourage 
urban-rural migration, at least mentally, among 
these youths. 

Vending in urban areas has been partly caused 
by rural-urban migration when people come to 
town in search of employment only to find formal 
employment is a thing of the past. Once again 
research is necessary to advise policy makers on 
relevant urban-rural support programs.

THERE IS NEED FOR INSIGHTS ON SURVIVING 
BIG BUSINESSES IN ZIMBABWE

On the supply (especially big business) side 
although there is evidence everywhere of 
struggling businesses, there are a few, especially 
in ICT, retail, beverages, media and financial 
services that seem to be making significant 

progress. Success secrets of these businesses need 
to be known formally. With the business environment 
drifting towards the informal sector, there is a need 
for market research to be commissioned by these big 
businesses to get the following strategic information.

• Target market size; 
• Target market structure (competition);
• Target market dynamics/trends &
• Consumer segmentation & profiling.

Since the main attractions of the informal sector 
players are convenience and flexibility, it appears the 
most important regular research that big businesses 
need to invest in is customer experience monitoring 
(CEM). Customer Experience ratings should ideally be 
discussed together with financials & other business 
performance measures during Board or senior 
management meetings. 

The research industry may also be blamed for not 
proactively creating sufficient awareness for this 
missing link (CEM). People (called customers, 
patients, consumers, Clients, shoppers, voters, 
passengers etc.) continue going back where they 
get pleasant experiences (happiness). In spite of 
the citizens being generally regarded as warm and 
friendly, good customer experience does not seem 
common in Zimbabwe.  

I think that part of the crucial role market/ing research 
must play is to push customer feedback measures 
(ratings) into the Boardrooms. Boards seem overly 
obsessed with financial measures only. Future Boards 
must be customer-centric first and foremost.  Finances 
come from people.

Patson Gasura, is the founder 
& Customer Happiness 
Director, of a regional 
research consultancy called 
Topline Research Solutions 
(TRS). 
He can be contacted on 
patson@topliners.co.za or + 
27 83 423 4554 or WhatsApp 
+ 263 773 435 564 or 
www.topliners.co.za  Patson Gasura 
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Key Elements and Essentials 
of an Advertising Brief
BY PAMELA GWANZURA

MARKETING MATTERS

Where is advertising going today? Are we in an 
era where advertising can be termed as being 

haphazard? What happened to the structure that would 
result in very impactful adverts? Where is the problem and 
at what point are the wheels coming off?

Back in the day advertising agencies were militant about 
brands and there was a very clear modus operandi in terms 
of how things were done. Take me back to the days where 
agencies owned brands and they were vicious about the 
360degree elements of communication around the brands 
they handled. The agency function was tantamount to 
being an extension of the client’s marketing team. The 
agency’s job was to make the marketing team shine 
through brilliant ideas and amazing executions that would 
give the brands life. An encounter with an advertising 
agency would leave the client more educated on the key 
elements of brand communication while at the same time 
the competent marketing teams would leave the agency 
equipped and spoilt for choice with in depth information 
about   the brands which would in turn make their jobs 
easier and give them more precision in their execution.

We are in era where the marketers themselves in a lot of 
instances are not completely clear on what their brands 
stand for and they are not sold out on what it is that 
differentiates them from competitor brands. This in itself 
is a root cause of some of the problematic adverts we see 
being flighted both in electronic media, print media and 
various other media channels. If the Marketing Manager 

is not clear on key elements of the brand, what can we 
expect when it comes to how that marketer will brief the 
advertising agency on a desired campaign. It is the quality 
and depth of briefing that determines the quality and 
excellence of execution on any advertising campaign. 

Great briefing will result in a great campaign that will 
highlight essential products or service benefits. Poor 
briefing will reflect in the final adverts which will usually be 
scanty in the information, controversial in the messaging  
and often they achieve the opposite of the desired effect. 
One would look at the advert and ask  the questions,  
what is the key message in this advert, who is this advert 
targeting and is this the most appropriate channel to reach 
the targeted market.

Too often nowadays corporates are leaving the advertising  
agency with the task of  figuring out what their  brand is 
all about, who the targeted  market  and therefore the 
type of messaging that should be developed around it. 
What most corporates don’t realise is that the advertising 
campaigns are a reflection of both the marketing team and 
the advertising agency. Competences or lack thereof on 
both sides will be judged based on the campaigns that are 
rolled out. More and more campaigns are killing brands 
instead of building them and generating interest that 
results in profits.

For example the recent H & M campaign that was trending 
on social media which featured 2 white boys and one black 
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boy. The black boy had an inscription on his sweater 
that read …the coolest monkey in the jungle while 
the two white boys had the inscriptions... Mangrove 
jungle, survival expert while the other had images 
of turtles and giraffes respectively. 

What was the thought process behind it, from 
a client’s perspective and from the advertising 
agency’s perspective? What was the desired 
outcome of the campaign? What was the idea 
behind the messaging and who was it targeted 
at? Did it achieve the desired outcome? 

It received very wide negative publicity from the 
black community especially, with many criticising 
the racial slur in the advert. Many also accused H 
& M of being backward citing the fact that racism is 
very backward and not in sync with the 21st century 
trends. The question is,  was the negative reaction 
from the black community big enough to negatively 
impact the H & M sales? Will H & M recover from the 
negative publicity it has received? Another school 
of thought says that H & M may have deliberately 
flighted the campaign as it was with the intention 
of getting the high level of publicity that they 
did get. As the old adage says, “bad publicity is 
still publicity” .Those that did not know about H 
& M now know about them. Some past trends in 
purported racist advertising for example Nivea and 
Dove adverts, have shown that although people 
may react very negatively towards the purported 
racist adverts, but they somehow still continue to 
buy the products. 
So it could be that H & M were deliberate about 
the campaign and that they do not fear any boycott 
of their products. So it will be interesting to track 
the briefing process between H & M and their 
advertising agency, as the brief from H & M would 
have been signed off and the final execution in 
terms of the advertising campaign would  also have 
been signed off by the client.

In a nutshell, there is still a great need for advertising 
briefing to be more detailed. There is a growing 
need for both corporates and advertising agencies 
to be structured in terms of the briefing process. 
There should be understanding on both sides in 
terms of the targeted market, the desired outcome 
and the preferred channels. That way expectations 
can be managed and deliverables can be measured. 
In our next article we look at the key elements and 
essentials of an advertising brief.

MARKETING MATTERS -  The Essentials of Advertising

Pamela Gwanzura is a 
communication specialist 
and a seasoned marketer. 
She is currently running 
her own consultancy called 
Tangible Communications. 
She can be reached on 
pgwanzura@gmail.com
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“If you can’t advertise yourself, what 
hope do you have of advertising 
anything else?”  David Ogilvy.  This 
saying by the great advertising guru 
can also be reworded in my own 
words to fit the sales industry.  “If you 
(as a company) cannot sell yourself 
(to your employees), what hope do 
you have of selling to strangers”  

I believe that the first person you 
must convince of the value of your 
product or service is the employee.  
As marketers, internal selling of the 
brand is the first step to empowering 
employees to be unflinching brand 
ambassadors. The employees have 
to be in it with everything they have, 
convinced even in their dreams that 
their product or service is the best 

thing to ever happen in his life.  An 
employee has the power to make or 
break your product before it even 
hits the shelves.   I have come across 
many employees who speak ill of 
the products or services provided 
by the companies that they work 
for.  When this happens it is a clear 
sign that the organisation has failed 
to get through to its first customer, 
the employee.

The employee is the face of the brand 
and the first human interaction your 
clients or prospective customers 
have your product.  So many times 
we have walked into stores to be 
ignored by the merchandisers or 
shop attendants who seem too busy 
chatting to even notice you standing 

by the product.  You come into 
contact with sales representatives 
who at worst do not have an idea of 
what they are selling let alone how 
to assist you.  The sales consultants 
of the company have little idea of 
the product or services offered and 
they are actually amazed at how 
much you know of their company.  
This brings up the question, whose 
fault is it?  

When hiring sales personnel, 
companies should keep in mind 
that they are not just hiring human 
talent but they are hiring their 
favourite customer.  This ‘customer’ 
should not only be attracted to the 
company by the perks and salary 
but also by the value of the brand.  

SALES

SELLING VALUE TO 
THE EMPLOYEE
BY TENDAI CHIMANDA

Empower employees to be unflinching brand ambassadors
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How many times has Human Resources brushed aside 
the fact that a prospective employee knew very little 
or nothing about services provided by the company. 
He may have a bit of generic knowledge, but is not 
as enthusiastic as he should be. This must be a clear 
sign to the recruitment team that this person has no 
interest in the brand, so how will he make other people 
interested in the brand?  

Selling value to the employees comes as the first priority 
to an organisation. The employee has to know and 
appreciate the value that the company is offering. He 
has to be convinced that the offering is that good, so 
much that he will do anything in his power to defend it. 
I had an experience where I went to seek the services at 
a certain school and as I was talking to sales consultant 
asking him why I should study with their institution, 
instead of institution B, he abruptly told me to go 
ahead and go to institution B, if that is what I wanted.  
A clear indication that his particular sales consultant 
does not appreciate the value of what his organization 
is offering.  I called him after a few minutes and asked 
him if he was able to talk to me to which he agreed, I 
told him how important it is as a sales representative of 
his company that he should be proud of what they are 
offering and that he should he convince any potential 
client that their institution is best.  

Just knowing the products on offer is not enough, the 
sales consultant has to know every inch of the company 
in relation to the product or service.  Sometimes it’s 
wise to even know a bit of history about the company, 
this comes in handy when you have to defend your 
products and services as having stood the test of time.  

As marketers we should know how our employees are 
communicating the brand with customers. Based on 
the current competitive environment and social media 
tools that quickly extend the brand to wider channels in 
the blink of an eye we need employees who will speak 
gloriously about the company. Employees should have 
an emotional connection to the brand or services of the 
company, this way they do not undermine the messages 
sent out by advertising and marketing campaigns.  

