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The pessimist sees 
difficulty in every 
opportunity. The 

optimist sees 
opportunity in every 

difficult 
-Winston Churchill. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ALWAYS DO CAREFUL RESEARCH 

BusinessLink magazine is designed to 

educate and provide general 

information as well as to stimulate 

readers’ thinking. While every care is 

taken to ensure that information in this 

magazine is correct, we advise readers 

to consult their professional advisors 

when making business decisions. The 

magazine is distributed on the 

understanding that the publisher is not 

rendering legal or financial advice and 

readers use the information herein at 

their own risk. 

BUSINESSLINK  
                                 MAGAZINE 

 

BusinessLink, the magazine for 

growing companies, delivers real 

solutions for today’s innovative 

business builders. It gives advice, 

tools and resources to CEOs and 

owners of small-to-midsize 

companies as well as new 

entrepreneurs that help accelerate 

their growth.  
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 Completely revised in 2014, the 3rd Edition of Business Planning 

Simplified is now available, in both hard and soft copy. Special price in 
October: $19.95 for hard copy and $9.95 for soft copy. (There after 
$24.95 and $14.95 respectively). Get your copy at our Merchant House 
offices, Robson Manyika and 2nd Street , Harare or call 0777 774 007 
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BUSINESS BRIEFS 

99 year leases 
now bankable 

 
 (Herald) The 99-year leases 

issued to new farmers will be 
accepted by banks as collateral 
following amendments made by the 
Government and the Bankers’ 
Association of Zimbabwe, with the 
changes to be approved by Cabinet 
before the end of this month.  

The development means new 
farmers can benefit from funding 
by financial institutions for the 
2014-15 agricultural season. Most 
banks have in the past demanded 
collateral in the form of immovable 
assets, a prerequisite most farmer’s 
lack, arguing that the 99-year leases 
were not clear enough on land 
tenure.  

Lands and Rural Resettlement 
Minister Douglas Mombeshora said 
Government had agreed to amend 
some sections of the 99-year leases 
to suit the requirements of the 
financial institutions.  

Mombeshora said by the end of 
this month, all could be in place for 
farmers to borrow money from 
financial institutions using the 99-
year leases as collateral. 
 

Zimbabwe 2014 
manufacturing 
sector capacity 
utilisation goes 
down 

 
(ZNCC)– THE Zimbabwe 

manufacturing sector capacity 
utilisation fell to an average of 
36.3% down from 39.6% 
representing a 3.3% slide from the 
2013 level. The 2014 weighted 
capacity utilisation Index rose to 
36.5% up from the 2013 level of 
36.1% buoyed by the growth in the 
tobacco and the beverages sectors. 

According to the CZI annual 
State of the manufacturing Sector 
Survey 2014 launched this month, 
the manufacturing industry is still 
encountering challenges like in the 
previous years. 

Some of the challenges facing the 
manufacturing industry cited in the 
survey include, antiquated 
machinery, cost of doing business, 
myriad of regulatory requirements, 
high cost of borrowing, weak 
domestic demand, high 
unemployment, widening trade 
deficit, weakening of the rand to 
the United States Dollar, unreliable 
supply of utilities. 

The country’s manufacturing 
sector operated at capacity levels 
around 80% in 1996 and recorded 
the lowest capacity utilisation in 
2008. 
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Local is not so 
lekker 

 

 

(Sunday Mail) Zimbabwe’s top 

five supermarkets Ok, TM, Pick n 

Pay, Spar and Food World are 

reluctant to allocate more shelf 

space to local goods as they have 

reservations on their quality, 

efficiency and standards.  

In the six months to June local 

companies shelled out more than 

$400 mln on foreign groceries, 

mostly from South Africa.  

Retailers however say while they 

are willing to work with local 

product first, some were unreliable, 

inconsistent and thus attracted 

little consumer interest either 

through poor quality or 

unattractive packaging. Retailers 

also say they need to be sure there 

is enough capacity in local 

companies. 

Africa's richest 
woman to expand 
banking empire to 
Namibia 

 
Pic: Forbes 
 
Africa's richest woman, Angolan 

Isabel dos Santos, is set to spread 
her banking empire into 
neigbouring Namibia, after a 
banking licence was approved by 
the country's central bank. 
  Bank BIC Namibia Limited is a 
subsidiary of Angolan Bank Banco 
BIC, which is 42.5-percent owned 
by Africa's first woman billionaire, 
the daughter of Angolan President 
Jose Eduardo dos Santos. 

 Isabel dos Santos, is reported by 
Forbes to be worth $3 billion. 
  Angolan Bank Banco BIC is one of 
Angola's biggest banks, with an 
estimated 200 branches across the 
country. 
 Portuguese newspaper, Publico 
reported last week that Isabel dos 
Santos had increased her stake in 
Angolan Bank Banco BIC by 25 
percent to 42.5 percent. 
 Namibia's banking sector is 
currently dominated by South 
African three subsidiaries First 
National Bank, Standard Bank, 
Nedbank, as well as Bank 
Windhoek. 
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Why not 

always us? 
 

 

 

 

We 
have 

heard about Bill Gates. How he 
started, in The Poker Room in 
Currier House at Harvard 
University, the software 
company Microsoft, which went 
on to dominate the computer 
industry and made him billions 
of dollars.   

Or about Michael Dell, who 
started the computer company, 
Dell Inc, which is one of the 
largest technology corporations 
in the world, employing more 
than 130,000 people worldwide. 

From Africa we have heard of 
but a few young entrepreneurs 
who have created  innovative and 
world changing projects. Mark 
Shuttleworth, for example, who 
developed digital security 
certificates in 1995 and sold his 
company to Verisign for US$575 
million in December 1995.  

But now the entrepreneurial 
spirit is hitting full-time, with 
young people from all across the 

continent venturing into various 
innovative projects. 

The African Leadership 
Academy recently announced the 
finalists in their Anzisha Prize 
for young entrepreneurs in 
Africa. It is an interesting mix of 
young people aged between 15 
and 22 who have started 
innovative ventures in a diverse 
range of economic sectors 
including energy, health care, 
tourism and hospitality. Read 
the full list on page 31 in this 
magazine.  

Although I am sad that no 
Zimbabwean youth appears 
among the Anzisha finalists, we 
do have some young 
entrepreneurs dreaming big. Our 
cover article is about the 
Avelgood Apps, founded by a 
Bulawayo entrepreneur who is 
aiming at the global market.  

Let’s keep up with the spirit 
and support our youths. Soon we 
shall see miracles. 

 

Please share your thoughts on 
Twitter @BizLinkMagazine 

 

Phillip Chichoni- 

Publisher 
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At BusinessLink we believe in winning. And we want to celebrate those entrepreneurs who 

are winning in this tough economic environment by growing their businesses and catapulting 
the economy forward.  

We believe everyone in business will learn something from these extraordinary men and 
women as we engage together in interactive discussions.  

Price guide:  $70 per person, Silver Club subscribers $50, early bird discount of $10 applies 
for those who pay by 7 November 2014. Price covers conference, all meals andhandouts. 

 
More details available at http://smebusinesslink.com 
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Take the 

Challenge! 
By Milton Kamwendo 

 
It is the rare 
meeting where 
they are not the 
actual problem. 
They do not 
understand. They 
are insensitive. 

They are the reason why we are 
where we are. They should 
change, be shuffled or replaced. 
They should know better but they 
in fact do not and cannot. They 
have one eye and no ears and do 
not think. They are unfair, lost 
and unfortunate. They deserve 
nothing. They carry all the blame 
and God knows. The list goes on 
and on and you already can guess 
who they are. To spare you any 
further agony, these people that 
are being talked about, that are 
always talked about and that will 
continue to be talked about are a 
special specie that exits 
everywhere, in every class of life 
and are generally called “leaders.”  

We love to talk about them and 
blame them  for everything that 
they have done and/or failed to 
do. We think that leaders are the 
popular and mythical South 
African traditional medicine 
called, “makhonatsohle” which 
cures everything in one dose like 

our own local bitter “sihaqa” that 
my father always used to keep by 
his bedside. Alas, while we point 
fingers we forget that we also lead 
something here or there and we 
are also to blame. Whatever we 
blame we empower to control our 
lives and determine our misery. 

 

It is a tough call to be a 
leader. Leaders make 
things happen and 
influence. Instead of 
dreaming or blaming, 
leaders, wherever you find 
them, whatever their 
station, choose to serve 
and make a difference 
where they are.  
 

 
It is a tough call to be a leader. 

Leaders make things happen and 
influence. Instead of dreaming or 
blaming, leaders, wherever they 
are, whatever their station, choose 
to serve and make a difference 
where they are.  

The call of leadership is open to 
anyone who chooses to accept it 
and quit being a victim. Thinking, 
talking and behaving like a victim 
never took anyone anywhere. 
Many would rather shun the call 
of responsibility, incessantly 
complain and timidly blame, than 
take the heat and do what they 
must to make a difference.  
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“the challenge of 
leadership is to be 
strong but not rude; be 
kind, but not weak; be 
bold, but not a bully; be 
humble, but not timid;” 

 
Jim Rohn once said that the 

challenge of leadership is to be 
strong but not rude; be kind, but 
not weak; be bold, but not a bully; 
be humble, but not timid; be 
proud, but not arrogant; have 
humour, but without folly. He was 
right. Anyone can call out names, 
rant and blame.  

Blaming and its cousin 
complaining are not creativity nor 
innovation. 

It is the rare person who is 
willing to stand up, take 
responsibility and do what must 
be done.  

