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Another stride, another year

Hello all. It gives us great pleasure to bring you the 2021 
issue of The Marketer.

As I write, many of us have just survived a brutal third wave 
of the Covid-19 pandemic. While we thank God, we feel it is 
no time to relax the preventive measures that have 
become a part of our lives.

This issue comes at a time we all reckon how the pandemic 
has hit hard public and private institutions. It has brought 
us to the reality of doing things differently, especially as 
marketers. It has brought new challenges, as well as new 
opportunities.

It is in this vein that we saw the Institute of Marketers Malawi 
(IMM) bringing a virtual digital marketing training.

It was a time for us to reflect on the new marketing dynamics 
in our midst. That training not only brought new insights 
on the marketing landscape, it also helped in bringing new 
ideas to propel growth in the face of the pandemic.

In this is issue, we bring you a whole range of articles. It is 
a mixed bag, as it were.

For the first time, we feature a graphic designer in this 
edition. It is a given fact that graphic designing and marketing
are like hand and glove, or feet and socks. Yet, graphic 
designers, as Andrew Kamwendo tells us, have been taken 
as screwdrivers! He shares his story, having clinched the 
designer of the year award.

Thoko Unyolo tells us her story. She broke a record for 
being the first to clinch the Marketer of the Year award! 
What is her drive? Where is she coming from and where is 
she heading to? In fact, we ask, who is she?

We also bring you the trends being set by the Marketing 
Minds Consultants. Further, newly-elected IMM president 
Isabel Kachinjika shares her dream as we transform from 
the CIM Malawi.

Without preempting all that is in The Marketer, all we can 
say is: Have a nice read! And enjoy to the fullest.
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PRESIDENT’S FOREWORD 

It is my pleasure to present the Institute of Marketing 
in Malawi IMM first magazine. As the first IMM Council,
following the transition from CIM Malawi to IMM on 
November 30, 2020, the birth of IMM has given us the 
opportunity to take stock of the successes and 
challenges of our predecessors and to realign our 
vision and future expectations in light of the 
aspirations outlined in the founding documents of 
IMM.

One key thing to note, is that the full mandate of 
IMM lies in the enactment of the Act, which is yet 
to be gazette and our transformational agenda is 
premised on effective regulation of the practice 
of marketing through information dissemination, 
education and interaction for the fulfilment of all 
stakeholders. 

As a professional body we endeavor to continue 
with the enhancement of the Institute of Marketing 
in Malawi structural framework that will govern and 
shape the practice and conduct of our keystakeholders;
the members, for their own growth as well as that 
of the institute. 

Our strategy for professional development aims to 
enrich the learning experience for members and at 
the same time enhance their Continuous Professional 
Development CPD journey for lifelong learning and 
competency building which will equip them to flourish in 
a globally competitive and ever evolving environment. 

Earlier this year, we set up a full-time secretariat 
which is housed at the MPC Conference Centre in Chichiri. 
Our intention is to make it financially viable and 
capable of executing our day-to-day activities. 
This will be achieved through a concise membership 
charter and the implementation of a comprehensive 
calendar of income generating activities.

We have also started working even more closely 
with our counterparts in the region through the 
African Marketing Confederation, a move that will 
present even more benefits and learning 

opportunities for our local members.

Other illustrious partnerships have been realized through the series of webinars we have 
held which accord our members a rare opportunity to gain a wealth of insights from global 
thoughts leaders.

The success of the institute rests in the continuous collaboration of the various IMM structures, 
which includes the Council, the Secretariat, various committees, and the membership.

Our achievements thus far would not have been realized without the support and shared 
vision of my predecessors and previous council members. To you I say a big thank you!

I would be amiss to not recognize our counterparts from the Zambian Institute of Marketing 
(ZIM) who held our hands and guided us during the transition process.

A special thank you to those members who gave candid feedback along the way, your input 
is invaluable. 

To our corporate sponsors, we thank you for buying into our vision and enabling us to pursue 
the goals we have laid out in our strategic plan.

To the Ministry of trade, Ministry of industry, Ministry of Justice, Ministry of Tourism and other 
government agencies, your continued support and guidance as we navigate the road 
towards the dream of having a Marketing Act is invaluable!

The strategy to build IMM is an ambitious programme of change that we all need to play a role 
in to achieve. I believe beyond a doubt that with the continued support and collaboration of 
our Secretariat, members, and all stakeholders, the aspirations we have set out to 
accomplish will in time translate into milestones which we will all be proud of. 

As we seek to build an illustrious future for IMM and its stakeholders, I invite you to join 
hands with us to help this strategic and unique professional institution claim its rightful 
position in our national agenda.

 I sincerely implore you all to take an interest in the future 
of IMM. Yours in service,

Isabel Kachinjika
PRESIDENT- INSTITUTE OF MARKETING IN MALAWI (IMM)
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I
MM was instituted in 2020 after the transition from 
the Chartered Institute of Marketing (CIM)-Malawi. The 
new president ISABEL MASI KACHINJIKA has a huge 

task to steer the institution through the transition. In 
this interview with KONDWANI KAMIYALA, she shares 
her vision for the institute. Excerpts:

 First tell us about your personal, 
 educational, and professional 
 backgrounds.

One of my key guiding principles is to ‘Feel the fear and 
do it anyway’, Susan Jeffers. I believe that the greatest 
accomplishments in life are born out of our tenacity to 
turn our fears into reality, at all costs. This principle has 
seen me through many trials and tribulations over the years 
and has moulded me into the leader that I am today. With 
regards to my educational background, I have a Bachelor 
of Arts in Humanities with Credit from Chancellor College, 
a Postgraduate Diploma in Marketing from the 
Chartered Institute of Marketing (CIM), a Master’s of 
Science in Leadership and Change Management with 
Credit from Leeds Metropolitan University and I recently 
completed a Certificate in Global Financial Markets and 
Instruments from Rice University.

I boast over 20 years marketing experience with a bias 
towards marketing of financial, IT and telecommunication 
services. I worked in Brand and Communication for over 
10 years in the telecoms sector till 2018 at which point I 
went on to establish a marketing consulting firm aimed 
at providing marketing solutions to organizations that 
are not typically involved in Marketing, namely health 
service providers and non-governmental organisations.
In 2020, I returned to the financial services sector, 
having previously worked for Fintech (2002-2003) and 
Malswitch (2004-2007) and I am currently a Business 
Development Manager with Continental Asset 
Management.

 At the 2020 Annual Conference and 
 Marketing Excellence Awards event, you 
 rose to the presidency. How did you feel? 
 Do you hold any other positions in 
 professional bodies? Please name them?

I felt honoured to be entrusted with this strategic role in 
the marketing fraternity. The birth of the Institute of 
Marketing in Malawi signals the repositioning of the 

Madam President, Isabel Masi Kachinjika:
We seek to build an illustrious future

for IMM

I boast over 20 years
marketing experience
with a bias towards

marketing of financial,
IT and telecommunication 

services.

marketing profession in Malawi and being the first 
person to hold this office is no mean achievement.

During my campaign, my promise was to LEVEL 
up the marketing profession. This stands for:
•   Leading the institute by creating 
    a compelling vision for it.
•   Elevating past 
     successes and 
     benchmarking 
     against other 
     regional 
     professional 
     bodies.
•   Value creation 
     for members 
     and the institute
•    Engaging and collaborating with internal and 
      external stakeholders and,
•    Luminating and creating visibility and 
      good-will.

And I am pleased to report that in less than a year, 
my board and I have managed to deliver on each 
of these promises to some extent. 
Just to name a few of our successes thus far, we 
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now have a full-time secretariat and have opened offices at 
the MPC Conference Centre. We have developed an all 
encompassing 5-year strategic plan and are working closely 
with other marketing bodies in the region through the 
Marketing Association of Africa.

We have also developed a membership charter which 
offers value for both corporate and individual members and in 
May we delivered our first free webinar to members through 
renowned strategist Shann Biglione. Furthermore, we have 
started working with  different arms of government as we are 
in the initial stages of lobbying for the ratification of the  
Marketing Act. As a body, we also engaged in awareness 
campaigns surrounding the Covid-19 pandemic in remote 
areas.

With regards to me holding other positions, I served as a 
Publicist and General Secretary on the CIM-Malawi board 
and I am also the current president of Lilongwe Toastmasters 
Club.

 We have seen the IMM transition from the 
 CIM-Malawi. Why is this important? What 
 are the plans in the short, medium and 
 long term? What roles can companies and 
 marketers themselves to achieve their 
 goals? What are the plans in training 
 marketers who are in the industry and 
 those who are still aspiring to become 
 marketers?

CIM-Malawi was an affiliate of CIM UK and was governed and 
limited by the mandate of CIM which is primarily to provide 
CIM qualifications in Marketing. On the other hand, IMM’s 
mandate is to provide for the regulation, promotion, and 
enhancement of the Marketing Profession in Malawi.

Key to this is having a Marketing Act that governs the activities 
of all practicing marketing professionals in the country, 

regardless of their area of specialisation (public relations, 
customer service, communications, research, new product 
development etc).

With this mandate our vision it to see the status of the 
marketing profession being elevated and have more mar-
keters in positions of influence as well as contributing 

more to the national agenda.

IMM is a member-based organisation which means that our 
strength lies in the support from our members. Our strategic 
plan is focused on addressing the needs of our members 
through access to information, training and advocating for 
practices and conditions that safeguard their operations. As 
part of our strategic plan, we have included programmes for 
continuous professional development as well as 
qualifications that are best suited for our environment. These 
will be delivered through strategic partnerships as well as 
locally developed courses.

 IMM has developed a corporate identity. 
 What is it and how does it reflect with the 
 situation on the ground?

As indicated, we have a very bold and ambitious 
mandate and vision, the new corporate identity 
reflects this. We want to challenge the status quo 
through continuous innovation and collaboration.
This is in line with our values of spearheading growth, 
inclusivity, leadership, engagement, adaptability, 
and dynamism.

 Where would you love the IMM to be in 
 the next and 10 years?

Our strategic plan highlights six key milestones 
which we would like to achieve within the next five 
to 10 years. These are: Firstly, to have a Marketing 
Act in place that will govern all marketing activities. 
Secondly, we want to own real estate. Thirdly, we 
would want to establish a Marketing College with 
a locally developed curriculum. Fourthly, as part 
of our income generation drive, we would want to 
own a media production house. Our fifth goal was 
to have a full-time secretariat, which we have 
already managed to achieve and finally we aim to 
champion the Brand Malawi initiative, a feat we 
hope to achieve through our representation on the 
Tourism and Hotels Board.

 You were also elected as co-chair of the   
 Tourism and Boards Marketing Committee, 
 how do the two positions work in 
 tandem, and how difficult or easy is it to 
 combine the two? How will you contribute 
 in building the Malawi Brand?

The marketing profession and tourism are very 
closely intertwined. You cannot talk of promoting a 
country without following basic marketing 
principles such as segmentation, identifying a 
value proposition and creating a strong brand 
positioning. It is for this reason that for several years,  
presidents of the Marketing body have also sat on 
the Tourism board.