 Without full engagement I would say even the 
product or service is as good as not sold.  This is most 
unfortunate in the service industry where the sales 
consultant interacts more with potential client.  If 
without complete buy in from the sales consultant, the 
company products will have lost their biggest cheer 
leader. Of course a service company that has created 
a stellar reputation for itself over the years may boast 
that its name sells itself but rest assured one negative 
comment from one of their own and the clients will run 
away in different directions. 

The employee has to appreciate the value what the company is offering

SALES -  Selling Value to the Employee

Tendai Sharlynn Chimanda 
is a Sales Consultant with 
a Regional Transport and 
Logistics Company. She 
writes in her personal 
capacity.  She can be 
reached on tendai.
chimanda@gmail.com
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With the advent of the internet, there are no 
products or services today that are not being 

advertised, at least, or being sold through e-commerce. 
Electronic commerce is now a global economic giant. 

According to Statistic retail e-commerce sales worldwide 
amounted to 1.86 trillion US dollars in 2016 and e-retail 
revenues are projected to grow to 4.48 trillion US dollars 
in 2021. Marketers cannot ignore the fact that digital 
marketing is now a key component of their day to day 
activities with a global reach at the click of a button. With 
all this excitement and growth in the marketing industry 
as a result of the internet, marketers need to be aware 
of intellectual property issues as they can face lawsuits 
from anywhere in the world thus putting their clients at 
risk. This article discusses some of the key issues related 
to digital marketing and intellectual property and how 
to enforce rights.

In the current knowledge economy digital products and 
service delivery are important facets. The knowledge 
economy thrives on intellectual property rights as 
they give exclusivity resulting in increased competitive 
advantage, market penetration, market segmentation 
and customer loyalty which are all associated with the 
particular product or service being sold.

Traditionally, IP law has protected intangible property 
through basic mechanisms including:
1. Copyright - the right to publish or duplicate the 

expressions of  ideas,

2. Patent law - the ability to reproduce or manufacture 
an inventor’s product,

3. Trademark - images, symbols, words or other 
indicators which are registered with the government 
and have become positively associated with a 
product’s identity in the market.

Now Computer-based communication has posed 
particularly difficult problems for intellectual property, 
with some basic protection mechanisms being employed. 
Of particular relevance in the online marketing industry 
are trademarks and related issues.

USE OF TRADEMARKS IN THE DIGITAL SPACE

Trademark law is concerned with the ownership of 
intellectual property which identifies goods or services. 
Trademark law has recently been applied to the Internet 
naming system through the domain name protection. 
Domains are unique configurations of letters or 
numbers which are used to route data, i.e. through web 
addresses. They have become a standard mechanism for 
communication with customers. 

Domain names identify the origin of a business and its 
goods and services hence assuming a role similar to that 
of a trade mark.  A Domain name may be registerable as 
a trade mark if it is distinctive and it is used in commerce 
in respect of certain goods or services. 

Often, however, domain names consist of generic and 

TRADEMARKS AND 
DIGITAL MARKETING: 
KEY ISSUES FOR 
CONSIDERATION
By Rumbidzayi Mlambo

DIGITAL MARKETING 
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or descriptive words which are not registerable as 
trademarks. These descriptive and generic names are 
selected as domain names to enhance their ranking but 
often have shortcomings in terms of enforcement. For 
marketers it is important to note that it is a very valuable 
asset to own a domain name which includes a trade 
mark. It is also important that infringing on trademarks of 
others or uploading or offering to sell counterfeit goods 
and services is detrimental to the client or the marketing 
company itself.

Online trademark infringement can be in different 
ways such as meta-tagging, deep linking, pay-per-click 
advertising, the offer of counterfeit products for sale 
through websites or online auctions and social media 
sites, banner advertising and framing, search engine 
marketing abuse, cybersquatting, typosquatting and 
so on. This often results in the exploitation of brands 
through counterfeit and grey-market sales.

Marketers should avoid the following:
Use of Similar names or marks: i.e. in names use of 
names that are similar to registered or well known marks,
Cybersquatting: a phenomenon where one registers 
a domain which resembles or duplicates the names of 
existing corporations and then offer the domain for sale 
at a price set significantly higher than that originally paid.

Metatags: these are HTML statements which describe 
a Web site’s contents, they offer benefits in that they 
allow search engines to identify sites relevant to topics 
of their inquiries, It is possible to insert words or phrases 
which are calculated to provide optimal attractiveness, 
including material protected by trademark. However 
one has to ensure that they do not use meta-tags that 
are protected as trademarks or well known marks that 
do not belong to their clients or have no license to use
Keywords: these are words assigned within search 
engines. Trademark protected keywords raise 
infringement issues when the result of the search is not 
directed to the trademark holder. 
Hyperlinks, which take users to areas other than their 
introductory page may cause confusion or deprive the 
target sites of revenue obtained through the selling of 
advertising. Hyperlinks usually dilute the worth of the 
trademark. 
Counterfeit Goods - offering for sale uploading 
or marketing goods that are fake and infringing on 
trademarks and other IP rights of the originator.

Marketers should be aware that IP infringement 
in the digital space constitutes what is known as 
cybercrime. Such crimes include:
- unauthorized use of registered and well known 

brands 
- sales of counterfeit and infringing goods through 

trade portals and auction sites;
- the creation of false websites that include the 

domain names, trade names, colour schemes/layout 
and logos of well-known brands, in order to lure job 
seekers or candidates for online training schemes, 
or to misrepresent that the products or services 
provided through the site are authorised or approved 
by the rights holder; 

- meta-tagging to divert internet traffic with a view to 
boosting sales and other related issues highlighted 
above; and the unauthorised offer of copyrighted 
works for download.

ENFORCEMENT OF RIGHTS IN THE 
DIGITAL ENVIRONMENT

So how does one enforce their rights in the digital 
environment? Basically most Internet service providers 
have to comply with take down policies established in 
the law after the rights holder issues a notice. Rights 
holders or authorities have to notify ISPs of infringing or 
illicit content, which must be removed by the ISP within 
a certain time limit e.g. 36 hours of notification. 

The digital space has no boundaries; International 
disputes can be resolved through various mechanisms 
for example the World Intellectual property (WIPO) 
mediation centre: The WIPO Arbitration and Mediation 
Centre exists to resolve commercial disputes relating 
to intellectual property. The Model Law on Electronic 
Commerce by the United Nations Commission of 
International Trade Law provides global uniformity in 
digital commerce. 

In order to ensure your prevent digital infringement
- you have to ensure that all your IP titles are protected  
- Ensure that you register all the major social media 

accounts especially those were your product or 
services are most likely to be infringed to prevent 
others from registering before you do

- Register key domain names and establish a clear 
policy on domain name protection (including generic 
top-level domains) and third-party use of similar 
domain names.

- Establish a monitoring mechanisms to be aware of 
all potentially infringing activities and to deal with it 
before it costs the business or client

- Take action against any sort of infringing activities 
through issuance of a cease and desist notices, 
supported by rigorous follow-ups, to safeguard your 
brands and intellectual property. 

- Ensure that you are aware of take down procedures 
and requirements of your ISPs, websites and social 
media sites to remove infringing content.

Rumbidzayi Mlambo is as Intellectual Property 
Consultant at Muvingi and Mugadza Legal 
Practitioners. Visit their website on 
www.mmmlawfirm.co.zw

DIGITAL MARKETING -  Trademarks and Digital Marketing: Key issues for Consideration
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BEING A 
MARKET AND 

CONSUMER 
FOCUSED CEO

ONE ON ONE WITH 
Workmore Chimweta (Chief Executive Officer - Cairns Foods)

PROFILES

In this interview he shares some insights on the role 
of a CEO and the benefits of being a marketing 

oriented business leader as well as the importance 
of creating value as a marketer. He believes that 
ambition and enthusiasm are major differentiating 
factors over expertise, for anyone to succeed. 

“MY MOTIVATING FACTORS AND 
INSPIRATION” 
I am passionate about growth especially in 
business. I am fortunate to have been exposed 
to growing brands and ultimately businesses. I 
have been in business since 1999 and most of 
this time was with Unilever. This is where I really 
learnt to be a marketer and where I learnt that 
it has to start with the consumer.  I believe if 

we start looking into people’s aspirations and 
motivations, we start to get a fit for our brands. 
As long as you get a fit, it means you are relevant 
to your target audience and they will become 
willing to put their money against your brand. 
When that happens it means you are in business. 
The more you do this, the more money you make 
and the more consumers are endeared to your 
brand. This is the whole essence of marketing or 
business and this is what excites me.  My children 
are my inspiration because they are uninhibited, 
to let their minds wonder and explore. I also 
find inspiration in ordinary people, who may not 
on the surface appear to have all the answers. 
Sometimes that richness of perspective, is the 
source of great inspiration.

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

A
P

R
I

L
 

2
0

1
8

2 6



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

A
P

R
I

L
 

2
0

1
8

2 7

“BE A ‘CHEF CEO’ NOT A ‘PLUMBER CEO’”
Let me use an analogy. I love cooking. I guess it 
relates to my creative orientation to life. I love 
creating beautiful things. Think about a kitchen, 
complete with a centre island, stove and a sink with 
all the plumbing and pipework. You need to keep 
the plumbing working and ensure pipes, as well as 
gutters are clear and draining well. This is the way 
you can keep the kitchen clean and functional. 

Now, being a CEO and not being market or consumer 
focused, is like being the guy whose pre-occupation is 
just doing the plumbing. Being a marketing oriented 
CEO is like being the chef who spends so much time 
creating amazing delicacies and meals in that lovely 
kitchen, enjoying the stimulating, exciting aromas 
from the oven, tasting the broth to perfection, and 
of course once in a while clearing the pipe works 
and drainage (because that inevitably has to occur). 
Now tell me which you’d rather be – the Chef or the 
Plumber? I know which I am.

“COMPETE AND WIN” 
The job of CEO typically comes with a mandate 
to deliver a return on capital, advanced by the 
shareholder at a higher rate than market, and 
the only way to do this is to compete. We are in 
business to compete and win. 
You compete by doing any one or a combination 
of the following:
 1.  You take market share from competition
 2.   You create new markets thereby 
   expanding the cake and in the process 
   taking a disproportionate share of 
   the cake. 
 3.  You extract higher value from the share of 
   the cake that you have. 