The ultimate litmus test of 
greatness is not the speed or 
amplitude of blame, or the 
statistics of those that bear blame 
but where one stands in the face 
of challenge and adversity. Choose 
to lead from wherever you find 
yourself. Take responsibility and 
make a difference. Do not sit to 
judge those who are failing to 
clean their village when you are 
too lazy to make your own bed.  

Stand up and be counted. Quit 
complaining and start doing. Your 
lone actions make a difference 
even if no one comes to pat you on 
your back and say well done. 

Committed to your greatness. 
 
Milton 

Kamwendo 
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Avelgood apps 

targets the global 

market 
 

By Phil Chichoni 

 

Avelgood Apps is pushing the frontiers of what people can do with 
their mobile devices. It is  delivering extraordinary user experiences 
through innovative technologies in audio recognition, measurement and 
lighting apps. 

Avelgood Apps has several mobile phone apps on various platforms 
including Windows Phone, Nokia Asha and S40 and Symbian.  

Image courtesy of  www.avelgood.com 
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Two of Avelgood’s popular apps 
 

 
IntelliTools: Nokia Asha app 

with Torch, Spirit Level, Ruler, 
Protractor 

IntelliTools is a suite of several 
useful measurement tools. This 
"jack of all tools" transforms your 
Nokia Asha into a handyman's 
toolbox you can carry wherever.  

 
Lumina Flashlight Torch – 

Flashlight for Nokia Asha & 
Windows Phone 

Download Lumina Flashlight 
Torch and it will turn your 
Windows Phone or Nokia Asha 
device into a brilliant light source 
at that critical moment when you 
find yourself in the dark.  
 

 

Some of the  apps have won international awards and others have 
clocked millions of downloads individually. 

 
The Bulawayo, Zimbabwe,  based company is now aiming at the global 

market of bird lovers with the Twiggle birds, which is a field guide for 
identifying bird songs.  

Twigle can record a bird singing and identify it in seconds. You can 
also identify birds by manually entering the bird’s features. Twigle is 
available to download for free on the Apple App Store and Windows 
Phone Store. 

Through Twigle  users record a few seconds of the birds’ singing and 
the app returns a list naming the bird and the closest matches. This 
process requires an internet connection and is helpful when you can only 
hear the bird singing but cannot see it. 

Twigle also allows for visual identification of birds. Physical features 
such as feather colours, size and habitat can be used to find a list of birds 
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that match these specific characteristics. Information on these features is 
available on a database which is part of the application and the device. 
This allows for identification of birds when offline. 

Other features that come with application include name search by 
English and Scientific name or family and sharing of identified birds on 
popular social media. A user can also keep a bird journal on the 
application which offers a record of sightings such as date, time and 
location under a specific bird’s page. 

The application has recently been made available to Apple users 
following its release on iOS. With thousands of downloads on the 
Windows Phone Store thanks to a solid bird watching audience 
particularly in the northern hemisphere, Avelgood has decided to 
accommodate iPhone and iPad users with the iOS version and an 
Android version which will be released in December this year. 

The Twigle app uses a bird’s singing to identify its species in a manner 
similar to music recognition applications like Shazam and SoundHound. 
For avid bird watchers it has been viewed as a useful application in cases 
where you can hear the bird but can’t see it. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Image credit: techzim.co.zw 
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The Twigle app also caters for visual identification with a database and 
search feature that narrows down bird species according to features like 
feathers and habitat. 

This move to iOS comes as Avelgood sets out to present Twigle to 
wider bird watching audience that extends beyond the Zimbabwean 
market. The iOS app has specifics for the EU and the North American 
market where bird watching commands a greater following. 

Avelgood is currently working on improving the audio recognition 
accuracy of the Twigle app. As such the tech startup has launched an 
Indiegogo crowd funding campaign to raise funds that will be channeled 
towards this. It is also listed on Ventures for Africa. 

The target for the crowd funding campaign is $160,000. The funds are 
meant to pay for developer talent that will work on increasing the 
accuracy of the audio processing software, the acquisition of high quality 
bird songs recordings and calls used in system training and getting 
licences for other algorithms that can be added to improve the ones 
currently used for the Twigle app. 

The objective is to give the Twigle app an audio accuracy that gives the 
correct bird in the top three results 90% of the time. Presently the Twigle 
app is able to put the correct bird in the top 10 for the fifty most common 
birds. 

 
The man behind Avelgood 

 
Photo credit: www.vc4africa.biz 
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Gift Gana describes himself as an entrepreneur with a passion for 
innovation and developing cutting edge solutions in the mobile app 

space. He founded Avelgood in 2008, just a year after his first degree 
from the Bulawayo based National University of Science and 

Technology, where he completed a Bachelor of Science (BSc) in Applied 
Physics (2002-2006). 

Gift has expertise in the areas of Engineering and IT product 
development. Avelgood started publishing apps in 2012 that now have a 
total of over 9 million downloads. 

Gift is a co-founder of Football Zone, a leading football content 
provider in Zimbabwe.  The company operates a website, 
www.soccer24.co.zw, which focuses on the Zimbabwean Premier Soccer 
League. It has over 100,000 Facebook fans and it also provides football 
updates via SMS. The firm, which he founded together with Thierry 
Godwin, won second place in the ZOL Jumpstart Challenge in September 
2012.Recently he won another award in the Opera Top Apps for 2013. 

The future is looking bright for Gift, and we wish him all the best in his 
funding quests. 

 
(Sources: avelgood.com, techzim.co.zw, vc4africa.biz) 
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_ 

Swot up your 

strategy for 2015 
 

By Phillip Chichoni 
 
This should be the time of the year when business owners and 

management sit down and map a strategy for their business for the 
coming year. 

Yes 2014 has been a tough year. You can prepare for 2015’s challenges 
by using SWOT analysis to develop a strategic plan for survival and 
growth in the coming period. 

S 
 

W 

O 
 

T 
 
SWOT analysis as a Strategic planning tool for growing an 

existing business 
SWOT stand for Strengths, Weaknesses, Opportunities and Threats.  
An established business working on its annual business plan will find 

SWOT analysis very useful. 
SWOT analysis looks at your strengths and weaknesses, and the 

opportunities and threats your business faces. By focusing on the key 
factors affecting your business, now and in the future, a SWOT analysis 
provides a clear basis for examining your business performance and 
prospects. 
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Strengths 
Your strengths are usually easy to identify, through your continuing 

dialogue with customers and suppliers. Your records (eg sales) will also 
help to indicate areas where you are particularly strong (eg rising sales 
for a particular product). For most businesses, strengths will fall into four 
distinct categories. 

 
a) Sound finances may give you advantages over your competitors. 

Important factors might include: 

• Positive cash flow 
• Growing turnover and profitability 

• Skilled financial management, good credit control and few bad 
debts 

• A strong balance sheet 

• Access to extensive credit, a strong credit rating, and a good 
relationship with the bank and other sources of finance. 

 
b) Marketing may be the key to your success. 

For example, your business may enjoy: 

• Market leadership in a profitable niche 

• A good reputation and a strong brand name 

• An established customer base 
• A strong product range 

• Effective research and development, use of design and innovation 

• A skilled salesforce 

• Thorough after sales service 

• Protected intellectual property (eg registered designs, patented 
products). 

 
 
Management and personnel skills and systems may provide 

equally important underpinnings for success. These may include factors 
such as: 
c) Management strength in depth. 

• The ability to make quick decisions 

• Skilled employees, successful recruitment, and effective training 
and development 

• Good motivation and morale 

• Efficient administration. 
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d) Strengths in production may include the right premises and plant, 

and good sources of materials or sub-assemblies. You may benefit 
from: 

• Modern, low-cost production facilities 

• Spare production capacity 

• A good location 

• Effective purchasing and 
good relationships with 
suppliers. 

 

Be aware that strengths are 
not always what they seem. 
Strengths may imply 
weaknesses (for example, 
market leaders are often 
complacent and bureaucratic) 
and often imply threats (for 
example, your star salesman may be a strength — until he resigns). 
 

Weaknesses 
Your weaknesses are often known but ignored. A SWOT analysis 

should be the starting point for tackling underperformance in your 
business . 

 
a) Poor financial management may result in situations where: 

• Insufficient funds are available for investment in new plant or 
product development 

• All available security, including personal assets and guarantees, is 
already pledged for existing borrowings 

• Poor credit control leads to unpredictable cashflow. 
 

b) Lack of marketing focus may lead to: 
• Unresponsive attitudes to customer requirements 

• A limited or outdated product range 

• Complacency and a failure to innovate 

• Over-reliance on a few customers. 
 

c) Management and personnel weaknesses are often hard to 
recognise, except with hindsight. Familiar examples are: 
• Failure to delegate and train successors 

Be aware that strengths are not 
always what they seem. Strengths 

may imply weaknesses (for 
example, market leaders are often 
complacent and bureaucratic) and 
often imply threats (for example, 

your star salesman may be a 
strength — until he resigns). 
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• Expertise and control locked up in a few key personnel 

• Inability to take outside advice 

• High staff turnover. 
 

d) Inefficient production, premises and plant can undermine any 
business, however hard people work. 

Typical problems include: 

• Poor location and shabby premises 

• Outdated equipment, high cost production and low productivity 

• Long leases tying the business to unsuitable premises or equipment. 
• Inefficient processes. 
 
Opportunities 
External changes provide opportunities that well managed businesses 

can turn to  their advantage. 
 
a) Changes involving organisations and  individuals which directly 

affect your business may open up completely new possibilities. For 
example: 

• Deterioration in a competitor’s performance, or the insolvency of a 
competitor. 

