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One of the most important aspects of our 
business is that we show support and 
respect for the local cultures and the local 
indigenous leaders wherever we operate. 
Such was the case when the management 
of Promasidor paid a visit to the Osolo of 
Isola kingdom, which is the area in which 
we operate in Nigeria, to inform him of the 
imminent change in management. Promasidor 
Ghana was also afforded the opportunity to 
attend the 15th year coronation of the King 
of Ashanti, hosting a cooking competition 
with Onga as the principal ingredient.

For the first time we have included three uplifting 
stories from the Congo, all of which show our 
support for the local communities and the 
country as a whole. Promasidor Algeria weighs 
in with their efforts to bring a little joy to the 
children of the SOS Children’s Village. “Giving 
back” is a cornerstone of our business and it’s 
great to see such well-supported CSR initiatives. 

Promasidor Ghana and Promasidor SA 
both supported fun runs with the Cowbell 
and Amila brands respectively. Both were 
excellent branding opportunities, but Ghana 
went a step further by providing the 4000 
runners with Cowbell branded T-shirts.

Onga Cube was launched in Nigeria with 
great success. The event was supported 
with local celebrities and dignitaries alike. 
Judging by how well the product was received 
in all four corners of the country, we have no 
doubt that sales of the Onga Cube can only 
go from strength to strength. Yumvita, our 
new premium baby cereal brand, has been 
launched in Ghana, the DRC and Angola.

These are just some of the stories in the 
latest issue of Promasidor Link, so sit back 
and enjoy the read. Until next time.

Editor

Editor’s Note
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“Giving back” is a cornerstone 
of our business
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ProMAsidor shiNEs At thE 
2014 NiGEriAN ECoNoMiC 
suMMit iN ABujA.

The 20th Nigerian Economic Summit 
opened on Tuesday 18th of March 
2014 at the Transcorp Hilton Hotel, 
Abuja with the theme of “Transforming 
Education Through Partnerships for 
Global Competitiveness”. Promasidor, 
being a strong supporter of education, 
especially through our Cowbell National 
Secondary School Mathematics 
Competition (NASSMAC), was also 
at the summit with its team led by our 
MD/CEO Chief Keith Richards.

The Promasidor Stand also hosted 
dignitaries, delegates and visitors 
to the summit, among them was His 
Excellency the Vice President of the 
Federal Republic of Nigeria, Alhaji 
Muhammed Namadi Sambo, who was 
warmly received by Chief Keith Richards.

ProMAsidor NiGEriA Visits 
thE isoLo KiNGdoM. 

On Thursday 24th 0f April 2014, the 
management of Promasidor Nigeria 
paid a courtesy call to the Osolo of Isolo 
Kingdom, Oba Kabir Kolawole Agbakiaka 
at his palace in Lagos. The purpose of 
the visit was to inform the Royal Father of 
the imminent change in the management 
of Promasidor Nigeria and also to secure 
continuous support and understanding 
in the year 2014 and beyond from the 
palace, traditional leaders and people 
of the Isolo community. Among those in 
the Promasidor team were the MD/CEO 
of Promasidor Chief Keith Richards, the 
incoming Managing Director, Mr. Olivier 
Thiry, Head, Legal/Public Relations, 
Mr. Andrew Enahoro, and several 
others.The team also used the 
opportunity to inspect the Water 
Treatment Plant constructed and 
donated to the community by 
Promasidor Nigeria in 2013.

Country News
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Mr Olivier was introduced to the Osolo of Isolo, Kabiyesi Oba Kabiru 
Agbabiaka by Chief Keith Richards

The Vice President of Nigeria, Alhaji Namadi Sambo being welcomed to Promasidor 
exhibition stand by Chief Keith Richards

Transforming Education 
Through Partnerships

...continuous support and 
understanding in the year 

2014 and beyond
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ProMAsidor 
CoNGo oN thE BALL 
with thE PoiNtE 
NoirE BAsKEtBALL 
tourNAMENt.

Our second Pointe Noire 
community basketball tournament 
was held with great success on 
September 21st. Advertised on 
local TV and radio stations in the 
preceding weeks, over a hundred 
young people from across the 
city came to a central location 
for a morning of free one-to-one 
basketball coaching. This was 
followed in the afternoon by 
a tournament, which pulled in 
local crowds, with more than a 
thousand spectators attending. 