These three things that the CEO tries hard to 
fulfil, are the things that a marketer spends their 
entire life doing. So, if you are a CEO and you 
are missing this orientation as a market-centred, 
consumer obsessed executive, then good luck to 
the shareholder!

“EXPERTISE BEGINS WITH 
UNDERSTANDING THE CONSUMER” 
I do not believe in the notion that there is need 

for a quota for marketers to be in the board room. 
I believe that if you are a true marketer, then any 
sane investor who is looking to grow their business 
would without question come looking for you. 

I do believe that marketers by virtue of the value 
they add – will have a place in the board room. I 
would also like to see marketers appreciating that 
business is about value, and if you are creating 
value, whether you are an accountant, engineer, as 
long as you understand the equation that creates 
value, you will succeed. That understanding comes 
from expertise and marketers need to understand 
their source of expertise, which begins with having 
an understanding of the consumer. 

“WE NEED BRAND DEVELOPERS” 
In the current local FMCG sector, we have a lot 
of people who understand how to activate brands, 
but I feel there are not enough people who 
understand brand development, which I believe 
is the DNA of a brand. If you don’t understand 
the DNA of a brand or the essence, it is difficult 
to build brands for the long-term. However this 
is also symptomatic to what our market has gone 
through, where some of the brands used to be 
developed locally by multinationals with expertise 
but that has not happened for a while, so we have 
generations that have never had the opportunity 
to learn that particular skill. 

Brand development is a function of marketing, 
but we have now become very transactional thus 
becoming a market of traders which is not an ideal 
environment for brand development and for many 
companies, it has not been a priority either. 

“BE A ‘DIGITAL MARKETER’”
I believe there is a difference between someone 
who is technologically savvy and someone who 
is a marketer and what you will find is that these 
two groups of people, have not always had an 
overlap. Some tech savvy people have started to 
offer digital marketing services and sometimes 
you find them missing the point as they are not 
marketing oriented. The magic starts to happen 
when you have marketers, who are digitally savvy 
or a collaboration of these two functions.

PROFILES -  Being A Market & Consumer Focused CEO
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PROFILE -  Being A Market & Consumer Focused CEO

“USING DIGITAL MEDIA FOR CONSUMER 
ENGAGEMENT” 
When we talk about communication and 
engagement with our target audience, as 
marketers, we have to be guided by two principles 
that I choose to call R&P: RELEVANCE and 
PROXIMITY. Find the most optimal means to talk 
to your target when your message is most relevant 
and carries the potential to impact them the most. 
If you understand your consumer, you will find 
them where and when they will be most attentive. 
Similarly, stay within proximity of your target in a 
non-intrusive manner. 

Carve yourself or rather your brand underneath the 
skin of your target as it is warm there and they will 
never leave you. That’s where a good marketer and 
their communication overtures belong. If you are 
guided by this principle, you will find that it ceases 
to be about digital,because that’s just a medium 
amongst many options of media. Use the criteria 
of R&P and you will engage effectively with your 
target and achieve great results at a fraction of the 
cost. That’s return on investment.

“PARTING WORDS”
The greatest human need is to be led. What 
people yearn for the most is leadership and 
therein lies the call to action to lead. Answer the 
call to lead yourself first, by being clear about your 
ambition. What helps if you have an ambition is to 
understand why it is important to you. Once you 
can lead yourself, you can then lead others easily 
because everyone is looking for someone to give 
them a vision. Leadership is pointing people to a 
place and showing them how to get there. 

Workmore Chimweta 
(Chief Executive Officer - Cairns Foods)
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瀀爀䀀稀椀渀愀爀愀⸀挀漀⸀稀眀
       眀眀眀⸀稀椀渀愀爀愀⸀挀漀⸀稀眀

䤀渀琀爀漀搀甀挀椀渀最 琀栀攀 渀攀眀
娀䤀一䄀刀䄀 倀爀攀ⴀ倀愀椀搀

吀漀氀氀椀渀最 䌀愀爀搀

䌀伀一吀䄀䌀吀 唀匀

䄀䈀伀唀吀 吀䠀䔀 䌀䄀刀䐀

吀栀攀 挀愀爀搀 挀愀渀 戀攀 甀猀攀搀 愀琀 愀氀氀 琀漀氀氀最愀琀攀猀 挀漀甀渀琀爀礀眀椀搀攀
吀栀攀爀攀 愀爀攀 渀漀 琀爀愀渀猀愀挀琀椀漀渀 挀栀愀爀最攀猀 漀渀 琀栀攀 挀愀爀搀⸀ 圀栀攀渀 
瀀愀礀椀渀最 昀漀爀 ␀㈀⠀愀 氀椀最栀琀 瘀攀栀椀挀氀攀⤀Ⰰ 漀渀氀礀 ␀㈀ 椀猀 搀攀搀甀挀琀攀搀 昀爀漀洀 
琀栀攀 挀愀爀搀 戀愀氀愀渀挀攀⸀ 
T栀椀猀 挀愀爀搀 眀漀爀k猀 漀ffl椀渀攀 攀氀椀洀椀渀愀琀椀渀最 挀漀渀渀攀挀琀椀瘀椀琀礀
挀栀愀氀氀攀渀最攀猀⸀
A瘀愀椀氀愀b氀攀 愀琀 愀氀氀渀Z䤀NARA P爀漀瘀椀渀挀椀愀氀 漀ffi挀攀猀 愀渀搀 愀氀氀
琀漀氀琀漀氀氀最愀琀攀猀 挀漀甀渀琀爀礀眀椀搀攀⸀
吀栀椀猀 挀愀爀搀 椀猀 昀爀攀攀Ⰰ 氀漀愀搀 甀瀀 琀漀 愀 洀椀渀椀洀甀洀 漀昀 ␀㔀 琀漀 愀猀
洀甀挀栀 愀猀 礀漀甀 眀愀渀琀⸀
一漀 渀攀攀搀 琀漀 氀漀漀欀 昀漀爀 挀愀猀栀 攀愀挀栀 琀椀洀攀 礀漀甀 愀爀攀 琀爀愀瘀攀氀氀椀渀最⸀
吀栀椀猀 挀愀爀搀 挀愀渀 戀攀 昀甀渀搀攀搀 戀礀 攀椀琀栀攀爀 挀愀猀栀Ⰰ 倀伀匀⼀猀眀椀瀀攀Ⰰ
琀爀愀渀猀昀攀爀 漀爀 䔀挀漀挀愀猀栀⸀
吀栀椀猀 挀愀爀搀 栀愀猀 愀 琀爀愀渀猀愀挀琀椀漀渀 琀椀洀攀 漀昀 ㌀ⴀ㘀 猀攀挀漀渀搀猀⸀
吀栀椀猀 挀愀吀栀椀猀 挀愀爀搀 挀愀渀 戀攀 氀椀渀欀攀搀 琀漀 洀漀爀攀 琀栀愀渀 漀渀攀 瘀攀栀椀挀氀攀⸀
䘀漀爀 挀漀爀瀀漀爀愀琀攀猀Ⰰ 琀栀攀 愀搀洀椀渀椀猀琀爀愀琀漀爀 椀猀 渀漀琀椀ǻ攀搀 眀栀攀渀 琀栀攀
愀挀挀漀甀渀琀 戀愀氀愀渀挀攀 最漀攀猀 戀攀礀漀渀搀 愀 瀀爀攀ⴀ搀攀琀攀爀洀椀渀攀搀 氀椀洀椀琀⸀
吀栀椀猀 愀氀氀漀眀猀 琀椀洀攀 琀漀 瀀爀漀挀攀猀猀 愀 琀漀瀀 甀瀀 愀渀搀 愀瘀漀椀搀 
椀渀挀漀渀瘀攀渀椀攀渀挀攀猀⸀
䤀琀 最椀瘀攀猀 礀漀甀 愀挀挀攀猀猀 琀漀 ǻ渀愀渀挀椀愀氀 爀攀瀀漀爀琀猀 愀渀搀 瀀爀漀瘀椀搀攀
瘀攀栀椀挀氀攀 琀爀愀挀欀椀渀最 椀渀昀漀爀洀愀琀椀漀渀 愀渀搀 栀漀眀 洀甀挀栀 眀愀猀 瀀愀椀搀 
愀琀 愀琀 攀愀挀栀 琀漀氀氀最愀琀攀⸀
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Patricia Murambinda 
 
Patricia Murambinda has been appointed as the 
Corporate Affairs Executive for Delta Corporation Pvt. 
Ltd. She makes the transition from marketing where 
she was the Marketing Manager and the face of Delta 
Beverages flagship beer brands. She is a product of the 
Delta Corporation Graduate Trainee program and has 
held various positions in sales and sales services, brand 
management, and marketing covering both beer and 
soft drinks. She has accumulated valuable knowledge 
in consumer marketing, public relations, alcohol 
responsibility programs and sustainable development.

Patricia is a holder of a Bachelor of Science Honours 
Degree in Psychology with the University of Zimbabwe 
and a Masters of Business Administration Degree from 
the same institution. She has done over 200 courses in 
sales and marketing and other related fields over the years. 
She currently sits on the ZB Reinsurance Board, as the Board 
Chairperson, Marketers Association of Zimbabwe Board of 
Trustees as a Board Member and Treasurer, Advertising 
Authority of Zimbabwe Board as a Non-Executive Member, 
Zimbabwe Business Council Wellness Board as the 
Technical Committee Chairperson, Slice distributors Board 
as Head of Operations and Mutemwa Leprosy Care Centre 
Board as a Non-Executive Member. 

Roseline Chisveto 

Roseline Chisveto was recently appointed Managing 
Director of Turnall Holdings. She holds an MBA and 
an Honours Business Studies from the University of 
Zimbabwe. 