This year, I was however considered to co-chair the 
Marketing committee. Ultimately, my role is to bring 
insights from a marketing perspective on how 
various initiatives can be crafted.

 Do you have any other comments?

The strategy to build IMM is an ambitious 
programme of change that we all need to play a 
role in to achieve. I believe beyond a doubt that with 
the support and collaboration of our members, and 
all the stakeholders, the aspirations we have set out 
to accomplish will in time translate into milestones 
which we will all be proud of.
As we seek to build an illustrious future for IMM and 
its stakeholders, I invite you to join hands with us to 
help this strategic and unique professional institution 
claim its rightful position in our national agenda.
marketing profession in Malawi and being the first 
person to hold this office is no mean achievement.

During my campaign, my promise was to LEVEL 
up the marketing profession. This stands for:
•   Leading the institute by creating 
    a compelling vision for it.
•   Elevating past successes and benchmarking 
     against other regional professional bodies.
•   Value creation for members 

Furthermore, we have started working 
with  different arms of government as we 
are in the initial stages of lobbying for 
the ratification of the  Marketing Act. 
As a body, we also engaged in awareness 
campaigns surrounding the Covid-19 
pandemic in remote areas.
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F
rom driverless taxis to virtual meetings and 
remotely controlled robots that do human 
work, digital solutions are the new 

phenomenon as the world is getting digitized, 
stemming from broadband technology.

With Malawi playing a catch up, there is a lot 
of ground cover to make, especially in providing
easy access to ICT services that consist of a 
wide range of innovative solutions, not only in 
information but financial inclusion as well.  
  
Being a market leader in ICT services, what is 
Airtel Malawi doing to shape a digitized future 
of Malawi as the new trend pans out to rule the 
global economy? 

Follow this Q and A as Airtel Malawi Plc Managing 
Director, Charles Kamoto, gives all the answers 
on the company’s contribution towards emerging 
trends and the impact the company is already 
making to the economy.       

   With about 6 million (30-day active) customers 
  and K440 billion market capitalization (as at 
  August 2021), Airtel is undoubtedly the market 
  leader in the telecom industry. What is the next 
  milestone the company wants to achieve?

If I look at the aspect of subscriber base, the next 
milestone is to reach the 10 million (30-day active 
customer) mark. When do we get there? That’s 
something that we are working on. The last 2 million 
subscribers joined the network in the past two 
and half years. The key drive here, for us, is the 
country’s need for more penetration of mobile 
both voice and data service. When we achieve 
this milestone, the country will be very 
transformed and it’s already in the process 
now. What people can do now on a 
mobile phone is significantly more than 

One On One 
WITH THE BOSS
1 1 

BY KINGSLEYJASSI

what they were able to do before, because of the 
technologies that we have put through. Today, a 
new site that we put comes with not only 2G and 
3G; it comes with 4G, from day one. This is not 
what we experienced before. We are on the right 
path, and we continue to improve coverage so 
that we can really achieve more, as far as 
penetration is concerned. So, if you ask us what’s 
the next big milestone; it’s the day that we will 
announce that we have 10 million active subscribers. 
That will be a great milestone. I’m looking forward 
to that day.   

Regarding the achievement of market capitalization 
on the Malawi stock exchange, this can only be 
exciting news for us. When we started, we didn’t 
expect it to grow this exponentially and in such 
a short period. Now that we are number one in 
market capitalization on the Malawi bourse, we 
can’t speculate but can only ask for more and we 
look forward to that. 

  With those impressive figures, the country 
  still has a long way to achieve targets in 
  access to ICT services. How do you take 
  this challenge, as a market leader, going 
  forward?    

We have to lead, and we are doing that. First and 
foremost, we are expanding coverage to those 
areas that are not covered. That has been our 
efforts in the past three or four years in respect 
of all technologies. We now have over 1,000 sites 
across the country. We are the largest network 
by number of sites. We are the largest by number 
of customers, courtesy of investments that we 
have been putting into the market. We have not 
just done that, we’ve rolled out fiber (optic cable) 
across the country, so that we build the resilience 
as well as capacity that is required as we foresee 
demand that is going to come our way in the next 
three to five years. 

We need to be ready to take care of that demand 
as we are growing our customer base. We are 
developing our footprint from distribution point 
of view, and our desire is that when someone 
wants to get connected to our network they can 
just turn left or right and find someone who is 
ready to connect them. Today, with KYC (Know 
Your Customer), they are fully equipped, and you 
can connect as soon as you get out of the outlet. 
Similarly, when you want to top up your phone, in 
your bedroom, you’ll top up your phone through 
the digital solutions that we offer. If you want to 

Airtel Malawi Plc Managing 
Director, Charles Kamoto, 

gives all the answers on the 
company’s contribution towards 

emerging trends and the 
impact the company is already 

making to the economy.
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access retailers it’s also easy. Turn left or right 
and you have access to our services. We want 
to quickly move from around 55 percent pen-
etration to 80 percent in the medium to long 
term- the next milestone takes us there. These 
aspirations are our major drive, and we are hap-
py to take up the challenge as a leader to be on 
the forefront to reach that destination.

  How is Airtel involved in the government 

  agenda of developing a Digital economy?

Digitization is government agenda, but it is also 
our agenda. For us, business must grow and for 
business to grow we need to continue to get 
Malawians connected. For the government, the 
nation must be fully connected and digitized to 
spur economic growth. 

There is convergence of objectives and we’ve 
been working towards that, ever since. Now we 
are just accelerating that effort. Like I highlighted,
the key to that is to ensure that network coverage
is available in the most remote areas where 
most of the population is. It is important to get 
that right, it is important to get distribution 
right. 

If you put a network, you must make sure that 
services can be accessed. So, we appoint 
retailers everywhere so that they can assist our 
customers. That is happening, we have grown 
our retailers by far and we will continue to 
increase these agents. We are talking of 55 000 
agents now and we want to expand this further 
to ensure that the reach is accessible to all 
Malawians. The more accessible the product is 
the more penetration you can get-it’s as simple 
as that. It’s a game of numbers. 

So, every day we focus on; - Did we make life 
easier for our customers? did we create additional 
retailers today? What we did last year is not 
enough; we must create additional outlets; we 
must bring additional coverage where we can 
and then make the product friendly; make our 
pricing friendly to our customers and make 
it easy to buy our products. Because of that 
more numbers will come. 

A more penetrated country becomes a more 
dignitary energized economy with ease of 
financial transactions that will make people 
trade easily. You do not need to meet physically 
these days for transactions to happen. 

  Any new trends emerging in the economy 
  that you can point out and how is the 
  company responding to such new or 
  emerging trends?

The emerging trends started some time back. 

It’s called digitization. It’s a trend not only in ICT. 
It’s abridged and a cross-cutting trend in several 
sectors – e.g., in ICT and Financial sectors. This 
is a new thing now, for me it’s clear, if your company 
is out of digitization, it’s likely to stay behind. 
It’s time companies looked at implementing 
digitization strategies that will enable or easy 
business processes and transactions. So today 
everybody is talking about digitization and it’s 
because it eases the burden of transacting. You 
must play in this space in one way or another. 

You’re either a consumer in digitization or a provider.

  How have the consumers embraced this 

  trend of digitization? 

It is being embraced in a big way I would say, 
even at entry 2G mobile technology, they are 
able to get into the digital space courtesy of the 
mobile money and banking solutions that are at 
play using the USSD (Unstructured Supplementary 
Service Data)- typically known as *XX#. From 
our network you can interact with any financial 
service provider using USSD. And it becomes 
much easier when you have a smartphone, as 
you can use all these digital innovations on apps 
seamlessly. 

We have the My Airtel App, another major 
innovation that we have rolled out recently. It’s a 
year and a half old, user friendly and adds 
significant value. When you are on that App, 
you can do whatever you want. If you want to 
recharge your phone or access financial ser
vices, you can do all that. If you have a WIFI 
router at your house and you have travelled to 
UK, Dubai or US or anywhere and credit has run 
out, you can recharge your WiFi from wherever 
you are, and your family will get back to life with 
the WIFI at home. And most recently, we have 
for the first time in the mobile app market, 
enhanced the app to empower users to register 
and activate their SIM directly from the app. All 
you’ll need is a SIM card, valid ID, and access to 
our network. This kind of life which was almost 
unavailable in the past has come to the fore and 
we are very happy but not contented that we 
are making these strides. 

Through our provision of connectivity, we have 
become an enabler in the digital space as both 
data and non-data enabled customers, are able 

to play in this digital space. 

  Others may just look at Airtel as a 
  profit-making company. How do you make 
  them also see the economic impact the 

  company is making in the country?

Airtel is in business, yes, but that’s not the only 
preoccupation. The economic transformation 
we are making to the country is the most important. 
We have re-dimensioned the way of working, 

There is still scope for growth 
in Malawi. Quite a number of 

Malawians are yet to be 
connected. We must connect 

every Malawian
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way of doing business and way of life. Best way 
to assess this is to live the past today- imagine if 
we didn’t have a mobile phone at all, how would 
our life be? Think of that group chat, think of 
that video, that document, that money you sent 
or payment you made without going out of 
your home, office to queue at the bank. 

We also care about the society we are living in. 
So, we are involved in corporate social responsibili-
ty programs focusing on health, and education 
and we support government in areas that need 
additional support. We are also into sponsorships, 
supporting football to a great deal because we 
know football is next to religion in Malawi, not 
only for the youth. 

If you can’t play, you want to watch it. Not only 
the players are happy, but spectators and listeners 
too. 

From a business point of view, the sector is growing 
much faster than the economy so its contribution 
to overall growth 
of the economy is 
much bigger. Last 
year the sector 
grew in the region 
of 6-7 percent, 
way ahead of the 
economic growth 
rate. This year, 
it’s even growing 
much more than 
that. That shows 
the level of the 
sector’s contribution to the growth of the economy. 
So, Airtel is not only here to do business, but we 
are also here to look at what else we can do to 

improve the livelihood of our society. 

  COVID-19 has created a whole set of different 
  norms in doing business and lifestyles.   
  How has Airtel responded, in terms of 
  providing solutions in line with your business 

  objectives?

COVID-19, has been an issue to us just like it has 
been to the country and world at large. When it 
came, we all had no clue on how to deal with it. 
We noted significant change in demand of our 
voice and data services that shifted from city 
centers and central business districts to
residential areas. The issue was that the capacity 
was built more in CBDs where traffic is usually high 
particularly during day, so we had to redo the 
capacity dimensions to ensure that we respond 
to the traffic shift. 

We then introduced pocket WIFI devices so 
that WIFI becomes a home life for our customers 
during the COVID-19 period and beyond.  So, 

we distributed pocket WIFI devices to our 
customers who were doing home working and 
schooling to ease their lives. Due to this WIFI is 
fast becoming a trend now because once you 
start using WIFI you don’t want to stop. That’s 
a role that we played as Airtel. We believe that 
we played that role well but there is still a scope 
to make every household have WIFI, that’s our 
objective. The journey is looking good, the 
response is coming out strongly and we are very 
motivated at this stage. 