Sporting events like these create 
a very positive story around our 
brands at a grassroots level 
in the local community. To be 
sponsoring events like this means 
that local people will increasingly 
associate our brands with a 
healthy and positive lifestyle. 

Building on the success of our 
first tournament in September 
2012, the Pointe Noire community 
basketball tournament is quickly 
becoming a popular feature on 
the local Congolese calendar, and 
we are exploring the possibility of 
starting a Brazzaville tournament.

rEAChiNG For thE stArs with 
youNG stArs CoNGo.

Key components in the lives of the 
Congolese people are music, dance 
and the performing arts. So, every 
month for the last six years, we have 
held our Young Stars event. 

A TV and radio advertising campaign 
in the lead-up creates a positive buzz 
around the event, and ensures we always 
have impressive attendance figures, 
in the region of 1,500 people. Young 
people, from across the city, are invited 

to attend, to perform a pre-prepared skit 
or activity, alone or, often, in a group. 
Their efforts are judged by our panel 
of local artists, who then award prizes, 
which range from company-sponsored 
sporting equipment to school stationery. 

This event is very popular as it engages 
directly with the community. It draws on, 
and encourages, local Congolese cultural 
interests and activities. It is designed 
with an emphasis on learning, whether 
that be singing, dancing, picking up new 
languages, or writing and drawing, and 
people of all ages are welcome. It is very 
much a fun day out for all the family! 

...a healthy and 
positive lifestyle

...engages directly 
with the community

GiViNG BACK iN thE CoNGo.

Ensuring the safety and well-being of 
children is the most critical part of any 
business’ corporate social responsibility 
in Africa. Accordingly, Promasidor Congo 
maintains a strong relationship with 
seven of the leading orphanages in 
Pointe Noire, and ten in Brazzaville. 

We make substantial donations to 
each orphanage every quarter and 
seek to be involved in their day-to-day 
activities, assisting in any way we can. 
We regularly respond to ad-hoc calls 
for help, and ensure that we continue 
to develop strong relationships with 
these important community leaders. 
The positive development and 
empowerment of children and young 
people in Congo is crucial, and we, 
as a business, are fully committed to 
doing our part within the community. 
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ProMAsidor MALAwi strENGthENs 
sECurity.

Following a spate of armed robberies in 
Malawi we have embarked on an exercise 
to turn the premises into Fort Knox. 

Initially, we concentrated on making it difficult to break 
into the office at night, as the robberies were taking 
place at night when gangs of 50 plus came with 
angle grinders, axes and rocks and literally smashed 
everything to gain access. We have a reaction unit that 
takes eight minutes to get to the property and so we 
only had to hold them off for the required eight minutes, 
which was not too difficult. But as the gangs became 
bigger and bolder, we had to further increase security at 
night after the reaction team were attacked by the gang 
and a vehicle totally written off, as they tried to escape. 

So we brought in armed police at night as a further 
deterrent - only the police are permitted to carry guns 
in Malawi (and clearly the criminals). We succeeded in 
making ourselves more secure than other organisations 
and so the gangs moved onto softer targets for a while 
and then they changed tactics and decided to enter the 
office during working hours when the firing of guns made 

us more co-operative and ready to do their hard work for 
them. This led us to realise that we needed to upgrade 
security during the day and reduce access to the office.

We now have 5 strands of electric fence above our wall. 
CCTV cameras at the gate, entrance to the office, along 
the access road, entrance to each warehouse, workshop 
and fuel depot to be able to monitor what is happening. 

The cameras record 72 hours of data at a time. 
Laser beams across all windows and doors of the office 
and warehouse send a signal to the reaction team if 
anybody comes to within 1m of the beam. There’s a 
bullet-proof entrance door to the office with an automatic 
lock that can only be opened with fingerprint access, 
a bullet-proof vault in which the safe is kept and a 
bullet-proof cashier’s window for customers to use to 
pay for their goods. We have almost completed the 
building of an outside shelter for customers to use 
whilst paying, as well as armed police on duty during 
the day and night. The restricted access at the front 
door is also useful for reducing unwelcome officials 
who tend to pitch up without warning as nobody is 
permitted access without a prior appointment.

It has been a costly exercise with lots of dust and 
banging going on, but we feel it is worth it for peace 

of mind and we are surely more secure than most in 
the area now and hopefully security will improve within 
the country so that we can reduce or eliminate the 
need for armed police in the not too distant future.