Roseline has Diplomas in Marketing and Public Relations. 
She has vast experience in the manufacturing and 
service industry. She joined Turnall in September 2007 as 
Marketing Services Manager from Telecel where she was 
Public Relations Executive. She has held senior positions 
at Turnall, including Sales and Marketing Executive. 

Roseline is a Non Executive Director of ZENT, a subsidiary 
of ZESA Holdings. She is a Councillor of Business Council 
for Sustainable Development Zimbabwe (BCSDZ) and 
an active member of the Miracle Missions Police and 
Prisoners Networking Group, Marketers Association 
Zimbabwe and CZI. 

CELEBRATING ACHIEVEMENTS

In this edition we would like to honour two exceptional women, who have shown marketing and leadership 
excellence. As such they have been promoted in the organisations they represent. During the month of March 

we celebrated women across the world and in this edition, we would like to celebrate Patricia Murambinda, the 
MAZ Treasurer and Roseline Chisveto, a MAZ Fellow and ZimChartered Marketer.
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FOR  THE  WHOLE
FAMILY

2ND RUNNER UP BEAUTY & HEALTH SECTOR 2017
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WHEN 
CUSTOMER 
DELIVERED 
VALUE 
MATTERS  
By Sydney Sibanda 

REGIONAL NEWS

The popular adage that “Customer is King” seems 
to have been abandoned or forgotten in most 

organisations, even the most popular one’s have joined 
the fray in discrediting the very hen that lays the golden 
eggs.  Evidently, this culture seems to have emerged 
during the last days of the Zimbabwe dollar era, when 
shortages of commodities was the norm.  

Few organisations have awaken up since then to realise 
that such days of “business as usual” have gone.  The 
problem with most business is that they preoccupy 
themselves on stocking shelves, producing more 
products and selling their services without measuring 
what Kotler terms customer delivered value.  Customers 
are not and will never be buying products or services but 
values.  Unlike in the Zimbabwe dollar era characterised 
by shortages where customers would literally beg 
retailers to sell them wares, today’s customers are so 
discerning, they have the impetus to choose where they 
derive most value from their hard earned cash.

Organisations that take time to listen to what their 
customers want stand a chance to grow business and 
realise profitability.  One of the most common reason 
for the failure of business ventures, large or small, is 
its inability to deliver value to customers. Value is the 
customer’s perception about benefits a product or 
service can give, which satisfy the needs of the customer 
effectively and efficiently.  The fact that a customer 
defines value poses a challenge to management in that: 
“ How do they read customer’s perceptions?” and  “How 
do they deal with varying tastes?”.

Customer satisfaction ought to be from customer’s 
point of view.  Value is always and will continue to be 
subjective, since what might satisfy customer X, might 
dissatisfy customer B.  Business scholars argue that for 
the customer to be satisfied or dissatisfied depends on 
the net value  derived from  subtracting total customer 
cost from the total customer value.  This net value is 
called customer delivered value.
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REGIONAL NEWS - When customer delivered value matters

To calculate customer delivered value (CDV), the total 
customer value (TCV) (which is the value perceived by 
the customers, mostly influenced by the sales person or  
other marketing communication), minus Total Customer 
Costs (TCC) (which is cost of money, time, energy and 
physic factors)  The result is CDV which is either seen 
as “profit” or “loss” depending on the customer’s 
assumption. Based on the  CDV result the customer 
makes a decision as to whether to buy or not to buy  the 
product or service, to come back or not to come back. 

To apply this concept in a real life situation we will need to 
consider situations below of  Customer X and customer Y 
who experience a positive CDV or “profit” and negative 
CDV or “loss” respectively after the following experiences.

CASE: 1
Customer X sees a nice advert on TV about ABC 
Mart and he is impressed.   ABC Mart is conveniently 
located along the road to his residential  apartment in 
Marlborough.  After work he drives to ABC Mart, where 
he is greeted by friendly sales people as he enters 
the Mart. As he buys his groceries he notices that  all 
items have price tags, something that most retailers 
don’t fuss about. Customer X also notices that most 
items are actually cheaper in price compared to other 
nearby Supermarkets.  On his way to the tills friendly 
sales representatives ask  to push his trolley to the tills. 
Customer X is happy that his groceries cost less than 
what he anticipated. The sales representatives  load his 
groceries in his car and he drives off a happy man.

What has just happened here is that customer X had 
a  positive experience a “profit” CDV.  Customer Y 
experiences  the  direct opposite of what customer X 
experienced as evidenced below.  

CASE 2
Customer Y goes to Alpha Supermarket, because he 
happened to be in Mount Pleasant visiting a friend.  
Alpha Supermarket’s   parking bay has numerous pot 
holes.  The team at the supermarket is complacent 
and unmoved by the sight of a customer coming into 
the shop.  A lot of items do not have price tags and 
there is litter all over. Customer Y goes out cursing and 
disappointed by the experience at Alpha Supermarket.  
Customer Y had a negative experience which we have 
termed negative CDV or “loss” CDV.

The above example typically shows that customer 
satisfaction is key.  Customer Y and X are likely to share 

their experiences with many other potential customers. 
Customer X is likely to lure more customers to ABC Mart 
and his loyalty is guaranteed.  Alpha Supermarket will see 
their business going down and failure to take remedial 
action will result in the supermarket closing shop. If CDV 
is favourable  customers achieve satisfaction.
 
In trying to find remedial action for the problem 
marketers are faced with challenges of alignment.  The 
main challenge is that customer satisfaction is a result 
of cognitive and affective experiences which are difficult 
to discern.  In the foregoing paragraphs we discussed 
the issue of customer delivered value emphasising 
that organisation should ensure customers experiences 
are  positive, such that CDV is satisfying.  Yet only the 
customer can define value.  What companies big or small 
do not realise is the value they can create and deliver 
may not be aligned with value their customers need.  In 
essence not all customers will walk into ABC Mart and 
come out satisfied.

Marketers are supposed to understand what customers 
value, align the value an organisation can deliver 
with customers value priorities and communicate the 
identified and differentiated value elements, then the 
organisation has to deliver the proposition. Business 
scholars argue that as early in the sales process as 
possible, it’s critical to understand as a business how 
“aligned” our value delivery capabilities are with how 
our customers define value. We can use this as the 
critical qualifying criteria. Where there isn’t great 
alignment. We disqualify the customer and focus on 
customers where we are more aligned.  Additionally, 
in reality, it’s seldom that any competitor can address 
all the customer’s highest priority value drivers better 
than anyone else.

The more companies conduct customer satisfaction 
surveys covering all their target customers and 
markets, the more informed they become in filling 
gaps in their value delivery.  Companies may discover 
gaps in their products and services, or holes in how 
they manage their customer experience knowing this 
helps them build their strategies to fill these gaps.

Sydney M. Sibanda holds an MSc Strategic 
Management(C.U.T), Bphil Hons Marketing Management 
(IMMGSM), BSc Psychology(ZOU),  BSc Hons Psychology 
(ZOU), Diploma in Marketing(LCCI), AIPMZ). He is an 
accredited IMM/MAZ Marketing Practitioner and can be 
reached on smsibanda@gmail.com
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ARE ZIM BANKS READY 
FOR THE ‘NEW NORMAL’?
By MAZ Contributor 

THE collapse of Lehman Brothers, then a behemoth among 
international banks, in September 2008 nearly brought 

down the world’s financial system.
It came to typify the era’s financial crisis and global recession.

And the upshot of the financial crisis and the global recession 
is that even local financial sector players are operating in 
an environment that – all things being equal – would be 
considered abnormal.

The new challenges facing the sector have become so 
commonplace they have come to be known as the ‘new normal’.

Notwithstanding what I have just said above, it remains a 
truism that the fundamental role of banks in any economy 
has not changed: Banks essentially function to channel 
savings towards productive investment and hence drive the 
‘real economy’ (that is, the segment of the economy that is 
concerned with actually producing goods and services, as 
opposed to the part of the economy that is concerned with 
buying and selling on the financial markets).

NEW VS. OLD

While the ‘new normal’, to put it in a nutshell, can be 
condensed into two words ‘substantial uncertainty’, the normal 
that is now a thing of the past was typified by long periods 
of low macroeconomic volatility, sustained economic growth, 
low credit and liquidity availability, as well as asset prices on a 
constant upward trend.
Governor of the country’s financial services regulator the 

Reserve Bank of Zimbabwe (RBZ), Dr John Mangudya 
appreciates how the local sector has evolved since the 2008 
global financial crisis, not to mention changes that have been 
brought about by the local financial services sector’s own 
profligacy in the recent past.

“We have witnessed a paradigm shift in the post Zimbabwean 
banking sector crisis (2004) and the global financial crisis 
(2008) era where the financial sector is no longer just an engine 
for economic growth, but also a steady custodian.

“From a predominant focus on driving economic wealth and 
maximizing shareholders’ return, the financial sector has been 
gravitating towards optimizing returns whilst caring about risks, 
protection of customers and economic and sector stability.

“Thus the sector has undergone major structural and strategy 
changes which in turn demand that human capital management 
strategies should change,” he said recently.

An analysis of the financial results of local banks over the 
past few years shows an increasing aversion for extravagant 
lending, what I may call a fall into the ‘safe banking model’ that 
Barclays Bank Zimbabwe has crowed about way before signs 
of the 2004 or the 2008 financial crises were hardly visible.

So local banks have clearly learnt some lessons from these 
calamities, but do they have a full appreciation of what they 
are up against?

First thing’s first. It will take some time for local banking sector 

INDUSTRY INSIGHTS

RBZ Governor Dr John Mangudya appreciates how the local sector has evolved
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Now you can conveniently swipe into EcoCash using your ZimSwitch 
enabled bank card at any outlet with a Steward Bank POS machine.

It’s simple, safe and secure!

HOW TO SWIPE INTO ECOCASH

All bank cards can now 
swipe into EcoCash
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INDUSTRY INSIGHTS - Are Zim banks ready for the ‘new normal’?

to regain trust lost during its years of 
decadence. Not just trust from customers, 
but also the sector itself. 

While previously financial sector 
regulation was at best light-touch, it has 
become rather intense.

