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In these times, there is no excuse for not 
knowing what your customers want. There 
are a multitude of marketing analytics tools 
on the market these days that allow marketers 
to collect a variety of data during specific 
phases of their marketing campaigns. Gone 
are the days of mass untargeted broadcasts. 
The digital age has a greater reach, but it 
has brought with it pinpoint precision. 

Today’s marketing is based on marketing 
analytics and customer intelligence that 
can be captured at any stage of the buying 
process. We don’t have to guess what 
people want; we just need to know where 
to look. Knowing the behavior, goals, pain 
points, and challenges of your target users 
can help you develop marketing campaigns 
that are tailored to their specific needs. 

So gather as much information as you can 
about your target market. 

In 2021, users are highly mobile but completely 
dependent on their portable devices to stay 
connected. Today’s consumers are always 
“connected” - mobile, online and offline, with one 
device (or two or three) at their side, regardless 
of whether it is a tablet, laptop or smartphone. 
These multitasking customers typically interact 
at various points during their purchasing 
journey, with the vast majority expecting a 
seamless customer experience along the way. 

Of course, that was not always the case. You 
don’t have to look beyond the late 1990s to 
find a simpler, more direct moment in the 
digital marketing landscape that focused 
on display advertising. Marketers now face 
a completely different marketing universe. 
With the introduction of the iPhone in 2007 
and the subsequent widespread use of 
smartphones and tablets, consumers now 
expect marketers to respond to them in 
real time, or near real time, no matter which 
channel they are interacting on. This poses 
significant challenges for modern marketers 
and requires a drastically different setup. 

Analytics can help you understand the 
effectiveness of your marketing strategy, 
evaluate the pros and cons of marketing 
activities, and ultimately identify the effort 

required to achieve business goals. Analyzing 
and interpreting the data further provides a 
deeper understanding of the type of content 
or message that will have the greatest impact. 

Furthermore, these unprecedented times, 
driven by the pandemic, have made it difficult 
for marketers as they can no longer rely on 
previous assumptions about their customers 
and answer questions about where, what, 
and how they buy. As a result, marketers 
have no choice but to dive into the data

Collecting and analyzing data such as a user’s 
browsing behavior, social media activity, 
online shopping behavior, and other metrics 
can help you focus your marketing efforts 
on what works. This data will form the core 
of any successful marketing strategy we 
intend to formulate for 2022 and beyond.

In this edition, we also feature major highlights 
of events that occurred in the last quarter of 
the year 2021. We had the Marketers Golf, a 
charity initiative by the Marketers Association 
of Zimbabwe, the Marketers Winter School 
and the Marketers Convention. We also 
feature the prestigious Superbrand Awards.

Wishing you a prosperous 2022.

Happy Reading 
For feedback and comments contact 

auxilia@mazim.co.zw
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RETHINKING BRAND LOYALTY: 
A MARKETER’S CHOICE
BY DENNIS MAMBURE

BRANDING

Marketers love the concept of brand loyalty. In fact, 
the world over, we have seen millions of marketing 
dollars being channelled towards chasing this 

elusive animal called brand loyalty.  The concept of brand 
loyalty is in fact as malleable as it is polysemic in nature.  
The grand masters of contemporary marketing science, 
philosophy and literature, Kotler and Keller probably make 
a fair attempt at defining brand loyalty explaining it as 
“the extent of consumer faithfulness towards a specific 
brand”.

Our friends in psychology add that loyalty is devotion to a 
cause or person. What is interesting is that psychologists 
also argue that the tendency to consistent loyalty can, 
in fact, be explained as a personality trait influenced or 
associated with a plethora of social behaviours. If that be 
the case, can a personality trait be influenced by marketing 
efforts? I will not answer that question here, tempting as it 
may be. Let it be food for thought.

The faithfulness and devotion inherent in most definitions 

of brand loyalty is supposedly evidenced by key positive 
behaviours such as repeat buy and advocacy.   Therein 
lies the problem. Faithfulness is a big word. It’s sacrosanct.  
Thinking that people will be faithful to a brand may 
be stretching it too far or looking at customers single 
dimensionally.
  
In a single day a customer is exposed to thousands of 
brands from the moment they wake up until bed-time. 
Just imagine the clock, cell phone, bath soap, towel, 
gel, toothpaste, shaving cream, hair spray, fragrance, nail 
polish, shoe polish – not to mention the brands on the 
breakfast table.
 
The list is long and tiring. Every one of those brands 
demands loyalty from that single customer. Faithfulness to 
brands may be problematic.

Simple English will tell us that the opposite of faithfulness is 
disloyalty, falseness or inconstancy among many alternative 
words. One who is not faithful may also be described as a 
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loyalty is a difficult feat to achieve especially for mass 
market products or those products of low value. If we 
are talking of luxury vehicles, holiday destinations, leisure 
travel, jewellery and the like, perhaps brand loyalty is not 
a pipe dream.   
Raja Rajamannar, MasterCard Chief Marketing Officer 
thinks that the pursuit for brand loyalty might be a futile 
exercise. The alternative areas that he thinks marketers 
should focus on, while theoretically still linked to brand 
loyalty are interesting.
  
Focus may need to shift to brand affection. It becomes 
important for marketers to push for people to have affection 
for a brand. Simply put brand affection is the passion and 
pride that a person feels about ownership, possession, or 
usage of a brand.  It’s all about ego-stroking, yet at the 
same time providing real value, not some meaningless airy-
fairy value.
 
Secondly brand stickiness is key. To what extent do brands 
resonate with the customers? It is a fact that stickiness is 
difficult to measure but it’s an important factor needing 
attention. If brands are sticky, they become memorable 
and benefit a lot from social referencing and word of 
mouth advocacy.
 
The third and final thing is to ensure that a firm’s brand is 
also in the evoked set. An evoked set is that special basket 
of brands that comes to a customer’s mind when the need 
for a product in a particular category arises. For example, 
every time someone needs bottled water, which brands 
rush to mind?  A brand in an evoked set is easy to push for 
preference. Brand preference therefore become a good 
target for marketers to aim at.

Brand loyalty is still important, but the choice is clear for 
our marketers out there. Do we spend time and money 
chasing brand loyalty in its broad sense, or we spend time 
focusing on affection, stickiness and propelling our brands 
into the evoked set?  The choice is for marketers to make.

cheat. So, with that in mind, can we have brand cheats? 
Maybe people have an inherent tendency be unfaithful?
A study by Dr Donald McCabe and the international 
Centre for Academic Enquiry, covering the period 2002- 
2005, found that 95% of high school students admitted 
to some form of academic cheating. In yet another study 
in the USA, 20-25% of respondents admitted to cheating 
their partners. An article published on the BBC website in 
January 2019 indicated that as high as 70% of people cheat 
their partners at some point in time. Can we, therefore, 
conclude that generally people are wired to be unfaithful 
hence not loyal? If people can fail the simple faithfulness 
test despite vows taken in Holy matrimony, what more 
toward brands? (admittedly they have made no vow to the 
brand).

Brands can be cheated. People can choose to be disloyal to 
brands. The consequences are not as dire when compared 
to other forms of cheating.

Should marketers therefore have that unmitigated 
obsession with driving brand loyalty? Maybe not. Brand 

BRANDING - Rethinking Brand Loyalty: A Marketer’s Choice

Dennis Mambure is a Marketing and Communications 
Practitioner based in Harare. He is a board member of 

the Marketers Association of Zimbabwe.

A study carried out by the Centre for Academic 
Enquiry (USA) revealed that 95% of high school 

students admitted to cheating.
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CENTRALITY OF NEW BRANDS 
IN ECONOMIC RECOVERY

BY PROFESSOR ZORORO MURANDA

Brands are the source of pride 
and admiration of any nation, 
large or small. Brands define 

the economic status of nations. 
Consumers admire other nations, 
their corporate entities and their 
products because the brand of a 
nation is mirrored in its product 
brands. We admire a country and its 
people because they are a brand we 
can associate with; a brand we trust. 
We admire and want to associate with 
companies because of the brand they 
have become; not simply because 
of the name and logo. In all this we 
admire the brand integrity in these 
companies and their products.

Zimbabwe’s economy has gone 
through trying times since the 
early 2000s as a result of economic 
sanctions, policy inconsistencies 
and various other factors. However, 
recent indicators show that the 
economy is stabilising and companies 
have started rebuilding lost 
competitiveness in the domestic and 
international markets. The Ministry of 
Finance projects a GDP growth of 7.8 
% and IMF, always conservative in its 
calculations, projects the same growth 
at 6%. These projections are too 
positive for the business community 
to downplay given the situation that 
has prevailed in the past two decades. 
By their nature these projections are 
a quantum leap and they are a call to 
action at company level.
  
Central to Zimbabwe’s economic 
revival and the revival of companies 
in the country will be the creation of 
new product brands; brands whose 
roots are domestic. Brands with 
strong domestic presence always find 

it easier to internationalise and can be 
positioned faster in external markets. 
Zimbabwean companies that enter the 
market with strong brands now have a 
first-mover advantage. Most external 
competitors will remain risk averse 
because of past economic policies 
and poor performance as an economy. 
The advantage is on those who catch 
the wind now and enter the market 
with strong brands. That first mover 
advantage can only be consolidated 
where we have also established 
strong distribution networks. This is a 
lesson we should learn from the big 
emerging markets. A good example 
on bench-marking on how to establish 

strong distribution networks is China. 
New brands perform where their 
positioning is accompanied by a well 
thought out distribution strategy.
 
Our major weakness as business has 
been to segment the urban and rural 
markets to the point of creating two 
totally separate markets yet their 
consumption patterns are now getting 
closer and closer. Let us recognise 
that the rural population can consume 
the same brands as our urban 
population. This market behavior has 
been recognised in countries such as 
India resulting in the country (India) 
having some of the strongest rural 

BRANDING

Brands with a 
strong domestic 

presence 
are easier to 

internationalize
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markets among emerging markets. 
As a result of the recognition, India is 
now chasing China in terms of growth 
rate.
 
Our local brands must leverage their 
knowledge of the local consumer and 
create a brand identity that not only 
appeals to the customers but are also 
proud of the domestic origins of that 
brand. Brands used to be associated 
with market niches focusing on the 
elite and the elite were associated 
with urban markets. This is no longer 
the case. The country’s economic 
revival will benefit companies that will 
also build rural markets.
 
Strategy is time sensitive; more so in 
the marketing of new brands. This is 
the moment to revitalise brands that 
had gone into a slump as a result of 
the economic downturn. What is clear 
is that, due to the time that has lapsed 
between entering the economic 
depression and the current revival, 
not all brands from the previous era 
will make it back into the market.
 

The function of time has taken its toll 
on some of our brands and this is the 
time to work on brand revitalisation. 
Our brands lost a lot of market share 
to foreign brands and therefore it 
is incumbent upon our companies 
to reclaim lost markets with new 
product brands. Let’s build new 
brands cognizant of the fact that the 
new economy is upon us. What the 
new economy requires is building or 
rebuilding brands that stand the test 
of time; brands built on the basis of 
customer loyalty.

Local brands tend to suffer major 
“customer flight” each time the 
economy has hiccups. Each major 
economic trough invites a flood of 
foreign brands and a shift in brand 
loyalty. There is flight of customer 
loyalty which has decimated some 
very promising local brands. There 
lies the elephant in the room that our 
business community has to confront in 
the new economy. Customer loyalty is 
fickle. It only stays with those brands 
that are consistently available.
 
In the same vain, let us work to grow 
new local brands; brands with a 
strong and unique value proposition, 
brands with clear identity, brands 
with a personality that is easy to 
associate with our companies and 
with Zimbabwe. Brand identity is 
the most common thing customers 
remember, so it needs to stand out. 
As a country we need brands that 
are different enough to be identified 
in a crowd of both regional and 
international competitors. Our top 
notch brands with an international 
appeal may be few but let those few 
have identity. Zimbabwe’s brands 
yearn for consistent brand messaging 
- that connection with the customer 
base that leaves the customer with 
a lasting experience. Our messaging 
has to be consistent, no matter whom 
the customer is.

Our marketing effort is to create and 

build brands that have the trust of 
the consumer. This calls for out-of-the 
-box thinking.

 
Zimbabwe’s business community can 
learn from countries such as South 
Korea who, in just over the last five 
to six decades, have built brands with 
a very strong appeal to the extent 
of being a threat to major brands 
normally associated with major 
economies, and all this happened 
after the Korean war of the 1950s. 
We are talking of brands that we can 
protect from counterfeits, imitations 
and other forms of market pilferage. 
Demonstrate brand differentiation 
because that is the business’ unique 
selling point.

Our business community sometimes 
launches new brands with a lot of 
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consider collaboration and co-creation.
 
