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Africa’s way forward is
dependent of how con-
nected African can be...
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INTERNET VELDFIRE Unpatched software and outdated systems are

prime targets for cyber attackers. These bugs
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Microsoft's Airband Initiative aims to bring can allow unauthorized access or the execution

broadband access to 40 million people globally,
with a significant focus on Africa.
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MAKING & BREAKING ORGANISATIONS

WITH PERSONAL BRANDS Dr James Makamba
I'm passionate about education, as I said, for the
As I have always advised professionals, they reasons that I've mentioned. I'm passionate about
must expand their net to the different job business because business is everything.

markets globally and not lock themselves into
Africa.
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FINANCE & INVESTING

JOHN TSERIWA

BRIDGING AFRICA’S CONNECTIVITY
DIVIDE

IoT for Network Optimization: Utilizing IoT
sensors to monitor network performance, identify
bottlenecks, and optimize resource allocation can

significantly improve network efficiency.
Drones for Network Expansion: Drones can be
employed for rapid network deployment in remote
areas, especially for disaster recovery or temporary
events.
Underwater Communication: Emerging technol-
ogies like underwater drones and acoustic com-
munication can enhance connectivity in coastal
regions and for offshore operations.

LIFESTYLE & CULTURE
SALES & MARKETING

MR DENNIS MAMBURE CORPORATE MORALITY AND WHAT
NOT TO DO

Corporate Morality involves making decisions
that are ethically sound, even when those
decisions might not be legally required. It also
includes how a corporation addresses issues
like environmental sustainability, social re-
sponsibility, and corporate governance.

When you are now dealing with audiences,
particularly those that are outside of the coun-
try, you want to make sure that you are very
clear of your communication. You must do
away with biases...

Welcome to Mugaviri Business
Magazine. We are committed to
delivering authoritative business insights
and fostering a community of industry

leaders. Your readership is invaluable to

us, and we look forward to engaging with
you through our compelling content that
spans the spectrum of the business world.




AFRICAIR
CONNECTIVITY
INTERNET VELDFIRE

Africa, home to over 1.4 billion
people, is undergoing a digital trans-
formation that could redefine its so-
cio-economic landscape. Internet
connectivity, once a luxury for the
few, is now spreading across the con-
tinent, offering unprecedented oppor-
tunities for economic growth, educa-
tion, healthcare, and social inclusion.
Despite the challenges posed by in-
frastructure deficits, and affordability,
the progress made in the last decade is
nothing short of remarkable.

Current State of Connectivity

As of 2024, Africa has seen significant
growth in internet penetration. This
growth is largely driven by the pro-
liferation of mobile networks, which
account for over 70% of internet con-
nections on the continent. Countries
like Kenya, Nigeria, and South Africa
are leading the charge, with internet
penetration rates of 85%, 73%, and
70%, respectively, However Zimba-
bwe is showing remarkable progress
and promising to be in the top 3 by
2030.

Mobile broadband is the primary
mode of access for most Africans,
thanks to the widespread adoption
of affordable smartphones and the
expansion of 3G and 4G networks.
There are now more than 495 million
mobile subscribers in Sub-Saharan
Africa, with over 300 million of them
accessing the internet via mobile de-
vices. The rollout of 5G networks,

although still in its infancy, is expect-
ed to further accelerate connectivity,
especially in urban areas.

Challenges to Connectivity
Despite the positive trends, signifi-
cant challenges hinder the widespread
adoption of internet services across
Africa. One of the most pressing is-
sues is the lack of infrastructure, par-
ticularly in rural and remote areas.

Affordability remains another major
barrier. According to the Alliance for
Affordable Internet (A4AI), the cost
of 1GB of mobile data in Africa is still
relatively high. This is a significant
burden for low-income households.
The digital divide between urban and
rural areas is stark, with rural popu-
lations often paying higher prices for
lower-quality services.

Regulatory challenges have since
caused serious problems to internet
expansion, but now is a cry of the past.

Progress and Initiatives

Despite these challenges, numerous
initiatives are underway to enhance
internet connectivity across Africa.
Governments, private companies, and
international organizations are collab-
orating to bridge the digital divide.
For instance, the African Union’s Dig-
ital Transformation Strategy aims to
ensure universal access to affordable
broadband by 2030.

This ambitious plan includes invest-
ments in infrastructure, digital skills
development, and regulatory reforms
to create a conducive environment for
digital innovation.

Private sector initiatives have also
played a crucial role. Companies like
Google, Facebook, and Microsoft have
launched projects to expand internet
access. Google’s Project Loon, for in-
stance, uses high-altitude balloons to
provide internet connectivity in re-
mote areas, while Facebook’s Express
Wi-Fi initiative partners with local
entrepreneurs to offer affordable Wi-
Fi services in underserved commu-
nities. Moreover, Microsoft’s Airband
Initiative aims to bring broadband
access to 40 million people globally,
with a significant focus on Africa.
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MAKING & BREAKING
ORGANISATIONS

WITH PERSONAL

BRANDS

Technology has revolutionized HR
in several impactful ways, particularly
in personal branding and career de-
velopment. As a career coach, I have
seen technology shape careers in such
an impactful way.

Technology has empowered individ-
uals to take control of their personal
brands and career trajectories more
effectively than ever before. By le-
veraging these tools, professionals
can continuously grow, connect, and
showcase their unique value in the
evolving job market.

What impact does personal branding
have on career success, and how can
professionals develop a solid person-
al brand to advance their careers?

How are individuals leveraging per-
sonal branding to achieve greater ca-
reer growth?

I have 15 years of work experience, 5
of which have been spent in the HR
space and working with professionals
on all matters of careers, and I now ac-
tively spend a lot of my time working
with professionals who are looking to
elevate their brand and scale their ca-
reers.

Personal branding is critical in build-
ing a successful career. It helps in-
dividuals distinguish themselves in
a competitive job market. A solid
personal brand communicates your
unique value proposition, showcasing
your skills, experiences, and personal-

ity.

One channel for personal branding
is building a solid online presence
through LinkedIn and other social
media platforms. This can make pro-
fessionals visible to recruiters and
employers worldwide. As I have al-
ways advised professionals, they must
expand their net to the different job
markets globally and not lock them-
selves into Africa.

By strategically building and lever-
aging your personal brand, you can
create a powerful global presence that
attracts international job opportuni-
ties and positions you as a desirable
candidate for roles across the world.
If you have not started building your
own personal brand, you are late.