The Government’s reviews of the Banking 
Act (Chapter 24:20), and currently the 
Reserve Bank of Zimbabwe Act (Chapter 
22:15) are no joke.

Following the conclusion of the 
International Monetary Fund (IMF)’s 
third review under the Staff Monitored 
Program, head of the visiting team Mr 
Domenico Fanizza said in a report:

“The number of troubled banks has 
been reduced from seven to four 
through closures, mergers and voluntary 
surrenders of licences. The RBZ has 
been proactive in ensuring the efficient 
resolution of these banks.

“Shareholders and boards of troubled 
banks have been directed to finalise their 
turnaround plans by end-2014 or face 
supervisory intervention. In addition, 
amendments to the Banking Act will 
strengthen RBZ’s powers to effectively 
deal with troubled banks.”

The 2008 financial crisis has led to critical 
and sweeping reform of the broader 
regulatory framework and a redesign of 
the supervisory architecture, what with 
the growing impact of cyber-crime and 
money-laundering.

And even the political environment 
now means local banks have to have 
an appreciation of the ‘new order’ of 
things. In February 2016, the United States Department of 
the Treasury’s Office of Foreign Assets Control (OFAC) fined 
Barclays Bank Plc $2, 48 million to resolve potential civil 
liability for 159 apparent violations of the Zimbabwe sanctions 
regulations.

This was after between July 2008 and September 2013, 
Barclays processed 159 banned transactions worth about $3, 
4 million through financial institutions in the United States, 
including Barclays’ New York branch.

The transactions were for corporate customers of Barclays 

Bank of Zimbabwe Limited that were owned 50 percent or 
more, directly or indirectly, by a company on OFAC’s List of 
Specially Designated Nationals and Blocked Persons.

The above clearly shows a lack of appreciation on the part of 
Barclays – ‘safe model’ and all – of the landmines in the ‘new’ 
macro environment. 

“The financial institution of the future will be defined by 
agility that facilitates rapid transformation demanded by 
the rapid changes in technology, customer preferences 
and volatility of financial markets,” says Dr Mangudya.
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Digital Disruption and Disruptive Forces 
that have Affected Water Utilities
By Marjorie Munyonga

From the above examples, it is clear that the rapid 
increase in the use of mobile devices for personal use 
and work has increased the potential disruption across 
many industries. Technological advances are creating 
opportunities for more people than ever before to meet 
more customers needs than ever before at lower costs 
than ever before- and that creates digital disruption.  

Companies can use 
digital disruption as the 
imperative to engage 
customers differently 
and more effectively 
across all interaction 
touch points.

DISRUPTIVE 
FORCES THAT HAVE 
AFFECTED WATER 
UTILITIES

I. SMART WATER 
METERING

 The water sector is not being spared either 
by digital disruption. There are a number of disruptive 
forces that are threatening the way water utilities meet 
and respond to customer needs and expectations. As 
drought, floods, climate change and  population growth 
sharpen the focus on water issues, utilities, environmental 

The table below shows areas where disruption has occurred:
Areas where disruption has occurred;

The concept of digital disruption has seen change occur 
when new digital technologies and business models 

affect and alter the value proposition of existing goods 
and services.  According to Christensen M (1995), digital 
disruption is widely defined as the change that occurs when 

new technologies, products or business models emerge to 
create value.  This means that generally, the concept of digital 
disruption refers to changes enabled by digital technologies 
that occur at a pace and magnitude that disrupt established 
ways of value creation, social interaction and doing business.

INDUSTRY INSIGHTS

AREA EXAMPLE
Revenue Creation Changes in the way revenue is created- Google is a source of  

customers for advertising
Production methods Apple has outsourcing arrangements in China due to low labour costs.
Customer Relationship Management  Facebook know how to capture customer information.
Pricing WhatsApp -Cost effective tool to the end user.
Financing Crowd Funding- is a process of raising money to fund a business 

venture using an on-line platform like Kickstarter, Indiegogo,  
Crowdfunder and social media. According to Wikipedia, the crowd 
funding industry in 2013 raised over $5.1 billion worldwide. It is 
increasingly taking over the traditional financing models.
Crowd Sourcing - This is where a company outsources a function to a  
large network of people through the internet,
who bring in their work, money, knowledge and experience. There is  
no cost of raising capital for the company.

Supply chain Amazon and Alibaba do not have to invest in complex supply chain set up.
Distribution Uber distributes the product in a very effective way without

investing in any infrastructure.
Market Research Microsoft launched Pulse which offers more advanced functions for 

market research like live streaming and moderated response groups. 
Researchers can collect data and garner insights in real time and in depth.
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INDUSTRY INSIGHTS - Digital disruption and disruptive forces that have affected water utilities

groups and government bodies are increasingly 
looking to smart metering to help customers 
better understand their water use and curb 
waste and also to identify leaks in the system.  
According to Black and Veatch (2015), the use 
of smart infrastructure in the water industry is 
growing and water utilities will spend $2 billion 
on smart metering infrastructure through 2020. 

Key issues in the industry include managing 
capital and operational costs, water losses due 
to leaks, water scarcity and conservation. These 
can be addressed by smart metering. Thames 
Water for example has rolled out smart water 
meters, connected to a wireless network to 
enable customers to view their water on line around 
the clock, having greater control of their usage bill. 
Customers are able to save water and money while 
the utility is able to detect and fix leaks in real time.

The benefits of smart water metering are:
• Ensuring that all metres are recording water 

flow following repair of a break in a main.
• Remote programming that enables customers 

to use new products and services to advance 
community and environment issues

• Fewer meter readers, which mean lower 
total costs for salaries, benefits, and workers’ 
compensation.

• Less wasted time in attempts to pinpoint the 
size and source of leaks and breaks.

• Lower risk to public safety from flooded 
intersections or lack of service to hydrants.’

• Better meter reading accuracy, resulting in better 
customer service and satisfaction.

• Faster theft or other loss detection.
• Lower electricity costs.
• Longer life spans for water treatment equipment.
• Water conservation.

Prudent water utilities worldwide are increasingly 
factoring smart metering into their long term ICT 
and customer programmes strategies. The two-way 
communication provided by smart metering, gives 
utilities real time data to better serve their customers and 
also give customers information they need to conserve 
water, thereby lowering their bills.

One thing is clear- the demand for water innovation 
is growing and many suitable technologies and 

applications already exist. Implementation however, 
remains a challenge as water utilities are widely known 
to be risk averse and this has affected their adoption of 
these new technologies.

II. MOBILE PAYMENT SYSTEMS

 Mobile payment systems are one of the many 
technology shifts disrupting companies all over the 
world. Livingstone (2015) noted that the pervasive use of 
smart phones and other mobile technologies is a major 
reason for this shift with analysts predicting that by 2019, 
consumers and companies in United States alone will be 
using mobile technologies to pay for goods and services 
to the tune of $142 billion annually. 

On the other hand, this has attracted to the payments 



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

A
P

R
I

L
 

2
0

1
8

4 0

INDUSTRY INSIGHTS - Digital disruption and disruptive forces that have affected water utilities

game new players with Apple Pay 
and Google’s Android Pay leading 
the way. The involvement of these 
dominant tech giants has the 
potential to influence customer 
behaviour. Some water utilities 
in Zimbabwe have only recently 
introduced mobile payment platforms 
that give customers the convenience 
of paying their bills electronically. 
Some however, still rely on manual 
based transactions only, a model 
which is facing rapid disruption. This 
is evidence enough to show that the 
adoption rate of new technologies 

for water utilities in Zimbabwe is very 
slow. With the current cash crisis in 
the country, water utilities need to 
prepare to manage the shift to mobile 
payments and be best equipped 
to capitalize on the opportunities 
that mobile payment technologies 
present while understanding and 
mitigating the risks.

III. SOCIAL MEDIA
Customer engagement continues to 
be among the top concerns of most 
water utilities and as consumers 
flock to social networking platforms 

such as Twitter, Facebook, YouTube, 
Instagram and LinkedIn to connect 
with each other and businesses, 
social media is rapidly changing 
traditional CRM systems.  According 
to Cognizant (2013), utilities need 
to look beyond the meter at the 
customer premises and create an 
interactive communication channel 
through the use of social media. 
Through social channels, water 
utilities can begin to reconnect with 
customers by replying to issues and 
responding to negative comments. 

Water utilities in Zimbabwe are confined to mere 
incremental innovation which is characterized by utilizing 
core competencies and capabilities in water engineering, 
modest technological changes from existing platforms and 
a more predictable path with respect to costs.  While these 
incremental improvements have provided advantage to 
the companies as they capitalize on existing knowledge, 
resources, and processes, technology has been advancing 
at a very high rate, leaving utilities to struggle to find their 
best fit in a competitive market brought about by digital 
disruption.  The utilities have not been able to maximize 
on smart water meters, mobile payments and the use social 
media to enhance its competitiveness in the market.

Description: Outage management and storm information is communicated in real time, such as on Twitter. 
Examples: Dominion Virginia Power, Public Service of New Hampshire, Pepco 

Description: Educate customers through YouTube and Facebook on topics such as recycling, renewable energy, 
energy efficiency, etc 
Examples: Florida Power & Light, Xcel Energy, Nebraska Public Power District

Description: Launch a social media website to serve customers through Facebook, Twitter, YouTube, blogs, etc 
Examples: Reliant energy, Centrica, Kentucky Public Service Commission

Description: Use of social media to engender energy saving behaviour and educate on climate change issues
and energy efficient methods 
Examples: Apps like Solar Energy App, JouleBug, Facebook App 

Description: Platform for realizing the goal of demand response programs, which encourage and incentivise 
customers to reduce demand during peak periods
Examples: Power developed a Facebook app promoting an energy saving competitionamong friends 

Description: Market renewable energy service options, tapping the younger generation for green energy and 
carbon offset programs
Examples: Duke Energy, Public Service of New Hampshire

Description: Platform to monitor utilities’brand value and for marketing related activities.
Examples: Nebraska Public Power District has created a Facebook page to use for branding purposes  

UTILITIES SOCIAL MEDIA PRIORITIES
Crisis

Communication

Customer
Education

Customer
Service

Energy
Efficiency

Demand
Response

Green Energy
Promotion

Branding

Many energy utilities have ventured into this space as outlined below:
Figure 1: Utilities’ Social Media Priorities

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

By Marjorie Munyonga
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ZIMBABWE BECOMES 
AN EXCITING 
DESTINATION BRAND
By Edgar Muzvidzwa

NATION BRANDING 

Zimbabwe has become an exciting brand, a very 
attractive destination of foreign direct investment 

evidenced by its ability to attract $3 million in 7 weeks. 
This is not a meager feat for country that has been 
managing foreign direct investment inflows of only 400 
million dollars annually for the recent years. 