Construction of the vault

Building of customer shelter and cashier window

Bullet proof entrance door

...worth it for peace 
of mind
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oNGA sEAsoNs AshANti 
royAL CELEBrAtioNs.

An opportunity for any brand to be 
associated with the royalty of the 
Ashanti Kingdom is always a rare one 
and it was such an opportunity that was 
presented to the Onga brand in Ghana. 

The Ashanti Kingdom is considered 
one of the most ancient kingdoms 
in Africa and one of the few that 
still wields tremendous power 
over its subjects. With oversight 
over a large portion of the gold-
producing areas of Ghana, the 
King of Ashanti or Asantehene 
(Otumfuo Osei Tutu II) is easily one 
of Africa’s foremost monarchs. 

The occasion of the 15th anniversary 
of his coronation was marked with 
a number of activities, and one of 
those was an exhibition of traditional 
Ashanti cuisine. The Queen Mothers 
of Ashanti, who were in charge of 

the exhibition, insisted on having 
the Onga brand participate because 
they associated Onga with traditional 
cuisine across the country. 

The event itself was a rich, colourful 
display of Ashanti culture with all 
the sub-chiefs of the Asantehene as 
well as all the Queen Mothers of the 
Ashanti Kingdom (hundreds of them) 
in attendance; many of them ushered 
to the durbar grounds amidst loud, 
throbbing traditional drumming. 

The highlight of the event was the 
food exhibition to be inspected by the 
Ashanti King (Otumfuo) himself and 
this was where Onga played a central 
role. Overnight, the Queen Mothers 
had cooked over thirty different dishes 
indigenous to Ashanti, and these 
meals were on display for everyone 
to inspect and have a taste. Some of 
the dishes were very familiar, others 
were not and many patrons were 
surprised to learn that such meals 
were a part of Ashanti cuisine. 

As part of the entire event, the Onga 
team had brought along a TV crew 
to film a few episodes for Onga’s 
popular cooking programme, the 
Onga Food Tour, with the Queen 
Mothers who were doing the cooking. 

Activities for the day came to a climax 
when it was time for Otumfuo to 
go around and inspect the various 
meals on display. He was quite 
visibly impressed since it was the 
first time such an exhibition had 
been held and he asked that the 
Queen Mothers help promote more 
local cuisine amongst the people of 
Ashanti and Ghana in general.

Meals for the exhibition are prepared

The Otumfuo, along with the Queen Mothers, inspects the various meals 
on display

...one of the most ancient 
kingdoms in Africa
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CowBELL wALKs thE tALK 
with uNiVErsity studENts iN 
GhANA.

Cowbell in Ghana has come to be 
synonymous with sports as a result 
of a deliberate marketing focus since 
1999 and one of the long-standing 
areas of the brand’s participation has 
been health walks and aerobics. 

The Students’ Representative Council of 
the University of Cape Coast had chosen to 
include a health walk and aerobics session 
in its annual week celebration, and Cowbell 
gladly obliged to sponsor the event. The 
aim of supporting the event was to take the 
opportunity to induce product trial with the 
coconut flavour of Cowbell milk, which is 
considered a great, refreshing milk drink. 

The walk was well publicized with banners, 
flyers and radio communication all over the 
Cape Coast University campus, and on 
the morning of the event, it was obvious 
that the intense publicity had paid off. 

Nearly 4,000 students turned up on the 
cool Saturday morning to participate in 
the 3km walk and aerobics session. 

The assembly point was well laid out with 
Cowbell branding, from the venue, all along 
the route and to the main gates of the 
university, ensuring a solid brand presence 
for Cowbell. Each participant was provided 
with a beautiful Cowbell t-shirt, creating 
solid blocks of colour as the thousands 
of students took their walk along the tree-
lined avenues of the university campus. 

When the participants returned to the 
assembly point, they were treated to 
chilled cups of Cowbell Coconut to cool 
off with, but only after they had been 
through the exciting aerobics routine. 

A great atmosphere and the magic 
of chilled Cowbell Coconut milk drink 
had ensured a great event and it was 
obvious that Cowbell had found its 
way into the hearts of the students 
of the University of Cape Coast.

ProMAsidor sA rEFrEshEs 
with AMiLA At thE CoLGAtE 
FuN ruN.