Can you share a pivotal moment in
your career that has shaped your
leadership and people management
approach?

This would have to be during my time
at the HR firm, where I gained in-
valuable insights into HR and people
management; I remember the chal-
lenge of establishing a training de-
partment from scratch. My Managing
Director at the time handed me a skel-
etal framework and said, “Take it and
develop it however you see fit” I am
deeply grateful for his trust in me with
such a significant responsibility. That
opportunity has profoundly shaped
much of what I do today. Within two
months, I assembled a dynamic team,
and together, we embarked on an in-
credible journey.

Leading this team taught me so much
about people management, and I
deepened my passion for emotional
intelligence, personality, and temper-
aments. These three elements were
crucial in helping me understand and
manage my team more effectively.

In light of my experiences, here’s my
perspective on the evolving landscape
of leadership and people manage-
ment.

1. There is more emphasis on emo-
tional Intelligence: Modern leader-
ship places a greater focus on emo-
tional intelligence (EI). Leaders are
expected to understand and manage
their own emotions while also being
attuned to the emotions of their team
members. This shift recognizes that
empathy, self-awareness, and inter-
personal skills are crucial for building
strong, motivated teams.

2. We have moved to Inclusive Lead-
ership: Diversity and inclusion have
become central to effective leadership.

Inclusive leaders actively seek out and
value diverse perspectives, creating an
environment where all team members
feel empowered to contribute. This
approach not only helps with innova-
tion but also enhances employee en-
gagement and retention.

3. There is a call for Adaptive Lead-
ership: The pace of change in today’s
business environment requires lead-
ers to be highly adaptable. Adaptive
leadership involves being open to new
ideas, willing to pivot strategies, and
continuously learning. This flexibility
helps organizations navigate uncer-
tainties and seize opportunities in a
rapidly evolving market.

4. Mental health is at the center of
organizations now. The well-being of
employees is now a critical consider-
ation for leaders. This includes mental,
physical, and emotional health. Lead-
ers are increasingly adopting policies
and practices that promote work-life
balance, support mental health, and
create a culture of well-being.




5. We must adopt technology Inte-
gration: The rise of remote and hy-
brid work has accelerated technology
integration in people management.
Leaders are leveraging digital tools to
enhance communication, collabora-
tion, and productivity. Effective use of
technology also enables data-driven
decision-making, helping leaders bet-
ter understand and meet the needs of
their teams.

in your journey of assisting profes-
sionals in their personal branding
and journey to better carrier oppor-
tunities and development, what is the
most common problem(challenge)
you have faced working with them
and how do you navigate around it?

One of the most common challenges I
encounter while assisting professionals
with their personal branding is over-
coming self-doubt. Otherwise known
as imposter syndrome. Many individ-
uals struggle with recognizing their
unique value and presenting it confi-
dently, which can hinder their ability
to build a compelling personal brand.
To navigate this challenge, I focus on a
few key strategies:

1. Self-Reflection and Discovery: I
encourage clients to engage in self-re-
flection to uncover their strengths,
achievements, and core values. This
involves exercises like personal SWOT
analyses (Strengths, Weaknesses, Op-
portunities, Threats) and storytelling
to help them articulate their unique
value propositions.

2. Goal Setting and Alignment: I work
with clients to set clear, actionable
goals that align with their person-
al and professional aspirations. This
helps them build a brand narrative
that is authentic and aligned with
their career objectives.

3. Ongoing Support: Personal brand-
ing is an evolving process. I provide
ongoing support and coaching to help
clients adapt their brand as they grow
and as their career goals evolve.
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Internet vulnerabilities are being ex-
ploited by malicious actors, leading
to the emergence of cyber wars that
threaten national security, economic
stability, and personal privacy.

Understanding Internet Vulnerabil-
ities

Internet vulnerabilities refer to weak-
nesses in the design, implementation,
and configuration of online systems
that can be exploited by cybercrim-
inals. These weaknesses can exist at
various levels, including hardware,
software, and even user behaviour.

Common vulnerabilities include:

« Software Bugs and Flaws: Unpatched
software and outdated systems are
prime targets for cyber attackers.
These bugs can allow unauthorized
access or the execution of malicious
code.

« Phishing Attacks: Cybercriminals of-
ten exploit human behaviour through
phishing, tricking individuals into re-
vealing sensitive information such as
passwords and credit card numbers.

o Weak Passwords: Despite advance-
ments in security technology, weak
passwords remain a significant vul-
nerability, providing an easy entry
point for hackers.

o Insider Threats: Employees or con-
tractors with access to sensitive data
can pose a serious risk if they misuse
their privileges or fall victim to social
engineering attacks.

The Rise of Cyber Wars

As internet vulnerabilities persist, the
landscape of conflict has evolved, giv-
ing rise to cyber wars. Unlike tradi-
tional warfare, which relies on phys-
ical force, cyber wars are fought in
the digital realm, where information
is the primary weapon. Nation-states,
terrorist organizations, and indepen-
dent hackers engage in these conflicts,
targeting critical infrastructure, steal-
ing sensitive data, and disrupting ser-
vices.

o Nation-State Cyber Attacks: Gov-
ernments around the world are in-
creasingly investing in cyber capa-
bilities. These attacks often focus on
espionage, intellectual property theft,
and the disruption of rival states’ crit-
ical infrastructure.

 Cyber Terrorism: Terrorist organi-
zations have also embraced the digital
battleground, using cyber attacks to
spread propaganda, recruit members,
and disrupt the activities of their en-
emies.

o Hacktivism: Ideologically motivat-
ed hackers, known as hacktivists, use
cyber attacks to promote political
agendas, often targeting corporations,
governments, and institutions they
perceive as unjust.

The Consequences of Cyber Wars

The impact of cyber wars extends far
beyond the digital domain. The con-
sequences of these conflicts can be
devastating, both economically and
socially.

o Economic Disruption: Cyber-at-
tacks can cripple businesses, leading
to financial losses, job cuts, and a loss
of consumer trust. The global econo-
my can also be affected, as trade and
commerce increasingly rely on secure
online systems.

« National Security Threats: Cyber
wars pose a significant threat to na-
tional security. Attacks on critical
infrastructure, such as power grids,
water supply systems, and commu-
nication networks, can cause wide-
spread chaos and disrupt daily life.

« Erosion of Privacy: As cyber conflicts
intensify, individuals’ privacy is often
compromised. Governments and cor-
porations may increase surveillance to
protect against cyber threats, raising
concerns about civil liberties.