• Improved access to potential new customers and markets (eg 
overseas). 

• Increased sales to existing customers, or new leads gained through 
them. 

• The development of new distribution channels (eg the Internet). 

• Improved supply arrangements, such as just-in-time supply or 
outsourcing noncore activities. 

• The opportunity to recruit a key employee from a competitor. 

• The introduction of financial backers who are keen to fund expansion. 
 
b) The broader business environment may shift in your favour. 

This may be caused by: 

• Political, legislative or regulatory change. For example, a change in 
legislation that requires customers to purchase a product. 

• Economic trends. For example, falling interest rates reducing the cost 
of capital. 

• Social developments. For example, demographic changes or changing 
consumer requirements leading to an increase in demand for your 
products. 
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• New technology. For example, new materials, processes and 
information technology. 

 

Threats 
Threats can be minor or can have the potential to destroy the business. 
a) Again, changes involving organisations and individuals that directly 

affect your business can have far-reaching effects. For example: 

• Improved competitive products or the emergence of new competitors. 
• Loss of a significant customer. 

• Creeping over-reliance on one distributor or group of distributors. 

• Failure of suppliers to meet quality requirements. 

• Price rises from suppliers. 

• A tighter labour market, leading to difficulty in recruiting. 

• Key personnel leaving, perhaps with trade secrets. 

• Lenders reducing credit lines or increasing charges. 

• A rent review threatening to increase costs, or the expiry of a lease. 
• Legal action (eg being sued by a customer). 

 
b) The broader business environment may alter to your 

disadvantage. This may be the result of: 

• Political, legislative or regulatory change. For example, new regulation 
increasing your costs or requiring product redesign. 

• Economic trends. For example, lower exchange rates reducing your 
income from 

overseas. 
• Social developments. For example, consumer demands for 

‘environmentally friendly’ products. 

• New technology. For example, technology that makes your products 
obsolete or gives competitors an advantage. 

 
Action 
The results of SWOT analysis 

— and the action needed — will 
be different for every business. 

 
a) Capitalise on 

opportunities that play to your 
strengths. 

Opportunities that match your 
strengths may prompt you to 

 

 Capitalise on 
opportunities 
that play to your 
strengths. 
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pursue a strategy of aggressive expansion. The SWOT analysis may also 
suggest other strategic options. For example: 

 

• Diversifying away from areas of significant threat to more promising 
opportunities. 

• Focusing on turning around weaknesses in areas of significant 
opportunity 

• Taking defensive measures in areas of threat where you are weak (see 
C). 

 

b) Address your weaknesses. 
Decide which weaknesses need to be addressed as a priority. Other 

weaknesses must be acknowledged and respected until time and 
resources allow a solution. 

Some weaknesses can be turned into strengths or opportunities. For 
example, it might be possible to turn a shortage of production capacity 
into scarcity value for your product. 

Some weaknesses have a clear solution. For example, financial 
weakness might be solved by raising further funds, and management 
shortcomings by recruiting new personnel. 

Some weaknesses will take time and money to address. For example, 
you may need to start a programme of improvements through training, 
or quality management. 

 

c) Protect yourself against threats. For example: 

• Build relationships with suppliers and customers. 
• Foster good employee relations. 

• Ensure you have clear and reasonable contracts with suppliers, 
customers and employees. 

• Take out insurance cover against obvious disasters. 

• Draw up realistic contingency plans to cope with potential crises. 

• Introduce the right types of service contracts for key personnel. 
• Invest in legal protection for your intellectual property. 

• Take advantage of low fixed interest rates to move your overdraft to 
long-term loans. 

 
Successful businesses focus on capturing market niches and creating 

‘barriers to entry’ to reduce potential competition. 
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Entrepreneur Eva Muraya 

applies ‘the principles of 

the harvest’ to business  
BY Dinfin Mulupi 
 
Eva Muraya had an illustrious career working with leading 

corporate firms, but after 15 years she was restless and wanted 
a new challenge. In 1999 she quit 
her job and co-founded branded 
merchandise company Color 
Creations Africa. The business 
has been a success, both winning 
awards and expanding 
regionally.  

 
Over the next decade her 

entrepreneurial accomplishments 
were celebrated in Kenya and 
globally. In 2008 she was selected to 
represent Kenya in the Fortune/State 
Department International Women 
Leaders Mentoring Partnership and 
was a co-recipient of the inaugural 
Goldman Sachs-Fortune Global 
Women Leaders Award. 

In 2009, she stepped aside from her award-winning enterprise to start 
another business, Brand Strategy and Design (BSD). The East Africa-
focused BSD group offers various services under four companies: BSD 
(brand strategy management), Whiteboard (advertising), Avid PR (public 
relations) and BrandQuad Africa (brand training). 

 
Focusing on her strengths 
A journalism graduate, Muraya says Color Creations and BSD are both 

aligned with her passion to build brands. “I have found it more 
worthwhile to stay with what I best understand. I am in my comfort zone

Eva Muraya 
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 in terms of energy, in terms of 
experience, in terms of skill and 
competence. 

“I bet I would have loved to 
run a pharmacy but really that is 
out of my stable. I would have 
loved perhaps to do something 
that is outside of familiar, but the 
bottom line is, I’m good at this.” 

Looking back she says she 
wishes she had quit her job 
sooner and pursued 
entrepreneurship. “I won’t call it 
a mistake because I learnt a lot, 
but maybe I should have 
ventured out earlier.” She adds 
that in those early days she 
should have been less shy about 
her dreams. 

“I wish I had dreamt earlier 
about what I am achieving today. 
I should have been a lot more 
audacious at 25 and 28 but I 
have no regrets. Perhaps if I had 
been a lot more audacious about 
my continent then maybe I 
would have saved 10 years.” 

Muraya says applying the 
“principles of the harvest” is one 
of the key reasons why she has 
been successful in business. The 
BSD boss argues that today many 
ambitious youth want “a 
microwave experience of success” 
which is neither attainable nor 
sustainable. 

“I would apply the principles of 
the harvest which is you must 
dig, clear the land, plant, water 
the crops… and then hopefully 
there will be a harvest and 

sometimes that harvest might be 
a little bit disappointing. But it 
doesn’t mean that you can’t go 
back and sow again.” 

Muraya notes that 
entrepreneurs should try to align 
their skill to their passion, but 
still not be afraid to venture in to 
new things. Whether it is going 
back to school for a degree, 
reading books and magazines or 
enrolling for short courses, 
Muraya says entrepreneurs need 
to “arm themselves with the 
capability necessary”. It is for 
this reason she has undertaken 
business studies at the IESE 
Business School of the University 
of Navarra (Spain) and 
Strathmore University (Kenya). 

Africa needs its 
entrepreneurs 

The brand-building guru 
advises entrepreneurs to “employ 
a sense of strong character”, and 
not be associated with vices that 
have dogged leaders in Africa in 
the past.  
WIN A TICKET TO THE 
BUSINESSLINK GROWTH 
CONFERENCE ON 27 
November 2014 
 
Simply go on Facebook, to the 
BusinessLink page , and write 
one think that benefitted you in 
this magazine and one topic you 
want to see in future issues.  
(Note, you need to like the page first if 
you haven’t already in order to write a 
comment) 

Competition closes 31 October 
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“You need the understanding 

that this continent really needs 
us to love it. So employ a lens of 
compassion. Africa has huge 
needs ranging from 
infrastructure, dignified housing, 
food security, strong institutions 
and visionary leadership… the 
list is endless,” says Muraya. “It 
is this generation that is going to 
be held accountable for 
delivering the next quality of life 
for Africa.” 

She notes that enterprise will 
play a central role in 
transforming African economies 
and addressing decade long 
challenges in areas such as 
health, education, food security 
and leadership. 

“Who is going to feed Africa? 
Who will ensure Africans are 
educated? Across the board, the 
entrepreneurs are the ones 
carrying this continent to the 
next season.” 

 

 

 

 

 

 

 

 
Terry 
Mungai 

How Kenya’s 

Terry 

Mungai built 

her beauty 

empire  
BY Dinfin Mulupi  

 

Terry Mungai is a 
renowned entrepreneur in 
Kenya’s beauty industry, 
running a chain of high-end 
salon and beauty shops, a 
training institute and a 
beauty pageant. She 
ventured into the industry in 
the 1990s after a purchasing 
a salon in Nairobi.  
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Mungai tells How we made it 
in Africa the salon was supposed 
to be a “side business” as she 
worked her way out of the 
corporate world and into self-
employment. She had borrowed 
Ksh.800,000 (US$9,000) which 
she planned to repay in two years 
using both the salon’s income 
and her salary from working at a 
bank. But just two months later 
the bank went bust and 
employees were sent packing. 

A rough start 
Although Mungai was retained 

to help collect the bank’s 
outstanding debt she still found 
herself stuck between a rock and 
a hard place. Other than money 
she had borrowed to buy the 
salon, she also had a house 
mortgage with years to run. 

“In just two months my plans 
started crumbling pretty fast. 
Interest rates hit nearly 30% and 
it became obvious that I was not 
going to be able to keep my 
house. I had to sell it and pay off 
the outstanding debt,” Mungai 
recalls. And having a good job 
one day and being jobless the 
next motivated her to approach 
entrepreneurship seriously. 

She decided to sell her salon to 
pay off more debts and moved to 
a better location in Nairobi 
where she started Ashleys beauty 
salon. She recalls when setting 
up her first outlet she ran out of 
money and even had to sell her 
car to complete the project. 