Conclusion

Branding is strategic tool for creation of greater 
opportunities. It is core to the overall strategy. Companies 
that are serious contenders for market share and leadership 
in their industries invest in strong brands. They invest 
in understanding the perception and mindset of their 
customers when faced brand choices. 

promise but end up losing to vultures in both the domestic 
and international markets because they did not fully protect 
their intellectual property. Brand value is appreciated 
through how much you are prepared to protect your 
creation. Protect even your brand slogans because in 
competitive markets there will be vultures everywhere, and 
that’s normal in business.
 
We have learnt a lesson over the past two decades that, 
when we build empires on the basis of foreign brands, 
should we suffer major 
economic downturns, such 
foreign brands become 
very expensive to continue 
trading in the local market. 
It can become a major 
disruption to our brand 
strategy and the wider 
corporate strategy. A 
consistent brand image 
is what clients seek when 
they bring business and 
they expect consistency to 
be maintained. A positive 
perception of our brand by 
both our business partners 
and clients is what wins 
business in the long term. 
We cannot be in the market 
today and tomorrow we are 
out and expect to come 
back with the same brands 
and gain the same trust.
 
The Covid-19 pandemic 
brought a very good 
lesson we also must learn, 
appreciate and benchmark. 
This is about collaboration 
and co-creation of brands. 
Some of the most effective 
vaccines now in the market 
that have received approval 
in the major markets are a 
result of competitors setting 
aside their usual hostilities 
and coming together to 
work on brands with an 
immediate global appeal. 
For example, the Covid-19 
vaccines such as the Pfizer 
are a co-creation. Where 
individual R&D is weak let’s 



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 EZ 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

IMPORTANCE OF 
MARKETING ANALYTICS 
FOR SMALL BUSINESSES

BY BRIAN JT CHIKONZO

Before advanced marketing 
analytic tools were available, 
companies could only rely on 

time-delayed data to measure the 
effects of their marketing initiatives. 
Marketing analytics is the study of 
data garnered through marketing 
campaigns in order to discern 
patterns between such things as 
how a campaign contributed to 
conversions, consumer behavior, 
regional preferences, creative 
preferences and much more. The 
goal of marketing analytics as a 
practice is to use these patterns and 

findings to optimize future campaigns 
based on what was successful. 
Today, marketing analytics can help 
marketers gain deeper insights into 
their audiences and improve the 
efficiency of their marketing efforts. 
One of the most critical factors that 
organizations consider when it comes 
to implementing marketing analytics 
is how they can use the data collected 
to improve their operations.

Marketing analytics help you monitor 
and measure the effectiveness of your 
marketing efforts. They allow you to 

identify areas where your company can 
improve and develop new strategies. 
The ability to measure and improve 
the effectiveness of marketing efforts 
can help organizations achieve better 
results and lower costs. Through 
marketing analytics, you can identify 
which of your customers are most 
likely to convert and which are most 
likely to fail during the conversion 
funnel. By analyzing data collected by 
marketing analytics, you can identify 
key trends that are affecting your 
business and take action to capitalize 
on them.

THEME ARTICLE
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Analytics and tracking of key metrics help small businesses 
improve their marketing efforts. However, not all of the 
metrics that you track are worth focusing on. There are some 
that are more valuable than others. For small businesses, 
the following are six important digital marketing analytics 
to make better business decisions.

1Traffic Source – which platforms are bringing traffic to 
your business website.

2Page views - the number of times users load your web 
pages & which pages attract the most attention.

3Average Session Duration - the average time users 
spend on your website.

4Bounce Rate - the percentage of people who click away 
after viewing only one page on your website.

5Exit Rate - percentage of exits from a specific page.

6Conversion Rate - percentage of website visitors who 
act on your conversion goals.

These metrics are particularly useful for startup marketing, 
which often takes place online. Digital marketing 
campaigns have the distinct advantage of being relatively 
easily measurable. Once you know where your business 
is coming from, how much business you are potentially 
getting, the time and actions taken by potential customers; 
you can make more informed decisions which can enhance 
your brand’s digital presence.

How to start business analytics

Services such as Google Ad Words automatically track 
useful statistics such as click-through ratio, cost-per-click 
and conversion rate, allowing you to quickly react to new 
information by intensifying effective digital marketing 
activities and reducing or abandoning others.

There is other software available, with differences being 
in price, function and main analytics field. According to 
research, the following are the most popular business 
analytics tools;

THEME ARTICLE - Importance of Marketing Analytics for Small Businesses

It is necessary to consider modern marketing platforms 
and the speed at which they can store and process massive 
amounts of data. One of the major drawbacks of having 
access to so much data is that marketers cannot possibly 
parse through it all in time to make real-time optimizations. 
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THEME ARTICLE - Importance of Marketing Analytics for Small Businesses

That’s where the processing power of advanced analytics 
platforms comes into play, enabling small business owners 
and marketers to adjust creative or ad placement as 
needed before the campaign ends, enhancing potential 
ROI. Additionally, many platforms now leverage unified 
marketing measurement, to normalize and aggregate 
marketing data from across various channels and 
campaigns, simplifying analysis.

Finally, advanced analytics platforms go beyond measuring 
consumer engagements to offer insights into brand equity 
and how certain audience segments react to creative 
elements. This helps marketers better determine brand-
building ROI, as well as how to further personalize branded 
experiences.

Incorporating offline and online marketing

Bigger brands have bigger marketing budgets and can 
incorporate offline marketing parallel to their digital 
marketing.

If you plan to invest in offline marketing, keep in mind that 
it does not offer the two-way flow of data that characterizes 
digital advertising and, as a result, provides fewer metrics. 
When designing offline marketing campaigns, startups 
must take special care to understand how they can measure 
effectiveness of the campaign and how they can capture 
metrics.
 
In the modern marketing landscape, accurate analytics are 
more important than ever. Consumers have become highly 
selective in choosing the branded media they engage 
with and the media they ignore. If brands want to catch 
the ideal buyer’s attention, they must rely on analytics to 
create targeted personal ads based on individual interests, 
rather than broader demographic associations. This will 
allow marketing teams to serve the right ad, at the right 
time, on the right channel to move consumers down the 
sales funnel because that’s the ultimate goal of marketing 
– to sell. 

Brian Chikonzo is an SME Brand Design and 
Developer,Feb 94 Enterprise Solutions.
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TECHNOLOGY IN 
BUSINESS…A DOUBLE 
EDGED-SWORD!
BY RUJEKO BARA 

In today’s world, every successful business is a tech 
company! Agree or disagree? You will probably agree 
with me by the time you finish reading this article. It is now 

impossible to separate business strategy from technological 
innovation, so every business has to profoundly invest in 
technology to help it drive and scale its business. We are 
also living and working in the age of a Covid-19 induced 
business overhaul in which the underlying message is clear: 
invest in technology or, as I brusquely espoused in my 
December 2020 article titled Disruptive Innovation…A 
Force to reckon with, innovate or die!
 
What is technology? I agree with Evan Scherr, a world-
renowned technologist and blogger, that to understand 
where technology is going, one has to understand the 
word’s origin. The technologist says that the word ‘tekhne’, 
which meant skill with art or craft, was first proffered by 
the ancient Greeks. The whole hierarchy of knowledge 
expanded in an ascending scale from crafts to science and 
it moved from the physical to the intellectual. Technical art 
graded somewhere in the middle of this schema. Between 
1820 and 1910, the word technology acquired its present 
meaning: knowledge, equipment, and methods that are 
used in science and industry according to the Cambridge 
dictionary. David Nye states in his book, Technology 
Matters: Questions to live with, that it is the stock traders, 
bookstores and newspapers who made technology a 
synonym for computers, telephones and auxiliary devices.

Marketing91.com states that there are many different 

types of technologies that are used in the business world. 
The following technologies are increasingly being used in 
the business world: Information, Architecture, Network, 
Internet of Things, Artificial Intelligence, Entertainment and 
Media, Space, Transportation, Sensor, Science, Assistive 
Technology, Clothing, Robotics, Medical, Industrial, Energy 
and Agriculture.
 
Most successful businesses, for example, Apple, Google, 
and Coca Cola use technology to stay ahead of competition. 
The benefits of technology use are ubiquitous in this 
digitized 21st century. Technology is used to make physical 
work easier and faster, producing things in abundance, 
searching for new dimensions and gaining information 
from anywhere at any time. Technology can reach where 
humans cannot and do tasks which are problematic 
and tedious for regular employees. When well-applied, 
technology is no doubt beneficial for business as it helps 
it to stay competitive by creating and employing relevant 
products and services.
  
In my article titled, Chatbots are the Future of Business 
published in the Financial Gazette dated 10-16 June 
2021, I elaborated on why and how Zimbabwean firms 
can invest in Chatbots, an Artificial Intelligence (AI) on-line 
software application. Steward Bank and FBC Bank were 
among the first banks to leverage this type of technology 
in Zimbabwe. Chatbots advantages include faster and 
cheaper assistance, all around the clock support as well 
as offering financial advice. Ecocash and Kenya’s M-Pesa 

THEME ARTICLE



are leveraging mobile money transfer technology and 
have become disruptive innovators disrupting the banking 
sector and have moved in leaps and bounds in a very short 
space of time.
  
On the international scene, just by using a simplified 
technology model, Uber disrupted the taxi industry by 
creating a service no one knew they needed. Technology’s 
impact on entertainment is gigantic. The on-line streaming 
giant, Netflix, began as a DVD-rental home delivery 
service. Netflix then started streaming along with their 
DVD rental service as a response to the growing popularity 
of on-line streaming. Netflix’s reinvention shows that the 
use of technology doesn’t necessarily mean abandoning 
the old in favour of the new.
 
Businesses that experience technological innovation 
success clutch on to it and trust that it is their key to undying 

success. Regrettably, this is not the case. Kodak? Kodak was 
a technology business that invented the first digital camera 
and dominated the photographic film industry during the 
greater part of the 20th century. According to a former 
vice-president of Kodak, Don Strickland, they could not 
get approval to launch or sell the digital camera because 
of fear of the effects on the film market. They missed the 
digital revolution after starting it! In 2012, Kodak filed for 
bankruptcy.
 
Technology is regarded by most as a double-edged sword 
because it also has its understated demerits. Expense is 
probably the biggest technology demerit. A company 
makes a huge initial capital outlay when the technology 
is purchased and unfortunately, needs to apprise the 
technology regularly so as to stay abreast of technological 
improvements as well as hire technology professionals who 
also need to regularly upskill. Technology often displaces 
the personal touch as some employees have to be replaced 
by machines. Crime and terrorism can lead to the theft of 
important information meaning there are privacy concerns. 
Some time ago Sony Corporation’s sensitive internal emails 
were revealed to the world.
 
Other demerits of technology use in business include 
the complexity of using the equipment, job insecurity, 
copyright infringements, and digital media manipulation, 
among others. The use of technology in business usually 
gives the impression of innovation, advancement and 
proficiency. As such, management naturally opts to resolve 
the disadvantages of technology rather than not embracing 
it at all.
 
Adam Rogers, Ultimate Software’s Chief Technology Officer 
and member of the Forbes Technology Council offers the 
following insights:
 
Artificial Intelligence (AI)
 
AI programs can solve organizational problems and 
optimize efficiencies. Machine learning has become 
progressively entrenched in many new technologies and 
solutions, delivering in-depth insight into business metrics 
and improving data-based decision-making. Firms need 
to adopt AI-driven solutions. Reflect on supply chain 
management. Food giant Nestlé uses AI driven supply 
chain forecasting to improve forecasting accuracy on a 
global level, with more than 447 factories operating in 194 
countries. This strategy improved Nestlé’s sales precision 
by 9% in Brazil alone.
 
Analytics
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Vigilant data analysis is critical for organizations to truly 
understand performance. This insight is increasingly 
valuable when coupled with analytical benchmarking, 
which allows organizations to compare themselves 
with their peers and competitors in terms of web traffic, 
customer churn rate or employee engagement. Unless and 
until a business has a proper analysis of the humungous 
data around it, it cannot predict anything about the market 
trend and the business’ position in the market.
  
Block chain
 
While it is generally linked with cryptocurrency, block 
chain signifies a decentralized, encrypted secure system of 
record, with applications in government, human resources 
and many other industries. Shipping companies such 
as Maersk are experimenting with block chain to track 
cargo and discourage tampering. Farmers are using the 
technology to track and safeguard the quality of livestock 
transactions. Even diamond-makers are following suit. Ever 
ledger has tremendously eliminated counterfeiting by 
registering its diamonds in a block chain. 

Take-home points for Zimbabwean businesses as they 
endeavour to leverage emerging technology and at the 
same time counter its demerits:
 
+Doing it right
 
It is essential to know what the business requires before 
incorporating any technology. 