It is not a natural occurrence that this transformation is 
happening, but deliberate actions and reforms have been 
undertaken by the country’s leadership and the generality 
of the populace to create a better environment for business. 

Marketers say that ‘perception is reality’ as what customers 
perceive of you determines how they respond to your 
product. Zimbabwe suffered from negative perception by 
the international community since early 2000 due to farm 
invasions and a polarized political environment existing 
in the country by then. There was a drastic capital flight 
which made Zimbabwe enter a huge economic down turn 
since that period until November 2017 when the whole 
nation collaborated on creating a new globally competitive 
country. 

The current Zimbabwe administration has instituted a 
number of reforms and implemented several investor 
friendly policies from November 2017 to date. The changes 
include the strengthening of the governance structures, 

making bold statements against corruption, rescinding 
restrictive economic policies and opening up the economy 
for business. 

The President recently proclaimed that the country will 
hold free, fair and credible elections when he addressed 
delegates at the World Economic Forum, 2018 in Davos, 
Switzerland. The aggregate effect of all these undertakings 
and the peace dividend derived from the peaceful political 
transformation of November 2017 have positioned 
Zimbabwe as one of the best foreign direct investment 
destinations in Africa and the world. The country was also 
commended well at the recent African Union conference 
in Ethiopia as the country’s peaceful political transition is 
admirable.   

What makes Zimbabwe an exciting investment brand are 
several issues. The recently announced policy that investors 
in Greenfield power projects will be exempted from paying 
corporate tax for 5 years is one of the exciting elements. 
Already several energy companies are approaching the 
country in order to set up power generation projects in 
solar, geothermal, hydro and clean coal among others. 

The other attractive element of the Zimbabwe brand is 
the disciplined nature of its people as no single crime 
was committed during the country’s peaceful political 
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transformation crusades. This is an unprecedented 
occurrence in Africa and probably in the whole world. 
Zimbabwe also boasts of an educated human resource 
base as the country has the highest literacy level in Africa. 

The country is in the process of establishing anti-corruption 
divisions in its courts, a move that is aimed expediting the 
handling of corruption related cases in the country. The 
country’s head of the Judicial Service Commission recently 
made an announcement that they had already identified the 
suitable personnel to serve in those sections of the courts. 

A country that manages to establish strong oversight 
structures which can deal with issues of corruption and 
other bad corporate governance issues often becomes a 
good customer of investors. Investors are worried about 
getting returns from their investments which implies that 
getting a destination where the risk of embezzlement 
and other losses is minimal is a key attractive element to 
them. The country is emerging as a precious diamond for 
investors of different tastes and backgrounds.

One of the most attractive sectors in the country is mining, 
due to the abundance of mineral deposits in the country. 
The country has one of the biggest lithium deposit in the 
world, and with the electric cars industry being poised 
for growth a lot of investors are turn to Zimbabwe for 
investment in the extraction and processing of the precious 
mineral. Already there are three international companies 
that are about to close big deals in lithium mining in the 
country. Zimbabwe has huge deposits in other mineral 
including platinum, diamond, gold and chrome among 
others. The country also needs investors who can set up 
processing plants for some of these minerals.

The current government administration is one that 
walks the talk. They have shifted from a policy that was 
barring white commercial farmers from getting 99 year 
land lease on government provided farms. Currently, 
all farmers are treated the same and investments in 
agriculture are being encouraged as the country wants 
to regain its ‘Great Basket of Africa’ status. Zimbabwe 
has surely been uplifted on the minds ladder of investors. 
It is very key that those who have the resources to invest 
can get the first mover advantage by investing early in an 
economy with a vast growth potential.

NATION BRANDING  - Zimbabwe Becomes an Exciting Destination Brand

Betty Manwa, a curio trader outside  the Great Zimbabwe 
Hotel talks to tourists as they have a look at her wares

Tourists at Sinathankawu Market in 
Victoria Falls buying small artifacts...

Tourists having a look at more wares

Tourists visiting Zimbabwe

Edgar Muzvidzwa is a business 
and management consultant, a 
full member of the Marketers 
Association of Zimbabwe 
and an investments broker. 
He can be contacted on 
edgarmuzvidzwa@gmail.com 
or onrockconsultants@gmail.
com and can be reached by 
phone on +263772777239. By Edgar Muzvidzwa
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PERSONAL DEVELOPMENT

In a world of instant gratification and complements, 
can someone, an individual, be awarded “ Super 

Brand of the Year” My favourite awards initiative by 
Marketers Association of Zimbabwe. Can a marketer, 
professional or any celebrity in the country scoop 
this award? Yes, Maybe or No? 

My first question would be, “Ok,  from whose 
perspective?  Who will be the adjudicators? 
What criteria will they use? What would be the 
recognition for? What is the benefit of this award 
to the recipient and observers? What would be 
the selection criteria? 

The list goes on and on as you even try to respond 
to some of these pertinent questions. To further 
confuse you, I can add one more question, “ Super 
Brand of what?”

Yes, an individual can be awarded Super Brand of the 
Year. Marketers are part of something much greater 
than simply your little yet significant bit of work. The 
brands that we market are bigger, bolder and best. 
But, wait a minute, how can an insignificant brand 
market this significant brand. 

Why do marketers go out of their way to market 
and communicate about a brand and not doing so 
much to further enhance the little brand that is 

creating the bigger and bolder brand? I’m sure you 
agree with me that there is need for brand alignment. 
That alignment is required more on the personal 
branding of the marketing personnel. 

As a marketer, do you look part of the brand you 
market or you look like a ‘suspect’?
Grooming, deportment and business soft skills of an 
individual behind the big corporate brand can only 
enable personal and corporate brand alignment. A 
corporate’s brand can speak for itself, can defend 
itself and doesn’t change who it is. But, there comes 
a challenge when an employee especially a marketer 
does not look part of this brand they market. 

Most corporate brands we know are visible, bolder, 
authentic, and are consistent. Why do then marketers 
fail to align themselves with the corporate brand?

Allow me to bring it to your attention that grooming, 
deportment, etiquette and soft skills can separate 
you from the majority. Remember grooming and 
every facet of it is not from your perspective but from 
the other person’s perspective. Yes, you may look 
yourself into the mirror and think that red shirt or 
blouse is a killer yet “ it is destroying the brand you 
ought to build and align with your corporate brand 
respectively. This then gives us marketers a huge task 
of investing in our personal brand. 

PERSONAL BRAND ALIGNMENT
Dr Fungai Mtisi
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LIFESTYLE - Personal Brand Alignment

Ask yourself, what are the key features that my 
market respect in terms of dressing, from head to 
toe, what language is appropriate in my market? 
Yes, I hear someone saying “ language, what about it! 
Of course we speak English? So what?” By language, 
I mean the lingo of the market. Would you rather 
speak using colloquial language or slang? 

In addition to that how do you poise yourself, in 
terms of walking, sitting, chewing, eating and 
even laughing?  Just imagine, you are talking to a 
senior marketing executive of your organization and 
he or she is laughing like a clown, fidgeting and is all 
over. Honestly as a marketer you would quickly think 
about how that can have an adverse effect on the 
company’s brand. 

The issues of grooming and deportment can separate 
you from majority and if not properly trained, an 
individual can tarnish the image of the brand they 
promote. Grooming, deportment, etiquette and soft 
skills exhibit the following,

• Your level of sophistication
• Your level of education
• Your level of exposure
• Your level of economical status
• Your level of credibility
• Your level of integrity
• Your level of respectability
• Your level of taste
• Your level of potential

Like wise, as marketers how much effort and 
investment do we put on ourselves so that you align 
your personal brand and the corporate brand? Brand 
alignment is something that is done and achievable 
provided you make that decision. I encourage you to 
start to learn more on the following personal branding 
cues so that you enhance yourself and take the first 
step to align your personal brand and the corporate 
brand that you market.

• Wardrobe management
• Speaking Skills
• Table Manners
• Accessories /Perfumes and 
• Online Presence and visibility

As you start to articulate the highlighted cues, you 
will definitely go one step up of the ladder in your 
journey of aligning your personal brand with that of 
the corporate brand you market everyday.

Dr Fungai Mtisi is an  
Image Consultant and 
an Author. She is the 
Managing Director of 
Image XChange. In 2017 
she received  the “Iconic 
Woman Award” in New 
Dehli, India
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CONFRONTING STEREOTYPES 
AND NEGATIVE PERCEPTIONS 
OF ZIMBABWE IN THE NEW 
DISPENSATION
By Dr M. C Tapera

NATION BRANDING 

This article is the first part of a series of articles by 
Dr Tapera on Nation branding. This article is an 

attempt to discuss stereotyping of Zimbabwe and its 
impact on Zimbabwe’s re-engagement as a modern and 
progressive state. It also looks at stereotypes, though 
negative, as an asset to change perceptions and how 
stereotypes can be utilised for Nation Branding. 

The advent of the new dispensation and the consistent 
pronouncements by His Excellency, the President of the 
Republic of Zimbabwe Cde Mnangagwa have brought 
a sense  of optimism and hope to Zimbabweans both 
internally and the Diaspora. The level of diplomatic 
engagement and visits by both western and eastern 
countries reflects a renewed interest in this once a Jewel 
of Africa .All is well now on the publicity front but the 
new look Zimbabwe still has an uphill task to convince 
the world that after 37 years of economic and political 
turmoil, it can really change to become a critical player 
on the global stage. 