We also introduced another innovation where 
we encouraged customers with digital mobile 
phones to recharge someone’s with any digital 
solution and you earn credit in your phone. 

  Any last remarks?

The economy is fast changing, and we believe 
Airtel has a pivotal role. We are an ICT company 
that is driven by connecting people and we 

believe that we 
are a catalyst to 
speedy economic
growth - we are 
committed to 
play that role and 
we are committed
to continue with 
our investment 
plans. 

There is still scope 
for growth in 
Malawi. Quite a 

number of Malawians are yet to be connected. 
We must connect every Malawian. We must 
reach out to every Malawian, and that’s a 
responsibility that we have. We are motivated 
by that. It’s a journey, and we’ll eventually reach 
there 

In a special way, I must thank our customers 
for believing in our strategy; for believing in us 
because they have patronized our services for 
quite a long time. We do not take that for granted. 
Our commitment is to continue to improve our 
service delivery going forward. 

Covid 19 has been an issue to us just like it has 
been to the country and world at large. When it 
came, we all had no clue on how to deal with it. We 
noted significant change in demand of our voice 
and data services that shifted from city centers 
and central business districts to residential areas.
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H
istory has with it many great leaders. Most 
of them had visions and goals which 
multitudes failed to grasp and understand, 
only to be appreciated much later or indeed 
after the leaders were long gone. 

Talk of Malawi’s father and founder who stood his 
ground on contact and dialogue way back when 
the world’s language to settle disputes was only 
through bullets and bombs. Tens of decades later 
isn’t contact and dialogue the core of international 
and community relations across the globe?

Across oceans from home, after taking oath of 
office in 1961, the 35th President of the United States, 
John F. Kennedy, delivered his inaugural speech in 
which he uttered one of his famous quotes, “Ask not 
what your country can do for you, ask what you can 
do for your country”.

Few words they may have been but they have 
moved minds and hands into productive action not 
only in the US but many countries too. These words 
are still relevant today as they were 60 years ago 
because no country has ever been developed 
because of sympathy from elsewhere, only through 
business, investment and patriotism has always 
been in the fore.

Infrastructure and skills development has been 
nurtured in many territories because of steady 
investment in businesses. This assures the populace 

at large of increased job and business opportunities 
and government of tax. 

Tax, as many know, facilitates the provision of 
emoluments to public officers who are the workhorse 
in creating a conducive environment for businesses 
to thrive. Above all, it is taxes that allow government 
to provide steady social services from, among 
others, paved and bitumen roads to training of medical 
personnel and availing drugs in public hospitals 
countrywide. Every citizen has a duty to do many 
things to Malawi. This brings into perspective how 
Malawians are adopting technologies in the 
collection of tax revenue, the case in point being the 
Electronic Fiscal Devices (EFDs). The machines are 
run to ensure correct collection of Value Added Tax 
(VAT). 

EFDs were implemented to be utilised by VAT 
registered businesses and have brought into reality 
increased technology in the tax world. The machine 
is intelligent and reliable with record management 
abilities for the business transactions. 

According to MRA Head of Corporate Affairs, 
Steven Kapoloma, the EFD is providing a platform 
for reliable computerisation of the tax auditing 
process. 

“This is because verifiable, authentic electronic files 
and the fiscal memory in the device make it possible 
for tax authorities to use computers, instantly 
verifying a large number of invoices.

“In this context, disputes about VAT during tax 
audits are easily manageable since the fiscal device’s 
fiscal memory provides indisputable evidence for 
the innocence or guilt of the user,” Kapoloma said.

It is the duty of VAT registered businesses to issue 
fiscal receipts generated by the EFD for every trans-
action.

As a nation, Malawi will be assured of well accounted
for tax revenues as the system closes gaps that were 
there before while being fair to all taxpayers by 
ensuring everybody pays their share of taxes.

However, the full functioning of the EFDs requires 
efforts from everyone. As citizens, since we are 
consumers in one way or the other, we must always 
demand fiscal receipts for every purchase made at 
a VAT registered business. 

We are responsible for accounting what we earn 
and spend, therefore check and verify if indeed the 

goods and cost on the fiscal receipt match with 
what has been bought. 

Therefore, it is citizens’ responsibility too to always 
demand an EFD, which is machine generated. Some 
of the key features of this receipt are: 

• One black MRA logo on top of the receipt and 
 several coloured logos of MRA
• The name of the seller (VAT operator) with a Tax
 payer Identification Number (TPIN) and User 
 Identification Number (UIN) and the name of the 
 buyer, for those intending to claim input VAT
• List of goods purchased with their descriptions
• A list of all goods or services purchased and their 
 prices reflecting the amount of money paid
• The total amount plus the VAT paid -these are 
 clearly shown as separate figures
• The dates and time when the goods or services 
 were purchased.

It should be noted that EFD Regulations and the 
VAT Act clearly indicate that failure to demand a 
fiscal receipt is also an offence and any person who, 
after purchasing goods or services, fails to demand 
and retain a fiscal receipt or fails to report a refusal 
by a user to issue a fiscal receipt as required by 
these regulations stands to be penalised.

In other cases, some VAT registered businesses are 
deliberately not using the machines. This is 
detrimental not only to Malawi but even their 
businesses as well because non-usage of EFDs 
is an offence that attracts an outright penalty of 
K500,000 or more and fraudulent use attracts K5 
million or more.

This year, 2021, MRA conducted the ‘Kuiphula ndi 
Lisiti Langa’ campaign, with a core objective to 
encourage VAT registered firms to issue EFD 
receipts all the time.

The MRA Head of Corporate Affairs said through the 
campaign, MRA raised massive awareness among 
buyers on the importance of demanding EFD 

receipts while concurrently reminding VAT registered 
businesses of their obligations to issue EFD receipts 
for every sale.  

“Cash rewards of K40,000 per report were promptly 
issued by MRA to members of the general public 
who tipped the Authority about EFD offences 
committed by VAT registered traders. 

“By the close of business on the campaign’s last 
day, 31st May, 2021, the ‘Kuiphula Ndi Lisiti Langa’ 
campaign disbursed K40,000 to 711 individuals. This 
totaled K28.4 million in cash rewards with an overall 
1,239 cases reported. From the campaign, MRA is 
expected to collect K387.1 million in revenue,” he 
said. 

There is indeed more that we can do to our Malawi. 
Why should a sovereign state always run to other 
organisations, individuals and nations in need of 
sympathy to share resources? This is why we all 
must always and accordingly pay taxes to build and 
further develop our Malawi.

To sustain promotion of tax compliance across the 
country, MRA’s appeal is to members of the general 
public to work with the Authority by reporting any 
suspected cases of tax evasion, fraud and smuggling 
through usage of the toll-free line 847. Information 
provided through this line is treated with maximum 
confidentiality and informants are accordingly 
rewarded.

Let us always demand for receipts generated from 
EFD for every transaction.

BOX IT

Failure to use EFDs and non-issuance of fiscal 
receipts are serious offences punishable by law as 
detailed below: 



E
stablished in 1965, Malawi Gin has an 
intriguing story. Being the first of its kind 
in the country and the pride it packed, the 

drink was named Malawi Gin. The world-famous 
spirit has always been one of Malawi’s most 
treasured locally made products that is enjoyed 
in all parts of the world. This was the start of 
the spirits journey in Malawi and since then a 
3-year-old brandy, called Premier Brandy and 
neutral cane-based Vodka called Malawi Vodka 
came along. 

The nation has celebrated these spirits here at 
home and far beyond our borders for generations. 
Standing the test of time and becoming heritage 
of the nation, Malawi Gin, Premier Brandy and 
Malawi Vodka ultimately became The Spirits of 
Malawi. You’d go to Frankfurt and the moment 
you got introduced as a Malawian next thing 
you’d hear is “did you bring us some good ol’ 
Malawi Gin?”. In Paris they would say: “Send us 

Premier Brandy when you go back!”, New Yorkers 
say “Do you know how good Malawi Vodka is? 
Here, have a shot”. Lusaka. Rio De Janeiro. 
Cairo…The list goes on.

There is literally no place on earth where you’d 
go and not find consumers who enjoyed the 
Spirits of Malawi. With a new marketing strategy, 
the drinks’ popularity has gone off the roof over 
the past few years and in 2021, Castel Malawi 
Limited decided that the time was right to 
unleash the Spirits of Malawi in a bold new look.

The Spirit was there

The Spirits of Malawi have always, and shall forever 
be, a part of us. When His Imperial Majesty 
Emperor Halie Selassie of Ethiopia made the 
first State Visit to the then newly independent 
Malawi in 1965, the Spirit of Malawi was around 
and remembers the historic moment. When the 

Flames scorched the Zebras (Botswana national 
football team) 8 -1 on 13th of July in 1968, Malawi 
Gin was there to celebrate the moment. 

When the Flames won the 1978 Council for East 
and Central Africa Football Associations 
(CECAFA) Cup, guess who was there to cheer 
up the fans? Yes, you’re right, Malawi Gin! When 
Kalimba Band’s ‘Sometimes I wonder’ made it 
into the British Broadcasting Corporation (BBC) 
Radio Top 40 worldwide chart, where it ended 

up in the top 10 in 1983, we said cheers to the 
Spirit of Malawi.

When Zake “Malawian Monster” Muluzi won the 
John O’Groats Strongest Man Competition, held 
in Caithness, Scotland in 2021, Malawi Vodka,
Premier Brandy and Malawi Gin were there in 
spirit.  Sit back and be rest assured that The 
Spirits of Malawi will be there next year when 
the great men and woman of Malawi make 
history – as always. 

Twikale Chirwa

In order to build on our brand proposition, we had to think 
creatively, understand the consumer needs and expectations 
and create a new look that better resonates with our target 
audience...

Team Spirits

“
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Rebrand

Cape Maclear, Mangochi—close to where Dr. David 
Livingstone passed through more than 100 years 
ago, 3 of the most iconic Malawian brands were being 
rebranded. Castel Malawi needed to retain their 
existing fans but make their brands more appealing 
to its discerning drinkers at home and the world at 
large. The Spirits of Malawi compete with a lot of 
widely known international brands that some 
consumers gravitate towards.

The rebrand also allowed the leading beverage 
maker to unite all the spirits range under one parent
brand – The Spirit of Malawi, with one logo of a 
fisherman on Lake Malawi. The revamped brand image 
focuses on the truly pan-African nature of the 
brands. Consequently, Castel Malawi has found 
itself in a stronger position to execute their campaigns 
successfully in Malawi, and across the globe.

“For any rebranding campaign to be successful, you 
need to align several things together,” says Twikale 
Chirwa, Castel Malawi Limited’s Head of Marketing. 
“In order to build on our brand proposition, we had 
to think creatively, understand the consumer needs 
and expectations and create a new look that better 
resonates with our target audience.”