As such, one should consult a technology expert. It is 
important to assess the organisation’s vision and discuss it 
with the expert. Think and strategize before doing anything 
‘innovative’ then implement with perfection. Capitalise on 
continuous improvements.
 
+Marketing
 
Businesses cannot survive without marketing their 
products. The efficacy of digital marketing is known to 
all. Technology has unquestionably made marketing more 
beneficial than ever, saving time, resources and effort.
 
+Customer support
 
Customer retention is several times cheaper than new 
customer generation. If customer support is weak, old 
customers will not be retained. Technology has been 
beneficial in making customer retention easier and efficient 
for businesses. Social media, for example, Facebook, 
WhatsApp, along with other AI software such as Chatbots, 

is helping businesses in providing better customer support.
  
+The creation of strategic alliances
 
If your business is not able to leverage emerging 
technologies, create strategic alliances with those 
who are able to. Get licences that guarantee exclusive 
distributorship of world-renowned technology-driven 
brands in Zimbabwe. If you cannot beat them, join them.
 
In conclusion, McKinsey and Company Senior partner Kate 
Smaje and global co-leader of McKinsey Digital, says that 
winning businesses invest in technology, data, processes, 
and people to aid speed through better decisions and 
quicker course corrections grounded on what they learn. 
So, I challenge businesses in Zimbabwe to reinvent 
themselves by investing as much in technology as they are 
in upgrading their core business so that they can leverage 
emerging technologies for optimizing reach and their 
return on investment.

Rujeko Adlyne Bara is an author, business strategist and a 
seasoned Marketing professional. She is the Category Manager: 
Home Appliances for Unicorn Trading managing the international 
brands Russell Hobbs, Midea, Master Chef, Salton, among 
others. She holds a Master’s in Business Administration from the 

University of Zimbabwe. 

Contact: 
rujekoadlynebara@gmail.com 
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SENTIMENT ANALYSIS: 
UNDERSTANDING WHAT CLIENTS 
AND THE MARKET REQUIRE 
BY VARAYIDZO NHANDARA

Sentiment Analysis is a term many marketers and 
organizations are not familiar with, however the pros 
of measuring it are many when analysed and tracked. 

The adoption of Sentiment Analysis in gauging client 
feedback has been low due to a limited understanding of 
how it works as well as the benefits of it.

  A sentiment analysis application brings additional flexibility 
and insight into the presentation of brands and products. 
This application enables companies to;

 Track the brand perception in the mind of customers
 Highlight specific details about the customers attitude  
 toward the brand
 Seek patterns and trends as well as
 Keep a close eye on how the brand is presented to the  
 market by brand influencers. 

Sentiment analysis gives an indication of public opinion 
around an event, product or service as well as what the 
market actually thinks. Sentiment analysis when measured 

well can dramatically improve marketers return on 
investment, an indice most marketers continue to battle 
with when seeking funding from finance for their marketing 
activities.
 
Sentiment analysis has been known to judge the feeling 
evoked by a statement, article, or piece of writing. As 
marketers it is then important to watch the language used 
in advertising, PR campaigns, social media management, 
and print articles to mention a few. The language used 
needs to evoke the desired emotion from the customer. 
The text used in marketing a product or service when 
communicating with customers can result in a negative, 
positive or neutral expression or emotion. It is then 
important to remember that text when written or words 
when spoken, looked at in isolation, may lack context, 
therefore it may be inaccurate to view them as positive, 
negative, or neutral.
 
The sentiment analysis algorithm is able to classify 
statements which can be carried in a system as follows:

THEME ARTICLE
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1Rule based approach which relies on manually defined 
rules in a scripted language incorporating tokenization

2Automatic approaches which build upon machine 
learning techniques and frames the task as a 

classification problem to be solved by neutral networks, 
logistical regression or statistical models.

3 Hybrid systems which combine elements of both 
approaches.

 
NB Definitions

- tokenization (turning an account number into a random 
string of characters with no actual meaning even when 
breached)
- logistical regression ( in statistics this ascertains the 
probability of a certain class or event occurring such as a 
pass/or fail)
- statistical models (which is a mathematical model that 
embodies a set of statistical assumptions concerning the 
generation of sample data. 

It is important to measure and monitor sentiment analysis 
as it enables organizations to:

 Manage and avoid PR crises.
 Identify brand influencers.
 Research competition.
 Use customer feedback to improve service.

Sentiment analysis is being used to provide broad insights 
into effective business decision- making, strategy crafting 
as well as strategy implementation across a range of 
sectors. These analyses include comparing the company 
brand against that of the competition, and comparison of 
how the company product is being received locally as well 
as internationally.
 
Overall sentiment analysis may be employed to automate 
media monitoring processes and accompanying alert 
systems, monitor mentions on social media platforms 
such as blogs, review sites, as well as online forums. The 
mentions can be categorised in terms of urgency through 
relevancy scores, or type of user and their vitality to the 
brand.
 
Internationally, sentiment analysis has been and continues 
to be used successfully. Examples of companies successfully 
using sentiment analysis include KFC, and APPLE.
 
KFC
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of their beliefs and processes. KFC has remained active 
in the media space and this presence has ensured the 
brand maintains a high market share and market relevance 
through the use of memes and popculture icons such as 
Robocop.
 
APPLE
 
Apple products are recognised for their easy user interface, 
clean and aesthetically pleasing design as well as modern 
design in technology features. Apple has successfully used 
sentiment analysis in their product analytics stemming from 
reputation management. The analytics measure the brand 
in terms of its performance around user interface, feature 
performance etc. in doing this Apple is better able to serve 
its customers well, and continue to improve and lead the 
digital customer experience landscape.
 
In conclusion it can be noted that Sentiment analysis is 
an important indice to track and measure in modern day 
marketing as it enables businesses to better understand 
their market, improve their service, as well as product 
offering all while remaining relevant in the marketplace. 
The days of not engaging with customers have long gone, 
and the future entails keeping a close eye on how the 
brand is perceived by the target market, which emotions 
are evoked during advertising campaigns, and how the 
customers feel toward the brand or service on offer. As 
brands continue to exist in the digital era the use of tools 
such as online applications, social media algorithms, and 
internet based interactions with customers, marketers 
need to the take heed of the opportunity to continue to 
improve, garner a wider market share and design products 
and services which will guarantee an improved bottom line 
all round.

When the fast food industry began to change their brand 
propositions through healthy food options and feel good 
experiences, KFC was left behind. Instead of quickly joining 
the bandwagon of unchartered territory KFC remained 
true to their brand and decided they would continue to 
ride on their brand proposition which remains at the core 
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Varayidzo Nhandara is the Managing Consultant of a boutique 
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ACADEMIA - INDUSTRY 
INTERFACE: THE WEAK LINK 
IN HUMAN CAPITAL AND NEW 
INDUSTRY DEVELOPMENT
BY PROFESSOR ZORORO MURANDA

MARKETING MATTERS

The interface between academia and industry has 
assumed a new meaning and urgency in recent times 
in Zimbabwe. At no other time in our development 

trajectory, has there been such a need for enhanced 
interface and collaboration in human capital and industrial 
development. Interconnectedness and mutual dependence 
will be central to defining new and more robust pathways. 
As the growth of the economy gains momentum under the 
National Development Strategy (NDS1) from 2021 -2025, 
there will be need for an appropriately skilled human 
capital that fits into the new industries as envisaged by the 
plan. Appropriateness in this instance is about fitness for 
purpose and fitness of purpose.

     The interface between academia and industry assumes 
different modes in different education jurisdictions and 
systems and industrial setups in the course of development 
of nations. Although, traditionally, academia and industry 
have tended to exist side by side, as the new economy 
and new development management models evolve, 
convergence of outcomes by the two domains becomes 
an inevitable parameter in evaluating future success. 
Planned convergence will be the defining success factor. 
The future of human capital development with specific 
attention on the development of skills and competences 
necessary for the new industry will hinge on the attainable 
level of collaboration and interdependence of these two. 
The Interaction has to, therefore, be modelled on the basis 
of recognizing the multi-layered nature in the synergistic 
relationships. The interaction is multi-layered because 
development of skills and competencies at various levels 
of our education system has to factor in knowledge 

expectations of industry hence the need of 
enhanced collaboration.

  
Academia has always defined its role in terms 

of knowledge generation. Conversely, knowledge 
generation by industry, especially in developed economies 
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has clearly demonstrated there is more to be gained in 
collaboration and interdependence than continuing on the 
traditional parallel path. Such knowledge has now become 
the basis of a lot of modern theory from which academia 
has coupled and extended for the benefit of mankind. 
Generation of knowledge by academia and industry is 
increasingly iterative, thus strengthening the argument of 
enhanced collaboration. Sometimes there has been failure 
to recognize each other’s roles and dialogue has failed due 
to inflexibility and protection of an empty nest. The gap 
between academia and industry has always been pinned 
on the weakness in application by academia.
 
On the other hand, we have an industry that is stuck to old 
technologies they ignore that science, engineering and the 
management of industrial complexes have evolved and are 
now at a stage where they are looking forward to embrace 
artificial intelligence in new industries.
 
However, such weakness is not insurmountable. It should 
be addressed through genuine consultative processes that 
seek converging outcomes focusing on the development 
of skills relevant to the new industry. At this stage of our 
development trajectory both academia and industry 
should be focusing on a student with sharp cognitive skills 
and innovative intuition for wealth creation; a student 
with an appetite for innovation and making money. 
There are countries worldwide that have now gone 
beyond enhanced interface. They sent their best brains 
to study how to reverse engineer products and services 
in industries that have grown way beyond what came 
through reverse engineering. Their industry collaborated 
with academia knowing well the new industry will be for 
the good of the country. Such is what has defined their 
development; development that generates jobs and 
futuristic entrepreneurs. We can benchmark.
 
In Zimbabwe, recognition of the need for academia–
industry interaction has mainly been through workplace 
placement programmes particularly through the technical 
college and university system. This form of interaction is an 
attempt to close a yawning skills gap of several decades. 
It is now part of the curriculum of universities, although a 
belated realization. It is an attempt by academia to supply 
relevant manpower to industry.
 
Zimbabwe’s industry has always been of the view that 
graduates should hit the ground running when offered 
employment. In the past, such a perspective has not been 
well received by academia which argues that knowledge 
acquired by college students should give them important 
principles that can be further developed by the employer. 
The academic system should not necessarily develop a 
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graduate whose knowledge is meant for a specific employer. 
The duty of fitting and developing knowledge for a specific 
operation should squarely lie with the employer.
 
Although the argument, on the surface, may sound logical 
it lacks the realization that the disjuncture between the two 
areas slows down innovation and industrial development. 
The employer can only develop the appropriate level of 
skills if fully knowledgeable of how the graduate came to 
be.
 
Therein lies the importance of interlocked collaboration; 
interface and collaboration that starts from developing 
and nurturing the basic idea that can be grown into a new 
industry. It is not about student placement and gaining 
from cheap labour; very far from it. What academia and 
industry interface seeks is collaborative development of 
innovations that generate new products and services i.e. 
new wealth and new industries. As a country, enhanced 
interface and interdependence is what is now needed.
 
Although the country’s higher education system has now 
adopted the Education 5.0 philosophy, which, in addition 
to focusing on teaching, research, and community service, 
is now pushing for innovation and industrialization as core 
domains, industry senses a threat particularly about the last 
domain on industrialization.
 
There have been grumblings from industry why academia 
is trying to enter and occupy their territory. Therein lies 
the elephant in the room. This should actually be an 
opportune moment for industry and academia to sit and 
firstly, define the future of our human capital and industrial 
development; and secondly, map the necessary framework 
centred on honesty interaction, collaboration, and 
interdependence. Countries that have enjoyed sustained 
industrial development have adapted their interaction to 

the fact that neither side has the monopoly to the nation’s 
industrial development question. There is enough space 
for both.
 
Shared knowledge on research, innovations and industrial 
development models is what underlies how developed 
economies came to be. This is not to say the country 
has to copy and paste human capital development and 
industrial development models of the past. Far from it. 
If anything Zimbabwe needs novel industrial models and 
totally new industries that do not replicate industries of the 
past. Replication appears doomed. However, the current 
industry, with all its challenges remains an important source 
of knowledge of what to do and what not to do.

Going forward, collaboration between academia and 
industry can take a leaf from the advisory note of those 
active in the two domains. It is clear neither has monopoly 
of knowledge and capital to go it alone to year 2030 and 
beyond. Genuine dialogue specific to interaction and 
collaboration through platforms such as conferences, 
workshops, seminars and symposia will quicken 
processes. Within the academic domain future pursuits 
not incorporating industry desires of the moment will not 
only slow down closing the skills gap but also the pace of 
establishing new industry in line with desires of NDS1.
 