“I did not have a choice 
because the salon was now going 
to be my livelihood. I figured I 
could always buy another car in 
future. Unlike the first time when 
I bought an existing business and 
had to continue using its name, 
this time around I had the 
opportunity to start something 
from scratch that could be 
associated with me. When we 
finally opened Ashleys, people 
really bought into the idea,” she 
says. 

Mungai explains she started 
Ashleys to cater for career 
women. 

“Having been a corporate lady 
myself I had visited lots of salons 
and could see there was a gap. 
There was nothing different, and 
attendants treated all customers 
the same way. I could see an 
opportunity to invest in a salon 
that treated the corporate woman 
differently, in a particular way, 
pampering her.” 

Ashleys now operates 11 
centres in Nairobi and Mombasa. 
Mungai says Nairobi’s notorious 
traffic jams and limited parking 
space motivated her to start 
expanding the business to bring 
the service closer to clients. 

Other business interests 
Mungai also holds the licence 

for the Miss World Kenya and 
has organised the beauty pageant 
for over a decade. 

In addition she started Ashleys 
Hair and Beauty Academy, 



  

 

 

 

 
BUSINESSLINK MAGAZINE OCTOBER  2014       Page 29 

mostly out of her own 
frustrations with the industry. At 
the time there were only a 
handful of such beauty training 
centres in Nairobi. Many people 
did not consider beauty a 
professional career hence there 
was limited expertise in the 
industry. She would spend 
months training new staff 
because although many had 
some technical skill, they lacked 
confidence and would get 
intimidated by some customers. 
But ironically, as her staff 
became more confident and 
mastered customer service, other 
salons would poach them. 

“What hurt me the most is that 
I was investing in training my 
people and other salons would be 
waiting ready to poach them. 
This frustrated me for two years 
then I realised people respected 
the training I was giving. It 
occurred to me that if I trained 
people for a fee I would gladly let 
them go (after training) to create 
room for other students. We have 
now trained more than 7,000 
people. 

“It is now a career of choice. 
People come in to get a diploma 
in cosmetology because they have 
a passion for beauty, not because 
they do not have other career 
options.” 

Taking on a man’s world 
Mungai has now ventured into 

property development through 
Temus Holdings. The company 

has completed its first 
development, a Ksh. 210m 
($2.4m) project of 32 units 
comprising two and three-
bedroom apartments, and is set 
to embark on its second venture. 

“I have run service-oriented 
companies which are good at 
creating employment. However, I 
couldn’t really say that I now had 
enough for my retirement. In this 
business you can manage a big 
turnover but by the time you are 
finished with your overheads, 
you are left with just about 5% or 
10%. We have always had to 
borrow to open new outlets 
because we wanted to remain 
relevant. 

“So I knew this would not give 
me a decent retirement.” 

Mungai “thrives on challenges” 
and was thrilled by the idea of 
taking on the property industry, 
traditionally perceived to be “a 
man’s world”. But she also 
believes that success has no 
gender. 

Although a rise in interest 
rates affected the expected 
outcome of her first real estate 
project, she is determined to give 
it another shot. 

“I am a risk taker and more 
importantly my faith in God 
propels me. I work hard and I 
give it my best. I don’t believe in 
failure.” 

 
www.howwemadeitinafrica.com 
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Business jokes - Who's the fastest 

Three kids argue, whose father is 

the fastes. One says: 

- My father is the fastest, he can 

overtake the arrow that he shooted 

with the arch. 

The second one: 

- My father is even faster - when he 

hunts, he can gunshoot an animal 

and run up to the animal before it 

fells down. 

The third: 

- You actually don't understand 

what speed is. My father works in 

municipality. He finishes work at 

4:30 pm, but he's back home by 

3:45 pm already 

 

Anzisha Prize 

for Young 

Entrepreneurs 

Announces 

2014 Finalists 
 

For the first time ever, African 

Leadership Academy and The 

MasterCard Foundation are 

delighted to have Anzisha Prize 

finalists from Togo and Ivory 

Coast, revealing strong growth in 

entrepreneurship activity 

amongst youth in West Africa. 

Five young women are among 

the 12 finalists in the running for 

the $75,000 prize money that 

will be awarded on 23 September 

2014, and will fly to 

Johannesburg from DRC, Kenya, 

Ghana, South Africa and Nigeria.  

The Anzisha prize scours the 

continent seeking to find 

entrepreneurial youth between 

the ages of 15 and 22, who have 

identified opportunities to better 

their communities and done so 

inclusively. This year’s finalists 

have started ventures in a diverse 

range of economic sectors 

including energy, health care, 

tourism and hospitality. 

Sam Kodo (Togo), 22, began 

designing robots at the age of 

eight and now runs an IT 

hardware company that 

assembles low cost computers 

that he sells to students. He has 

six employees and plans to 

expand the rest of Togo and 

neighbouring countries. Gabriel 

Kombassere (Ivory Coast), 17, 

runs a farming association 

geared to eradicating poverty in 

his community. Annually, he 

produces maize and cassava 

feeding the association’s 30 

members and their families.  

“2014 has been an exciting one 

for the Anzisha Prize search 

team. We brokered partnerships 
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with key local organisations 

enabling them to play a primary 

role in evangelising the Anzisha 

Prize in their country. This has 

led to not only a stronger pool of 

applications but also more 

female applicants than ever 

before.” said Chi Achebe, 

Program Manager, Anzisha 

Prize.   

"We are excited to see such a 

talented cohort of innovative and 

entrepreneurial young people 

join the Anzisha prize 

community," said Deepali 

Khanna, Director of Youth 

Learning at The MasterCard 

Foundation.  "This Pan-African 

prize has had tremendous 

success over the past four years 

and is inspiring other young 

entrepreneurs across Africa to 

develop their own businesses or 

social innovation ventures."     

Now in its fourth year, the 

Anzisha Prize received 339 

applications this year from 32 

countries for Africa’s premier 

youth entrepreneurship award.  

 

 The 2014 finalists are: 

 

Benedicte Mundele, 20, 

DRC. Founder of Surprise 

Tropical, an organic local 

produce canteen to promote a 

healthy lifestyle in her 

community.  

Gabriel Kombassere, 17, 

Ivory Coast. Founder of Rible 

Neda, a farming association that 

produces 20 bags of maize and 1 

cargo of cassava per year feeding 

its members and their families. 

Noah Walakira, 21, 

Uganda. Founder of 

Namirembe Sweater Makers, a 

community based organization 

that provides school uniform 

sweaters to over 40 schools 

across the country. 

Nteff Alain, 22, 

Cameroon. Founder of the 

gifted Mom project, an e-content 

platform for pregnant women to 

combat the high mother and 

infancy deaths.  

Winifred Selby, 19, 

Ghana. Founder of the Ghana 

Bamboo Bikes Initiative, a 

bamboo bike making technology 

to manufacture affordable multi-

purpose bikes suitable for the 

Ghanaian terrain.  

 

Tom Osborn, 18, Kenya. 

Founder of Greenchar, a clean 

energy project that produces 

smokeless charcoal briquettes 

and distributes clean cook stoves 

throughout Kenya.  
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Martha Chumo, 19, 

Kenya. Founder of Nairobi 

Developer School, an institution 

that provides the youth with 

computer programming 

knowledge and skills to build 

sustainable solutions using 

technology.  

 

Chineye Okoro Onu, 19, 

Ghana. Founder of the 

Mosaicpiration Project, an 

initiative that uses recycled 

material to create art and impact 

entrepreneurial skills to young 

people through training and 

mentorship.  

 

Chukwuwezam Obanor, 

22, Nigeria. Founder of 

Prepclass, an online platform 

that provides study content (past 

tests, answers etc.) for local 

Nigerian schools in preparation 

for national exams.   

 

Thato Kgatlhanye, 21, 

South Africa. Founder of 

Repurpose Schoolbags, an 

initiative that designs school bags 

made from up-cycled plastic 

shopping bags that integrate 

solar technology, charging up 

during the day and transforming 

into light for learners to study 

after dark.  

 

Jeffrey Mulaudzi, 22, 

South Africa. Founder of 

Mulaudzi Bicycle Tours, a 

lifestyle tour in Alexandra 

township that engages members 

of the community by telling their 

stories and enveloping them into 

the business, creating a socio-

economic transformation.  

 

Sam Kodo, 22, Togo. 

Founder of LC-COM (Low cost-

Computer) / Infinite Loop, a 

company that produces low cost 

personal computers for students.  

 

 

Chinese products 
 

The Great Wall is 
among 7 wonders of the 
world because it is the 
only Chinese product 
which lasted for more 
than 4 weeks. 

 
Relocation 
 

- Why did you leave your 
last job? 
- Company relocated and 
didn't tell me where. 
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9 Metrics 

Every 

Entrepreneur 

Should Know 

about Their 

Business 

Offhand 
 

By Scott Gerber  
 
There’s no excuse for not 

knowing how much money you 
are taking in, or how many 
people have purchased your 
product. Yet you might be 
surprised how 
easily business owners are 
stumped by questions like these. 
That’s why we asked nine 
members from Young 
Entrepreneur Council 
(YEC) what metrics all 
founders should be aware of—
always. 

Here’s what they had to say: 
1. Cash on Hand 
Cash is the life-blood of any 

startup, and you should always 
have a pulse on how much of it 
you have left and how long it’s 
going to last. It is incredibly easy 
to let this slip by the wayside. 

You don’t 
want to be 
in a position 
where your 
runway is 
getting thin. 