Mitigating the Threats

Addressing internet vulnerabilities
and mitigating the risks of cyber wars
requires a multi-faceted approach
involving governments, businesses,
and individuals.

« Strengthening Cyber Defences:
Governments and organizations
must invest in advanced cybersecu-
rity measures, including encryption,
multi-factor authentication, and
regular software updates.

o International Cooperation: Cyber
wars are a global issue that requires
international collaboration. Nations
must work together to establish
norms and agreements that reduce
the likelihood of cyber conflicts.

« Raising Awareness: Education and
awareness programs can help individ-
uals recognize and avoid potential cy-
ber threats, reducing the effectiveness
of attacks like phishing and social
engineering.




DR JAMES MAKAMBA
CONNECTING AFRICA

Early life all took place in Madziva,
a communal area about 40 kilometers
outside Bindura. Bindura is the capi-
tal of Mashonaland Central Province
and is known for its mostly good soils
for agriculture and minerals. That’s
where the early life, finds me from
what used to be sub-a, I think it's now
grade one to standard three, which
must be grade three or four at a school
called Mupfurudzi primary school in
Madziva under chief Mutumba.

What inspired me to venture into
broadcasting and various other sec-
tors?

I took a job at Campion House, which

is for those who are Catholic who
know is the headquarters or the ad-
ministrative house of Jesuit fathers, a
sect in the Catholic Church.

I took a job there and they trained me
to be a special assistant to the fathers.
Special assistant sounds exotic, but
you answer calls, you receive visitors,
you make sure that the place is kept
in order. Next to that was the Ministry
of Education branch of audio-visual
services.

Now, audio-visual services was re-
sponsible for recording radio lessons.
I don’t know whether they still do that
now, but during our time you used to
receive audio-recorded lessons, plays,
etc. I used to accompany a friend
there, we used to go there for record-
ings.

The director of that center was a Mr.
Sifas Rangwani, whom I got to know
quite well. And one of the actors in an
English play did turn up on a certain
day. And Mr. Rangwani said, yeah, but
James, you have an idea what we do.

Why don’t we give you a voice test and
see if you can stand in for this guy, the
rest is history. That’s how I got into ra-
dio. It wasn't planned at all.

The significant challenges I faced in
my career? And were they worth the
effort to overcome them?

Challenges are always there. It doesn’t
matter. I mean, spending the day in
bed is a challenge, by 11 in the morn-
ing, your ribs are aching, and so on,
but without challenge, there is no
growth.

So you always have people who are
taunting you. In the radio, some peo-
ple thought my voice was too heavy.
Some thought I was behaving more
like a Western broadcaster.

But the sponsors loved me, I was so
busy. During my time, I grew up to be
the busiest commercial radio broad-
caster.

When you are presenting seven shows
a week, you may be scripting them,
scripting you may be writing them,
you may be producing them. But
when you are presenting seven,

regardless of whether you are the pro-
ducer or the writer, seven, you are
considered busy. At the height of my
career, | presented 27 shows a week.

When you turned on the radio, it was,
on top with Amato, Lions Made East
of the Week, Go, Go Goliath. It was
JC] Makamba, JC] Makamba every-
where. So the challenges are there.
They will always be there, but what is
important is when you tumble, you
find your balance and you keep go-
ing. So you make an effort. You keep
making an effort to overcome the
challenges. I don’t know if I have been
successful. All I know is I work, I ap-
ply myself, I plan what I do.

It’s extremely important to know what
you want to do and have a roadmap
of how you intend getting there. The
one thing that’s extremely important
is to be educated on the subject of
your venture. If you have to read, if
you have to take lessons, if you have to
have a tutor, that’s extremely import-
ant for you to be able to get to your
destination, whatever you deem to be
your destination, in good time and
without wasting or losing a lot of time.

Get to know what you want to do and
execute accordingly, because for ev-
erything, there’s a formula.

My vision for a more connected and
economically integrated Zimbabwe?

Zimbabwe, we have all the main in-
gredients to write a success story. We
have an educated population. We have
a stable government. We have good
country leadership. We have a lead-
ership that has had exposure, lived
in exile, and see how other countries
are managed. And so they have avoid-
ed certain mistakes, which have seen
some economies collapse.
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And in our case, 20 years of sanctions.
To survive that, it doesn’t mean that
we are lucky. It means, the leadership
have had an exposure, the leadership
have had a strategy, have had a certain
dedication, the leadership is educated
in order to overcome these pitfalls.

And you can see now the world’s atti-
tude is changing towards Zimbabwe.
In Africa, in the SADC region, the
PTA region, most of the countries are
calling for the removal of sanctions.
This is because of the dedication that
the Zimbabwean political leadership
have applied and have exhibited.

So economically, we are well placed.
Africa is doing away with borders. The
regions are becoming more and more
integrated.

This August, the SADC summit is go-
ing to be held in Zimbabwe, where our
esteemed leader, His Excellency E.D.
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Mnangagwa will be handed over the
baton to be chairman of SADC for the
coming a period. This has numerous
advantages. The privilege to showcase
to the world our resources, our natu-
ral resources, our human resources,
the potential, the infrastructure that
we have built, that we are revamping,
that we are building. So this chair-
manship is going to do great stuff, for
this country.

I personally wish His Excellency E.D.
Mnangagwa well during his tenure of
SADC. He’s extremely dedicated in
wanting to see the best for everybody,
be they rural, be they urban, be they
cross-border. like I said, he’s also ben-
efited from living, spending time out-
side this country, during the struggle.

It all expands, the way you view the
world and the way you relate, you
know, to other people.

Technology is now, is the name of
the game. You can’t do anything. Ev-
erything now relates to technology,
connectivity, the internet, study, and
trading. Everything comes back, to
technology.

The borders are being done away with.
Africa has agreed to become one trad-
ing bloc. Just imagine what this is go-
ing to do for Africa.

Over 1.2, billion people in Africa, we
implement common passports, re-
gional bloc passports that are accept-
able to go anywhere in Africa.

The next time you think of an idea you
want to catch a plane and you are on
your way no need to worry about vi-
sas. This is what trade is all about. This
is what integration is all about. The
combination of travel, technology, the
narrowing in of languages it’s going to
put Africa right there.




Advice to young African entrepre-
neurs looking forward to make an
impact on the African continent?