Achieving middle income status by year 2030 can only 
be through enhanced interface, collaboration and 
interdependence in both human capital and new industry.

MARKETING MATTERS - Academia – Industry Interface: The Weak Link in Human Capital and New Industry Development
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MADAM BOSS, HOT PROPERTY 
AS A ‘HUMAN BILLBOARD’

MARKETING MATTERS
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Zimbabwean comedian and 
actress, Madam Boss, seems 
to be brands or companies’ 

current personal-brand-of-the-
moment if they want visibility in the 
country. Many of them have been 
seeking her signature to endorse 
their brands, or making her their 
brand ambassador.

Madam Boss (whose real name 
is Tyra Chikocho) has over 1 
million followers on social media. 
Her handles garner a lot of hits 
whenever she shares a post and, 
on average, she gets over 1 000 
comments and likes.

The list of companies endorsed by 
Chikocho includes Nash Paints, 
NetOne, Primket Travel and Tours, 
Sky-lake Boreholes, Elaine Solar, 
Senditoo, Nyaradzo, Ingwebu 
Breweries and  RwandAir.

Social media influencers, such 
as Chikocho, have become an 
essential part of the marketing mix 
in today’s business environment 
where the market is more present 
on social media than on traditional 
media. Growing brand visibility 
is now very largely influenced 
by a company’s capacity to tap 
into the trend and capitalise 
on personalities that draw the 
greatest attention on these new 
media. Companies hope that these 
“human billboards” will boost the 
visibility of their brands and, in turn, 
boost sales.
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Chikocho is one of the few celebrities in Zimbabwe that 
have garnered significant following on her social media 
platforms, attracting the heightened attention of a wide 
range of companies who are interested in engaging her 
voice and media presence to market their brands. 

Being brand ambassador is a growing career choice for 
artists, performers and creatives who have found new 
avenues of positioning themselves in the market via 
applications such as Tik-Tok, Likee and Instagram. These 
platforms have given everyone an equal opportunity 
to become a star by accessing the market directly and 
being able to respond to their followers’ interests with 
appropriate content.

For those who succeed, there are two potential streams 
of income: firstly, the endorsements that are attracted by 
successful engagement with the public, and secondly, 
potential rewards that may come from the creators of these 
platforms when one attains certain milestones in followers 
and likes.

Madam Boss is fast joining the ranks of successful, thus 
increasing her potential streams of income. Her only 
challenge with such corporate attention is maintaining the 
integrity of each brand. One has to be constantly sensitive 
to the interests of each brand, ensuring that there is no 
conflict of interests.

Recently, when Chikocho became brand ambassador for 
one of Ingwebu Breweries’s products, there seemed to be 
a looming conflict-of-interests situation. She was already 
the brand ambassador of Delta Beverages under the 
Chibuku brand – a direct competitor of Ingwebu Breweries. 

Ingwebu Brewers are known for selling opaque beer, such 
as their Indlovu Shake Shake and Royal Calabash; while 
Delta Beverages is in the same category with the Chibuku 
brand’s Scud and Super.

However, Ingwebu Breweries through their managing 
director Dumisani Mhlanga explained their choice.

“We asked ourselves how we’d penetrate the Harare 
market and sell our Royal Mahewu products there. This is 
why we chose Madam Boss as she has more than 800 000 
followers on social media. We followed her and saw that 
she wasn’t a controversial person,” said Mhlanga, when he 
was quoted in local daily Chronicle.

The distinction was, therefore in the product brand.

Madam Boss at Delta is the brand ambassador for the 
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Stepping into the Future
of SERVICE DELIVERY
NSSA has introduced a Self Service Portal that allows members and employers to log in and access 
information from the comfort and safety of their homes. Simply type the portal 
URL https://selfservice.nssa.org.zw onto your browser address bar. 

The Self-Service Portal enables you to do the following: 

nssa
A Lifelong promisewww.nssa.org.zw,                        @nssazw

#NSSAHeroes!
Tel: +263-242-706 523-5, Email: info@nssa.org.zw, Website: 

Employer Employee/Member
Initiate employer registration View and edit registered dependants
 

Create an account on the Employer Self-Service 
Portal and do the following: 
• Submit monthly contributions 
• Add or remove employees 
• View account balance 
• View list of your employees 
• View contributions report 
• Generate NSSA clearance certificate 

Log on today and keep abreast of your contributions and status.

#stayhomestaysafe

Create an account on the Employee/Member 
Self-Service Portal and do the following: 
• View and update your contact details 
• View your current and previous employments 
• View your contributions 
• View and update dependants 
• Generate employee contribution statement 
• Generate employment history statement 
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endorsement deals. In most cases, on the international 
market, a brand will want exclusivity and is often prepared 
to pay the premium required to achieve that.

In smaller markets, such as Zimbabwe, the trend of 
celebrities endorsing brands is a growing phenomenon 
which was recently propelled by the COVID-19 lock-down. 
Before 2020, public figures such as radio and television 
presenters were the greatest targets of such arrangements. 
During the lockdown, the rise of social media super-stars 
has broadened the pool of potential brand ambassadors.

For the marketing fraternity, this trend spells a broadened 
scope of opportunities to reach target markets. In 
Zimbabwe, personalities such as Kudzai Violet Gwara, 
Phatisani Sibanda, Mellisa Mwakwasha (Mai Advisor), 
Mbuya vaPiyasoni and many others have been engaged 
as brand ambassadors by a wide range of corporates and 
brands.

The trend continues to grow, placing a new demand on 
both the media personality and the corporate to become 
astute negotiators and partners who recognise the give-
and take relationship that needs to be maintained at a high 
level of professionalism.

For Madam Boss, as the opportunities come, she is put to 
the test to show how tactfully she can stretch herself and 
be a worthy brand ambassador for a wide range of brands.

Chibuku Super brand, which falls in the opaque alcoholic 
beverages category; while for Ingwebu Breweries, she 
is the brand ambassador for Royal Mahewu, which is in 
the opaque non-alcoholic category. Although there may 
seem to be a conflict in her being a brand ambassador for 
two beverage companies, it seems they found a perfect 
balance so that all three can benefit from the deal.

While brand endorsement arrangements are a relatively 
new phenomenon is Zimbabwe, it is a trend that has 
seen many years in other markets. Major sporting and 
media icons such as Tiger Woods, Serena Williams and 
Lewis Hamilton lead the pack with multi-million-dollar 
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MARKETERS TEE OFF TO 
FUNDRAISE FOR INMATES
Marketers Association of 

Zimbabwe, held its fourth 
edition of the Annual Charity 

Golf day on Friday September 3, 2021 
at the ZRP Golf Club in Harare.

The tournament had a high turnout with 
20 teams drawn from member corporates 
and the Marketers Golf Society.
 
The day ran under theme ‘Prison 
Campaign’ – an initiative that seeks 
to raise funds to purchase toiletries 
and blankets for prison inmates in 
Mashonaland West province.

It was indeed a fun day for golfers 
after a long break due to the lockdown 
restrictions which saw many sporting 
activities being put on hold.

MAZ Executive Secretary, Mr. Gillian 
Rusike, thanked all those who came 

to support the charity initiative and 
highlighted its importance to the needy.

“We will make sure that any money that 
comes in through the door is spent on 
the people who need it. We’ll be making 
sure they get the full service they need, 
and that they have all the basics they 
need through the funds we have raised 
here,” said Mr Rusike.

MAZ Charity Committee member, 
Tichaona Gandanhamo applauded 
the golfers for supporting the initiative 
which is part of the Corporate 
Social Responsibility initiative of the 
Association.

“Over the years, we have managed to 
impact society, particularly the needy, 
through this Charity Golf initiative. We 
have had the ‘donate a shoe campaign 
as well as the ‘donate a hat’ campaigns.

We have managed to donate school 
shoes to the needy in Masvingo and 
Matthew Rusike Children’s Home. 
From the ‘donate a hat campaign we 
then donated sunscreen lotion to the 
Zimbabwe Albino Association last year,” 
said Gandanhamo.

He said funds from this campaign will be 
channelled towards purchasing blankets 
and toiletries for inmates in Kadoma.

In an interview on the side-lines of the 
Charity Golf Day, More Moyo highlighted 
that it was ‘more than just a golf event’.

“I’m both honored and privileged to be 
able to offer support to the event after 
being in contact with the organisers. 
I’ve seen the videos and pictures from 
previous years and it’s a testament to 
everyone involved that the event is going 
from strength to strength.

MAZ NEWS
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MAZ NEWS - Marketers Tee Off for Charity…To Fundraise for Inmates

If I can help support that in any way 
possible then I’m happy to oblige. I’m 
sure this year’s event will be another 
brilliant success and vital funds will be 
raised to help the prisoners,” he said.

The MAZ Grand Prize, the Agrippa 
Mugwagwa Floating Trophy was taken 
by Oswell Farayi Ndoro as the overall 
winner.

Other winners were; Russell Chiradza, 
Trust Muchenje. Jane Salimu, Faina 
Bungare.
 
For the ladies, Olivia Shumba won a prize 
for the longest drive Hole 1 together 
with P Madera.

More Moyo won the nearest the pin(Men) 
together with G Mangisi. For the ladies 
nearest the pin winners were G Rupara 
and A Marowa and for the nearest to the 
pin (ladies) winners were S Nyamutsaka, 
longest drive Hole 3  and A Marowa.

The event’s sponsors were Delta 
Corporation, Cassava Smartech , FBC 
Holdings , Premier Corporate Gifts , 
Nyaradzo Group , Clarxon Actuaries, 
Proton , Holiday Inn , SanServ Hygiene,  
Altran Security, POSB, Toyota Zimbabwe, 
Croco Motors, Dandemutande, Cimas, 
Lobels, Dairibord Holdings, Ensell & 
Company, Schweppes, Proton, Clean 
Box, JB  and Media Partner, Daily News.
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MAZ SUCCESSFULLY HOSTS 
1ST EDITION OF SOUTHERN 
REGION AWARDS

MARKETERS Association of Zimbabwe hosted a 
colourful inaugural Southern Regional Exceptional 
Marketing Awards in Bulawayo on September 24, 

2021 in Bulawayo.

The SREMA Awards held under theme ‘Strong Brands: 
Link to Regional Growth’ sought to award marketing 
excellence in the Southern Region.

The dress code for the Awards was Southern African Glam 
and delegates showcased a variety of Southern African 
traditional outfits in a glamorous way. Some accessorised 
their outfits with beads, bangles and head gears 
symbolising Southern African attires.

The overarching goal of the awards is to honour 
organizations and people who have exhibited exceptional 
marketing prowess and demonstrated professionalism at 
the highest level.

The most coveted award of the night, the Marketer of the 
Year, was won by Nkosana Mapuma, General Manager 
Sales and Marketing at PPC Zimbabwe. Linda Mariga from 
United Refineries and Paulo Moyo from Arenel were first 
and second runners-up respectively.

This award is given to an individual who has spearheaded 
or implemented a financially viable campaign. The award 
winner must exhibit innovative thinking and must be a 
team player.
They are required to demonstrate the highest level of 
customer relationship management skills and extraordinary 
success despite the unavailability of adequate resources.

The individual should also have been with the company for 
at least 6 months.

One of the night’s tightly contested categories was that 
of the Marketing-Oriented CEO Award, pitting PPC 
Zimbabwe’s Kelibone Masiyane, Busisa Moyo from United 
Refineries and Dumisani Mhlanga from Ingwebu Breweries.
The award went to Mhlanga while Masiyane and Moyo 
were first and second runner up respectively.
 
The award seeks to recognise the most forward-thinking, 
risk-taker and innovative CEO. He/she must motivate and 
inspire marketers and aspiring marketers, ensuring that 
executions meet objectives.

The CEO must actively share responsibility with his or 
her team, execute excellent communication skills and 
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customer relationship management for both internal and 
external stakeholders. He/she must appreciate the use of 
IT-based strategies and Set high standards of integrity. His 
/her organization must be producing excellent results and 
outputs.

Zimbabwe International Trade Fair‘s Doreen Dzamatira 
was named the Public Relations Practitioner of the Year. 
She was battling it out with Bulawayo City Council’s Nesisa 
Mpofu and Hwange Colliery’s Rugare Dhobbie. Mpofu 
and Dhobbie finished as first and second runners-up, 
respectively.

The award is given to an individual who has managed 
to maintain a good corporate reputation for his/her 
organisation, exhibiting good media relations. He/she 
must maintain good relationships with both internal and 
external stakeholders and have the ability to effectively 
respond to public inquiries and complaints.