– James 
Simpson, GoldFire Studios 

  
  
2. Lifetime Customer 

Value 

While 
everything having to do with 
your income and expenses is 
important for 
any entrepreneur to understand 
and monitor, the most important 
number to know by heart at any 
given time is your LTV: Lifetime 
Customer Value. How much do 
you earn per customer? Per lead? 
If you know that, you 
will know how much you can 
spend to find them, and you will 
have your key piece of 
information for all of your 
napkin math. 

– Cody McKibben, Thrilling 
Heroics 

  
3. ROI per Marketing 

Channel 
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It’s crucial to 
keep a handle of ROI per 
marketing channel in order to 
optimize marketing spending. 
It’s not enough to check this 
every quarter. You should check 
it monthly or weekly. 

– Josh Weiss, Bluegala 
  
4. Renewal Rates 
 

If you’re 
selling anything, understanding 
renewal rates is absolutely 
critical. If for some reason you’re 
not getting repeat customers, 
that’s a major problem and you 
need to spend as much of your 
time on it as possible. After all, a 
sustainable business model 
requires repeat customers! I’m 
always letting our clients know I 
genuinely care and getting as 
much feedback as possible so we 
can improve our client services. 

– Mitch Gordon, Go Overseas 
  
 
5. Gross Margin 

It 
is crucial for entrepreneurs to 
understand their costs of goods 
and services. Keeping track of 
gross margin assures 
you know the value of each 
additional sale. Keeping track of 
gross margin by product offering 
will help you determine what 
balance of products and services 
will be best for your business. 
Furthermore, staying on top of 
gross margin will help you 
understand how much room you 
have left for other 
business expenses. 

– Doreen Bloch, Poshly Inc. 
  
6. Profitability Date 

Knowing 
when you expect to be profitable 
will 
influence every other business de
cision you make. You need 
to know when your company will 
start making money to know how 
to manage the money you have in 
the bank. This 
impacts every decision related to 
your business, from hiring more 
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staff to expanding product 
offerings to investing in 
marketing. 

– Ben Rubenstein, Yodle 
  
7. No Specific Metric 

I believe all 
entrepreneurs should know their 
business. This includes a general 
understanding of the finances. 
For me, there is not one metric 
that is more important than 
another—you should be up to 
speed with every aspect. 

– Matthew Moisan, Moisan 
Legal, P.C. 

  
  
8. Burn Rate 

This is the 
rate at which a company uses up 
its capital to finance overhead 
before generating positive cash 
flow from operations. As a 
measurement of negative cash 
flow, the burn rate is what you 
need to compare all your 
forecasts to so you don’t run out 
of money prematurely, and by 

lowering operating costs 
appropriately. 

– Phil Chen, Systems Watch 
  
  
9. Income to Expenses 

Ratio 

All 
other metrics eventually lead back to 
this one. Are you earning more than 
you spend? All other decisions hinge 
on whether or not you’re in the black 
or in the red. 

– Colin Wright, Asymmetrical Press 
 

 
About the Author Scott Gerber 

is the founder of the Young 
Entrepreneur Council (YEC), an 
invite-only organization 
comprised of the world's most 
promising young entrepreneurs. 
Follow Scott on Google+ Read 
more » 

 
 

 Client at a bank 
 

A client comes to a bank: 

- My cheque was returned with a 

remark: "Insufficient funds". I'd 

like to know whether it refers to 

mine or the Bank? 
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5 Lessons 

from Top 

Bloggers in 

Zimbabwe 
 

By Tinashe Nyaruwanga 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
From the time Evan Williams 

built a simple internal diary 

Website that he named blogger 

which allowed people without 

any computer-programming 

knowledge to create a Web-log or 

blog, the world of publishing has 

never been the same. Publishing 

up to that time consisted of only 

the printing press, a 

revolutionary system developed 

by Guttenberg in the early 1900s 

that opened up the world to 

quick and efficient spread of 

knowledge and ideas by making 

it possible to mass produce 

books. 

Blogging from that time has 

grown remarkably so much that 

many have achieved thought 

leadership, expert status, some 

even fame and fortune. Blogging 

presents the best way to build 

your own real estate, brand and a 

relationship with your following 

on your own terms on the 

internet. Whilst many foretold of 

the death of blogging when social 

networks burst on the scene, the 

truth is they have aided blogging 

and increased its reach. 

So you want to get started on 

blogging? Take your blog to the 

next level? Learn from some of 

the Top Bloggers in Zimbabwe 

about how to create and maintain 

a Blog. 

 

#1 Find Your Passion 

and choose your 

platform 
“Starting a blog is very easy. 

You just need to choose your 

platform, design your template, 

give it’s a great catchy name and 

voilà you have a blog! 

Maintaining a blog on the other 

hand is a different story. You 
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have to find your passion. What 

do you care about? What do you 

want to share? 

Content is key and must add 

value to your reader’s lives- they 

should want to come back and 

visit your blog. – Be original. Be 

interesting. Be yourself- this 

makes your blog more honest 

and and real. 

If your main reason is to start a 

blog for money, fame and traffic. 

Don’t. You might get your 

feelings hurt. Blog because you 

are passionate about it.”  

Lorraine Bgoya. 

Lorraine Bgoya is a Radio 

Presenter and a blogger who 

literally blogged her way to a 

job on one of Zimbabwe’s 

successful Radio stations ZiFM. 

She got a job at ZiFM after one 

of her podcasts got her noticed 

by ZiFM and the theme for the 

podcast was then developed into 

one of the best entertainment 

programs in Zimbabwe at the 

moment. 

 

#2 Write well 
“Write well. And write things 

that you would enjoy reading. ” 

Larry Kwirirayi 

Larry Kwirirayi is the Chief 

Imagineer at 3-Mob.com (3 Men 

on a Boat) 

#3 Offer Unique Insights and 

Blog Daily 

“Provide your readers unique 

insight. That’s the only way to 

not be drowned in the mediocrity 

noise. Be inspired by, but do put 

aside a minute, other blogs and 

their content. Think about 

content in your area of focus – 

and you should have one – that 

you wish you could find on the 

internet, then go ahead and 

create a blog you’d love to read 

yourself. And blog everyday.”   

Limbikani S.K. Makani, 

Limbikani S.K. Makani, is the 

founder of Zimbabwe 

Technology News and Blogging 

Site TechZim  

 

#4 Be Helpful 
“I have learned a lot about 

blogging since 2008. From 

writing killer headlines, 

optimizing for search engines, 

being consistent, telling great 

stories and so on, yet nothing 

matters more than probably the 

most over looked thing of all – 

being helpful. 

Being helpful (not hypeful) is 

the real key to building an 

audience that cares enough to 

read, to share and come back for 

more. Being helpful is the key 

difference between building a 
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blog that is merely popular to 

one that is actually profitable to 

you or your business. 

Being helpful means you’ll 

think a little less about how 

famous your blog is, and more 

about how useful it is to the 

people who actually read it. It 

means you’ll think more about 

ways to be generous, than ways 

to be rewarded. Oh, and as it 

turns out, that being helpful, and 

generous about it, is a really 

great way to build a brand, a 

business or a blog – it might even 

make you famous!”  Max 

Soutter 

Max Soutter is the founder of 

Business Set Up Group, he blogs 

at BizSetUP 

 

#5 Content is King! 
“A successful blog is one that 

has current informative and 

dynamic content. 

You can have a 

well-designed blog 

with all the right 

colour mixes and 

still receive few 

visitors simply 

because blogs are 

meant to equip 

and communicate 

a message…I 

realized I did not 

need to be a web developer or 

even pay money to setup a blog. 

If you can talk or have a 

conversation then you can blog. 

If I did it then you can ‘did’ it too. 

Rabison Shumba 

Rabison Shumba is a 

Motivational Speaker and 

Author. He blogs on his Self-

Titled Blog 

 

Your Turn 

 

What are going to blog about? 

When are you going to get 

started? I look forward to reading 

and sharing your stories in the 

comments section or Twitter or 

Facebook. 
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Why Your 

Small 

Business 

Accountant 

should be 

your Business 

Consultant  

 
 

Think of turning to your 
accountant for advice on meeting 
your business goals. 

Here’s what you know: your 
accountant can do your taxes. 

But here’s what you might not 
know: your accountant can also 
help you accomplish your 
business goals. 

Accountants build up both 
financial and business acumen 
throughout their careers, and 

they’re often willing to share 
their knowledge with clients. 

San Francisco-based financial 
systems advisor Danetha Doe 
enjoys working with clients to 
unlock growth in their 
businesses. 

For example, Doe had a client 
who was a pillow designer. “She 
made ready-to-go pillows to sell 
on her website,” says the former 
controller. “She had over 30 
options on her website and very 
little revenue to show for it.” She 
needed to improve her sales, but 
how? 

Solving problems like this 
comes easier when you grasp 
certain business realities. 

Ditch the shoebox 
Keeping your business records 

in a shoebox? Not sure why you 
feel uneasy about your 
company’s financial records? 
Wondering if the shoebox and 
the uneasiness are connected? 

You can reduce that stress by 
maintaining proper bookkeeping 
systems. (Shoeboxes and Excel 
don’t count.) 

To help her clients, Doe steers 
clients to applications that make 
sophisticated tasks easy, such as: 

• Linking to bank accounts 

• Enabling invoice payment 

tracking 

• Showing money spent on 

the business 

These tools help provide a 
clear picture of a business’s 



  

 

 

 

 
BUSINESSLINK MAGAZINE OCTOBER  2014       Page 40 

health. Once business owners 
effectively and habitually use 
such systems, they understand 
their businesses well enough to 
improve them. 