“As part of Groupe Castel, we strive to get the 
marketing just right, the packaging right and the 
whole story behind it right. Rebranding our spirits 
was exciting, and we made sure to get the look of 
our offering as good as the product inside” added 
Chirwa.

To many, a holiday, or a visit to the best places in 
Malawi like Lake Malawi has become synonymous 
with sipping the classic Malawi Gin. As we rebranded 
the spirits, it was important that we celebrate this 
milestone across the country in iconic locations 
befitting the heritage brands we now call The Spirits 
of Malawi.

Limited Edition Packs

Castel Malawi Limited supported the Sand Music 
Festival event which was held on 1st to 3rd October,
2021 at Sunbird Nkopola in Mangochi and for the first 
time in the rich history of the brand they launched 
a 2021 Limited Edition pack exclusive to Sand Music 
festival which is one of the biggest homegrown 
festivals and a platform appreciated and loved by 
festival revelers. Anyone who bought a ticket to the 
festival was given a free bottle of the premium 2021 
Limited Edition Sand Music Festival Malawi Gin.

Now that the festive season is upon us Castel Malawi 
Limited is bringing in yet another limited-edition 
pack—all bottled up for Christmas! Once the meal 
and exchange of presents is done, there’s nothing 
better than relaxing with a glass or 2 of the 
Christmas spirit.

Castel Malawi Limited 
supported the Sand Music 
Festival event which was 

held on 1st to 3rd October, 
2021 at Sunbird Nkopola in 
Mangochi and for the first 

time in the rich history of the 
brand they launched a 2021 
Limited Edition pack exclusive 
to Sand Music festival which 

is one of the biggest 
homegrown festivals and a 
platform appreciated and 
loved by festival revelers.
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The Vintage
Remember when mum and dad would go to Shelter 
Club, Flamingo or Chisakalire, or Maimba’s Place 
decades ago? And dad would drink his Carlsberg 
Brown/ Green and mum didn’t really have a drink 
she would enjoy and would mix Sprite with Green 
to slightly alter the taste and smell to their liking? A 
lot of people were ‘crafting’ their own beer right at 
the counter.

Rounds of the once popular Rock Shandy would be 
ordered by all fun-lovers who opted for the lighter 
versions of Green/Brown. One of my aunties would 
always say that she preferred to have rock shandy 

because it allowed her to wake up early and fresh to 
start the day even after a night of drinks. I remember 
it vividly! Nostalgic.

The New
Fast forward to 2021, it is common to see revelers 
mixing their beer with lemon and lime, not just in 
Malawi but across the globe. If you go to any pub 
today chances are you’re going to see bottles of beer 
swallowing lemon slices. I’ve tasted these ‘cocktails’ 
before and I can testify that they do taste good and 
are perfect for everyone looking for drinks with a 
lower alcohol by volume (ABV) percentage.

Imagine if you could grab
a beer tailored for you? 
Well, imagine no more
because you’ve spoken

and Castel Malawi
Limited has listened. 

SMIIILE!!

Imagine if you could grab a beer tailored for 
you? Well, imagine no more because you’ve 
spoken and Castel Malawi Limited has listened.

 

The Future! 

Keeping up with global trends, Castel Malawi 
Limited has introduced a light easy-to-drink 
beer. The leading beverage manufacturer and 
distributor is shaking up the drinks industry 
with the launch of a new flavoured beer called 
Shandie, which was sampled by Sand Music 
Festival revelers at Sunbird Nkopola Lodge in 
Mangochi from 1st to 3rd October 2021.

Social media was awash with statuses and photos
of consumers enjoying the new beer. The highlight
of the weekend was perhaps when dancehall 
artist Don Tarz performed his hit song ‘Mowa’ with 
a bottle of Shandie in his hand. Available in a 
330ml classic returnable green bottle, the new 
beer is lemon-flavoured with an ABV of only 
2.5% and will be marketed primarily to women, 
new beer drinkers and consumers concerned 
about their daily alcohol consumption.

Castel Malawi’s Communication and External 
Relations Manager, Prudence Chanthunya, has 
confirmed the move and says: “We have identified 
a new lemon-flavoured beer. It has been developed 
for people who want a refreshing alcoholic drink 
with a lower ABV and those who would like to 
try beer for the first time.”

Shandie, being launched on 29th of October, 
2021 in Blantyre comes at a time when there is 
no locally produced light beer on the market. 

Expect a fun-filled, exciting 
and shandyllic event!

We have identified a new lemon-flavoured beer. It has been developed for people 

who want a refreshing alcoholic drink with a lower ABV and those who 

would like to try beer for the first time.
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Hervé Milhade
MANAGING DIRECTOR
A Global Executive with a proven track record 
of building organizations and delivering results 
in Food & Beverage industry, as Chief Executive 
Officer (CEO) of several organizations in the Fast 
Moving Consumer Goods (FMCG) industry. He 
develops high performance teams and is the 
visionary behind Castel Malawi’s turn-around. 
Some of Hervé’s specialties include business and 
global functions turnaround, international mergers, 
and acquisitions.

Twikale Chirwa aka Twik 
HEAD OF MARKETING
Twikale believes the “Taste of success” is 
enjoyed best when there’s teamwork, he has 
not worked a single day of his life because 
he sells “Probably the Best Brands in the 
World” and he’s proud of where he’s from 
because of “The spirit of Malawi.”
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MARKETERS DRILLED
IN UGC STRATEGY
IMM MAGAZINE WRITER

In their continued effort to make sure marketers in 
Malawi are keeping up with current dynamic global 
industry trends and be at par with their global 
counterparts in the industry, the Institute of Marketing 
in Malawi (IMM) on May 7 organized a free webinar 
for its paid up members.

The training, held virtually via Zoom was conducted
by a leading global strategist, Shann Biglione who 
drilled local marketers on ‘How best marketers can 
leverage User or Consumer Generated Content 
(UGC) to guide marketing decisions”.

According to IMM Director, Eric Mataka, specifically, 
the marketers got new skills in UGC strategy, Content 
Curation, and sources of UGC.

He said: “This webinar builds on yet another webinar, 
which the IMM organised for its membership in March 
this year and focused on Digital Marketing.
 
“UGC is anything on the web that users have a hand 
in making. From photos to videos, and posts on 
social media and the web, all are pieces of user 
generated content.”

Mataka said IMM has initiated the webinar based on 
the background of the current huge change in media 
consumption trends whereby consumers are 
constantly being bombarded with various media 
content from gossip to breaking news, memes and 
the like.

He said: “It is in such an environment that IMM r
ecognizes that marketing needs to make the best use 
of UGC in order to tap into the same conversations by 
the public that compels consumers to associate and 
engage with a particular brand in making purchases.”
The facilitator, Shann Biglione is a well-known guru 
in digital marketing as a speaker and writer on the 
same.

He is currently the Head of Strategy at Zenith, which 
is a leading American agency that focuses on Return 
on Investment (ROI) and is part of Publicis Media.

Mataka also said in their commitment to continuously
provide training that adds value and upskilling of their 
membership, IMM has lined up several in demand
training and boot camps in the third and fourth quarter
of the year.

UGC is anything on the web that 
users have a hand in making. From 
photos to videos, and posts on 
social media and the web, all are 
pieces of user generated content



As a bank, we are also grateful 
to all those who do business 
with us and remain loyal to us 

over the years

T
he Institute of Marketers Malawi 
(IMM) 2020 Marketing Excellence 
Awards presented a first in the 
awards history. The event produced 
the first Malawian to receive‘Marketer 
of the Year’ award for the second time. 

The awardee, Thoko Unyolo, had all reasons 
to smile for repeating a feat she first managed 
back in 2017.

The smile was not only for 
her individual achievement, 
but also because Standard 
Bank plc, where she works 
as Head of Marketing and 
Communications, had a 
night to remember. 

For its successful brand transition from ‘Moving 
Forward’ to ‘It Can Be’, won the Marketing 
Campaign of the Year award, Best Commercial 
(TV), Commercial of the Year (Outdoor), 
Commercial of the Year (Print), Digital Marketing 
Initiative of the Year and Most Visible Brand of 
the Year. To cap it, the bank’s advertising and 
public relations agency, FD Communications, 
bagged the Advertising Agency of the Year 
accolade. (IMM) Marketing Excellence Awards 
Chief Judge, Mercus Chigoga, singled out ‘It 

Can Be’ as a mark of excellence. 

“It Can Be was awarded for demonstrating great 
insight and outstanding creative ideas that ran 
through executions across multiple media 
platforms and touch points without being 
monotonous.

“The campaign also distinguished itself as an 
excellent adaptation of an international 

communication which was 
turned into locally relevant 
scenarios, with high 
performance impact, both 
internally and externally.”

Following Unyolo’s exploits,
congratulatory messages 

were evident on several social media platforms, 
including Facebook. Renowned media consultant
and executive director of Moving Minds 
Multimedia, Lameck Luhanga, posted on his 
wall: “I experienced working with Standard Bank 
Malawi marketing and communications team 
and Thokozani Unyolo as their team leader. One 
of the best marketing and communication 
persons I have worked with. I have learnt a lot 
and appreciate how much she puts in every 
work effort. For instance, you send her a 
finished product at 2 am hoping to get feedback 

BY KONDWANI

     KAMIYALA

With time, though, 

I realised that seeing 

suffering people daily was 

not my passion, so, I decided 

to settle for marketing as it 

was more dynamic and 

exciting
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programme at the Gordon Institute of Business 
Science in Illovo Sandton, South Africa, where 
she graduated in 2013.

Apart from obtaining the academic qualifications, 
she learned so much from school. “The primary
school I attended helped me interact with 
different people from different backgrounds. 
I strongly believe that in life, it is important to 
build and leave a legacy,” she says. She strongly 
believes God can do anything, if you believe.
 
“Dare to dream bigger. Winning mindsets inspire 
you to reach new heights and soar with the eagles.
One thing that has personally helped me is 
getting into agreement with God on all my 
plans, focus, goal setting and pure hard work. 
I subscribe and live by Ephesians 3:20, which 
says He is able to do above and beyond what 
we ask or imagine according to His power that 
is at work within us,” she adds.

Her career path commenced in 2004 when she 
joined Malswitch (now Natswitch) as Marketing 
and Communication Officer. 

In 2007, she moved to Southern Bottlers Malawi 
Limited before as Senior Brands Manager 
Non-Alcoholic Beverages. The following year 
Unyolo transitioned to telecoms industry and 
landed a role at Zain as Products and Services 
Manager. 

When Zain restructured to Airtel Malawi she 
served as Marketing Manager High Value Segment 
and Head of Data in 2013, before moving to Kenya 
at Airtel Africa as Group Marketing Country 
Delivery Manager.