The Best Southern Region Jingle/Radio Advert of the Year 
went to Ingwebu for their Ingwebu Royal Brew jingle .The 
first runner-up was Zimgold with the Zimgold Flava Town 
jingle, and Fortwell Wholesale was second runner-up for 
their Fortwell Out Serve Show jingle.

Ingwebu won the Best Southern Region Video/TV Advert 
for their The Royal Brew “iCalabash” advert. On second 
spot was Zimgold flava town advert and Royal Brands – 
Taste of Royalty advert.

Ingwebu also won the Best Southern Region Print Advert 
of the Year 2021 for  Ingwebu Royal Mahewu-The Taste of 
Royalty, followed by Image Soap “Dancing soap and URL’s 
Fresh Health Joy Soap.

Macdonald’s Bricks Billboard was adjudged Best Southern 
Region Outdoor Media Advert of the Year 2021 followed 
by PPC and Cake Fairy.

The Best Southern Region Social Media and Digital 
Marketing Campaign of the Year 2021 went to Bulawayo 
Chiefs with URL and Ingwebu as first and second runner 
up respectively.

Edgars was adjudged as having the Best Southern Region 
Website followed by Macdonald’s Bricks and Regency 
Hotels and Leisure Group.

The Exceptional Southern Region Customer Experience of 
the Year award was awarded to Holiday Inn with Edgars 
and Tregers in that category.

PPC’s sure range scooped the Best Southern Region 
New Product or Innovation followed by Ingwebu’s Royal 
Mahewu and lastly Arenel’s Fruletta Juice.

Bulawayo’s Cake Fairy was adjudged as the Best Southern 
Region Marketing Oriented SME of the Year with Equitrail 
Africa Parts and Aqua mat drilling as the first and second 
runner up in that category.
Impression Designs was awarded the Best Southern 
Region Marketing Services Supplier of the Year followed 
by Winning designs and Artistic Brands.

United Refineries Limited scooped the Exceptional 
Southern Region Promotional Campaign award for their 
Unity Mealie Meal Win a Cow Promotion. Ingwebu was first 
runner up with their Royal Lunch pack challenge and lastly 
Arenel for the #KasiPride Twitter Battle.

The Exceptional Southern Region Corporate Social 
Responsibility Campaign was won by United Refineries 
Limited for their Hospital donations followed by PPC 
Zimbabwe for their Gwanda Provincial Hospital Incinerator 
and Quarantine Repairs and first runner, Davis Granite – 
Quarry and builders Stone Donation.

Congratulations to all the winners.

MAZ NEWS - MAZ succesfully hosts 1st edition of Southern Region Awards
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MARKETERS CONVENTION 2021: 
MARKETING IN THE AGE OF AI

The 13th Annual Convention was held at Caribbea Bay in 
Kariba from October 27 to 30 under the theme Marketing 
in the Age of AI. Change is Inevitable. Reinvent or Die.

The first speaker at the Convention was Old Mutual 
Zimbabwe, Head of Group Marketing and Innovation 
Lilian Mbayiwa who presented a paper on “Driving the 
Marketing Function”.

She delivered a powerful presentation that also focused 
on Customer experience. Ms. Mbayiwa emphasized that 
organizations have to answer some key questions on what 
makes them distinctive, how they can engage customers 
in an ongoing dialogue and how to involve customers in 
brand innovation.

“We need to understand what our customers are saying so 
that we use those insights in guiding the development of 
our value propositions,” said Mbayiwa.

ZB Bank sponsored the Networking Dinner as part of its 
70th anniversary Commemoration.

Ministers Monica Mutsvangwa and Mary Mliswa-Chikoka 

graced the occasion.

Engineer Nyasha Thusabantu from the Harare Institute of 
Technology presented a paper on Data Driven Marketing 
–Big Data and Decisioning in Marketing. She highlighted 
the importance of Data Driven Marketing.

Kenyan marketer, Nelly Wanaina from the Coca-Cola 
Company spoke on the Millennial Consumer and PR 
response to the Changing Consumer.

“When targeting millennials, look for millennial (role 
models) that appeal to them. Their following is also 
important. Look at agility and relevance,” said Wanaina.

She highlighted that, when creating content in an 
organisation, one should include millennials as they know 
what is trending and attracts their age mates.

London School of Digital Marketing Founder, Marriot 
Lusengo shared on reaching the Diaspora Market. He 
pointed out that in order to reach the Diaspora Market, the 
content shared has to be relevant and resonate with the 
target market.

MAZ NEWS
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“We need to change the hierarchical way of doing things 
in this Digital generation. We must be agile. How are we 
utilising video on our social media platforms to reach out 
to our consumers?” asked Marriot.

Potraz Head of Marketing and International Relations, Sibo 
Muteyiwa; RTG Head of Business Information Systems 
and Gateway Stream, Taremeredzwa Chipepera; Ray 
Fernandez C00, Kasha, Kenya and Daniel Maison Head of 
SME Growth, MFS Africa, jointly presented in a panellist 
session on E-commerce Businesses.

They highlighted that some of the things that can improve 
the adoption of e-commerce in Africa include improved 
connectivity, affordability of data, refreshing policies by 
governments to promote adoption and use of e-commerce.

The President’s Dinner, hosted by National Foods, rounded 
off the day with MAZ President, Professor Zororo Muranda 
sharing on the Association’s activities and achievements for 
the year.

To cap the three day Marketer Convention on Friday were 
presentations by Delta Corporation Limited, General 
Manager –Corporate Affairs, Patricia Murambinda, Success 
Motivation Chairman, Dr Nigel Chanakira, Economist 
Professor Gift Mugano and a panellist session on the 21st 
Century skills for the Global Marketer.
  
In her presentation on Building Purposeful Brands, Ms. 
Murambinda highlighted that it is important to introspect 
on brand purpose.

“What is the purpose of your brand?  You must have a 
comprehensive purpose for your brand. Brands speak on 
purpose. Brand purpose is important. For companies it 
is the Foundation of every experience. It makes a brand 
necessary,” she said.

She highlighted that consumers are highly valuable 
stakeholders who insist on transparency.

“You need to activate your Brand purpose in the Market. 
Brands have to be human. They have to have feelings, 
involve customers and employees,” said Murambinda.
Patricia highlighted that what one posts on social media 
has a bearing on their professional status in particular, 
those rising up the corporate ladder.

Dr Nigel Chanakira spoke on Organisational Politics: 
Navigating organisational politics to influence change.

“Every organisation or institution has its own politics. To 

MAZ NEWS - Marketers Convention 2021: Marketing in the Age of AI

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 E3 8

D
E

C
E

M
B

E
R

 2
0

2
1



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

ensure your survival, be authentic. Do not use dirty tactics 
and do not try to change your own value system to suit the 
organisation,” said Dr Chanakira.

Sharing from his own personal experiences, Dr Chanakira 
highlighted that office politics can be toxic and can affect 
one’s mental health.

“Office politics affect the progress of individuals. As a new 
employee do not involve yourself in politics when you join 
in. Cross check information and after a few months you 
would know what to say,” he added.

He emphasised that it is of paramount importance to 
respect autonomy and to listen more and always consult 
before making a decision.

Professor Gift Mugano shared on the Impact of Covid 
19 and the 2022 Economic Outlook for Zimbabwe. In his 
presentation he highlighted some of the critical elements 
needed for the growth of the country’s economy. He also 
explored some shortcomings of Treasury which include how 
the auction system is conducted and budget allocations 
among others.

A panellist session featuring IPC Managing Consultant, 
Memory Nguwi, Kenyan based Telecoms Marketing 
Director, Mellany Mariri and Priscilla Sadomba, Head of 
Change Management Xarani Pvt (Ltd) presented on the 
New Marketing Professional: 21st Century Skills for the 
Global Marketer.

Nguwi emphasised on the need for critical thinking and 
creating value beyond what a machine can do.

Mariri, presenting on Agile Marketing, pointed out that 
marketers need to embrace Data Science for Marketing. 
She said one needs to disrupt themselves before someone 
else does to develop resilience.

Sadomba highlighted that, in the same way that 
organisations are transforming, it is the same way individuals 
must transform. They must read up on Digitalisation and 
innovation.

Some of the major highlights of the 13th Annual Marketers 
Convention were the Networking Dinner sponsored by 
ZB Bank, President’s Dinner hosted by National Foods, 
the Exceptional Marketing Awards sponsored by Pure 
Oils Industries and Nyaradzo Holdings and a Sunset Boat 
Cruise for all delegates.

MAZ NEWS - Marketers Convention 2021: Marketing in the Age of AI
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It was all glitz and glamour at the Exceptional Marketers 
Awards held on October 30 at the Carribea Bay Hotel 
where the event theme was Met Gala. Gold, blue red 

and white were the colours of the moment, inspired by 
the Awards Dinner sponsors, Nyaradzo and Zimgold.

The Exceptional Marketing Awards Dinner is an annual 
event that seek to recognise and honour organisations 
and people who have exhibited exceptional marketing 
prowess and demonstrated marketing professionalism at 
the highest level.

Zimnat Group Marketing Executive Tatenda Marongwe 
was adjudged as the National Top Marketer of the Year at 
the 2021 awards ceremony.

Marongwe leads a team of creatives that have come up 
with interesting innovations and advertisements in the 
past months. Upon being announced as the Top Marketer, 
Marongwe received thunderous applause and standing 
ovation from the guests at the awards ceremony.

This award is given to an individual who has spearheaded 
or	implemented	a	financially	viable	campaign.	The	award	
winner should be innovative and should be a team 
player. They are required to demonstrate the highest 

level of customer relationship management skills and 
extraordinary success despite the unavailability of 
adequate resources. The individual should also have been 
with the company for at least 6 months.

The second runner up for this award was Linda Mariga, 
the	Marketing	Manager	of	United	Refineries	Limited	and	
first	runner	up	was	PPC	Zimbabwe	General	Manager	Sales	
and Marketing, Nkosana Mapuma.

One of the night’s tightly contested categories was 
that of the Marketing-Oriented CEO. The award went 
to Nyaradzo CEO, Philip Mataranyika with Ingwebu’s 
Dumisani	Mhlanga	as	first	Runner.	The	category	had	two	
second runner ups namely Zimnat’s CEO Mustafa Sachak 
and Dandemutande’ CEO, Never Ncube.
 
The award criteria look at the following: a forward-
thinking and a risk-taking attitude, and always introducing 
innovative ideas. He/She must motivate and inspire 
marketers and aspiring marketers, and ensure that 
executions meet objectives.

The CEO must actively share responsibility with his or 
her team, execute excellent communication skills and 
customer relationship management for both internal 

ALL GLITZ AND GLAM 
AT THE EXCEPTIONAL 
MARKETING AWARDS 

MAZ NEWS



and external stakeholders. He/She 
must appreciate the use of IT-based 
strategies and set high standards of 
integrity. His /her organization must 
be producing excellent results and 
outputs.

Zimbabwe Tourism Authority’s 
Godfrey ‘Chief’ Koti scooped the 
National Public Relations Practitioner 
of the Year 2021, with Doreen 
Dzamatira from ZITF Company as 
first	 runner	 up	 and	 MultiChoice’s	
Elizabeth	 Dziva	 finishing	 as	 second	
runner up.

The award is given to an 
individual who has managed 
to maintain a good corporate 
reputation for the organisation 
that he or she works for, and 
exhibited good media relations. 
He/she must maintain good 
relationships with both internal 
and external stakeholders and 
have the ability to effectively 
respond to public inquiries and 
complaints.

Econet’s Kudzai Munemo was 
voted as the National Brand 
Manager of the Year followed 
by Getrude Chipamba and 
Gamuchirai	Sibanda	as	first	and	
second runners up respectively.

The National Sales Manager 
award went to Proton’s Daniel 
Chipato, followed by Sharon Musodza 
from ZimSwitch and Anotida Kereke 
from Doves Holdings.

The Best National Jingle/Radio 
Advert of the Year award went to 
Zimgold for their Zimgold Flava 
Town.	 The	 first	 runner	 up	 in	 this	
category was Ingwebu for their Royal 
Brew jingle and Econet for their 
Digital Lifestyle Network jingle.

Zimgold won the Best National 
Video/TV Advert for their Zimgold 
Flava Town. On second spot was 

Nyaradzo Group – Sahwira Wear and 
Win advert and Ingwebu was second 
Runner Up for their The Royal Brew 
Icalabash advert.

The Best National Print advert of the 
year went to Nyaradzo Holdings for 
their Nyaradzo Wear and Win Advert. 
The	first	and	second	runners-up	in	this	
category were Zimgold and PSMAS.

Zimnat Parkade Billboard was 
adjudged Best National Region 
Outdoor Media Advert of the Year 

2021 followed by DSTV Premier 
League and Econet’s Live the 
Difference.