Remember that client of Doe’s 
who sells customized designer 
pillows? “We looked through her 
sales and got clear on which 
pillows were selling and which 
ones were not,” says Doe. “We 
cut her site down to five options, 
which increased the sales of her 
pillows and decreased her 
purchasing costs.” 

Could you imagine digging 
through a shoebox for insights 
like this? 

Set a destination 
Another client shared her 

ambitious goals with Doe: 
To expand her business from a 

mobile clothing boutique to a 
brick and mortar shop 

To purchase a home 
For many entrepreneurs, this 

might seem like a “one or the 
other” situation. So Doe took a 
look at each: 

1. Brick and mortar 
The boutique wasn’t 

generating enough revenue to 
land a prime retail location. Doe 
noted it also had substantial 
inventory costs and no room in 
the budget for marketing. 

Doe steered her client to 
Storenvy, a business that, among 
other services, handles inventory 
at a cost lower than the client’s 
previous inventory service 

provider. It also provides 
marketing to its members when 
they use the platform to create 
online stores. 

Best of all, Storenvy also helps 
select small businesses rent retail 
space at discounted rates in a 
prestigious San Francisco retail 
location. 

2. Getting a mortgage 
To become mortgage-worthy 

in the eyes of a bank, Doe advised 
her client to take certain concrete 
steps: 

The clothing boutique owner 
was already incorporated when 
she came to Doe. This made 
effective separation of personal 
and business expenses more 
straightforward. 

The client stopped writing off 
home office and internet access 
expenses to the business to 
reduce business expenses and 
improve the bottom line. 

She advised her client to reflect 
slow-selling inventory as an asset 
rather than an expense in her 
financial records. 

The result? Doe’s client and 
her husband bought a house in 
the San Francisco Bay area. 

Your accountant has more 
to offer 

Doe is a great example of 
someone who is focused on the 
health of her clients’ businesses 
and their financial health. She 
goes beyond alleviating the stress 
at tax time to identify issues and 
opportunities for her client. 
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Doe is just one of thousands of 
accountants whose expertise 
ranges beyond bookkeeping. If 
you’re having difficulty in your 
business and want to improve 
your financial performance to 
reach your goals, consider 
discussing your challenges with 
your accountant. You might just 
get the business insights you 
need. 

 
About the Author Brandon 

Chu is a Senior Product 
Manager at FreshBooks, the 
Cloud Accounting solution 
helping 5 million users invoice 
their clients with ease. Use their 
free invoice template to easily 
send an online invoice now.  
 

 What Makes For a 

Really Good 

Business Idea? 
 

 BY Brian Hamilton  

 

If you're thinking about 

starting a new business, you can 

test it out with this five-point 

checklist. 

The prospect of starting a 

business can be frightening. It is 

a risk and a tremendous 

opportunity, equal parts 

challenging and, hopefully, 

rewarding. Given the enormous 

risk that's inherent in 

entrepreneurship, many 

potential business owners will 

ask very difficult questions of 

themselves: Is this worth the 

risk? Do I have the right 

personality type to be running a 

business? And perhaps the most 

frightening: Is my business idea 

any good? 

These questions, while 

potentially disheartening, are 

important ones to ask. The 

following offers a few basic cuts, 

a checklist of sorts, to help you 

determine whether or not you 

truly have a good business idea.  

1. Is your idea grounded in 

personal experience? 

Founding and running a 
business is like writing a book. 
It's impossible to write a book 
that doesn't come from your 
personal experience. You can't 
push something out of you that is 
not inside of you to begin with. 
The best business ideas come 
from what's inside you. Henry 
Ford was an avid mechanic 
before he developed the assembly 
line. Bill Gates was a 
programmer at a young age. 
Donald Trump's dad was a very 
successful real estate 
entrepreneur so Trump was 
immersed in real estate from 
birth (too bad his Mom was not a 
hair stylist). 
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The core technology behind 
our company's software products 
is a system that converts 
financial statements into easy-to-
understand narrative reports. 
The genesis for this kind of 
system came about when I was 
working with business owners 
and realized that they were good 
at running their businesses but 
could not read financial 
statements. I identified 
something in my own experience 
that was a problem then created 
something to solve it. Good ideas 
have to come from something 
within you: something you've 
seen, something that frustrates 
you or someone you know really 
well, something that you want to 
improve. That's a given.  

2. Do you have passion 
and expertise in the 
business? 

When evaluating the merits of 
your idea, it's very important for 
your personal experience to 
intersect with a passion you have. 
This can be trivialized and 
glossed over because it seems so 
obvious, but it's very important. 

Most company founders I 
know, either A) love running 
businesses or B) love running a 
particular business, based on 
something they're interested in. 
The best entrepreneurs I know 
fall into both of these categories. 
I'm sure there are exceptions; 
people who can invest in single 
companies and do really well by 

picking the right businesses in a 
strategic, careful, and 
unemotional manner. There are 
entrepreneurs who can start 
businesses in industries they 
don't care about- buy for a dollar, 
sell for two. These people exist; I 
just haven't seen any successful 
ones. On average, I think you'll 
find that most successful 
business owners were (and are) 
passionate about the original 
idea behind their companies. The 
best entrepreneurs are like a 
musician who has a song and 
must sing it. 

Also, this may seem obvious, 
but as a function of your interest 
in something, it helps if you're 
actually good at that thing. In 
order to successfully run a lawn 
cutting company, you probably 
need to have cut a few lawns 
before. Subject matter expertise 
is a tremendous asset and, in 
most cases, a crucial part of 
starting a successful business. 
Specific knowledge is needed.  

3. Are you able to 

articulate the "why?" 

The "why" behind your 

business idea is absolutely 

crucial. It's important to have a 

vision for your company- -a 

strong internal driver of why it is 

important for you to be 

successful. A sense of purpose 

will help carry you through the 

unavoidable periods of trial, 

doubt, and struggle. It helps if, as 
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previously mentioned, you care 

about what you're doing. When 

the inevitable tough times come, 

the ones who hang onto the tree 

are the ones who are passionate 

about what they're providing to 

the marketplace. Otherwise, they 

will not have the gas to make it 

through inevitable travails.  

4. Is it in a healthy market 

or at least a market that is 

not unhealthy? 

It's possible to be a successful 

entrepreneur by buying a 

railroad line or being a tobacco 

farmer. It is possible to be 

successful in a diminishing 

market, but you're certainly not 

giving yourself the best chance 

for success. You want to find a 

market that has health in it. If 

you're in a healthy market where 

the tide is rising, you don't have 

to be as smart or good. You may 

be passionate about running a 

telephone booth company or a 

travel agency, but there's not a 

lot of room for growth, 

expansion, or success in an 

industry like that. 

5. Are you cutting out a 

middle man? 

Successful entrepreneurs are 

always trying to make an 

argument against the equilibrium 

of the market. They're arguing 

that a certain process or service 

isn't being performed in the most 

efficient, streamlined, and 

effective way possible. They're 

introducing a new entity that will 

either outperform the current 

entities or cut them out 

completely. Remember that 

every time you start a business, 

you are adding one more unit of 

supply to the marketplace so 

your argument must be a strong 

one. 

The internet has been a 
tremendously disruptive and 
devastating force against people 
who operate in "the middle." Ask 
real-estate brokers and travel 
agents about the impact of 
Craig's List and Travelocity on 
their business models. Anything 
that stands between the buyer 
and seller is being minimized, 
streamlined, or in some cases, 
totally leapfrogged. If your idea is 
cutting out an unnecessary step 
or (let's face it) an unnecessary 
profession out of the equation, 
the odds are that it's a pretty 
strong idea. 

Don't be afraid to challenge 
and stress test your business idea 
by asking these questions. If you 
can answer most or all of these 
questions with a "yes," you've 
probably found an idea that's 
worth pursuing. 

 
From Inc.com 
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Lack of soft 

skills: The 

biggest 

challenge to 

Zimbabwe’s 

economic 

recovery  
By Memory Nguwi 
 
 

                                                          

The biggest challenge facing our 

country is not the lack of money 

but the lack of soft skills in our 

managers. We have highly skilled 

people who have been praised all 

over the world for their work 

ethic. Our own assessment over 

the years indicates that 

technically Zimbabweans are 

gifted but they lack one group of 

skills that is needed in a 

struggling economy: soft skills. 

Have you noticed that most 

organisations that are clamoring 

for more money from banks and 

shareholders do not have the 

basics needed to run a successful 

business?  Organisations need 

both technical and people 

management skills as a starting 

point before borrowing money. 

Some organisations have 

borrowed money and they still 

fail. Once they fail they blame the 

country’s politics and economy 

when the fault lies within the 

organisation. Organisations must 

do proper due diligence of the 

soft side of business before 

borrowing money or acquiring 

new equipment. Without this 

shareholders will continue to lose 

money. 

Across all sectors of our 

economy the technical skills 

depth required to handle any job 

are available. Managers however 

lack the skills to manage people. 

Here we are talking about people 

management skills. This problem 

is exacerbated by the fact that no 

single university in the country 
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or even outside teaches people 

management skills.  

Yes, universities and colleges 

teach human resources 

management which is not the 

same as people management. 

Most universities and colleges 

teach technical human resources 

skills that are normally taught to 

human resources professionals.  

What is required is for 

universities and colleges to teach 

people management skills 

focusing on how to deal with 

people and understanding that 

people are not objects. Managers 

need to understand that people 

have emotions and they should 

be handled differently from 

machines. 

Most managers lack the 

Emotional Intelligence to handle 

people at an emotional level. The 

lack of such skills has led to so 

much disillusionment in many 

organisations. In Zimbabwe you 

rarely come across employees 

who say their managers look at 

the emotional side of the 

business. This leads to low 

employee engagement which in 

turn affects the level of employee 

productivity.  