The consistent ,positive and re-engaging message 
by the President at Davos and other international and 
regional platforms reflects a man who is serious and 
who seeks to improve the lot of all Zimbabweans who 
have seen various forms of crisis especially from 1999 
to 2016.These positive pronouncements and actions are 
confronted by a hostile international community that is 
deeply stereotyped against Zimbabwe that change of 
perception will take years to correct in order to reflect a 
new Zimbabwe full of life and progressive thinking. For 
nation building or is it rebranding, dealing with negative 
stereotypes and perception is the first step that will 
make Zimbabwe great again. 

STEREOTYPES AND NATION BRANDING

Nation branding strategy is met with a variety of 
handicaps that have to be tackled to produce positive 
and meaningful results. For a nation as unique as 
Zimbabwe due to its socio-political and socio-economic 
challenges, nation branding strategists have to confront 
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NATION BRANDING: - Confronting stereotypes and negative perceptions of Zimbabwe in the new dispensation

reality head on and be innovative to grapple 
with the complex nature of national politics. 
The nation branding strategy should address 
the realities on the ground to be meaningful 
and transformative and to yield positive 
results. Wilder (2007) acknowledges the 
importance of one approach to nation 
branding. She argues that the demanding 
task nation branding imposes on itself is to 
identify the unique features of a nation and 
to display them in a comprehensive way, 
without being reductive. 

The task is more demanding because of 
the diversity of nations which comprises 
numerous and different aspects of a 
nation such as history, culture, politics, 
business and more importantly people. This 
complex nature of nations calls for effective 
differentiation which calls for each nation to 
identify intrinsically its unique characteristics, 
‘core competences” and character. Wilder 
(2007) points out a very important aspect 
that nation branding strategists should 
consider when planning to brand a place. 
She discusses the aspects of stereotyping 
some of which afflicted Zimbabwe in the last 
two decades.

Stereotypes are referred to as conclusions 
that people hold about other nations 
because they do not have enough 
information about them Stereotypes can be 
described as outdated over simplifications 
and generalisations based on perceptions 
instead of facts. People who endorse 
negative stereotypes are referred to as 
biased because they have negative conclusions that are 
not grounded in reality and truth or correct or adequate 
information. Recent studies have shown that most 
people use stereotypes all the times without knowing 
it. Researchers using implicit Association Tests (AAT) 
have found out that many cognitive processes that 
affect behaviour such as stereotyping are unconscious 
in nature and are accessible to observation by the actor. 

Scholars have found out that there is widespread 
unconscious bias against stigmatised groups, for example 
African-Americans and Aborigines in Australia and even 
among people who think they are not biased. Bias is 
prevalent in evaluation decisions and in perceptions of 
and interaction with others. Scholars argues that some 

people may denounce bias in different settings and 
workplaces but may still act in ways that reveal biased 
perceptions and decision making without conscious 
awareness of their actions. Zimbabwe as a nation has 
been a victim of negative perceptions or stereotype 
internationally based on two premise.

Firstly, the socio-political and socio-economic conditions 
in the country have been poisonous leading to a polarised 
society marked by political violence, human rights 
abuses and corruption. Secondly, the land reform meant 
to redistribute land to the black majority and address 
land imbalances in the country was widely publicised 
internationally creating a deep seated antagonism 
against the regime. This was despite the fact that land 

The truth of the matter is Zimbabwe has got many of so called customs clearing agents,
only a few of us are  ISO certied Customs Clearing Agents.
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redistribution was inevitable given the historical conflicts 
that existed since 1893.

STEREOTYPES AS AN ASSET TO 
CHANGE PERCEPTIONS

Therefore bias, or holding some stereotype is a reality 
but one that can be controlled and utilised to infuse 
positive thinking or perceptions in the target market 
and audience. Stereotyping or bias in general can 
be reduced. Burges et al (2007) proposes ways of 
reducing unconscious stereotyping by highlighting the 
pervasiveness of stereotyping and actions or behaviours 
associated with it. The thinking is that making people 
aware of the automatic nature of stereotype activation 
and its biased impact, the pervasiveness may activate 
a willingness to engage in measures to control 
unproductive thoughts that came out of stereotyping. 

Nation branding strategists could adopt this approach 
to target markets by making them aware and educate 
them on the nature of their stereotyping and provide 
adequate, well researched and appropriate information 
to reduce biases. Zimbabwe could concentrate on the 

Zimbabwean Land Question by providing its history 
objectively but also tackle aspects of the violent nature 
associated with the land question honestly and truthfully 
as a strategy to minimise stereotyping in the Western 
world.

UTILISATION OF STEREOTYPES FOR 
NATION BRANDING

Stereotypes are about distorted ideas and can be 
difficult to change.  Wilder (2007) further argues that 
stereotypes seem to be the enemy and the best friend of 
nation branders. This is because in practice stereotypes 
can be utilised as the starting point from which a nation 
brand can be developed.  The negative perception of 
Zimbabwe as a destination and wide negative media 
attention of the country can be utilised as an effective 
starting point for nation branding strategy because 
information already exists in the public domain from 
which a nation brand can be created.

Wilder (2007) points out that Thomas Carlhed calls 
stereotypes a bridge to people’s minds over which new 
information can be transmitted. He argues that as a 

NATION BRANDING: - Confronting stereotypes and negative perceptions of Zimbabwe in the new dispensation
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Swedish brand manager, he was actually satisfied that 
people held at least some stereotypes about Sweden 
and that even if the stereotypes were negative and 
wrong at least there was something to build upon. The 
fact that Zimbabwe is stereotyped in the Western world 
particularly from this perspective should be taken as 
a good starting point to build a strong and appealing 
nation brand. 

Furthermore the cultural theorist Richard Dyer (2002) 
argues that the use of stereotypes is inevitable for 
societies to make sense of themselves. What it calls for 
is that branders are supposed to endeavour to ensure 
that a country’s image and reputation is a fair , balanced 
and a useful reflection of its real assets , competences 
and offerings not outdated, unjustified and biased 
perceptions informed by long past events or unfounded 
and ignorant assumptions (Anholt, 2005).

Nation branding strategy for Zimbabwe needs to seriously 
consider the above arguments because if national 
stereotypes are widely accepted, rigid and integrated in 
societal practices, the risk is that the strategist can get 
blinded by stereotypes themselves and fail to take that 
as an opportunity from which to build upon. The fact that 
Zimbabwe is etched in the minds of the international 
community as a hostile country, violent and political in 
turmoil- stereotypes themselves considering the actual 
situation on the ground, government should utilise 
them as platforms from which the image of Zimbabwe 
is transformed. 

The negative international media coverage, the quick 
recall of Zimbabwe in the minds of consumers and 
negative perceptions can be exploited by marketers to 
correct this position through the provision of accurate, 
credible comprehensive and evidence based information 
to targeted audiences. In addition properly packaged 
information crafted after careful diagnosis of the existing 
challenges, utilising appropriate media channels and 
platforms will transform the mindset of prospective 
tourists, investors and development partners.

IMPORTANCE OF SITUATIONAL DIAGNOSIS IN 
NATION BRANDING

Simon Anholt (2005) points out some practical 
considerations important for nation branding strategy to 
enhance a nation’s competitiveness. Most governments 
and their people always believe that there is a problem 
with their international image but invests little effort 
in the diagnosis and analysis of the image problem. 

Government and concerned nation branding strategists 
are preoccupied with the notion of a country having 
a negative reputation and are prompt to crafting 
solutions before properly dissecting and understanding 
the problem. In Zimbabwe, the ZTA came up with 
events such as Miss Zimbabwe beauty pageants’, the 
Harare International Carnival and Brand ambassadors 
as strategies to address image problems without a 
careful, all stakeholder driven and participatively driven 
approach to analysing the problem.

It is a fundamental premise of any strategic intent to 
be highly focused and specific about the nature of the 
problem to be addressed so that the right strategy can 
be developed for confronting it. It is argued that it is of 
paramount importance to be concretely sure that there 
is a problem not simply a perception or a stereotype 
about the nation. Anholt (2005) gives an example of 
Britain whose domestic media and commentators from 
a diversity of political persuasions are convinced that 
Britain’s international image is negative and in tatters 
due to foot and mouth disease, mad cow disease, the 
invasion of Iraq and high cost of living. 

However, Anholt’s nation brand index which surveys 25 
000 people in 35 countries reflect that Britain is actually 
regarded highly internationally. Avraham (2015) focusing 
on the Middle East in terms of conflicts, terror attacks 
and war argues for the uncovering of strategies used by 
Middle Eastern marketers to restore a positive image 
to  bring back tourism in the past decade. Avraham 
and Ketter (2008) stress the need for image restoration 
strategies by marketers in general and those dealing 
with the nation branding specifically (Staner 2007). There 
is real need to understand the source of the problem 
before embarking on image restoration strategies.

Dr Musekiwa Clinton Tapera 
writing in his personal 
capacity. He holds a PhD in 
Management, specialising 
in Destination Branding 
of Zimbabwe for tourism 
performance. He is the 
director of Marketing and 
Public Relations at Chinhoyi 
University of Technology. For 
feedback and comments-email.
 taperamc@gmail.com or 
mctapera@cut.ac.zw 

Dr M. C Tapera.

NATION BRANDING: - Confronting stereotypes and negative perceptions of Zimbabwe in the new dispensation
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The best events call for the best equipment, and 
that’s why more people call on Rooney’s Hire 

Service than any other event rental company.

At Rooney’s Hire Service, we know that no two parties 
are alike, and why should they be? We believe that 
parties should be as individual as the people who 
throw them. Our extensive inventory of marquees, 
tables, chairs, lighting, linens, china, glasses and 
more, ensures we have just the right colour and style 
to lend an air of sophistication to any event.

Our top-notch service caters to your every whim, 
guaranteeing your event receives the royal treatment. 
So the next time you’re throwing a party or event, give it 
a touch of Rooney’s and ensure it is a sparkling success!

Known throughout Southern Africa for our amazing 
selection, great customer service, and can-do 
attitude, Rooney’s has the rental equipment to make 
your event spectacular.