Zimnat also scooped the Best 
National Social Media and Digital 
Marketing Campaign of the Year 2021 
with their WhatsApp Drama (Jabu 
Home-coming) , beating Zimgold and 
Bulawayo Chiefs in that category.
Impala Car Rental was adjudged as 
having the Best National Website of 
the Year.

The Exceptional National Customer 

Experience of the Year award was 
won by Nyaradzo Holdings, with 
Cimas	 and	 Engen	 also	 finishing	 as	
runners-up in that category.

The award for the Best New Product 
or Innovation went to PPC for their 
Surerange Cement with Econet’s 4g 
Mifi	Kambudzi	 and	Proton’s	 Sponge	
Cake Mix in that same category.

Yanaya took the Best National 
Marketing Oriented SME of the Year 
Award, followed by Image Magic 
Corporate	and	Powerlive	as	first	and	
second runner-up respectively.

The Best National Marketing Services 
Supplier of the Year Award went to 
Barkers Ogilvy. Askeland Media and 
Image	 Magic	 Corporate	 were	 first	
and second runners-up respectively.

The National Promotional Campaign 
Award went to Nyaradzo Holdings 
for their Sahwira Wear and Win 
campaign.

For their Corporate Mad Campaign 
for Recycling , Delta Corporation 
won the National Corporate Social 
Responsibility Campaign of the Year 
Award followed by Trek for their 
Christmas	 Benefit,	 and	 Green	 Fuel	
for the Vimbo Hope for a Better 
Future initiatives.

Congratulations to all the winners!!

MAZ NEWS - All Glits and Glam at the Exceptional Marketing Awards
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CONSUMER BRANDS AND 
ESSENTIAL SERVICES DOMINATE 
2021 SUPERBRAND AWARDS

FAST moving consumer goods (FMCG) and essential 
services have remained as top priority in Zimbabwe 
as reflected by the Top 10 Business to Consumer and 

Business to Business categories of the Superbrand Awards 
in 2021.

Consumer brands were more dominant in the Superbrand 
Awards this year, depicting the state of the economy and 
that consumers are now more focused on basic needs than 
luxuries.

Results from the research are often reflective of the ever-
changing consumer tastes and preferences.

The essential services and products were ranging from 
health and insurance, to telecommunications services.

This was revealed at the Superbrand 2021 awards held at 
the Rainbow Towers on the 3rd of December 2021 hosted 
by the Marketers Association of Zimbabwe.

The prestigious awards were held under the theme ‘Super 
brands: Towards Nation Pride and Business Growth’.

Proton Bakers was adjudged as the overall Superbrand 
Winner for the year 2021 and was in pole position in the 
Top 20 Business to Consumer Brands.

It was also the winner in the FMCG bakery sector.

For the Top 10 Business to Consumer brands the winner 
of the category was Proton followed by OK Zimbabwe, 
Econet, Mazoe and Bakers Inn on fifth position.

On 6th position was EcoCash, followed by Nyaradzo 
Funeral Services; Chicken Inn on 8th position, Coca-Coca 
and Zimgold on 10th position.

In the Business to business category, the winner was 
Old Mutual, followed by Cimas, Delta Corporation, PPC 
Zimbabwe and CBZ Bank on fifth position.

MAZ NEWS
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PROFESSIONAL CERTIFICATE IN DIGITAL
MARKETING COURSE (PCDM)

EXECUTIVE CERTIFICATE IN DIGITAL
MARKETING (ECDM)

CERTIFIED DIGITAL MARKETING EXPERT
STATUS (CDMEXP)

PROFESSIONAL DIPLOMA IN PUBLIC
RELATIONS AND CORPORATE
REPUTATION MANAGEMENT (PRCM)

CERTIFIED BUSINESS LEADERSHIP
PROGRAM (CBLP)

MARKETING LEADERSHIP
DEVELOPMENT PROGRAM (MLDP)

The leading professional Digital Marketing qualification in Zimbabwe
Designed for individuals ready to expand their skills set in today’s
internet driven market.

Designed for busy senior executives who need an
appreciation of Digital Marketing

The next level after PCDM
An in-depth, practical Digital Marketing course that imparts expert level
skills to students

Offered by MAZ in collaboration with Bindura University of Science
Education (BUSE).
The most recognized PR qualification in Zimbabwe 
The program designed to help graduates to efficiently and effectively
deal with PR and corporate reputation management issues in today’
information age

MAZ  TRAINING  OFFICE

Givemore, 0715 840 192 || givemore@mazim.co.zw

Tel: +263 242 791 288 | 242 795 764 | +263 86 4406 6354

FOR MORE INFORMATION AND REGISTRATION, CONTACT THE MAZ TRAINING TEAM

www.maz.co.zw

marketers.association.of.zimbabwe

Marketers Associaition of Zimbabwe

@marketerszim

BULAWAYO

Priscilla, 0772 445 758 |  marketingbyo@mazim.co.zw

Rose, 0715 275 628 || training@mazim.co.zw

21 Lezard Avenue, Milton park, Harare

Targeted at business leaders
Tackles current market and economic trends to help participants stay
upraised with current information that will help them in decision
making. 
Facilitated by well renowned business gurus in the country

Developmental program for young marketers who want to develop into
marketing leaders. 
It takes both the theory and practical approach which include a
mentorship exercise

ANNUAL CONTINUOUS PROFESSIONAL
DEVELOPMENT

A three day upgrading and updating programme meant to consolidate
marketers’ and related professionals’ knowledge and skills 
Unveils trending aspects of the marketing industry world-wide.

ZIMCHARTERED MARKETER

A prestigious program accorded to marketing professionals. 
Combines both theory and practise - exposes marketers to the
practical approach of marketing. 
The SME mentoring stage of the course is designed to enhance the
students’ consultancy skills.

WORKSHOPS
Short courses on specific areas and topics. 
Designed according to the industry skills demand
Open programs for all marketers and interested professionals and
entrepreneurs 

WORKSHOPS AND IN-HOUSE TRAININGS
Short courses designed specifically for a particular organisation to address specific skills gap
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Training programs to keep marketers abreast with the fast changing business environment
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On 6th position was Seedco, followed CABS  and Lafarge 
Cement on 7th position.

The last three in this category were National Foods, The 
Herald and Toyota Zimbabwe on 10th position.

Superbrand Adjudication chairperson, Mr. Denford 
Mutashu, in his speech, highlighted that there has been 
a shift from luxury brands which have continued to drop 
rankings due to shifts in availability, prices and consumer 
priorities.

“From the research we observed that most mentions were 
those of Fast Moving Consumer Goods (FMCG) because 
of the state of our economy which has become more 
consumer-oriented. This is an indication that it is those very 
basic goods which are leaving an impression in the mind of 
the consumer,” said Mr Mutashu.

He said the priorities are reflective of the prevailing 
consumer experiences as shaped by the prevailing 
economic challenges.

The dominance by the Consumer brands is also a sign that 
the custodians of the brands are pushing hard as evidenced 
by jingles, billboards, product innovations, rebranding and 
new products on the market.

MAZ President (left) Professor Zororo Muranda and MAZ patron , Senator 
Mutsvangwa pose for a photo after handing over the overall Superbrand 
Award trophy to Proton Bakers’ Chief Sales Officer Mr Daniel Chipato.

Superbrand Adjudication committee chairperson, Mr Denford Mutashu 
gives remarks at the Superbrand Awards ceremony.

MAZ Executive Secretary Mr Gillian Rusike hands over the trophy for top 
brand in the FMCG non-Alcoholic Beverages Sector to Coca-Cola’s Frontline 

Marketing Activation Manager, Faith Nehanda. The award went to Coca-
Cola. Looking on (left) is Zimswitch Managing Director , Mr Zeb Chilakalaka.

MAZ NEWS - Consumer Brands and Essential Services Dominate 2021 Superbrand Awards

He added that because of the Covid 19 pandemic, there 
was also increased demand for detergents products and 
hygienic services.
 
He acknowledged the auditor partners, Grant Thornton 
for carrying out an audit process in determining whether 
the ranking of the brands surveyed were in accordance 
with the rules, regulations and procedures set out by the 
Superbrand adjudication committee.

Nemchem, one of the service providers of hygienic 
services, was on 18th position in the Business to Business 
categories.

Banks and mobile money service provider, Ecocash was 
also cited by consumers as an essential service in the 
Superbrand Research.

Health Care and Funeral services were also key as 
mentioned by consumers, particularly due to the Covid 19 
pandemic.

The Superbrand Awards have earned a solid reputation as 
far as celebrating brand excellence is concerned.

The awards, which were birthed in 2010, celebrate brands 
that go beyond excellence in service delivery and those 
that are top-of-mind for the consumer.

One critical element that makes Superbrand authentic 
is the fact that the process is consumer-driven, with 
the participating brands being chosen and rated by the 
consumers through a nationwide consumer survey.

MAZ would like to congratulate all the winners and thank 
all the sponsors that made the event, a success.
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KINDLY SHARE A BRIEF BACKGROUND ON WHO 
CHIPO MASHINGAIDZE IS (EDUCATIONAL AND 
PROFESSIONAL)

My full name is Amelia Chipo Mashingaidze. I’ve been 
called just “Chipo” since I was about three or four years 
old when my father got tired of people mispronouncing my 
English name and literally instructed that I be called by my 
second, Chipo.

I was educated in Gweru and Masvingo in terms of my 
primary and high school education. My primary schooling 
was at four different school as a combination of my parents 
dreams and the prevailing circumstances guided decisions. 
So, I started at Muwunga Primary School in Ascot, Gweru. 
Then my parents saw an opportunity to give us more 
exposure and they sent me to the then Gweru Convent.
 
I didn’t last long there. When the war started heating up in 
the late seventies, the nuns felt insecure with children so 
far out of the city centre, so they closed the school. At the 
time, there were no housing developments all around the 
school as is the case today. We literally drove a little out of 
town to school every day by school bus.
 
My siblings and I were then transferred to Riverside Primary 
School, still in Gweru. My father’s promotion and transfer 

to Masvingo saw me doing my Grade 7 at Victoria Primary 
School in Masvingo.

After that last move, there was more stability and I was 
able to do all my high schooling at Victoria High School, 
proceeding to undertake a BA Degree in English and 
Psychology at the University of Zimbabwe.

After my degree I also underwent a lot of on-the-job training 
in journalism and editing, and later in public relations.
 
WHAT MOTIVATED YOU TO BE IN THE MARKETING 
FIELD?

I think the marketing profession looked for me rather than 
the other way round, actually. It had never been deliberately 
on the cards for me. I don’t think I knew enough about it to 
have deliberately chosen it at the time.
 
When I went to university my first choice degree programme 
was law, but I didn’t make enough points for that, so I was 
offered a BA in English and Archaeology instead. My second 
choice on my list had been psychology but that had also 
filled up very quickly with students who had better passes 
than mine. I was still determined to get at least a little of 
what I had wanted, so I nagged the late Dr. Chavhunduka, 
who was then Dean of the Faculty of Social Studies, and I 

EXECUTIVE 
PROFILE: 
CHIPO 
MASHINGAIDZE
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managed to swop my Archaeology for Psychology.

Soon after completing my degree, I was recruited as an 
Assistant Editor for a newly formed women’s magazine 
called “Just for Me” with Viola Zimunya as my Editor and 
on-the-job trainer.

This became my stepping stone in the world of public 
relations and marketing.

After almost a year as assistant editor, Old Mutual 
advertised a vacant position for a Public Relations Assistant 
responsible for Publications, and I applied for, and got the 
job. What it entailed was corporate brand marketing rather 
than product marketing. I moved from the hands of Viola 
Zimunya into those of Rita Baker. I was in corporate relations 
for quite a while, and also worked for Shabanie Mashaba 
Mines Limited (SMM Limited), and did some consultancy 
work, before joining OK Zimbabwe.

It is at OK Zimbabwe that I got baptised into product 
and services marketing properly. I had been recruited as 
Public Relations Manager but there was a vacancy in the 
marketing position as well. However, I think it didn’t make 
sense for the company to recruit a marketing manager at 
a time when there were no marketing activities and stores 
were literally empty. This was at the end of 2007 into 2008.
 
When the economy was dollarized in 2009 and the retail 
sector started to normalised, there was still no substantive 
Marketing Manager and I was called on to fill that gap. 
After a couple of years, in 2011, I was formally promoted to 
Marketing Manager.

Fortunately, while I was still at Old Mutual, my elder sister 
had suggested that I further my studies. I had therefore 
done studies towards the IMM Diploma in Marketing 
Management through the Rapid Results College. I think 
without those studies I may not have been confident filling 
that gap, even on a temporary basis.