Get education. Everything goes back
to education. What do you know?
What do you want? How do you get
it? How do you apply yourself? How
do you relate to other people? The
rules and regulations of your own
country, the rules and regulations of
regional trade, the rules and regula-
tions of inter-country trade, the rules
and regulations of doing business in
the Far East, in Europe, in America, in
the different African economies.

And it’s never too late because now
you don't have to sit in a classroom.
You can sit at home. You can join a

group.

You can take time off at work, go on-
line, enroll for a course, and do it on-
line. So, for young men and women
who want to be out there, I would say
get education. You look at all these
people who are successful, you read
the Forbes list of 400 people, the 40
richest men in the world, the 10 rich-
est men in Africa, the 100 richest men
in the UK.

Education is no longer a luxury. It’s a
necessity to engage, to foster, to exe-
cute. So, I would say to young people,
get education and you will never look

back.

I'm passionate about education, as
I said, for the reasons that 've men-
tioned. 'm passionate about business
because business is everything.

Trade is everything. I'm passionate
about communications from my radio
and TV experience. Communication
is extremely important, the way you
communicate, the way you are per-
ceived, the way you relay a message,
the way you make a presentation.

Philanthropy, unfortunately, because
most of our history is written by other
people. What is philanthropy?

It’s helping the less fortunate. Most of us went to school through the help we
received from our aunties, our uncles, our brothers, even distant relatives.

So, philanthropy is something that has existed in the African community
from Cape to Cairo. It’s just that it’s portrayed differently in the Western
world, but Africans are philanthropists, regardless of the education back-
ground. Remember, our forefathers used to have heads and heads of cattle,
of sheep and goats. They used to mine all these minerals that we are raving
about now. So, philanthropy, I think, is very, very much an African thing. A
neighbour never goes starving. Philanthropy, is something that is part of us.
It’s part of our culture.

The development of Zimbabwe?

I recently became a senator. Prior to this, I was an MP some 15, 20 years ago.
I'm in the senate, debating, helping to shape up the laws of this country. I
participate in education seminars.

Due to my experience of living abroad, overseas, and in Africa, I help young
people look at certain cultures in order to advance themselves. If I have no
cash in the bank, it’s because I invest everything that I earn. Because Africa
needs investment.

Every country needs investment. The big economies are what they are be-
cause of investment. So, I plan to continue playing my role in development,
in the politics of the country, and 1nteract1ng with the region, and a big-
ger, better exposure to Africa for
my own benefit, and the benefit
of our nation, Zimbabwe, and
Mother Africa at large.

CERTIFICATE

OF RECOGHITION ——

JAMES MAKAMBA 1

BUSINESS

HALL OF Fam
W=



(7 9 r

C |

S= MY rkimesh
\ 1' | £ | TD:::ng:asnscend
===l 1717177111778

Artémesh

Designs That Transcend Reality



yd Revit

cC OMMUNICATI ON

Notice

Revit Communication will be handing over all graphics
and digital Designs to Artimesh. The New Subsidiary of
Revit Communication will be taking over all clients from

Revit Communication as of 01 June 2024.

L &

Artémesh

Designs That Transcend Reality



JOHN TSERIWA

Regulatory frameworks are the
backbone of cross-border con-
nectivity. They establish the rules,
standards, and guidelines that
govern the telecommunications
industry, ensuring a level playing
field and promoting competition.




BRIDGING AFRICA'S
CONNECTIVITY

DIVIDE

LEVERAGING INFRASTRUCTURE
SHARING AND THE FOURTH IN-
DUSTRIAL REVOLUTION (4IR)

Infrastructure sharing initiatives can
significantly enhance connectivity
across African countries by:
Reducing Costs

Shared investments: By sharing the
costs of building and maintaining in-
frastructure, countries can reduce in-
dividual financial burdens.
Economies of scale: Shared infrastruc-
ture often leads to lower operational
costs due to increased utilization.

Expanding Coverage

Faster deployment: Sharing resourc-
es accelerates the rollout of networks,
reaching more people in a shorter
time.

Complementary networks: Combin-
ing different operators’ infrastructure
can create a more comprehensive net-
work coverage.

Improving Efficiency

Optimized resource utilization: Ef-
ficient use of existing infrastructure
prevents duplication and maximizes
capacity.

Accelerated service delivery: Shared
infrastructure can streamline process-
es and speed up service provisioning.

Fostering Collaboration

Knowledge sharing: Collaboration
between operators can lead to the ex-
change of best practices and techno-
logical advancements.

Regional integration: Shared infra-
structure can facilitate cross-border

connectivity and regional economic
integration.

Addressing the Digital Divide
Increased affordability: Reduced costs
due to sharing can lead to more af-
fordable internet services.

Broader access: Expanding coverage
can connect underserved communi-
ties and reduce the digital divide.

What role do regulatory frameworks
play in promoting cross-border con-
nectivity?

Regulatory frameworks are the back-
bone of cross-border connectivity.
They establish the rules, standards,
and guidelines that govern the tele-
communications industry, ensuring
a level playing field and promoting
competition.

Here’s a breakdown of their key roles:
Facilitating Cross-Border Infrastruc-
ture Sharing

a) Standardization: Enforcing com-
mon technical standards for infra-
structure components (e.g., towers,
fiber optic cables) simplifies interop-
erability.

b) Licensing and Permitting: Stream-
lined processes for obtaining licenses
and permits accelerate cross-border
infrastructure deployment.

c) Access Rights: Granting fair access
to infrastructure and rights-of-way
promotes efficient resource

utilization.

Promoting Competition and Invest-
ment:

a) Market Entry: Clear and non-dis-
criminatory market entry rules en-
courage new players and investments.
b) Price Regulation: Preventing an-
ti-competitive practices and ensuring
fair pricing stimulates competition.

c) Spectrum Management: Efficient
spectrum allocation and management
maximizes its use for connectivity
services.

Protecting Consumers and Data

a) Consumer Rights: Establishing
consumer protection measures builds
trust and confidence in cross-border
services.

b) Data Privacy: Implementing ro-
bustdata protection regulations safe-
guards personal information.

c) Cybersecurity: Mandating cyberse-
curity standards ensures the security
of networks and data.

Fostering Regional Integration

a) Harmonization: Aligning regula-
tions across countries reduces barriers
to cross-border services.

b) Collaboration: Encouraging re-
gional cooperation in regulatory mat-
ters promotes joint initiatives.

c) Dispute Resolution: Providing ef-
fective mechanisms for resolving
cross-border disputes ensures a stable
regulatory environment.