In 2015 Unyolo joined Standard Bank Plc.
One side that many may not know about her is 
that she is also the brains behind “Girls Time” 
an initiative that seeks to support poor and 
marginalised school girls with reusable sanitary 
pads to improve hygiene and school attendance 
while offering valuable mentoring and coaching 
and also she spends a lot of her time mentoring 
urban women and men on the African continent 
and  is also an agri-preneur, managing a firm 
called Afriseed Limited that she developed a 
business plan on while doing her GIBS MBA in 
2012 as part of an Advanced Entrepreneurship 
Program. 

Her passion in agribusiness was inspired by her 
sister Grace Mhango, a well-known agriculture 
specialist in Malawi and executive director of 
the Grain Traders Association of Malawi.

“My business plan as part of my assessment 
while at GIBS was judged by a panel of experts 
from the International Development Corporation 
(IDC) of South Africa and a well-known 
entrepreneur in South Africa, Justin Spratt. 
Their feedback and advice was to implement 
my plan. This gave me confidence and 
determination to turn this dream into a reality. 
Unyolo owes her motivation to God and family. 
“God, my husband and son are my other 
inspiration,” she says.

first thing in the morning only for her to revert 
20 minutes later with conclusive feedback 
coupled with encouraging sentiments to show 
appreciation for your work.” Another random 
comment read: “She’s easy to work with.”
Others called her amazing, organized, a role 
model, while one simply said: 
“Thoko ndimbambande.”

Yet, when she got the decoration, Unyolo paid 
tribute to the support she gets from fellow 
Standard Bank employees, management and 
customers. 

“As a bank, we are also grateful to all those who 
do business with us and remain loyal to us over 
the years,” she said For her the awards are a 
reflection on how people relate with the brand. 
“Every Malawian has potential to meet their 
respective aspirations and they need a bank 
that turns that dream into a reality. The bank 
will continue bringing innovations that improve 
lives and help people achieve their dreams,” she 
added.

But who is Thoko Unyolo really? 

With over 17 years’ experience across 10 African 
economies, she has worked in several sectors 
that drive economic growth, including fast-moving 
consumer goods, financial services and 
telecommunications. She has led in brand building, 
analytics, innovation, product development and 
lifecycle management, strategy, commercialization, 
client engagement, data and insights-led 
marketing across leading global and local brands.

Born at Queen Elizabeth Central Hospital to 
Steve and Chrissie Mijiga, Thoko is the last born 
in a family of 10. She is married to Leon Unyolo 
and they have a son, Paul.

She didn’t aspire to become a marketer. As a 
young girl, the dream was to be a doctor and 
help people. 

“With time, though, I realised that seeing 
suffering people daily was not my passion, so, I 
decided to settle for marketing as it was more 
dynamic and exciting,” she says.

Unyolo attended Hillview Primary School in 
Limbe before proceeding to Kamuzu Academy 
where she attained GCSE O-Level. In 2004 she 
graduated with a Bachelor of Business 
Administration Degree at the University of 
Namibia where she had enrolled in 2001. She 
then proceeded for a two-year masters’ 

Dare to dream bigger. 
Winning mindsets inspire you 
to reach new heights and soar 
with the eagles. One thing that 
has personally helped me is 
getting into agreement with 
God on all my plans, focus, 
goal setting and pure hard 
work

When Zain restructured to Airtel 
Malawi she served as Marketing 

Manager High Value Segment and 
Head of Data in 2013, before moving 

to Kenya at Airtel Africa as Group 
Marketing Country 
Delivery Manager.
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O
ld Mutual preserved its status in the top 10 
strongest brands in the world following the 
latest 2021 Brand Finance report which 

has ranked it the 9th strongest brand, as well as 
being in the top 100 most valuable insurance brands 
globally. 

Old Mutual remains the only African insurer 
in the authoritative annual report, compiled by 
the world’s leading brand valuation 
consultancy, although the latest ranking 

is a slip from last year’s 
evaluation which ranked 

the insurer as the 4th.

Old Mutual Malawi 
Marketing and 
Corporate Affairs 
Manager 
Patience Chatsika 
said the global 
r e c o g n i t i o n 
means a lot both 
to the insurer 
and its customers.

PATIENCECHATSIKA
Marketing and Corporate Affairs Manager

According to the 2021 Brand Finance Report, Old Mutual has been 

ranked as the 9th strongest insurance brand in the world and 

remains the only African insurer in the authoritative annual report. 

Furthermore, the brand has been rated as the top 100 most valu-

able insurers.

We are grateful to our customers, employees and all stakeholders 

for helping us deliver on our brand promise of doing great things 

every day.

OLD MUTUAL REMAINS IN

10 STRONGEST INSURANCE

BRANDS IN THE WORLD

DO GREAT THINGS EVERYDAY

She said: “It means that our efforts in our brand 
development initiatives for our various propositions 
and consistently engaging our stakeholders are 
effective and the Old Mutual brand impact is well 
recognized and appreciated. 

“To our customers, this means that, as a brand 
we are improving in several ways and therefore 
providing them with more reasons to trust to 
enable positive futures together.” Brand Finance 
bridges the gap between marketing and finance 
by helping businesses across the globe connect 
the value of their brands to their bottom lines. 

To arrive at a monetary brand value, Brand 
Finance examines a wide range of performance 
indices, evaluating marketing investment, 
stakeholder equity, and business performance; 
drawn from proprietary market research and 
publicly available data. 

“Our brand promise going further to our customers 
is that as a brand we will continue to strive to 
deliver a brand that ensures continued stake-
holder loyalty, community upliftment, shared value 
for stakeholders and continued contribution to 
the financial wellbeing of our customers and 
Malawians,” Chatsika said.

According to the report, the world’s top 100 
insurance brands lost nearly US$ 30 billion, 
or nearly 6 per cent of their total brand value, 
because of the impact of the global Covid-19 
pandemic, hence maintaining the top 10 status 
shows Old Mutual’s brand resilience even in the 
adverse economic environment.

OLDMUTUAL MAINTAINS TOP 10 STATUS
… THE ONLY AFRICAN INSURER WITH THE STRONGEST BRANDS GLOBALLY

To our customers, this means that, as a brandwe are improving 
in several ways and therefore providing them with more reasons 
to trust to enable positive futures together...
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V
ice President Saulos Chilima on June 16, 
2021 virtually participated in the third 
Made in Africa Leadership Conference 

organised by Breakfast Africa Club where he 
was asked to share his leadership philosophy and 
experiences both from the public and private 
sectors.  The conference discussed the kind of 
leadership that Africa requires and what ought 
to be done to achieve the Africa we want 
beyond odds. Kick-starting the conference, there 
were 10 questions that were put to Dr. Chilima.  
Spokesperson for the Vice-President, PILIRANI 
PHIRI captured the proceedings and shares the 
excerpts:

BAC:  Tell us a bit about your leadership 
journey. How did you first learn that you had 
the ability to lead others?

SKC: Maybe it would be difficult to pin-point  
exactly when my leadership journey started but 

if leadership starts with those tasks we were 
given or undertook when we were young, then I 
would say it started a long time ago.

However, fast forward to my adult and profession-
al life, I realised that I had leadership skills as 
well as the ability to inspire my teams. I have 
had a track record of being appointed and 
holding key leadership positions in various 
multinational companies including Unilever in 
1994 then joined Coca-Cola and Airtel Malawi 
where I rose to become CEO in 2010. 

At the age of 41, I became the Vice-President of 
the Republic of Malawi after a rigorous 
campaign that we put up to win the elections 
from the opposition in 2014. It has been an 
amazing journey from a student to a trainee 
management; to a chief executive officer [CEO] 
and now a deputy CEO of my country. Through 
my Roman Catholic faith, I believe all this has 

Right Honourable, Saulos Klaus Chilima

been possible due to God’s plan.

Nonetheless, I would say that professionally these 
high positions required that I mastered some 
leadership qualities at an early age. I believe I am 
one person who is able to figure out how to be 
effective in any market or work environment with 
nominal supervision. I have the ability to work 
beyond trouble shooting to analyse, resolve and 
settle technical, political and managerial issues.

BAC: There are many successful private sector 
leaders in Africa, and there are many successful 
public sector leaders in Africa; but not many 
who have succeeded in both public and private 
sector.

What is it about you that has made you succeed 
where others haven’t?

SKC: I wouldn’t say I am that special. There are 
great people out there that we learn from but I 
suppose it is my philosophy to life that has sometimes 
set me apart. I don’t subscribe to failure. Failure is 
not an option for me. I am also a risk taker. High 
risks for that matter. Personally, I believe that the 
higher the risk, the bigger the return. I am also 
very decisive when it comes to making decisions.

In addition, I do believe in people. I have been in 
mentorship programmes so I know a bit of people 
management and how to motivate people. I am 
also a hands-on person. I can get dirty and also 
sit in a boardroom.  In my previous life as CEO I 
had the competitive advantage of knowing and 
respecting the host culture and the work culture 
of multinationals cushioned with the corporate 
framework plus hands-on and entrepreneurial 
experience—that is being able to show my 
performance and value to others in order to capture 
mature market shares. 

BAC: What guiding principles define your 
leadership?

SKC: I believe leadership is not static. It is dynamic. 
You have to know in which terrain you are in and 
then be able to know what leadership philosophy 
is needed in that terrain. However, the guiding 
principles that I apply across the board are that:

In addition, I do believe 
in people. I have been in 

mentorship programmes 
so I know a bit of people 
management and how to 

motivate people. I am also 
a hands-on person. I can 

get dirty and also sit in a 
boardroom

It will be through the main pillars in the 
blue print which are Agriculture, 
Industrialisation and Urbanisation. We 
aspire to see happy Malawian citizens.
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• Failure is not an option. Take challenges as an 
 opportunity.
• I believe that skilled employees or the best 
 ones that we have in organisations are the 
 biggest competitive advantage between one 
 organisation and the other— therefore they 
 must be treated well. 
• The test of true leadership is that one must 
 have followers.  One must inspire first, to lead.
• Never sit on the fence as a leader. It is either 
 black or white. Leaders must not be afraid to 
 pronounce themselves.  Leaders must never 
 take a neutral stand – whether bad or good 
 but a leader must make a decision otherwise  
 it does not help for a leader to be what I would 
 call decisively indecisive. 
 
BAC: How have you grown as a leader in the 
last five years?

SKC: It is an interesting question considering 
that I am in the second term of my presidency 
with two different Presidents. For a fact, it is 
different from the private sector where the core 
functions include striking a balance between the 
aspirations of the shareholder and the business 
itself. Here on the other hand, it is about serving 
the people well and delivering on the process so 
that we 
have a happy people who can easily access public 
service delivery as well afford basic necessities 
to life. It is a huge responsibility; the kind of 
responsibility that must be served with honour 
and passion to help develop one’s country. 

BAC: What is the most memorable failure or 
mistake you’ve made as a leader and what did 
you learn about yourself through that experi-
ence?

SKC: Like I have repeatedly said, failure is not an 
option for me. Sometimes things do not come 
out as planned. I do not regard that as failure 
but an opportunity to start and strike again. But 

what I have learnt in politics is that you have 
to be very careful with your sense of humour 
because you serve several stakeholders and the 
interpretation or the decoding might be 
off-track sometimes.
 