Since then, in my consultancy work I have been able to bring 
my study of psychology, public relations and marketing 
together in the most fulfilling way for me as a practitioner.

YOU ARE A REVERED EXECUTIVE IN ZIMBABWE, 
WHAT ARE YOUR KEY DRIVERS TO SUCCESS?
 
I appreciate the recognition I receive in being invited to 
sit on respected panels and to offer my opinion here and 
there. I truly appreciate that.
 
I believe two things put my name out into the public 

sphere. Firstly, my longish stint as a part-time presenter 
on ZBC Television. And Secondly, being in charge of the 
OK Grand Challenge Jackpot Promotion. Those two are 
platforms where one cannot hide from visibility. So, because 
you know that all eyes are on you, and your performance 
appraisal is being undertaken by more than just your boss, 
every day, you have to put your best foot forward. Even if 
your boss may understand the practical difficulties of the 
job, the public can be most unforgiving. So you’re being 
appraised on a daily basis by people who expect top-notch 
performance from you 24/7/365 when they have no idea 
or interest in what you’re up against. If you survive and do 
reasonably well, you are rewarded with some respect – 
which feels good.

AS A PROFESSIONAL, WHAT ARE SOME OF THE 
CHALLENGES YOU HAVE FACED IN YOUR CAREER?

I think, from a marketing perspective, it was being 
Marketing Manager responsible for three store brands with 
different identities and being able to give each its individual 
persona. It teaches you the art of compartmentalisation – 
separating issues and keeping them separate.

I had to create a mental chart for myself where I was clear 
of the three brand personality profiles that I was dealing 
with in each store brand. It was vital to be able to do that 
because it is what informs what language, tone, activations, 
executions, etc you employed.

Three of the most memorable opportunities I had were 
the brand repositioning of the Bon Marche brand, the 
introduction of the OKmart brand into the group and the 
development of the Shopperschoice house brand for the 
group. It was exciting to step out of the box and think what 
might and might not work and to be given the opportunity 
to suggest a significant change and see it come to life.

WHAT IS YOUR LEADERSHIP STYLE AND HOW HAS IT 
CONTRIBUTED TO YOUR SUCCESS?

“Engagement” is a key word in how I work. I talk to 
everybody. I don’t really care much what their official title 
or position is. I generally work under the assumption that, 
whatever role they play, members of the team are exposed 
to information that gives them insights that I might not 
have. So the more I hear from different perspectives, the 
more resource information I have to guide my decision one 
way or the other.

I believe people carry a lot of value-adding information 
that they themselves may not see as such. When I engage, 
at any level, I have learnt to draw out the value nuggets 
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understands its purpose in relation to the market and 
can, therefore, strategize how to best stay relevant and 
attractive to clients/customers.

In essence, what marketing is designed to do is to point 
the company to where the money is, or where it is likely to 
move to, so that the organisation can position its product 
or service offering to tap into it. The marketing function is, 
therefore, the radar of the organisation and should be able 
to offer information and insights that equip research and 
development efforts.

In a way, the marketing function in an organisation can be 
seen as that friend who knows the interests of the girl a 
guy is interested in and gives him tips on how to win her 
over. Marketers study the market (i.e. the girl) that their 
organisation is interested in so that they can offer advice 
and guidance on what to put out into the market, the best 
way to put it out, when to put it out and with whom they 
may be competing.

From that analogy, marketing is the friend you consult 
before you make your move to ensure that you have your 
ducks in a row and have increased your chances of winning. 
If you proceed without considering what they know, there 
is a high possibility that there will be regrets and there may 
be irretrievable negative outcomes.

I pray, I won’t be knocked for being politically incorrect 
with that analogy – but it actually works even if the gender 
roles were reversed.

So, the short answer to the question on the role of the 
marketing department and how I would relate to it is 
that it plays an advisory role as well as a functional role 
when it comes to undertaking what will have been agreed. 
The marketer in an organisation will use their market 
intelligence and marketing intelligence (which are two 
different things) to advise; and they will employ their 

technical understanding of marketing and creative/
innovative thinking to execute the agreed plan.

WHAT IS YOUR CAREER 
HIGHLIGHT? AWARDS, 
POSITIONS HELD?

I’m not sure that I can pinpoint 
one or two events as the highlights 
of my career, but I do have some 
memorable moments that give me a 
sense of having contributed something 
meaningful. The refreshing of the Bon 
Marche brand and all the activations 

and see how they might be useful in whatever project I 
undertake.

WHAT IS YOUR UNDERSTANDING OF THE ROLE OF 
MARKETING IN AN ORGANISATION AND HOW DO 
YOU RELATE WITH THE MARKETING DEPARTMENT?

To me, marketing must be the pulse of an organisation. The 
dynamism of any organisation is carried in its marketing 
function. It is the place from which the organisation 
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around it were an exciting time for me. As a team, we 
successful created an execution that addressed the triple 
bottom-line in a novel way. We achieved our key goal of 
refreshing the brand while also addressing the social aspect 
of health awareness and the environmental awareness. In 
essence, we wanted to create a culture of wellbeing around 
our brand and I believe, we succeeded. I was honoured to 
be able to initiate that.

With the OK Grand Challenge Jackpot promotion, it was 
exciting to keep the promotion a people’s promotion right 
up to the last moment. When I joined the company, the 
promotion was very much in the public space except for the 
prize-giving ceremony where all the winners received their 
vehicles and other prizes. In 2012 (if my memory serves me 
well), I proposed to my superior that we take everything 
to the people including the prize-giving ceremony. There 
was, of course, some anxiety, about how that would turn 
out, but my boss allowed me to try it out. Our team was 
incredible - Ishmael Marimirofa, Nyasha Kadungure, Linda 
Gore, Mike Magwenzi, Sam Mutsokoti, Jealous Zinyani, 
Winlow Mwatsiya, Matthew Usada and Pisirai Chanakira. 
They pulled it off. I was honoured to work with such a driven 
group of people who kept me on my toes.
 
We had our first outdoor public prize-giving ceremony at 
OK First Street in Harare and it was phenomenal. Members 
of the public were able to witness it and winners could 
bring as many guests as they chose. It was gratifying for me 
to be able to initiate that.
 
I think my work with that team is what resulted in Megafest 
awarding me the Northern Region Team-Builder of the Year 
Award in 2016.

I am also grateful to have driven the transition from the 
physical OK Grand Challenge Jackpot Promotion coupons
As a consultant, I have been honoured to do some work 
for brands such as Unilever, Old Mutual, Cresta Hotels, 
Nyaradzo Group, Amtec and, Premier Service Medical Aid.

MARKETING HAS EVOLVED OVER THE YEARS, WHAT 
WOULD YOU SAY ABOUT MARKETING IN THE 21ST 
CENTURY COMPARED TO MARKETING IN THE LAST 
DECADES?

Marketing has evolved and developed with the evolution 
and development of society. I think the one single factor 
that has changed marketing in recent time is technology 
– the advent of social media and the speed at which 
information moves. This, in turn, has changed the definition 
of market segments and how one targets them. The market 
itself has become much more discerning and demanding 

as they are more exposed to a wider range of possibilities. 
They won’t accept mediocrity for their hard-earned dollar.
 
There’s therefore a greater demand on marketers to 
keep an eye on preferences and trends and respond 
meaningfully to them, and not just in a superficial way. It is 
clear that those that do this effectively experience growth. 
All one has to do is look in the market-place, see who is 
experiencing notable growth and it will be evident that the 
most responsive grow.
 
We are seeing the entirety of the marketing process being 
actively employed a lot more. In the past, the first stages of 
the process were not given due emphasis – i.e. listening to 
the market, properly identifying the gaps and developing 
products in direct response to those gaps. This is now 
happening more and more deliberately, and resources 
are being channelled more to this effort. I’m speaking in 
reference of Zimbabwean business, of course, as that is the 
market I’m familiar with.

HOW DO YOU RATE MARKETING IN ZIMBABWE?

As the marketer is being given more room to employ 
their skill, one can see the role of marketing growing. In 
the past, in many companies marketing was treated more 
as an operational role rather than a strategic role. As the 
role is given more space at the strategy formulation table, 
marketers are welcoming this and putting their best foot 
forward to make their contribution to company growth 
evident.

IS MARKETING A PROFESSION YOU WOULD 
ENCOURAGE YOUNGSTERS TO JOIN?

Here in Zimbabwe, and in Africa as a whole, definitely! 
There is a great deal of room to employ marketing to 
better the fortunes of our nations. Materially, we are very 
well-endowed but, because of historic reasons, we have 
not attained the levels of success that we would like to 
see. I believe that this, to a great extent is due to lack of 
proper marketing efforts at national and continental levels. 
It is difficult for industry and commerce to shine when the 
context in which they operate is not appropriately profiled. 
From this perspective alone, marketing is a huge growth 
area.

But there is also the fact that areas of specialisation in 
marketing are increasing. Ten years ago, social media 
marketing as a profession was literally non-existent, today, 
companies cannot operate without. It’s a specialist area 
where you need someone with the precise knowledge 
and expertise required to reap tangible results. I see the 
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trend of new opportunities in marketing continuing with 
technological developments and the continuing shrinking 
of the world into an even smaller global village.

HOW DO YOU BALANCE WORK AND FAMILY?

When my daughter was younger, it was difficult as she 
required a lot more attention. I developed a habit of 
prioritising her, then working mainly at night so that I kept 
my finger on the pulse of what was going on with her.

Marketing is challenging in that you cannot turn it off. 
Being away from your work station or office doesn’t mean 
you’re off work. In fact, you are probably more at work when 
you’re in the market than in the office because the market 
is where you learn what people think of your service or 
product. So in essence, it becomes part of you – and after 
a while, your family know it and start to give you feedback.

Still, there’s a balancing skill that develops over time as you 
develop a work rhythm. It’s not something one can copy 
and paste into someone else’s life but it does inform one 
of priorities to be taken care of and sensitivities to be taken 
into cognisance.

AND LASTLY, WORDS OF ADVICE TO YOUNG 
PROFESSIONALS.

“Professional” is the key word. Marketing is a profession 
that is technical but with some grey areas as it deals with 
“soft” issues such as the feelings, tastes and preferences of 
markets. Being professional in your conduct and processes 
is what distinguishes a successful from one who struggles.

Read wide. Expose yourself to new knowledge - different 
cultures and tastes. There’s nothing that limits a marketer’s 
ability to innovate more than a limited scope of knowledge 
and lack of exposure. A limited world view limits one’s 
mind. The outcome of one’s work reveals that lack very 
quickly. So, be a knowledge and information sponge. You 
will never know too much.

Keep abreast of trends. What works changes as fast the 
environment. So, don’t settle into a “way” of doing things. 
Rather, settle into the “flow” of how things evolve.
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One of the sad realities that I encountered in the 
public relations profession was how difficult it 
is to measure. However, as the years passed, I 

discovered it doesn’t mean it was impossible.
 
“It’s difficult to measure the results of a public relations 
campaign you conducted orally through a news channel. 
Without data, it is harder to prove that your campaign 
influenced public decisions to favour your brand or your 
company,” according to the firm 5WPR.

The good news is that today, you can record and document 
PR campaigns conducted by the spoken word. Public 
relations experts can collect and analyze the data and 
present it as proof of a campaign.

The technological revolution has brought with it the ability 
to account for PR activities that largely seek to change 
perceptions and sentiment. The efforts of PR can go to 
waste if the outcome is not measured effectively.

Another question is that if you aren’t measuring content 
and its success, how can you really tell what impact that PR 
is having, how engaging the content is and if you are really 
getting across what the client wants to achieve from PR?

Richard Bagnall, the global co-managing partner for 
CARMA International, says that a PR professional’s role 

has expanded significantly and now covers required skills 
across each element of the Paid, Earned, Shared and 
Owned media model.
 
“Any monitoring and measurement programme deployed 
now needs to include these elements in its approach to be 
relevant, Richard says.
 
The Barcelona Declaration of Research Principles (also 
known as The Barcelona Principles) are a set of seven 
voluntary guidelines established by the public relations 
industry to measure the efficiency of PR campaigns. They 
were the first overreaching framework for effective public 
relations and communications measurement.
 
The reviewed Barcelona Principles 3.0 identify the need 
for outcome, instead of output-based measurement of PR 
campaigns and are a call for the communications value of 
social media to be recognised.

Measuring content can be just as rewarding for one as it is 
for the client, seeing that successful results come through 
because of your team’s efforts.
 