By creating a conducive regulatory
environment, governments can fos-
ter innovation, stimulate economic
growth, and bridge the digital divide
through enhanced cross-border con-
nectivity.

How can private sector investments
contribute to closing the connectiv-
ity gap in Africa?

Private sector investment is crucial in
closing the connectivity gap in Africa.
Here’s how:

Infrastructure Development

Network Expansion: Private compa-
nies can invest in building and



and expanding telecommunication
infrastructure, such as fiber optic ca-
bles, towers, and base stations.
Last-Mile Connectivity: Focusing on
connecting rural and underserved ar-
eas, a key challenge in bridging the
digital divide.

Satellite Technology: Investing in sat-
ellite technology can provide connec-
tivity to remote regions with limited
terrestrial infrastructure.

Technology Adoption

Innovative Solutions: Private com-
panies can develop and implement
innovative technologies, like Wi-Fi
hotspots, drones, and balloons, to
provide internet access.

Affordability: Investing in cost-effec-
tive technologies and business models
can make internet services more ac-
cessible to a wider populations

Digital Services and Applications
Content Creation: Developing local-
ly relevant content can drive internet
usage and create demand for connec-
tivity.

Digital Platforms: Building platforms
for e-commerce, education, health-
care, and other sectors can stimulate
internet adoption.

Financial Inclusion: Investing in mo-
bile payment systems and financial
technology can promote digital finan-
cial services.

Job Creation and Skills Development

Employment Opportunities: Invest-
ments in the ICT sector create jobs
directly and indirectly, contributing
to economic growth.

Digital Skills Training: Supporting
programs to develop digital skills can
empower individuals and enhance the
digital workforce.

Public-Private Partnerships
Collaboration: Partnering with gov-
ernments can leverage public resourc-
es and expertise to maximize impact.
Risk Sharing: Sharing risks and re-
wards can encourage private sector
participation in high-risk but high-re-
ward projects.

By combining financial resources,

technological expertise, and market
knowledge, the private sector can play
a pivotal role in accelerating Africa’s
digital transformation and bridging
the connectivity gap.

While specific data on infrastructure
sharing projects with quantifiable im-
pacts on connectivity might be limit-
ed, there are notable examples of col-
laborative efforts that have positively
influenced the telecom landscape in
Africa:

Regional Initiatives

East Africa Submarine Cable System
(EASSy): This submarine cable sys-
tem, connecting multiple East Afri-
can countries, is a prime example of
infrastructure sharing. By pooling re-
sources, countries in the region have
significantly improved internet con-
nectivity and reduced costs.

West African Cable System (WACS):
Like EASSy, WACS has enhanced con-
nectivity among West African nations
through shared infrastructure.
National and Regional Tower Sharing
South Africa: Several tower compa-
nies have emerged, offering tower
sharing services to multiple mobile
operators. This has reduced capital
expenditure for operators, accelerated
network deployment, and improved
network coverage.

Nigeria: While still in its early stag-
es, there is growing interest in tower
sharing, with some operators explor-
ing opportunities to share infrastruc-
ture and reduce costs.

The Fourth Industrial Revolution
(4IR) presents a unique opportuni-
ty for African businesses to enhance
connectivity and communication.
Here’s how:

Infrastructure Enhancement

IoT for Network Optimization: Uti-
lizing IoT sensors to monitor network
performance, identify bottlenecks,
and optimize resource allocation can
significantly improve network effi-
ciency.

Drones for Network Expansion:
Drones can be employed for rapid
network deployment in remote

areas, especially for disaster recovery
or temporary events.

Underwater Communication: Emerg-
ing technologies like underwater
drones and acoustic communication
can enhance connectivity in coastal
regions and for offshore operations.

Digital Communication Platforms
Al-Powered Communication: Devel-
oping Al-driven chatbots and virtual
assistants can enhance customer ser-
vice and support, providing efficient
and personalized interactions.

Video Conferencing and Collabora-
tion: Leveraging cloud-based plat-
forms for high-quality video confer-
encing and collaboration tools can
improve remote work and teamwork.
Augmented Reality (AR) and Virtual
Reality (VR): These technologies can
enhance communication and training
by providing immersive experiences.

Data Analytics and Insights
Predictive Analytics: Analyzing data
to predict network congestion or
failures can enable proactive mainte-
nance and improve service quality.
Customer Behaviour Analysis: Under-
standing customer behavior through
data analytics can tailor communica-
tion strategies and improve customer
satisfaction.

Cybersecurity: Using Al and machine
learning for threat detection and pre-
vention can protect sensitive data and
ensure secure communication.

Digital Financial Services

Mobile Payments: Expanding mobile
payment services through platforms
like mobile money can enhance fi-
nancial inclusion and facilitate digital
transactions.

Blockchain Technology: Implement-
ing blockchain for secure and trans-
parent financial transactions can
boost trust and efficiency.




Digital Skills Development

Training and Education: Investing in
digital skills development programs
can create a skilled workforce to sup-
port the adoption and implementa-
tion of new technologies.
Partnerships: Collaborating with ed-
ucational institutions and technology
companies can foster innovation and
entrepreneurship.

By embracing these 4IR technologies,
African businesses can overcome con-
nectivity challenges, improve com-
munication efficiency, and create new
opportunities for growth and devel-
opment.

Challenges in Adopting 4IR Technol-
ogies for Connectivity in Africa
African governments face numerous
challenges in integrating 4IR technol-
ogies for improved connectivity:

Infrastructure Deficiencies

Limited digital infrastructure: A lack
of robust fiber optic networks, data
centers, and telecommunication tow-
ers hinders technology adoption.
Power supply issues: Frequent power
outages and unreliable electricity dis-
rupt digital services.

Financial Constraints

Insufficient budgetary allocations:
Limited resources for research, devel-
opment, and implementation of 4IR
technologies.

High costs of technology: The acqui-
sition and maintenance of advanced
technologies can be expensive.
Human Capital Challenges

Skill shortage: A lack of qualified per-
sonnel in areas like data science, cy-
bersecurity, and Al hampers technol-
ogy adoption.
Digital literacy: Low levels of digital
literacy among the population hinder
effective technology utilization.
Governance and Regulatory Issues
Outdated policies: Existing regula-
tions may not be conducive to tech-
nology innovation and adoption.
Corruption: Corruption can hinder
efficient use of resources and impede
technology implementation.
Cybersecurity Threats
Vulnerability to cyberattacks: Weak
cybersecurity infrastructure expos-
es governments to data breaches and
system disruptions.