BAC: What advice do you have for private 
sector leaders on how to better collaborate 
with public sector leaders and vice-versa?

SKC: It is important to understand that the business 
of government is to make policies for the private 
sector and other stakeholder groups to thrive. 
This leads to collaboration, a whole hearted 
collaboration between the government and the 
stakeholders. It is this collaboration that is crucial. 
Like they say that the private sector is the 
engine for economic growth, I dare add that 
the public sector is the oil for that engine to run 
smoothly. 

This alone calls for stronger collaboration 
between the public sector and the private sector 
to work models or synergies that can spur 
economic growth to benefit the people. 

BAC: Do you have a vision for Africa and if so, 
what is it?

SKC: This is a very loaded question. This one 
would require a whole session just to address 
this. However, if I were to put it in its simplistic 
form—we need an Africa that is moving; Africa 
that is shedding its colonial mind-set and be on 
the move. Yes, I subscribe to middle income 
aspirations for Africa but to achieve that we 
need to change the politics. Good politics make 
good economics. We need to change the 
glorification of our leaders. As Africans we know 
what we need to do to move forward so let us 
abandon what has not helped us over the years 
and make things happen.  

BAC: If you could change one thing about the 
typical leader, what would that be? 

SKC: The first thing to say is that, I believe leaders 
must inspire and be able to take the first 
bullet. When stepping on a war zone, they must 
be the first to step the foot, the last to take it off. 
I shared somewhere my love for a movie called 
“We Were Soldiers”.

There is a classic example of exceptional leadership 
qualities from Lieutenant Colonel Moore. As a 
leader he tells his soldiers that he cannot promise 
them that they will all return alive from the war 
but assures them one thing: that he will bring all 
of them home dead or alive and that he will be 
the first to step on the battle field and the last 
to step out. I think principle applies to all leaders 
not only political leaders. You have to be there 
as a leader. Lead from the front, centre and from 
the back. Be in control.

BAC: What’s your vision for Malawi?

SKC: I will start from the MW2063, our national 
development blue print which prescribes our 
plans for 2063 as an exit point. What we are saying 
in the document is that by the year 2030 we 
should have a lower middle income country. We 
have a plan to reach that desired state. It will be 
through the main pillars in the blue print which 
are Agriculture, Industrialisation and Urbanisation. 
We aspire to see happy Malawian citizens. A 
country where everything is working—from 
service delivery to opportunities.

BAC: What legacy would you like to leave?

SKC: All of us in life strive to leave a legacy. For 
me, if I would be happy to inspire a generation 
that nothing is fixed—that things were not made 
to be this way—that we should not surrender 
to the status quo but fight and work hard to 
change the course of our destiny, I would be 
the happiest person. Everything is possible if we 
put our mind to it. Therefore inspiring a generation 
to hold their destiny in their hands, creating a 
new way of life, doing things and thinking— that 
would be what I would aspire to leave as a legacy.

THANK YOU!

For a fact, it is different from the private 
sector where the core functions 

include striking a balance between the 
aspirations of the shareholder and the 

business itself....

...Therefore inspiring a generation to 
hold their destiny in their hands, 
creating a new way of life, doing things 
and thinking— that would be what I 
would aspire to leave as a legacy.
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“Listen to me, Mr Masina,” Carol said.

Carol glanced around and sneaked into her 
mother’s bedroom. The secretive mission 
accomplished, she gently shut the door and 
instantly rushed to her own bedroom. She 
latched the door and sat on the edge of her 
bed. She bought 1G of data bundle and started 
typing the name of the man she wanted on the 
search engine. A lot of personal websites 
appeared.

After an hour, she identified the man she wanted 
to meet on Twitter. In five minutes, she showered, 
put lotion on her body, and powdered her face. 
Red lipstick on her mouth, donning a white 
t-shirt and stretch blue jeans; she walked out of 
the front door. She did not bother to drink tea.

By the roadside, she climbed into the minibus. 
It dropped her at the bus stands. Carol walked 
to Kabul train station. On the window seat, she 
sat as the train rattled through the tunnel on 
its way to the Capital City. Half an hour later, 
she jumped off the train. Ten minutes later, she 
hopped from the tricycle at the Six Star Hotel. 

At the steel main hotel entrance; uniformed 
security guards checked the people that entered
the gate. Carol sneaked through the back 
door of the hotel. She glanced around. No one 
watched her; she convinced herself that no one 
looked at her. 

She jumped over the three-metre electrical 
fence. Gently she opened the back door and 
smuggled herself in. Carol followed the long 
hallway. That would lead her to the conference 
room, where she would meet the man she want-
ed. She tiptoed along the corridor. 

Carol squeezed herself behind the long hooped 
curtain. Voices approached. 

Voices faded, and she passed through the long 
passage. She trotted up the steps. It led her to 
another bushy carpeted corridor. 

She paused and rolled her eyes back. Then, she 
slipped through and went down to the rooms 
trying to reach the reception. When she arrived 
at the reception counter; she would confide her 
story to the receptionist. Surely, she would be 
understanding enough and pity her.  The 
receptionist would call the man he wanted to 
meet. He participated in the International 
Conference on Climate Change. 

Behind her, a door opened. She clicked on her 
footsteps on the tiles corridor and sped along 
through a stout door and into a warm, heavily 
scented room. She just clicked on her feet and 
was about to reach the reception.

“Hey! Stop! “A voice ordered. She turned. A 
uniformed guard shot unblinking eyes at her. 
“I have been tracking you the moment you 
jumped over the brick fence,” he said, standing 
just a few meters away. 

“No.” She protested, running heading to the 
other corridor.  “Stop or I...” The guard warned, 
raising his button stick. She rotated 90 degrees 
and ran for the front door. In a few steps, she 
reached it. Carol yanked at the door handle; it 
was locked.

“What the hell are you doing?” The guard shouted, 
grabbing her shoulders.

“Stop it, heartless man. Why do you abuse an 
innocent, beautiful girl? “A suited man shouted.

Carol jumped into the man’s hands, and he 
hugged her hard and kissed her forehead. The 
guard took a step back and observed the 
spectacle at a distance.

In the arms of the outsider, she kept an eye on 
the guard. His expression softened.

“What do you want baby? The stranger said. 
“I’m looking for my father,” she said.
“Who is your father?” The man asked.
“Adam Masina,” she said. 
He pushed her away. She stood between him 
and the guard. 

The man glared at the security guard.

Carol’s mother in an old diary; mother wrote. 
Your biological father is Adam Masina. The man 
you grew up calling him “father” is not your 
biological father. Your current father couldn’t 
make a baby because of a fatal car accident 
while a boy. We agreed to find a seed donor. 

Adam Masina was that donor. It was the nurse 
she befriended that named him though the 
hospital kept the names of the person who 
donated seeds under lock and key. She discovered 
the secret that her mother had kept since her 
first cry in the gynecological ward.

“Guard, get this crazy girl out of here. I have 
never given birth to any soul on earth.”

“You are my father. I can explain. Listen to me, 
Mr. Masina,” she said, dropping tears, but the 
security guard hauled her away.

THEHUNT

MYDUKU

OPEN LETTER TO

THE SECRETARY

BY WILLIAMSAOPA

BY LINDSAY KATCHIKA-JERE 

BY JOSEPH LOGA

My duku is a crown
It might not be shinny brown
Covered in rubies and diamonds
It might not match with my gown
Or make me the queen of the town
But it is a story that reminds me of who I am
Where I am coming from and where I should be

My duku is a shield
It is more than a covering for my hair
It is more than a symbol of wailing
It is more than a reminder of pain
It is an armor of the slaves that fought for our 
freedom
It is a protector of our stars that lie on our heads
It is a guard of the spirits of our great ancestors

My duku is strength
It is a reminder of how unbeatable we are
It is a wrapped story of the victory of the black 
nation
It is a map to encounter the valor of the black 
panther
This duku a charm that awakens us to greatness
It is a force that teaches us never to give up
It is a weapon of the legendary Wakanda army

My duku is beauty
It never weakened our magnificence as they 
did with the slave
Even as they covered the mistress, 
she still shined above all her toil
It complements the silky black skin
It brings out the lioness in all of us
It reminds us of the natural beauty of the inside
It raised me to find my innermost queen

Dear Madam,
Please, allow him to rest.     
  
The young man no longer gets asleep.
From the Boys Complex,
the way to Mabutu is no longer short.

Dear Madam,                                     
Please, allow him to rest.    
The young man has starved himself for long.  
                                                                           
He buys; a burger for you, 
and not even a pen for himself.

Dear Madam,                               
My plea is simple and easy to understand:
Please allow Him to rest!
Yours faithfully,

Concerned man.



C
lose your eyes for a moment; and imagine The Statue 
of Liberty on top of the Independence Arch; or a camel 
in the middle of Victoria Avenue in Blantyre. Visualize a 

bullet train speeding somewhere near Clock Tower, now envision 
Burj Al Arab Jumeirah in the Blantyre commercial business district.

These images may seem like a far stretch of the imagination, 
but they are some of creatives graphic designer Andrew 
Kamwendo produced for Standard Bank plc’s Visa Campaign.  

The designs by Kamwendo, highlighted just how easy 
and convenient the online shopping experience using a 
Standard Bank debit visa card could be. With just the click 
of a few buttons, one could shop from major brands and 
shopping destinations.

That campaign was in 2019, and that was just one of his 
highlights to his portfolio during that year.

In 2020, he was awarded the Creative/Graphic Designer of 
the Year accolade at the Marketers’ Annual Conference in 
Mangochi. At the same conference, the agency he works for, 
FD Communications won the Advertising Agency of the Year 
award. Kamwendo told The Marketer it felt good getting the 
award, although he feels he should have won it “a long time 
ago.”

He adds, “I don’t want to take all the credit here for work done 
for clients, at FD it is a team effort, ultimately a win for me, is a 
win for my agency FD Communications.”

He notes that out of the many exciting projects he has been 
part of, he fondly remembers the Timatere campaign FD 
Communications did with TNM in 2018 as the most exciting. 
He says: “at the time I was the head of the creative 

department, my role was more one of creative 
director on the projects. I saw ideas coming to 
life and getting recognized by awards at the end 
of the year.

Since then, I’ve seen success with yet another 
brand we work with, Standard Bank and through 
the years I have become accustomed to recognition 
from our work, thanks to a great team at FD 
Communications.

 Kamwendo  when asked what he feels is the 
role of a graphic designer in marketing, he 
repeats the famous line: “designers are not 
screwdrivers.”

“A creative designer, if taken through a proper 
process of briefing and allowed freedom to create, 
can give birth to great campaigns. A marketer 
carries the product and aspirations, the designer 
sees the vision and God fulfills.”

When asked about the current state of graphic 
designs, he feels stock images and other 

freebies have stifled the creative design.
“We have way too many templates 

getting approvals in our board-
rooms but very little work that’s 

authentic. We can do better and 
this has to start from marketing 
budgets,” he says.