The Colgate Road Race took place on the 
4th May 2014. The Amila team arrived at 
6am to set up for the 6km Fun Run race, 
which started at 7am. We set up with 
banners and had our Mascot, ‘The Amila 
Man’, in attendance to spur the runners 
on. We mixed Amila Pineapple and Peach 
flavours from our New Amila 2L (60g) 
range into cups. The race took about an 
hour with almost every runner stopping 
to grab a cup of Amila. In total there were 
1000 runners running the 6km Fun Run.

Nearly 4,000 students attended

A show of colours for Cowbell Flavoured Milks

Colourful branding at the water station
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ProMAsidor ALGEriA GiVEs BACK 
throuGh thE oPErAtioN sos 
ChiLdrEN’s ViLLAGE.

Operation SOS is an international humanitarian 
organization that gives orphans the chance 
to live in a family environment.The event 
was sponsored by Amila and gave 600 
orphans the chance to enjoy a whole 
afternoon of bouncing and sliding on the 
specially branded Amila jumping castle. 
The orphans also enjoyed Amila drinks and 
refreshments and great fun was had by all.

ProMAsidor ALGEriA LooKs 
AhEAd to A GrEAt yEAr.

The year 2014 will be a very fruitful year for 
Promasidor Algeria. With the launch of a 
new SKU for each of its three major brands, 
its products family keeps on growing!

• There will be the launch of Twisco 
 choco-strawberry, adding another 
 exciting flavor to the 
 Twisco product range.

• There will be the launch of 
 Amila Apple, adding another 
 juicy flavor to the Amila 
 product range.

• There will also be the launch of a maxi format 
 Loya: a 2kg block bottom that addresses  
 he needs of big families and the 
 B2B market.

ProMAsidor KENyA BEGiNs thE 
sossi “soAK & CooK” dEMos.

Two of the major setbacks PKL has faced in 
recent times are the challenge of lapsed users 
and people who have still not tried the product. 

During various interactions with consumers 
it has become apparent that upon 
tasting the product in wet demos or at 
company organized korogas (cookouts), 
consumers love the taste of Sossi. 

“We have noted with concern that majority 
of consumers like the taste and texture of 
Sossi when we prepare it for them, however 
for various reasons once they prepare 
the product by themselves it backfires” 
explained Mark Williams, Kenya’s Marketing 
Director. “We have resolved to do all that 
is necessary to reverse these experiences 
and perceptions by practically teaching 
consumers a simplified cooking method 
that involves soaking the product to prevent 
caramelizing and burning,” he added.

Williams further explained that the “soak 
and cook” approach is addressing the 
challenge presented by users who 
have prior experience of the brand, 
but were disappointed. Most important 
is that even the non-users, who are 
estimated to be 80% of consumers, 
are now also learning the right cooking 
methods from the onset through the 
targeted approach. The entire market is 
estimated to be 8 million households.

The “soak and cook” demos targets 
residents in both Nairobi and its environs, 
aiming to reach up to 72,000 consumers 
through door-to-door activations per 
month. Another 15,000 consumers 
are targeted at rural market centres 
through roadshows every month.

Demonstrating the “soak & cook” method 

The kids enjoying themselves on the Twisco 
jumping castle

We have resolved to do all that 
is necessary to reverse these 
experiences and perceptions
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The Launch Pad
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thE oNGA CuBE is LAuNChEd iN 
NiGEriA.

Onga Cube, the latest product offering from 
the Onga stable, formally made its entry 
into the Nigerian market through a series 
of celebrations across the country. A good 
number of celebrities, dignitaries, distributors 
and staff were present to witness the launch 
of Onga Cube, which began in Ibadan (West), 
then Kano (North) and Aba (East) before it 
finally hit Lagos. The occasions were graced 

by government officials, traditional leaders and 
market leaders, including the Emir of Daura 
and a representative of the Emir of Kano, the 
Director General of NAFDAC, Dr Paul Orhii, 
and Representatives of the Director Generals 
of SON and LASEPA, just to mention a 
few. The launch events witnessed cooking 
competitions, comedy and performances 
by Onga brand promoters, Flavour, Kate 
Henshaw, Funke Akindele and several 
others. The introduction of the new product 
was in response to rising demands for a rich 
new seasoning option among consumers.

NEW

NEW

Popular Artist, Mr Jide Kosoko (2nd right) and a 
guest (left) pose with Mr Kachi Onubogu and 

Mrs Abiola Inawo at the launch 

The Leadership team and the Director General of 
NAFDAC joined by the Face of Onga and the music 

icon ‘Flavour’ in a group photograph during the 
cutting of the Onga Cake

...the latest product offering 
from the Onga stable
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sossi LAuNChEd iN EthioPiA 
ANd showCAsEd At thE Addis 
ExPo.