For this reason, it is important that today’s PR professional 
understands the importance of measuring their work in a 
meaningful way. It means moving beyond counting content 
clips and looking to link this data output with the things 

PUBLIC RELATIONS

WHY DATA ANALYTICS WILL 
SAVE THE PR PROFESSION
BY LENOX MHLANGA 
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PUBLIC RELATIONS - Why Data Analytics Will Save the PR Profession 

that matter in PR and communications. Measuring your 
PR efforts is a critical part of your campaigns. It will help 
plan for the future, better identify and gauge the target 
audience and achieve business objectives.

Thanks to new digital media, there are several PR solutions 
that are available to PR professionals to measure media 
mentions, reach & impressions, sentiment analysis, website 
traffic and lead contributions.

The role of data analytics in PR can range from creating 
the right public relations strategies to measuring and 
optimising them. But despite the absence of an absolute 
way of measuring its impact, there is a lot of data produced 
through PR campaigns, and it can draw several insights 
from its analyses.

The Institute of Public Relations (IPR) - mentioned this in 
their seminal paper “Irreversible - The Public Relations Big 
Data Revolution” - says practitioners must grow with this 
transformation by incorporating Big Data into traditional 
PR functions.
 
“The importance of Big Data is not the vast quantity of 
information made available, but it is the value it can 
create to improve performance, and better understand 
competitors, consumers, employees, media, and other 
publics,” the paper says.

Overall, organizations must learn and recognize that data 
alone cannot answer “why” or explain inferred insights. 
Uncovering insights of Big Data requires a human element 
and critical thinking to create meaning.
 
The IPR paper concludes by acknowledging that most of 
the tools required to deliver on the benefits of data-driven 
public relations already exist.
 
“However, the challenge among communications 
professionals is to recognize that the profession they knew 
is forever gone and new skills are required. The accelerated 
pace of business, the digitization of media, the need for 
companies to deliver more and better results for less have 
irreversibly changed public relations from a business of 
relationships to a business of terabytes,” they warn.
 
The public relations profession of today requires 
practitioners not only to create a catchy headline, but to 
manage an Excel pivot table as well, says the IPR report 
in its conclusion. They rightly mention what has been so 
obvious to the PR profession about the unmistakable winds 
of change blowing. It is said that the dinosaur would have 
survived if it knew the weather.

Lenox Mhlanga is the managing consultant at Sunshine 
Corporate Communications, a boutique agency 

specialising in reputation management and media 
relations, among other PR services. He can be contacted 

on email:  lenox@sunshinecomms.com or mobile: 
+263772 400 656





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 5 7

D
E

C
E

M
B

E
R

 2
0

2
1

MOVING UP
CELEBRATING ACHIEVEMENTS

CYNTHIA TAPERA LANDS REGIONAL ROLE

Cynthia Tapera Previously was the Sales and Marketing 
Head at the Zimbabwe Agricultural Society. Cynthia joined 
Pula Advisors, a Kenya based AgriTech as the Regional 
Manager for Anglophone. Pula Advisors is an agricultural 
insurance and technology company that designs innovative 
agricultural insurance and digital services to help small 
holder farmers endure climate risks, improve their farming 
practices and bolster their profits. In her current role, she 
works with Anglophone African governments, Fortune 
500 companies, Regional Insurance companies and global 
Re-Insurers, Development and UN Agencies and Credit 
lenders.

With more than ten years’ experience in the Microbiology, 
Food Technology, Manufacturing, Advertising, Insurance, 
Agriculture and Exhibitions industries, Cynthia Tapera 
possesses strong adaptability traits. 

Moreover, while her experience has afforded her a well-
rounded skill set, Cynthia Tapera is an accomplished 
business leadership expert who played a lead role in the 
repositioning and rebranding of the Zimbabwe Agricultural 

Show, and participated in the turnaround of the Zimbabwe 
Agricultural Society to financial growth. 

She holds a Master of Commerce Marketing Strategy, 
Executive Diploma in Business Leadership, Bachelor 
of Science Food Science and Nutrition Honors, several 
qualifications including Management Strategies for People 
and Resources, Workforce Collaboration and Development 
and Strategies for Personal Growth and Development. She 
is currently in her final stage of study towards the Advanced 
Certificate in Company Direction, a director proficiency 
qualification. 

Cynthia holds Non Executive Director roles in organisations 
in the Agriculture, Energy and Financial Services. She 
is the immediate past Vice Chairperson of the Institute 
of Directors Zimbabwe (IoDZ), a founding trustee of the 
Contact Centre Association of Zimbabwe (CCAZ). Cynthia 
is a member of the Young African Leadership Initiative 
(YALI), the British Council Management Express, LeanIn 
Organisation and The Boardroom Africa.

Cynthia is an entrepreneur and runs protective clothing, 
home makeover and organic cosmetics businesses.

JOEL GOMBERA

Joel Gombera is a Marketer, Community Developer, 
Communicator & Banker with over 15 years’ experience 
having started his career with the then Zimbank (now ZB 
bank) then proceeded to work for Intermarket before 
joining CBZ Holdings from 2008 to 2021 as the Senior 



Manager-Group Marketing. He recently moved to Doves 
Holdings where he is currently the General Manager 
Marketing.

Joel is a ZimChartered Marketer, He holds a Professional 
Diploma, & Post Graduate Professional Diploma in 
Marketing with the Chartered Institute of Marketing UK, 
a Full Banking Diploma from the Institute of Banking 
Zimbabwe, a Digital Marketing certificate from Bindura 
University, an Executive Certificate in Project Management 
& Community Development from University of Zimbabwe. 
He has recently completed an Executive Masters in Business 
Administration from the Midlands State University. 

He is Distinguished Toastmaster in the Toastmasters 
International fraternity and is the immediate past Club 
Growth Director (Marketing Director) for Toastmasters 
in Southern Africa serving Toastmasters in 11 Southern 
African countries having previously served Director for 
Toastmasters in Zimbabwe and Zambia.

NOMSA CHITSAKI 

Nomsa Chitsaki is the Business Development Director at 
Petrotrade Pvt (Ltd). She worked for Nestle Zimbabwe 
from 2012 to 2015, where she looked after the Nestle 
Professional channel. In this role she successfully developed 
the Nescafé Allegra Coffee machines and other Nestle 
brands into various market segments.

Nomsa also worked for FMCG giants, including 

GAKA MANATSA
 
Manatsa Gaka was appointed as the Head of Marketing 
at CBZ Holdings on the 1 August 2021. Having started 
off his career in advertising in 2009, he has over the years 
risen through the Corporate ranks in various roles held 
within Population Services International (PSI), Unilever and 
National Foods. Manatsa is a passionate marketer with 
demonstrated expertise in effective brand management 
and strategic leadership. Manatsa is a holder of a BSc 
Media and Society Studies (MSU) and a Professional 
Diploma with CIM. He is a Chartered Marketer (CIM) and 
currently in the final year of an MBA (NUST)

His new role at CBZ Holdings, will allow him to further hone 
the skills he has acquired over the years to the betterment 
of the brand and its customers.

Schweppes Zimbabwe Ltd and Cairns Foods Zimbabwe.
Nomsa implemented strong commercial processes in the 
traditional and modern trade market segments.

In 2019, Nomsa joined Engen Petroleum Zimbabwe - now 
Vivo Energy Zimbabwe (Pvt) Ltd.   She occupied the role 
of Lubricants  Business Manager  and Integrated Business 
Planning Lead. She was part of the team that relaunched 
the SHELL lubricants brand in the Zimbabwean market.
Now Nomsa  is currently the Business Development 
Director at Petrotrade (Pvt) Ltd.

She manages the Commercial, Operations and Marketing 
departments.

CELEBRATING ACHIEVEMENTS - Moving Up
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UNIFREIGHT 
AWARDED ELITE 
RTMS CERTIFICATION
Press Release
Date: 21 September 2021
Approved: 14 October 2021

Unifreight becomes the first transport operator in 
Zimbabwe to qualify and receive the esteemed Road 
Transport Management System (RTMS) certification. RTMS 
is a self-regulated accreditation scheme for heavy vehicle 
operators initiated and started in South Africa in 2007. It is 
focused on driver wellness, operator productivity, freight 
loading, safety and compliance and training. The RTMS 
standard ensures good transport operator practice, taking 
into consideration the safety of the driver, the load, the 
vehicle and all other road users.

“The Road Transport Management System is an industry-
led, government-supported voluntary, self-regulation 

scheme that encourages consignors, consignees and 
road transport operators to implement a management 
system (a set of standards) that demonstrates compliance 
with the Road Regulations and contribute to preserving 
road infrastructure, improving road safety and increasing 
productivity,”stated the RTMS Steering Committee, South 
Africa.
 
It is a total commitment by certified transport operators to 
observe and maintain a set of protocols created to ensure 
good operator practice. Good transport operator practice 
is more than just ensuring cargo is safe, loaded correctly 
and adheres to the road weight regulations. It involves a 
multitude of steps and procedures that must be followed 
and recorded in accordance with the relevant RTMS 
standard, SANS 1395.1:2019, which is recognised by the 
South African Bureau of Standards (SABS). These standards 

COMPANY NEWS
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are put in place to ensure a high level of management for 
the operator’s vehicles, drivers, freight, and the operator’s 
depots. Each transporter needs to maintain and adhere 
to the SANS 1395 specific standard operating procedures 
which have been independently audited by a SANAS-
accredited certification body. The transporter must also 
comply with the reporting requirements of the RTMS 
steering committee including the quarterly submission of 
key performance indicators.

It makes sense that Zimbabwe’s leading transporter should 
lead the way with this world-class certification.

 
Rob Kuipers, CEO, Unifreight Africa Limited explained, “We 
entered this project with a view to increasing productivity 
internally but, more importantly, to improving our service 
offering to our customers by voluntarily holding ourselves 
accountable to a standard higher than the national 
transportation laws. 

RTMS ensures we are kept on track throughout our 
operation, and throughout our depot network. This 
certification has put in place improved standard operating 
procedures that help us maintain an exceptional operating 
level, but at the same time safeguards our drivers and 
the freight we carry, by making us continually aware 
and accountable for everything we do. This high level 
is maintained by the continuous independent auditing 
process.

 
As the first transporter in Zimbabwe to pass the RTMS 
standard, it is our sincere hope that others will join us 
including consignors and consignees and, as an industry, 
we can improve the level at which Zimbabwean transporters 
operate across the board. I have to thank Kathy Bell, Dr 
Paul Nordengen and Patrick O’Leary who got us started 
on this journey”.

Since its implementation in South Africa in 
2007, with initially only four transporters 
passing accreditation there are today 267 
transport companies that have acquired 
RTMS certification, these include operators 
in Namibia (3), Botswana (1) and Eswatini (1).

 

Mira Zec, Projects Director, Unifreight 
Africa Limited elaborated; “The RTMS 
implementation project started in late 2016. 
We visited counterparts in South Africa and 
were impressed by the system and the 
operational improvements which also resulted 
in improvements in our service. We had to 
assess all our processes and procedures 
and amend and update where necessary. 

The training was a major 
part of the successful 
implementation and 
had to be carried out 
nationwide and across 
all departments. Without 
the support and buy-in 
from staff members, who 

are ultimately responsible 
for the record-keeping and 

adhering to the defined protocols, 
as well as excellent administration and 

training from RTMS Officer Norman Rufu, our RTMS 
certification would not have been accomplished. COVID-19 
did delay the audit and progress, but we successfully passed 
our independent audit in August 2021. It has been a rewarding 
journey for the RTMS team and a huge achievement for the 
company as a whole”.   



The RTMS accreditation and monitoring process is managed by 
SANAS (The South African National Accreditation System, the 
only national body responsible for carrying out accreditations 
in respect of conformity assessment, as mandated through 
the Accreditation for Conformity Assessment, Calibration and 

Good Laboratory Practice Act (Act 19 of 2006). The audits are 
conducted by a SANAS-accredited certification body, who are 
audited by SANAS annually. The quarterly RTMS performance 
reports are captured and monitored by the RTMS National 
Steering Committee. The RTMS National Steering Committee 

has representation from various 
industry stakeholders and some 
government departments in 
South Africa. 
 
Within Zimbabwe, the road 
network is how industries 
distribute freight throughout 
the country. Unifreight is a 
major transport operator with 
a long history of delivering 
a first-class service to all 
industries through its premier 
brands, Swift Transport, 
Bulwark Transport and SkyNet 
Worldwide Express. Unifreight 
continues to ensure all cargo is 
safely and securely delivered 
to destinations nationwide. 
The organisation’s newly 
acquired RTMS certification 
demonstrates its commitment 
and dedication to maintaining 
a high international standard 
throughout its transport 
operations and a top-quality 
service to its customers.

For more 
information 
contact: 

Kerne Mackie
PR and Marketing 
Director
Unifreight Africa Limited
kmackie@unifreight.co.zw
+447376956071
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