The Fourth Industrial Revolution
(4IR) is poised to revolutionize sever-
al sectors in Africa, with connectivity
as a critical enabler. Here are some key
areas:

Agriculture

o Precision Agriculture: Using IoT
sensors, drones, and data analytics to
optimize farming practices, increase
yields, and reduce waste.

o Supply Chain Management: Im-
proving efficiency and transparency
in agricultural supply chains through
blockchain technology.

o Market Access: Connecting farmers
to markets through digital platforms
enables better price discovery and re-
duces post-harvest losses.

Healthcare

o Telemedicine: Providing remote
healthcare services through video
conferencing and other digital tools,
especially in rural areas.

o Health Information Systems: Im-
proving data management and analy-
sis for better disease prevention, treat-
ment, and resource allocation.

o Medical Research: Accelerating
medical research through data-driven
insights and AI-powered drug discov-
ery.

Finance

« Financial Inclusion: Expanding ac-
cess to financial services through mo-
bile banking and digital payments.

o Insurtech: Leveraging technology to
develop innovative insurance prod-
ucts and improve claims processing.

« Fintech: Creating new financial ser-
vices and products through technolo-
gy, such as peer-to-peer lending and
crowdfunding.

Education

o Online Learning: Providing access
to quality education through online
platforms and digital content.

o E-learning Platforms: Developing
interactive and engaging learning ex-
periences.

o Teacher Training: Using technology
to enhance teacher training and de-
velopment.

Energy

o Smart Grids: Improving energy effi-
ciency and reliability through digital
technologies.



o Renewable Energy: Integrating re-
newable energy sources into the grid
more efficiently.

o Energy Access: Expanding access to
electricity in rural areas through off-
grid solutions.

These sectors represent significant op-
portunities for African countries to
harness the power of 4IR to drive eco-
nomic growth, improve livelihoods,
and address social challenges.

Fostering Collaboration for Enhanced
Connectivity in Africa. To enhance
connectivity across African nations,
fostering collaboration is paramount.
Here are some key steps:

1. Regional Integration and Policy
Harmonization

Economic Communities: Strengthen

existing economic communities like |

ECOWAS, SADC, and EAC to facili-
tate cross-border cooperation.

Harmonized Regulations: Develop
common regulatory frameworks for
telecommunications, data protection,
and cybersecurity.

Joint Infrastructure Projects: Encour-
age joint investments in regional in-
frastructure, such as submarine cables
and terrestrial networks.
Public-Private Partnerships
Infrastructure Development: Collab-
orate on building and maintaining
telecommunication infrastructure, in-
cluding towers, fiber optic cables, and
data centers.

Digital Services: Partner to develop
and deliver innovative digital services
like e-health, e-education, and e-gov-
ernment.

Research and Development: Jointly
invest in research and development to
address local challenges and opportu-
nities.

Knowledge Sharing and Capacity
Building

Skill Development: Implement joint
training programs to build a skilled
workforce in the ICT sector.
Technology Transfer: Facilitate the
transfer of technology and expertise
among African countries.

Best Practice Sharing: Create plat-
forms for sharing successful digital
transformation initiatives.

Digital Infrastructure Sharing

Tower Sharing: Encourage the shar-
ing of telecommunication towers to
reduce costs and improve network
coverage.

Spectrum Sharing: Optimize spec-
trum usage through efficient sharing
mechanisms.

Data Centre Collaboration: Establish
regional data centres to reduce costs
and improve data sovereignty.

Digital Trade and Investment
Trade Facilitation: Remove trade bar-
riers and create a conducive environ-
ment for digital commerce.
Investment Promotion: Attract for-
eign and domestic investments in the
ICT sector.
Digital Financial Services: Develop
and promote digital payment systems
and financial inclusion.

| Cybersecurity Cooperation

Joint Threat Assessment: Collaborate
on identifying and addressing cyber-
security threats.

Incident Response: Establish regional
cyber incident response teams.

 Capacity Building: Enhance cyberse-

curity skills and knowledge sharing.

By implementing these steps, African
nations can create a more connected,
inclusive, and prosperous digital fu-

§ ture.
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FOUNDATION

I've been in the trade for quite some
time and I have done quite a bit with-
in the marketing world. If you were
to check on my LinkedIn profile,
you'll see that I started my career at

a very young age, with British Amer-
ican Tobacco, (BAT,) in Zimbabwe
which was and still is one of the top
companies in terms of international
structure.

Getting into BAT was not easy. The
screening process was tough and

a competitive process. I think the
first round of interviews, held at the
Monomutapa Crown Plaza, attracted
hundreds of candidates all com-
peting for final 11 graduate trainee
vacancies that were available.

I total we went through five rounds
of screening before we were onboard-
ed. So, when I got into BAT, it was
very clear that I was going into great
organization with robust training,
international best practices, and a
culture for performance. So, I sup-
pose, at that point in time, it also laid
the proper foundation for me within
marketing sector.

Prior to that, I had done my indus-
trial attachment or internship with
Delta. During those days, Delta was
operating as different Strategic Busi-
ness Units. So, there was National
Breweries, Chibuku, Ok Zimbabwe,
United Bottlers, among others. I was
attached at National Breweries, in
Manchester Road, Harare.

That’s how the foundation of my
career in marketing started. Over the
years I worked for a few other com-
panies including CFI, Tel.One and
the then Barclays Bank of Zimbabwe
now First Capital Bank.

In 2019 I was appointed Group Head
of Marketing and Communications
for FMBcapital Holdings, which is
the holding company for First Capital
Bank operations. I was tasked with
setting the Group Marketing and
Communication function. I became
the executive responsible for the
function covering the five markets
where the company has presence
namely Botswana, Malawi, Mozam-
bique, Zambia and Zimbabwe. While
I had responsibility for these markets
my base remained Zimbabwe with
period visits to the markets. 2020
Covid hit which meant travel became
restricted, so I continued with my
responsibilities virtually.

An opportunity came for me to move
to Botswana where I took the role of
Head of Marketing and Corporate
Affairs. It was an opportunity that
afforded me the opportunity to fully
experience a different market on the
ground, in a different country.

Being a Christian that I am, I would
attribute all my success to the grace
of God, He was kind and was gra-
cious to me to learn different things
in thevarious roles that i have taken.
Working in a different country has
its unique challenges and learning.
Cultural dynamics, markets nuances
and economic fundamentals all work
together to provide a rich learning
experience.