Low employee engagement is 

an issue that should be handled 

at the highest levels within the 

country. Industry leaders and 

politicians rarely talk about the 

impact of low employee 

engagement on productivity. 

Most managers use threats to 

manage their subordinates. 

However, if they are educated in 

the psychology of people they 

would know that threats do not 

produce the best in people. If 

threats worked there would be no 

thieves.  

What they need to understand 

is that behavior is a function of 

its consequences. People do what 

they do because of what happens 

to them. Managers need to 

understand that for instance if 

significant positive performance 

improvements were to happen 

they need to apply both positive 

and negative reinforcement.  

However the reinforcements 

works only if they are certain and 

immediate. Look at this, if AIDS 

was killing people on the spot, 

there would be very few 

infections taking place. The 

reason why people continue to be 

infected is because the 

consequence is in the future and 

is uncertain because people can 

die of other causes besides AIDS. 

Apply the same principle to 

how we manage people. In most 

instances employees are 
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promised bonuses at the end of 

the year. This has very little 

impact on performance because 

the consequence is in the future 

and very uncertain as the 

company can decide not to pay 

the bonus for other reasons.  

Therefore employees will not 

change their behavior if the 

consequences are in the future 

and uncertain. Managers 

unfortunately manage people as 

if they are managing people who 

do not know what to do or people 

who do not want to do what they 

are told. Only managers with the 

right emotional intelligence will 

be able to get the best out of their 

subordinates. 

It is also critical for managers 

to appreciate that naturally, 

individuals are different and they 

have certain preferences in the 

way they behave. Having a 

deeper understanding of your 

subordinate’s personality profile 

can help in reducing conflict and 

increasing effective 

communication with the 

subordinate. It also helps the 

manager to have their own 

personality profiled so that they 

can have a better understanding 

of their own personality. 

Due to the low emotional 

intelligence in our managers we 

now find work situations that are 

tension filled, toxic and have no 

regard for customers. Managers 

generally have a mistaken belief 

that being tough and rough when 

handling employees indicates 

that they are good managers. 

This is a terrible mistake as most 

of the poor performing managers 

are normally those perceived to 

be the tough guys who are failing 

to get the best out of their people. 

Organisations will benefit 

significantly from having 

managers with the right level of 

emotional intelligence. 

Organisations should make it 

mandatory for managers to go 

through a one week intensive 

people management course 

which includes pre-workshop 

assessment of Emotional 

Intelligence and their Personality 

Profiling. 
 

Memory Nguwi is the 
Managing Consultant of 
Industrial Psychology 
Consultants (Pvt) Ltd a 
management and human 
resources consulting firm. Phone 
481946-
48/481950/2900276/2900966 
or cell number 077 2356 361 or 
email: 
mnguwi@ipcconsultants.com  
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40 Tips that 

will position 

you for 

Greatness 
 

By Rabison Shumba 

 

I finally decided that I would 
empty myself of 40 tips which I 
feel are important as you seek to 
become a candidate for 
greatness. Enjoy this unedited 
version of my outpouring. 

1. Be a continuous learner 
– This is a process that should 
never stop in your life. 
 

2. Turn challenges into 
opportunities – Identify a 
need, meet it and see if you 
balance sheet will not improve. 
 

3. Think beyond the 
present – If you can think of the 
future it will affect how you 
manage your life today. 
 

4. Use your talents 
effectively – Stop envying the 
gifts and talents that others have. 
Identify your space and occupy it. 
 

5. Be more organised – 
Success emanates from careful 
planning. Don’t just expect 

things to happen. Plan for them. 
 

6. Be willing to work - 
Don’t be fooled; it is almost 
impossible to achieve greatness 
without working hard and/or 
smart. 
 

7. Manage relationships – 
You were not born in your own 
planet, you have people around 
you that can propel you forward. 
All the money you want is in the 
relationships you are yet to 
make. Don’t burn bridges all your 
life. Seek help from those around 
you. 
 

8. Be bold and daring – 
Greatness will entail that you 
take risks. Do things that others 
shun from. Attempt the 
previously impossible. You 
greatness is covered in that. 
 

9. Cultivate an investor 
mentality – Realise that for 
success to come your way you 
have to invest your time, treasure 
and talent. Deploy your resources 
where there is return on 
investment you put in. 
 

10. Be open to criticism – 
Criticism will surely come. It is 
how you handle it that 
determines how far you make 
progress in life. Be open to 
correction and counsel. 
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11. Manage your thoughts 
carefully – Your life is shaped 
by what you think about. If you 
can manage your thoughts then 
you can manage your life even 
better. 
12. Implement your ideas – 
If you can transfer your thoughts 
to become something your hands 
can work on then you become a 
winner. Don’t sit on your ideas 
expecting them to undergo 
metamorphosis on their own. 
Don’t bury your dreams alive. 
 

13. Have hope and faith – 
Whatever you lose, don’t lose 
hope, don’t lose your grip. Have 
faith that somehow things will 
turnaround in your favour. 
 

14. Manage your 
confession – What you say to 
yourself daily is what you will 
believe. What you believe you 
promote, what you promote you 
become. Stay positive always. 
 

15. Be excellent in all you 
do – Whatever you find to do, 
just add a touch of excellence to 
remain competitive so that you 
stand out. Anyone can achieve 
mediocrity. Don’t stay at 
mediocre level if ever you happen 
to find yourself there. Aim 
higher. 
 

16. Learn to manage 
failure – You are not the first 
one to fail. Use every failure as a 

learning point to do even better 
on your next attempt. 
 

17. Manage your 
expectations – Frustration is a 
result of false expectations. Be 
real with yourself. Don’t over 
promise yourself. Be objective in 
your expectations. 
 

18. Manage your time and 
money – Be disciplined with 
what occupies your day and your 
budget. At any given time in life 
you are either managing time or 
money. 
19. Sharpen your skills 
always – The world is forever 
changing which places a demand 
on our skills to also keep 
changing in line with the new 
needs of mankind. 
 

20. Think beyond yourself 
- As long as you aim to enrich 
and lift just yourself up you limit 
how far you will go. Lift others as 
you rise. 
 

21. Watch your friends – 
Find like-minded people who 
share your ideals and passion for 
growth. Your friends can grow 
you or bring you down outright. 
 

22. Manage information – 
The information you have or do 
not have governs how far you will 
progress. Always seek to enrich 
your information power base. 
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23. Watch who you 
partner with – As you setup 
businesses, be careful who you 
select as your partner. They can 
either build your dream, steal it 
from you or simply mutilate it. 
No matter how well resourced 
they are, they have to share in the 
dream first. 
 

24. Start what you plan 
and finish what you start – 
Don’t just settle for being a good 
starter. Rewards are for those 
who finish the mandates. Finish 
strong. 
 

25. Be a great listener – 
Human beings love to hear 
themselves speak. However, take 
time to listen to your 
stakeholders (your customers, 
suppliers, friends etc.). 
 

26. Be a good role model – 
Do all you can to ensure that 
what you do does not stumble 
others. You may not know it but 
other people are learning from 
you. 
 

27. Honour your word – 
Your word should be your bond. 
You should not promise what you 
know you are not willing to 
deliver. Keep your promises. 
 

28. Introspect always - 
Take time to carefully assess your 
own decisions, own progress and 
rate and appraise yourself 

objectively. Have “me times”. 
 

29. Celebrate your 
victories – They may seem 
small but note them and 
celebrate them. Stand on every 
victory so that you aim even 
higher. 
 

30. Have a mentor and 
mentor others – You will make 
better strides when you learn 
from those you admire and have 
walked the road longer. Just as 
you are mentored, take time to 
mentor others. 
 

31. Manage stressful 
moments well – You will be 
stretched in life. Don’t bother 
worrying about what people are 
thinking of you. Stay on you 
track. Do the best you can with 
what you have. People have 
expectations on you but manage 
those situations with tact. 
 

32. Be patient; shortcuts 
are not recommended – 
Follow the process. Greatness is 
not an overnight process. It may 
take varying amounts of time. 
Remain steadfast and resolute 
knowing that your chance to 
shine will come. 
 

33. Be flexible; change is 
imminent – Learn to move with 
the times. Manage the process of 
change carefully. Change is said 
to be the only constant in life. 
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You are forever changing 
physically, mentally, socially etc. 
Don’t change your values 
unnecessarily for the sake of 
change. 
 

34. Manage your 
reputation – What do you want 
to be known for after you are 
gone? Spend time to ensure that 
you promote what you stand for. 
It is your reputation that 
sometimes gets doors to be 
opened without a single request 
from you.  
 

35. Identify your purpose 
and live it – Your purpose may 
not bring you millions of dollars 
but it will help you to live a 
fulfilled life. Take time to know 
why you are occupying space.  
 

36. Stop feeling sorry for 
yourself – You are not a victim; 
you are not down trodden. You 
may be down but that does not 
mean you are out. Yes, you may 
fall from time to time but that 
should not define your end. 
 

37. Take responsibility for 
your actions – Own up when 
you mess up. It can’t always be 
someone else’s fault. 

 
 
 
 
 
 

Your maturity is when you are 
able to say “I am the one who did 
wrong; I am sorry”. 
 

38. Be decisive – Not all 
decisions you will make in life 
will be great ones but keep 
making decisions all the same. 
Every decision you shall make 
will have varying degrees of 
consequences but do not shy 
away from making them. 
 