Becoming a Graphic designer 
was not Kamwendo’s initial 
childhood dream. Like many 
kids in primary school, his 
dream was to become a 
pilot or a police officer. He 
pivoted from his aviation 
aspirations in school, 
when his love for science, 
specifically Physical Science 
birthed a dream to 
become an engineer.

“Besides admiring 
planes, I used to take 
time to draw them. 
I started drawing often 
until it became a hobby.”

In 2001, my brother Tony 
was a member of the 

Blantyre Arts Group.
Then in 2004, that is 

the year the graphic designer was born in him 
and Tony. During holidays, the two used to compete 
to come up with concepts which Tony presented 
to his clients.

We had plenty of success, that I forgot about flying 
and airplanes. As a graphic designer i’ve seen 
more advantages than disadvantages, I don’t regret 
my choice of career,” says the father of three.

Currently, Kamwendo is expanding his portfolio 
and honing his skills in animation and as an 
animator. His animation Farther, made it to the 
top ten finalists of the ‘We Art Water International 
Film Festival 2017/18 edition.’

His final words are simple but profound, 
“God is good.”

BY KONDWANI KAMIYALA

A creative designer if taken
through a proper process of 
briefing and allowed freedom 
to create can give birth to 
great campaigns. A maketer 
carries the product and 
aspirations, the designer 
sees the vision and God fufills.
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T
he Institute of Marketing in Malawi (IMM) on 
March 4 conducted a virtual training in digital 
marketing to equip marketers, student 

marketers and businesspersons with essential 
digital marketing skills.

Trainer Taffy Gotora, who is head of Digital 
Marketing at Barker McCormac Ogilvy in Zimbabwe 
and also teaches digital marketing at the Marketing 
Association of Zimbabwe, drilled local marketers 
on how to navigate the challenging times that 
companies are sailing through due to the 
Covid-19 pandemic.

 IMM public relations director George Damson 
said they invited Taffy because she has proven 
experience to help marketers take their business 
to the next level through digital marketing in this 
digital era that we are living in.

He said: “As IMM part of our mission is to make 
sure that marketers are equipped with the right 
information to thrive in the marketplace.”

Damson said the Covid-19 pandemic has brought 
with it new marketing dynamics that marketers 
need to embrace as digital becomes more 
dominant. 

“So this webinar helped our members and 
non-members to scale up their digital marketing,” 
he said. IMM member Daniel Ngwira said in 

this era, the power and value of the digital 
marketing platforms can never be overemphasized. 
He observed: “You’ll appreciate that with the 
Covid-19 pandemic impact, a lot of institutions, 
government and private sectors respectively 
have had to catch up with what flexible measures 
could be adopted to ensure businesses continue 
to operate, and the digital space has been 
overwhelmed with amazing solutions. 

“Customer service, marketing, sales and other 
operations have mostly thrived by the use of 
technology. So, this training was quite timely and 
I was very excited about it.” One of the IMM training 
organisers Cecilia Mussa, who is also Director 
of Income Generation said the webinar held via 
Zoom and covered among  others, areas such 
as content marketing, social media advertising, 
digital analytics and digital strategy.

IMM was instituted in 2020 after the transition 
from the Chartered Institute of Marketing 
(CIM)-Malawi.

DAMSON:
Covid-19 pandemic

has brought with it new
marketing dynamics
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Working from home has become a reality for many of us, swapping our daily 
commute to the office for tea on the sofa before work. With this new normal 
slowly taking root, using the internet for work, school, and entertainment is 
the order of the day. The sudden increase in our internet usage has compelled 
us to consider adjusting our internet budget which was primarily for enter-
tainment before Covid-19. Here are a few essential tips that I have discovered 
through working from home to help you make the most of your internet and 
save on data:

EricMATAKA: We need to master the art of 
using less data by optimising out data usage.

            Optimize data when using Microsoft Teams

a  Use the built-in Teams PowerPoint sharing 
 feature

If you are using Teams, it has a built-in PowerPoint 
sharing feature that displays your slides to the 
attendees using less data than sharing your screen 
or a window. The only downside to it is that it does 
not support presenter notes; therefore, you will 
need to write your notes somewhere else such as 
on notebook. The best thing about sharing in the 
app is you will use about 70 percent less data on 
your end as well as the recipients’ end.

b  Use Reading View to share slides

If you cannot use the built-in Teams PowerPoint 
feature then consider using PowerPoint Reading 
View to display your slides instead of full-screen 
slide show. Reading View allows you to make 
the PowerPoint window smaller and share just 
the window in the meeting platform. This will 
reduce the number of pixels, and the data, that 
needs to be sent for each new slide. A full HD 
screen at 1920 x 1080 resolution sends almost 
78 percent more pixels for each full screen 
refresh. The difference in quality of the display 
of your slides will not be noticeable but the data 
consumed will be less and the slides will display 
quicker for your attendees.

c  Eliminate animation effects, especially motion 
 effects

Animation effects cause the slide to change 
and this sends more data through the meeting 
platform. Animation effects with motion multiply 
that because they cause constant updating of 
the slide image. Think about every animation on 
each slide and if it is truly necessary.

d Jump to a slide instead of clicking through 
 many slides

If you want to move to a slide that is not the 
next slide and you do not have a simple link you 
can use, do not click through a number of slides 
to get to the one you want. 

Every new slide you race through will cause the 
full slide to be sent to the attendees without the 
extra data benefitting their understanding 
of your presentation. Use the slide thumbnail 
feature of Presenter View or the list of slides 
that is available in Reading View to move directly 
to the desired slide.
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e Optimise mobile data usage

To reduce the amount of data used in video 
calls and meetings on your mobile device, you 
can change a setting in the Teams mobile app 
to limit the amount of data used on your device. 
Teams will still provide a quality viewing 
experience while balancing the number of 
participants, bandwidth conditions, and other
factors. To change this setting, go to ‘settings’, 
then ‘data and storage’ and then ‘reduce data 
usage’. Select ‘cellular networks’ (for when you 
are using cellular data) or ‘always’ (for both 
cellular and Wi-Fi connections).

             If you like Netflix, watch offline

Here is the trick to watch your movies and series 
offline. When you find an unlimited connection 
or cheaper bundle such as Snapi bundles, you 
can connect and search for your movie or series 
on Netflix. Tap on the Downloads icon to see 
whether it can be downloaded, or filter by what 
is available for download. Not all titles are available 
for download. Downloaded TV shows and movies 
are available on the device that was used to 
download them and will expire after a period 
of time. Once you are done watching, delete 
downloads from your device.

             Explore affordable data bundles  

Data bundle has become almost a basic need. 
It is only ideal to explore data bundle deals that 
network providers are offering to maximize 
value for money. For example, some network 
providers are offering 2-hour Snapi bundles 
whereby you get as much as 4GB for K750 
kwacha only, that is way cheaper compared to 
normal bundles. 

For those back-to-back meetings, football live 
games or downloads, this works perfect. I 
normally have my data plan for the month on 
one device and have an extra device that 
supports long meetings for 2 hours with just 
K750. This way my bundle lasts till the end of 
the month. 

      Schedule your download/stream movies 
      and songs till the end of the month

I normally do not download any new movies, 
series and music till when my data plans are 
about to expire, and I have much more data 
than I can normally use. If you like using 
torrents, then this works perfect as you simply 
pause and restart your downloads. Also use 
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      Use data monitoring tools

If you use MiFi or routers, they typically include 
a desktop app that provides you with a lot of 
tools to see how devices around your home are 
using data. This is a great place to start because 
it allows you to narrow down what devices are 
responsible for the most data use, and what new 
habits can curtail that issue (take note of 
YouTube, Tik Tok and Netflix). These data 
management apps allow you to see how long a 
device is connected, how much data they are 
using and you are able to restrict activity.

Conclusion
In these hard times of the Covid-19 pandemic, 
money is hard to come by and yet an Internet 
bundle is no longer a luxury. Working from home 
has only amplified the need for Internet data. As 
we balance the cost-benefit to our data plan, it 
is the right time to consider these tips to harvest 
value for money and achieve more for less in 
cushioning our working from home.

We need to master the art of using less data by 
optimising out data usage. Download and watching 
movies and related material offline rather than 
live streaming is another option. Furthermore, 
joining the bandwagon of the stingy men in 
always exploring the cheapest data bundle 
offers on the land that suits your lifestyle and 
work demands might not be so stingy after all, 
but rather smart. 

Additionally, waiting until your data bundles 
are about to expire and exhausting the 
remaining volume to download everything 

you have wanted will also help you minimise 
wastage. Finally, start monitoring and 

controlling the devices that are 
eating up much of your Internet 

data and always make sure to 
completely exit all the web 
pages you are not currently 
browsing.

applications like internet download manager to 
manage your downloads.

     Adjust work hours and stagger data 
            usage

Before the Covid-19, the so-called “internet rush 
hour” was between 7pm and 11pm when people 
typically streamed movies and videos, browsed 
social media, and surfed the web. But like many 
habits, Covid-19 has skewed that data, and internet 
traffic is likely to be busy throughout the day.

Taking advantage of low-cost data bundles by 
TNM and Airtel that costs almost half the  price 
at night, you may choose to start your day a bit 
earlier than you may have done before the 
pandemic or scheduling some work in the 
evenings if that works. It may be counterproductive 
to work extremely odd hours–overnight, for 
example, unless that suits your lifestyle and job 
demands.

          Exit webpages when you are finished 
       with them

Today’s webpages often have auto play videos, 
ads, or GIFs that will continue to play  on loops 
or for an extended period of time—as long as the 
webpage is left open. If you have the habit 
of leaving multiple tabs open, work on shutting 
down every webpage you no longer need 
instead of waiting to shut them down all at once. 
This will help with any background browser ac-
tivity that could be eating into your data.
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M
arketing is big business, something WIDDEY 
NSONA, co-founder and marketing and 
sales director of Marketing Minds Consultants, 

knows all about. His start-up, launched last year 
[June 2020], wants to empower businesses and 
organisations to grow and become more profitable 
by using marketing as a tool. Our IMM Writer Kondwani 
Kamiyala caught up with him to share more about 
the vision of Marketing Minds: 

First, tell us about yourself.

I am a chartered marketer [CIM UK] with more 
than ten years of experience in the beverage and 
financial services industry. I have worked for First 
Capital Bank [FCB] as marketing manager, Castel 
Malawi as senior brands manager for Alcoholic
-Beverages and now the marketing and sales 
director at Marketing Minds. I have managed reputable 
brands such as Carlsberg, Malawi Gin, Castel Beer 
and FCB, just to mention a few.

In terms of my academic background, I graduated 
from Chancellor College with a Bachelor’s Degree 

in Humanities with Credit, earned a Postgraduate
—Diploma CIM [UK] at the Polytechnic Management 
Development Centre and I am currently studying 
my Masters in Business Administration at Malawi 
Institute of Management.