Just one minor example, in other
markets company cars are a definite
benefit that executives expect when
they get appointed into certain roles,
whereas this is not so in those mar-
kets where Vehicle Asset Finance is
available. Hence one’s seniority in any
organisation is not tied to the type of
vehicle that one drives.

For me I can clearly state that 'm a
marketer by passion. 'm a marketer
by training. And I think 'm a mar-
keter by qualification

I went to school in Gweru starting
my primary at Takunda Primary
School before moving to Bata Pri-
mary School. I then did my O and

A level at Thornhill High School. So
yes you are right I am a Gweru guy. I
then proceeded to National Univer-
sity of Science and Technology for
my Bachelors and Masters degrees in
Marketing.

My passion for marketing to some
extend was influenced by my A level
Management of Business teacher, Mr
Martin Mashamba, He taught us well
and really delivered his subject with
excellence. As we were covering the 4
Ps of marketing under the marketing
function of the syllabus, I just devel-
oped passion for the subject and cre-
ated that thirst in me to understand
the subject further.

God was quite gracious to me be-
cause after university, I joined a man-
agement trainee program as stated
before and I was appointed into my
first management role at a young age
of 24.

Having worked so much in one
specific field, do you see yourself as
someone who's flexible to the upcom-
ing technologies, initiatives about
marketing? Or you honestly think
that they are not that much of a game
changer to the whole industry?

Things are changing. Marketing is
just like love.

That's how I always define it. People
fall in love from the age of 18 to 20
and get married. But people can live
until 80 together. Why? As they grow
together, they learn to continuous-
ly rediscover themselves, learn and
adopt to the environment around
them.

Similarly in our chosen vocation of
marketing, we need to continuously
reinvent and renew ourselves an on-
going basis. What I learnt in college
up to the time I graduated in 2000,
and what I'm doing, probably I'm
using 30% of what I learnt
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And now we are operating in a digital
world with a lot of digital marketing.
So, I have not stopped to renew my-
self. I've done a few courses with a few
institutions including the University
of Stellenbosch on digital marketing,
online marketing, and a few others.

How to make your Marketing Efforts
worthwhile, what you need to know
At the centre of marketing is one per-
son, who is the client. That’s the per-
son who is at the centre of any market-
ing effort. The client can take different
definitions. If he’s in a hospital, he’s
your patient, if he’s in a classroom, he’s
your student, if he’s on a bus, he’s your
passenger.

Depending on the context, what is
very important is to understand the
customer, the client. But in marketing
communications, we call that the au-
dience, you want to resonate with the
audience.

So, when you are now dealing with
audiences, particularly those that are
outside of the country, you want to
make sure that you are very clear of
your communication. You must do
away with biases, you don’t take peo-
ple using your own lens as a Zimba-
bwean or whatever nationality.
Because once you do that, you get it
wrong, when onesl communicate to
cross-border individuals,

should know that these people oper-
ate outside of one’s own norms, cul-
tures, traditions, and values. So then
there is need to deal and understand
that people are diverse.

I have observed in my career that di-
versity, inclusion, and belonging is
very important. And just to enhance
that, I enrolled in and completed a
Diversity, Inclusion, Equity, and Be-
longing course with the University of
South Florida at some point in time.

I did a course, a certificate course,
This increased my awareness of the
importance of understanding the var-
ious things that we need to be aware of
as leaders. When one starts to create
marketing interventions at times, the
very first thing that one needs to know
is to start at a neutral position to say,
well, this will not offend some people
in some cultures. You need to be very
deliberate about it.

That's how I keep myself abreast, un-
derstanding the audience, but also just
learning around them. Everywhere
you stay, there’s diversity, if I'm talking
to an engineer, already there’s diversi-
ty because they see probably machines
and technical issues. So how do I take
care of that diversity? As a marketer
one needs to have that quick learning
ability, because as marketers we are
never taught what the exact products
or services that we will be selling or
marketings. We are taught principles
and strategies how to sell or how to
market.

I'm taught how to do things because
if work for a beer company, so I must
understand the beer product if its a
cigarette company, you now need to
understand the difference between
nicotine and Tar it’s always learning
new products.

I'll give you an example of something
that I found myself doing. At one
point in my career I joined a company
called Anchor Yeast now called Lasaf-
fre. It provided yeast that is used in
bakeries, breweries and in



manufacturing companies. One of
the products is fresh yeast which is
used in the manufacturing of bread.
We used to have problems where the
bread makers would complain and
say their bread did not come out as
it was supposed to because the yeast
was of poor quality. In bread making
there are other ingredients such as
flour, salt among other.

So, what did we do? We had to fully
understand the bread making process
so I, together with some of my team
members enrolled for a free basic
bread making course that was offered
by National Foods.

From that course we understood
better the process and which made us
serve our clients better.
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WHAT NOT TO DO

Corporate morality refers to the eth-
ical principles and values that guide
the behavior, decision-making, and
operations of a corporation. It encom-
passes the standards by which a com-
pany evaluates its actions concerning
fairness, honesty, integrity, respon-
sibility, and respect for stakeholders,
including employees, customers, sup-
pliers, shareholders, and the broader
community.

Corporate morality is about more than
just following laws and regulations;
it involves making decisions that are
ethically sound, even when those de-
cisions might not be legally required.
It also includes how a corporation ad-
dresses issues like environmental sus-
tainability, social responsibility, and
corporate governance.

Key Aspects of Corporate Morality

o Ethical Leadership: Corporate lead-
ers set the tone for the organization’s
moral climate by promoting ethical
behavior and leading by example.

o Corporate Governance: Structures
and practices ensure accountability,
fairness, and transparency in a com-
pany’s relationship with its stakehold-
ers.

o Social Responsibility: A company’s
commitment to contribute positive-
ly to society, including practices that
benefit the community, environment,
and overall public good.

« Integrity in Business Practices: En-
suring honesty and fairness in all
business transactions, marketing, and
communication.

o Respect for Stakeholders: Consider-
ing the interests and well-being of all
stakeholders, not just shareholders, in
decision-making processes.