39. Be a consistent giver – 
You don’t need to be a 
millionaire before you can extend 
your hand to those less fortunate 
than you are. Making a difference 
begins with however little you 
have. Giving is not always about 
money anyway, you can give 
wisdom, you can give time to 
listen to a distressed individual. 
Just give of yourself. 
 

40. Learn to be content 
with what you have - This is 
not a license for aiming low and 
settling for half achievements. 
This is a call for you not to 
exercise greed just because you 
want to look better than the next 
person. Watch the motive behind 
your accumulation. 
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How to 

write a 

winning 

proposal 
 

By the BusinessLink team 

 

Why you need to know how to 

write a proposal? 

There may be times when your 

company will have to submit a 

business proposal to gain 

business from a larger 

corporation or win a government 

contract. Sometimes a potential 

client will approach you to see if 

you can handle their project and 

request that you prepare a 

proposal. Or you may need to 

respond to an “Invitation for 

Tenders” or a “Request for 

Proposals”. 

To prove yourself before the 

client and gain their confidence 

that you are capable of meeting 

their requirements, you need to 

develop a winning proposal. If 

you are responding to a request 

for proposal or a tender 

invitation, the client usually 

provides detailed guidelines for 

you to follow when writing the 

proposal. 

However, sometimes there is 

no guideline to follow, or you 

need to make an unsolicited 

business proposal. In this case, 

you will benefit from knowing 

how to write a winning business 

proposal. 

What is a proposal? 

A proposal is a solicited or 

unsolicited bid for business. 

Although often confused, it is 
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different from a business plan 

which is written to guide you in 

running your company and raise 

capital. 

How to write the proposal- 

a step by step guide  

 

1. Create your front cover. 

This may sound obvious but is 

often neglected in the rush of 

trying to complete the proposal 

before the deadline. The front 

cover should show your 

organization name, logo, project 

name and submission date. 

 

2. Copyright statement. 

When you hand over the result of 

your carefully considered hard 

work, make the client aware that 

you don't want it to be shown to a 

third party. Ideas are easily 

stolen. Emphasizing that you 

want your proposal kept private 

and confidential tells the client 

how much you value it. 

[Example: THIS PROPOSAL 

CONTAINS INFORMATION 

THAT IS PROPRIETARY TO 

ABS (PVT) LTD. NO PART OF 

THIS PROPOSAL MAY BE 

DUPLICATED OR USED FOR 

COMMERCIAL PURPOSES 

WITHOUT THE PRIOR 

CONSENT OF ABS (PVT) LTD . 

 

3. Executive summary. 

Explain your understanding of 

the client, their business and the 

industry they operate in. 

This will form the platform 

that is your starting point for a 

project so you need to show the 

client that their objectives are 

clear to you. When going through 

numerous proposals, decision 

makers first look at the executive 

summary and the price. Decision 

makers rely on the executive 

summary to make sure you 

understand what they are trying 

to accomplish. Fail to include 

that executive summary, even in 

short proposals, and you run the 

risk of having your proposal put 

at the bottom of the pile—if it’s 

read at all. The Executive 

Summary shouldn't be more than 

about three or four paragraphs. 

 

4. Client’s Situation. Start 

every proposal with a focus on 

the client’s issues and objectives, 

not your firm’s illustrious 

history. Proposals that begin with 

a recitation of your firm’s 

background and qualifications 

are a fast track to oblivion. You 

may need to do some research to 

find out all you can about the 

client. You need to work with the 

client in every part of the 
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proposal process: pin down their 

objectives, potential benefits they 

expect, scope, approach and fee 

structure.  

Tender invitations usually 

cover all this; however you may 

need to consult the client for 

clarification of any point which is 

not very clear. Showing that you 

thoroughly understand the 

client’s needs will give them 

confidence that you can fulfill the 

proposal. 

 

5. Solution. After you have 

written a paragraph on the 

company’s needs and problems, 

follow up with a solid 

presentation of how your 

business can provide solutions. 

The key here is to promise 

solutions you can deliver. Your 

solution should focus on what the 

client wants to achieve. 

 You should prove to the client 

that you can help them meet 

their objectives. All winning 

business proposals clearly 

outline for the company the 

benefits to be gained from doing 

business with you. 

 

6. Technical Strategy. 

Depending on the type of project 

and how much you think the 

client will understand, describe 

the technical details of how you 

will deliver the solution. Often 

the Technical Strategy is 

governed by budget constraints 

so it's a good idea to offer two or 

three options, each of which vary 

in price. 

 

7. Implementation 

Process. Explain the process of 

how you will implement the 

solution. List the various steps of 

the process and give descriptions 

of each one. Describe the full list 

of deliverables so there are no 

nasty surprises for either you or 

the client.  

Manage their expectations by 

stating explicitly what you will 

and what you won't be providing. 

Give timelines of the 

implementation and delivery 

process. It is important to show 

that you are focused on reaching 

a goal and a deadline. 

 

8. Implementation Budget. 

Bear in mind that as this is a 

proposal, the implementation 

Budget should be followed by the 

caveat that further discussion 

will be necessary to determine a 

final cost which would be 

detailed in the Project Brief. At 

this stage it's enough to give an 
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estimate, showing the cost 

structures and how they build up. 

9. Team Biographies. 

Mention the key personnel who 

will be involved with the project, 

giving their names and job titles. 

Give a brief professional 

biography for each team member 

concentrating on relevant 

previous experience.  

Make it clear which member of 

your team is the primary contact 

for when the client has general 

queries. For specialist queries - 

such as design or development - 

you may want to point out who 

they should contact. 

 

10. Contact Details. Give 

every possible method of contact 

- postal address, office 'phone, 

email and Web address. Include 

mobile phone numbers if they 

are the easiest way to reach you.  

Even after I've provided what I 

thought to be a concise proposal 

covering every possible scenario 

there have been clients who have 

had further questions or wanted 

clarification. When this happens 

to you, don't brush them off - if 

they're taking the time to call you 

then you're still in the running. 

 

11. References. All winning 

proposals glow with credibility. If 

you have worked with clients in 

the same field or have an award-

winning business, then third 

party endorsements will build 

credibility. If you have any case 

studies that are relevant to the 

client's industry or to this project 

you should include them here, 

but no more than three or four. 

Each case study should be no 

longer than a single page. If 

applicable, you may include a 

small sample of your work to the 

proposal. This will show your 

ability to do the job.  

 

When you have completed 

writing the proposal, make sure 

of the following before you send 

it: 

 

a) Check spellings. 

b) Get someone to proof-read it 

and double check all the 

details. It is easy to place 

wrong names, dates etc in 

c) the document. 

d) Write a covering letter. 

e) Finally don’t forget to meet 

the tender deadline! 
 

 

Feedback  email: 

marketing@smebusinesslink.com 
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Beyond 

business: 

Pizza at St 

Elmos 
 

Overview 
Authentic Italian wood

pizzas, best steak and seafood, 
pasta, salad. Child friendly 
restaurant with kids play
video games etc. Fully licensed 
with bar, wheelchair access, 
smoking and non smoking 
section, air-conditioned, and 
outside seating 

Mission 
To be the most popular family 

Restaurant in Zimbabwe!
 
Specials 
 

Monday Magic: 
Buy a large Pizza and receive a 
Medium Pizza free! (Eat in only)
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business: 

Pizza at St 

Authentic Italian wood fired 
pizzas, best steak and seafood, 
pasta, salad. Child friendly 
restaurant with kids play centre, 
video games etc. Fully licensed 
with bar, wheelchair access, 
smoking and non smoking 

conditioned, and 

To be the most popular family 
Restaurant in Zimbabwe! 

Buy a large Pizza and receive a 
Medium Pizza free! (Eat in only) 

 

 
 
 
Wacky Wednesday

Kids eat free off the Kid’s 
Menu – (any Pizza or Pasta dish) 
– 1 child per adult 

 
Restaurant Type
 Casual Dining, Children’s

menu, Dinner, Licensed,
Wheelchair Access

Price Range:  Medium 
$35 

Waiter Service:  
Credit Cards:  Accepted
Suitable For Children:
Parking:  Car Park
Reservations:  Accepted
Wi-FI:  Available
Wheelchair Access:
Food Menu:  
 
Avondale shopping centre, 

King George Rd, Avondale, 
Harare Phone: 04 334 980 

Open time: 11:00 
Tuesday closed  

 
Source: www.eatout.co.zw
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Wacky Wednesday 
Kids eat free off the Kid’s 

(any Pizza or Pasta dish) 
 

Type 
Children’s 

Licensed, Lunch, 
Wheelchair Access 

Medium - $11 - 

 Yes 
Accepted 

Suitable For Children:  Yes 
Car Park 

Accepted 
Available 

Wheelchair Access:  Available 

vondale shopping centre, 
Avondale, 

04 334 980 - 2  
11:00 - 22:00 - 

www.eatout.co.zw
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BusinessLink 

Marketplace  
 

 

 
Get your copy now for only $2.99, 

call 0772 854 301 

 

 

 

 

 

 

 

 

 

Get Results in BusinessLink 

Magazine’s Classified Section! 

Rates: The word rate is $5.00 for 

up to 20 words for one issue.   
BusinessLink  Magazine is a 

monthly digital magazine targeted at 

business owners and executives. 

 To place your ad, please call 

Christine on 0772 854 301, or come to 

our office at 3
rd

 Floor Merchant 

House, Robson Manyika / 2
nd

 St, 

Harare. 

 Company registration, shelf companies, 
PBC, tax clearance, vendor number, 
liquor  licence, call Phil Chichoni now on 
0777 774 007 