I am passionate about marketing and have 
transformed and made an impact on each brand 
that I have managed. I have won several awards 
during my marketing career.

What does your company do?

Marketing Minds is a consultancy firm run by 
Unkhankhu Ng’oma, who is the co-founder and 
managing director, Themba Nyirenda, who serves 
as the digital marketing and creative director and 
myself. 

We provide various services, including business 
and marketing consultancy, trainings [customer 
service and sales among others], research, strategy 
workshops, website development, graphic design, 
social media management, brand management, 

MARKETING MINDS
FOR PROFITABLE SMEs

Our vision is to provide value and contribute 
to the growth of businesses and society at 
large through innovative ideas. Our mission 
is to enable businesses to grow by using our 
effective marketing services, innovative ideas 
and make sure that we satisfy our customers 
by offering convenience, fun and value in our 
services.
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radio and TV advert production.

Marketing Minds has also been carrying out free 
trainings seminars called ‘Marketing 101 for SMEs’ 
through which we have been training SMEs on how 
to develop marketing strategies, how to use the 7Ps 
of marketing in their business and customer service 
as they have to hold on to their customers once the 
acquire them. 

We have conducted these trainings in Blantyre and 
Lilongwe and Mzuzu. This is just a preamble to more 
free trainings to come for small and medium enterprises 
[SMEs] in marketing related areas as we saw a gap 
in this important gap. 

In addition, we have also conducted free Business 
Clinic sessions with various SMEs. These are one-
on-one sessions that enable us to understand 
challenges SMEs are facing with their business and 
we assisted them by providing them with guidance 
and relevant insights to help them make their 
businesses more profitable.

What inspired your team to start this company?

The Marketing Minds team is passionate about 
marketing and wants to contribute to the Malawian
economy by helping brands grow through the use 
of innovative ideas and imparting relevant marketing 
knowledge through a series of trainings. It is general 
knowledge that SMEs are the engine for economic 
growth. 

trainings.  Our dream, with the right support, is to 
carry out free trainings on Marketing for SMEs in 
all the 
districts across the country. So far, we have trained 
close to 500 SMEs.

What gives you the most satisfaction doing what 
you are doing with Marketing Minds?

The utmost satisfaction is when we get feedback 
from the SMEs and firms alike that they are changing 
and becoming better after the workshops. As 
Marketing Minds, we live and we breathe Marketing. 
Therefore, to be in a position to practice marketing 
and also impart marketing knowledge to others 
gives us the greatest satisfaction.

What’s the biggest piece of advice you can give 
to others looking to start-up?

My advice is to start something you are passionate
about. Having a start-up is not easy, so they 
should work hard and persevere. Do not be afraid 
to collaborate. Be willing to take risks and always 
do research to make informed decisions on your 
business.  

Finally, how can people contact you?

We can be contacted on 0999 391 633 or 0999 69 
08 72, mmconsultants.mw@gmail.com and they 
can follow us on our Facebook page Marketing 
Minds Consultants for more information about us.

Our vision is to provide value and contribute to the 
growth of businesses and society at large through 
innovative ideas. Our mission is to enable businesses 
to grow by using our effective marketing services, 
innovative ideas and make sure that we satisfy our 
customers by offering convenience, fun and value 
in our services.

Why should anyone use your services or product?

Marketing Minds comprises a team of experts that 
are willing to go over and beyond just to meet the 
needs of our customers. We provide tailor made 
solutions for different businesses and the quality of 
our services speaks for itself though the impact we 
have had on different businesses.

Tell us a little about your team.

The managing director, Unkhankhu Ng’oma is a 
holder of an MBA from Esami and is a chartered 
marketer with over 10 years of experience in 
marketing. He is a consultant in agri-products, 
health insurance and business management in 
general. He has taught Marketing at the University 
of Malawi [The Polytechnic], Malawi College of 
Accountancy (MCA), Exploits University and 
Malawi Institute of Management (MIM) for over s
even years and thus possesses both the theoretical 
knowledge and the practical marketing experience 
as he has also worked for Medical Aids Society of 
Malawi (MASM), Hallmark and Central East African 
Railways (CEAR), among others, in frontline 

marketing managerial positions. 

The digital marketing and creative director, Themba 
Nyirenda is a digital marketer with over five years 
of experience in digital marketing and data 
analytics. One of his major assignments was 
sentiment analysis on social media data which 
involved data mining, analysis and providing 
meaningful insights for various brands in Nairobi 
and Kenya. He also specialises in graphic and video 
editing. He is currently consulting on projects for 
organizations such as Medhealth, Malaria Alert 
Centre and Icemr.

Share a little about your entrepreneurial journey. 
The journey has been exciting so far and we have 
learnt a lot from the experience. The journey has 
made us realise that the sky is the limit and as long 
as you work hard and persevere, you can achieve 
anything. Business has, however, not been easy 
during this Covid-19 pandemic as a lot of organisations 
have cut down on spending to mitigate the impact 
it has had on their business. Despite this challenge, 
we are positive and optimistic about the future. 

What are your future plans and aspirations for 
your company?

The future plans and aspirations are to grow the 
Marketing Minds brand as one of the best consultancy 
firms in Malawi. Our dream is to work with multiple 
small to large organisations across the country.
Marketing Minds will also continue to train SMEs 
and organisations that are in need of tailor-made 
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W
e have all fallen short in some area in an 
interview at some point especially the 
first few interviews in our career. Interviews 

themselves are part of the learning process and so 
one cannot master them by reading alone. 
Paradoxically, the more interviews one attends 
without securing a job, the more it can be 
psychologically traumatising and reduce 
confidence. One needs to be a little resourceful to 
find means of understanding how they performed 
in the last interview.  Unfortunately, very few 
companies will bounce negative feedback on 
performance leaving very little room for any 
knowledge performance, unless if it was extraordinary.

This being the case, chances are high that you 
may linger in making certain mistakes in future 
interviews unknowingly. Your best ammunition is 
therefore getting to recognizing what most employers 

are looking in candidates and this article aims to 
serve that purpose. 

Whereas most employers are looking at the qualification 
fit as priority, the overall impression you project 
throughout the various tools used in the recruitment 
process is golden. While some candidates are on 
top of their game, many others are unaware of all 
prerequisites to use in order to engender a lasting 
impression.

Here are some of the areas we view as being critical 
for overall good interview performance:

Curriculum Vitae
The first impression of any job applicant is obtainable
through their CV. As a preliminary phase, the basic 
information that every employer is looking for 
should be included, more is better than less. These 

include name, gender, age, marital status, location, 
religion. More and more students are including 
pictures in their resumes. This is a critical component 
for jobs that emphasizes on a pleasant personality 
and a plus when you one. Always include references. 

Most people who 
have had issues with 
employers will leave 
out referees. It is better 
that you handle this 
information openly
to change future 
prospects than hiding 
information. Remember 
that most employers 
will do reference 
checks. Ensure that 
you have your spellings 
and wording correctly.

Grooming
It is imperative that 
you look your best 
for the interview. In 
commercial 
jobs and environment, 
the implication is 
that one can only 
take of clients and 
their needs when 
they firstly take care 
of themselves. Make 
sure your clothes are 
sparkling and well 
pressed. Dressing for 
interviews should be 
formal. For men a tie 
is the minimum.

Sitting down
You don’t have to 
stand aside if you 
have not been 
offered a seat. These 

are mannerisms that 
don’t come across all people in our society. If you 
have not been offered a seat, the best is to ask 
if you may take a seat. It validates that you have 
manners and take to heart issues of business 
etiquette

Fear or discomfort
Even most experienced people will have some 
level of fear. Take a big breath and drink some 
water if it has been provided. Most interviewers 
will actually aim to put in you in a hot seat to give 
you pressure. When you succumb, you have not 
completely lost as long as you keep it at a 
manageable level to talk freely.

Eye contact
Ensure that you have level eye contact with the 
person you are talking to but also with all other 
members of the panel focusing more time on the 

person you are currently addressing. This is 
important because you are also looking for signs 
of approval or discomfort or disapproval in from 
the interviewers. This allows you to adjust accordingly.

Smile
This is one way of removing tension from your face 
and demonstrating some boldness or comfort. 
It will make you more at ease of the panel smiles 
back at you. Besides, in commercial jobs a smile is 
part of the communication skills the panel is looking 
for.

Answering questions
Ensure you understand all questions. Ask if you 
did not understand. It is better than wasting your 
energy explaining a wrong answer. Don’t waste 
time explaining things you don’t know. If you don’t 
know just accept and confirm as such. Often, we 
make the mistake of giving too much when we are 
not sure about the answer. 

Information about the company (Mission/Vision/
Values/Products, Competition and Industry)
Make sure you get on the internet, call or contact 
others who may have relevant information about 
the position at hand and or the company.
Failure to answer questions relating to the above 
will reduce your overall impression. 

Progression in speaking
Be in the habit of explaining things in progression 
of occurrence as in a process of selling for example 
starting with prospecting as the first stage and the 
last stage. It demonstrates that you understand 
and that you are in control.

Offer of a drink, tea, coffee or water 
Do accept, it is good manners and shows you are 
comfortable. At least water. It will also help you to 
settle.

Ask questions
Prepare to ask some questions other than when 
is the person needed. Ask about the critical issues 
around company noted in the media for example 
as well performance among others. It shows you 
are interested in the company, following on issues 
but also understand that performance is the 
ultimate goal. 

Suggestions for the company
During the question time, you make suggestions 
or give feedback regarding a product or service 
but refrain from commenting on radicle issues on 
which you may not have a position or information. 
Avoid any demeaning comments such as you 
need to move out of this to better premises.  

Michael Khomani is a General Manager for Rayon 
Agencies, a firm that offers several business 
portfolios including business development, graphic 
designing, out-door advertising, commercial training 
and recruitment.

TIPS FOR INTERVIEWS
FOR COMMERCIAL JOBS
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Across
1.  Attain recognition (4,4,4)
 9Off-the-cuff remark (2-3)
10 North American bison (7)
11 Stylish enthusiasm (4)
12 Veteran, one expected to 7 (3,5)
14 Abhorrence (6)
15 Military greeting (6)
18 Predator (8)
20 Therefore (4)
22 Divorce (5,2)
23 Without others being involved (5)
24 Failure to act with prudence (12) 

Down
2 Eat salt (anag) — if nothing else (2,5)
3 Island of Napoleon’s first exile (4)
4 Of marriageable age (6)
5 Use persuasive flattery (4-4)
6 Old saying (5)
7 Understand normal procedures 
 (4,3,5)
8 Confront the consequences of 
 one’s actions (4,3,5)
13 Confutation (8)
16 Displaces — or put so (anag) (7)
17 Lures (6)
19 Potentate (5)
21 Futile (4)

CROSSWORD PUZZLE—15000

here
are the
answers

Source: The Guaradian
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VISIT YOUR 
ONE-STOP-SHOP

WITH MY AIRTEL APP

And e

Download My Airtel App on:

Using the App Is FREE. Ensure mobile data settings are ON. 