Duties of Corporate Morality in
Brand and Reputation Building

Building Trust with Stakeholders
o Transparency: Being open and

honest about company practices, pol-
icies, and performance helps build
trust with customers, employees, in-
vestors, and the broader community.

o Accountability: Accepting responsi-
bility for actions, including admitting
mistakes and taking corrective mea-
sures, reinforces trust and reliability.
Promoting Ethical Business Practices
o Fair Treatment of Employees: En-
suring fair wages, safe working con-
ditions, and respect for employees’
rights contributes to a positive inter-
nal and external brand image.

« Honesty in Marketing and Advertis-
ing: Ethical marketing practices, such
as truthful advertising and avoiding
misleading claims, enhance brand
credibility.

Commitment to Social Responsibility

« Community Engagement: Actively
participating in and supporting com-
munity initiatives demonstrates the
company’s commitment to social wel-
fare, boosting brand reputation.

o Environmental Sustainability: Im-
plementing eco-friendly practices and
reducing the company’s environmen-
tal impact can attract customers and
investors who value sustainability.
Ensuring Long-Term Integrity

« Consistency in Ethical Standards:
Maintaining high ethical standards
over time ensures that the brand’s rep-
utation remains strong and consistent,
even during challenging situations.

o Ethical Leadership: Leaders who
model ethical behavior set a standard
for the entire organization, contribut-
ing to a culture that values integrity
and responsibility.

Fostering Customer Loyalty

o Customer-Centric Policies: Priori-
tizing customer needs and concerns
through ethical practices, such as fair
return policies and transparent pric-
ing, helps build long-term loyalty.

« Protecting Consumer Rights: En-
suring that products and services are
safe, reliable, and meet regulatory
standards protects consumers and en-
hances brand reputation.

Mitigating Risks

« Avoiding Scandals and Legal Issues:
Adhering to ethical standards reduc-
es the risk of scandals, legal problems,
and reputational damage, which can
have long-term negative effects on the
brand.

« Crisis Management: In the event of
a crisis, a company with a strong eth-
ical foundation is better equipped to
manage the situation and recover its
reputation more quickly.

Enhancing Brand Identity

« Aligning with Ethical Values: A
brand that aligns itself with ethical
values, such as fairness, respect, and
responsibility, can differentiate itself
in the marketplace and appeal to con-
sumers who prioritize these values.

« Corporate Philanthropy: Engaging
in charitable activities and supporting
social causes can enhance the brand’s
identity as a socially responsible and
caring entity.

Strengthening Investor Confidence

« Sustainable Growth: Investors are
more likely to support companies that
prioritize ethical practices, as these
companies are seen as less risky and
more likely to achieve sustainable
growth.

« Transparency in Financial Report-
ing: Honest and accurate financial
reporting builds investor confidence
and contributes to a strong reputation
in the financial community.

Dangers of Not Having Proper Cor-
porate Morality

Damage to Reputation

o Loss of Trust: If a company engages
in unethical behavior, it can lose the
trust of customers, employees, inves-
tors, and other stakeholders. Rebuild-
ing trust after it has been damaged is
challenging and often costly.

« Negative Public Perception: News of
unethical practices can quickly spread,
leading to widespread negative pub-
licity. This can tarnish the company’s
reputation and affect its standing in
the market.



Legal Consequences

o Lawsuits and Penalties: Unethical
practices, such as fraud, false adver-
tising, or environmental violations,
can result in lawsuits, fines, and other
legal penalties. These legal battles can
be expensive and time-consuming.

o Regulatory Scrutiny: Companies
that engage in unethical behavior may
face increased scrutiny from regula-
tors, leading to more stringent over-
sight and the potential for additional
penalties.

Financial Losses

o Loss of Customers and Revenue:
A damaged reputation can lead to a
loss of customers, decreased sales,
and reduced revenue. Consumers
may choose to boycott a company or
switch to competitors with better eth-
ical standards.

o Investor Withdrawal: Investors may
lose confidence in a company that
lacks corporate morality, leading to a
decline in stock prices and difficulty
in securing future investments.

Employee Morale and Retention Is-
sues

« Low Employee Morale: When em-
ployees perceive their company as
unethical, it can lead to low morale,
decreased productivity, and a lack of
engagement. This can result in a toxic
work environment.

« High Turnover: Talented employees
are likely to leave a company that does
not align with their values. High turn-
over rates can increase recruitment
and training costs and lead to a loss of
institutional knowledge.

Consumer Backlash

« Boycotts and Protests: Unethical be-
havior can lead to consumer boycotts,
protests, and social media campaigns
against the company. These actions
can significantly harm the company’s
reputation and financial performance.
« Negative Word of Mouth: Custom-
ers who feel wronged by a company’s
unethical practices may share

their negative experiences with oth-
ers, leading to further reputational
damage.

Loss of Competitive Advantage

o Erosion of Brand Loyalty: A lack of
corporate morality can erode brand
loyalty, making it easier for compet-
itors with better ethical practices to
attract and retain customers.

« Difficulty in Attracting Talent: Com-
panies with poor ethical reputations
may struggle to attract top talent, as
potential employees often prefer to
work for organizations that share their
values.

Increased Operational Risks

o Supply Chain Disruptions: Unethi-
cal practices, such as exploiting labor
in the supply chain, can lead to dis-
ruptions, boycotts, and reputational
damage if exposed.

o Lack of Innovation: A culture that
disregards ethics may stifle creativity
and innovation, as employees may feel
discouraged from speaking up or pro-
posing new ideas.

Crisis and Scandal

« Scandals: Companies that engage in
unethical behavior are more likely to
experience scandals that can lead to
significant long-term damage. Scan-
dals often result in public relations cri-
ses that are difficult to recover from.

« Difficulty in Crisis Management: In
the event of a crisis, a company with
poor corporate morality may find it
difficult to effectively manage the situ-
ation, leading to prolonged damage to
its reputation and operations.

Impact on Stakeholder Relationships
o Loss of Partnerships: Business part-
ners, suppliers, and other stakehold-
ers may sever ties with a company
that engages in unethical behavior,
leading to operational challenges and
increased costs.

o Decreased Community Support:
Companies that fail to act ethically
may lose the support of the commu-
nities in which they operate, making it

harder to gain approvals for new
projects or initiatives.

o Decreased Community Support:
Companies that fail to act ethically
may lose the support of the commu-
nities in which they operate, making
it harder to gain approvals for new
projects or initiatives.

Long-Term Viability

o Unsustainable Business Practices:
A focus on short-term gains at the
expense of ethical considerations
can lead to unsustainable business
practices, ultimately threatening the
company’s long-term viability.

o Erosion of Corporate Culture: A
lack of corporate morality can erode
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