Our extensive inventory will suit any occasion: your dream 
wedding, the annual ball, or a charity fundraiser.

Did you know that we also offer full Event 
Management? Rooney’s Event Management is a 
division of Rooney’s Hire Service that manages and 
facilitates all aspects within the event industry. REM 
provides all clients with a complete solution to any 
event from weddings, corporate launches, private 
and public functions as well as stand builds and large 
lifestyle events to name a few.

Every event is enhanced by specialty rental items, 
knowledgeable experienced staff, and professional 
service. Whether a wedding in Victoria Falls, a 
corporate cocktail party at one of our many local 
venues, or an intimate dinner on the patio; Rooney’s 
Hire Service can handle all your rental needs... It’s no 
wonder more people have been calling on Rooney’s 
Hire Service for over 60 years than any other party rental 
company to make their affair an unforgettable event.

For further information about Rooney’s please 
call 748 621 / 7, email on hire@rooneys.co.zw / 
rem@rooneys.co.zw or visit us at www.rooneys.
co.zw alternatively follow us on Twitter and 
Facebook (the links are on our website).

EVERY EVENT IS A 
BIG EVENT...

COMPANY NEWS



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

A
P

R
I

L
 

2
0

1
8

5 3

It is believed that Exhibitions are 80%, yes 80% more 
effective in achieving sales and marketing objectives 
than any other medium.

Think about it, at exhibitions, visitors who are either 
clients and potential clients get to experience a 
brand at face value.  It is easier to sell something to 
someone when they can see it, feel it, experience it 
with all their senses, ask questions and get immediate 
feedback as opposed to over the telesales, emails, 
flyers, or a billboard which are very impersonal.  Also, 
at exhibitions, there is a chance to see what is trending 
and most appealing to customers so that organisations 
can improve their products and services.

Exhibitions are normally held for a specific industry or 
a trade show with various industries in one place.  It is 
likely that competitors will be on the same platform.  
Sometimes visitors don’t have time to visit all the 
stands, and if they do, they wouldn’t want to go to a 
boring stand.  So why not have an attractive stand and 

stand out from the crowd. This is where Showmasters 
comes in.  We specialise in designer stands that set 
you apart.  We build stands using Octanorm, which 
is a world-renowned modular system for Exhibitions.  
We also have the capacity to custom build wood 
bespoke stands.  Everyone wants to visit an attractive 
stand and that gives organisations a higher chance 
to explain and convince visitors of the exhibition to 
become their loyal clients.

Showmasters also provides standard exhibition shell 
scheme cubicles, signage and printing, conference 
backdrops, flooring and accessories, as well as 
shop fittings and temporary offices.  We have 
been operating for the last 20 years with a wealth 
of experience and the capacity to supply for an 
exhibition of any size. 
 
For more information, kindly visit our website 
www.showmasters.co.zw or visit our Facebook 
and Instagram pages.

EXHIBITIONS ARE THE MOST 
POWERFUL MARKETING MEDIUM

CUSTOMER EXPERIENCE - Every Event is a BIG Event…
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DEPOSIT PROTECTION 
CORPORATION PARTNERS ZIMPOST

COMPANY NEWS

In an effort to enhance service delivery and provide 
convenience to its clients, the Deposit Protection 

Corporation (DPC) partnered ZIMPOST – the 
largest postal service provider in the country, where 
depositors of closed banks can now approach any 
ZIMPOST branch across the country to collect or 
submit claim forms at no charge. 

Through its extensive branch network covering even 
the most remote parts of the country, ZIMPOST now 
offers distribution of claim forms and postal services 
on behalf of DPC. The signing of this partnership 
arrangement will be good news to depositors of 
closed banks who might have been facing challenges 
lodging claim forms for processing.

Currently the DPC is compensating depositors of five 
closed banks namely Afrasia, Allied, Trust, Interfin and 
Royal Bank and depositors of these closed banks are 
encouraged to submit claim forms for reimbursements 
of the insured amounts to be processed as the funds 
are readily available.

The DPC is an independent statutory body established 
by the government of Zimbabwe in terms of the DPC 
Act (Chapter 24:29) to protect bank depositors by 

way of providing compensation in the event of a bank 
failure. In addition to compensating depositors, the 
DPC’s objectives also entail: contributing to the 
stability and public confidence in the country’s 
financial system; enhancing competition between 
different sectors and institutions in the country’s 
financial system; promoting sound business 
practices in contributory institutions; participating 
in the problem-bank resolution framework and 
protecting the Fund against loss.

Currently membership to the DPC includes all 
deposit-taking institutions licensed by the Reserve 
Bank of Zimbabwe such as all commercial banks, 
building societies, merchant banks, finance houses, 
discount houses, deposit-taking micro-finance banks, 
People’s Own Savings Bank (POSB) & Infrastructure 
Development Bank of Zimbabwe (IDBZ). Membership 
is automatic and mandatory for all licensed deposit-
taking institutions regulated by the Reserve Bank of 
Zimbabwe.

Deposit protection is free to all bank depositors and 
the protection provided by the DPC is automatic 
once a depositor opens an account with a member 
institution. No application is required.
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Pizza Hut Now in Zimbabwe

“There’s nothing cookie-cutter about Pizza Hut. Not 
our pizzas. Not our people. And definitely not the 
way we live life. Around here, we don’t settle for 
anything less than food we’re proud to serve. And 
we don’t just clock in. Not when we can also become 
our best, make friends, and have fun while we’re at 
it. We’re the pizza company that lives life unboxed.”  

Those are the opening lines of Pizza Hut’s brand story 
document found on its website. When launching 
Pizza Hut Zimbabwe the marketing team tried its best 
to emulate those ideals in how they approached the 
campaign by “living outside the box”.   

Instead of replicating the same above the line 
campaign strategies that have become commonplace 
in Zimbabwe, Pizza Hut’s team decided to go a 
different route and  explore new tactics that have 
proved successful in other markets. Under the  
stewardship of Mr. Elias Hwenga (Pizza Hut’s Principal 
Operator and the Director of Silicoade Capital - Pizza 

Hut’s franchisee) a digital marketing strategy was 
designed to  introduce Pizza Hut to Zimbabwe.  
  
Roar Consultancy and Point Black were the 2 
boutique agencies roped in to carry out the task of 
managing the campaign in conjunction with Pizza 
Hut’s marketing team.  The strategy focused on 
using a targeted content via programmatic display 
ads, paid & earned social media content, influencer 
marketing and sponsored content on both traditional 
and digital platforms.     

“Mr Hwenga gave us a very specific brief to ensure 
that the largest possible segment of his market knew 
about Pizza Hut’s arrival before our launch. Digital 
media is still a relatively unused platform in the 
Zimbabwean marketing space. It is like being the only 
fisherman on a lake filled with fish. With a relatively 
small budget and some ingenuity we were generating 
incredible amounts of impressions and CTAs during 
our campaign.  Even our earned media content was 

EAT OUT
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going viral and resonating with our audience” says 
Phil Chard from Point Black.    
The impression made by Pizza Hut on the Zimbabwean 
Fast Food market is evident with the marked increase 
in spend by their competition across the board. This 
is something that has not gone unnoticed by the 
Pizza Hut team. “We keep a close eye  on what all 
brands in Zimbabwe are doing and it is great to see 
the increased spend , it  can only be good for the 
Zimbabwean marketing community” says Ruzivo 
Chonyera -  the head of Roar Consultancy.    

On the day they began business operations, Pizza 
Hut also rolled out their Pizza Hut Delivers Hope 
Campaign. As part of its global CSR initiatives Pizza 
Hut aims to address poverty and hunger through 
food drives and educational outreach programmes. 
For Zimbabwe the team decided to take the first 100 
Pizzas made at their new location and deliver them to 
the people most affected by hunger in Harare’s  CBD.  
 
In a candid moment the team shares that the 
campaign may have gone a little too well.  The Pizza 
Hut restaurant was initially planned to be a smaller 
takeaway to primarily serve Ster Kinekor customer 
who were going into or leaving movie showings. The 
brand synergy made sense as Silicoade Capital also 
administers all the Ster Kinekor cinemas in Zimbabwe. 
The Pizza Hut - Ster Kinekor marriage has already been 
trialled and proven in several South African locations. 
However Pizza Hut Zimbabwe did not anticipate that 
demand for their product would be this large. 

The incredibly high demand for the pizza coupled 
with a difficult import process has tested the Pizza 
Hut teams resolve in their first month of operation. 
“Securing import permits for our ingredients is a 
lengthy and difficult process which has made it 
difficult to keep with demand” says Mr Hwenga.     

Despite these issues Pizza Hut were still able to pull 
off an incredibly impressive launch event. On February 
16th, Pizza Hut held a lavish event that featured a 
seemingly never ending supply of Pizza and drinks 
held just outside their Sam Levy’s location. Invited 
guests included local policy makers, celebrities 
and officials from the American Embassy. After the 
formalities and speeches were concluded, guests 
were also invited into Ster Kinekor where they were 
treated to a screening of the Hollywood Blockbuster 
Black Panther on the same day it opened across the 
world.     

“We wanted to create an incredible event that 
would cap off our incredibly successful  launch 
campaign” added Mrs. Chonyera.” It took a great 
deal of work from everyone  involved but we 
managed to do it because we have a client that 
trusted us to try  something new”. Pizza Hut is 
still planning on rolling out a number of digital 
focused innovations in the  coming year “We have 
a great client that has given us a great deal of 
runway to  implement a lot of new ideas in the 
digital marketing space. There is a lot of room for  
growth here” added Mr. Chard.

Marketing Matters  -  Pizza Hut now in Zimbabwe

Pizza Hut Delivers Hope Campaign “giving back to the community”
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NEW NISSAN X-TRAIL.
WITH SEVEN SEATS AND INTELLIGENT 4X4

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

Email: sales@cloverleaf.co.zw

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

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

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

Patrick 0772 332 238

Starting 
From USD 40,838

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

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

the family can get in on the fun.

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

10
9/

18