Though Sossi had already been launched 
in the Ethiopian market, the annual Addis 
Expo proved the ideal springboard for 
the brand. Thousands of people flocked 
to the Expo, where they were treated to 
samples of Sossi in a variety of delicious, 
traditional dishes. They were also given 
free sample packs to take home to their 
families. In a country where the majority 
of the population are Coptic Christians, 
who spend much of their time fasting on 
meat-free diets, we are confident that 
Sossi will provide the ideal vegetable meal 
replacement during times of fasting and, 
indeed, at all other times of the year.

Sossi branded truck in Addis

Seble Desta explaining the health benefits of Sossi 
to interested consumers at the show stand

Sossi sampling at the anual Addis Show 

Sossi on display at a local spaza shop
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yuMVitA tAKEs oFF iN thE drC, 
GhANA ANd ANGoLA.

Yumvita was launched into Ghana the DRC, and 
Angola markets during the first quarter of 2014.

YUMVITA is an instant baby cereal containing 
milk and sugar suitable for infants over 6 
months old as well as the whole family. It is 
hydrolyzed making it easier for small children 
to digest and contains omega 3 (DHA) which 
promotes healthy brain development.

The brand has been very well accepted by 
consumers (both adults and kids alike) who 
appreciate its familiar taste and texture, 
quality packaging and competitive pricing.

An important research insight from Ghana 
was that baby cereals are consumed 
by the whole family at all times of 
the day and not just by babies.

Sales and distribution has started off with a “thin 
and wide” strategy to achieve approximately 60% 
distribution cover in a relatively short period. 

This has been backed in Ghana, Angola and 
the DRC with specialist sales teams calling 
on both existing milk powder customers and 
identifying new channels suited to baby cereals. 

In addition dedicated salesmen also call 
on formal supermarkets and pharmacies to 
concentrate on selling the larger 400g tins.

Marketing support has included extensive 
market sampling and merchandising combined 
with impactful outdoor billboards, assorted 
POS materials and branded vehicles. A TV and 
radio campaign is currently being developed 
to be flighted once adequate distribution has 
been achieved in the second quarter. 

After breast-feeding, BRIELLA YUMVITA 
is the ideal complete meal for the whole 
family to have any time of the day. Its special 
instant 3-in-1 formula provides both energy 
and vitality. It contains 13 added vitamins 
and 5 minerals to help boost your body’s 
immune system and keep you healthy.

Available in both 50g pouches as well as 
400g tins, YUMVITA is instant and there is 
no need for cooking. Just add 150ml cold 
(previously boiled) water to the 50g serving 
and mix in a bowl to a smooth texture. 

Manufacturing (blending and packing) 
takes place in Accra and Maldapack

Yumvita market sampling launch in Kinshasa

A Yumvita brand ambassador sampling to 
mothers in Ghana

Yumvita branded truck in DRC

Yumvita launch activity merchandising in Ghana

Céréale infantile lactée

Céréale infantile lactée
       ant Cereal with milk

       ant Cereal with milk
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...appreciate and reward their employees 
for hard work and years of service

ProMAsidor hoNours 148 LoNG-
sErViNG stAFF.

On Saturday 15th of March 2014, Promasidor 
honoured 148 staff members, who have 
served the company for 10, 15 and, for the 
first time, 20 years, along with their families, 
in an atmosphere of great fanfare. 

Speaking at the ceremony, Chief Keith 
Richards, Managing Director/Chief Executive 

of Promasidor Nigeria said the ceremony 
was an opportunity for the company to 
assemble its long serving staff together.

He said the company was honouring and 
celebrating 148 long serving staff who 
had, over the years, exhibited exceptional 
aptitude for work in the company, adding 
that they will be regarded as Promasidor 
ambassadors in their respective locations in 
the company and in the country as a whole.

Richards said the objectives of the awards were 
to appreciate and reward their employees for 
hard work and years of service, create a forum to 
socialise with one another and provide a medium 
of relaxation, information and entertainment for 
all Promasidor staff concerned, and provide an 
avenue to celebrate and promote the image 
of the company as well as its products.

The Chief Executive congratulated all the 
awardees and especially the 20 years 
awardees saying, “you are the proof of how 
much Promasidor values her employees as 
the most invaluable asset it has ever got.” 

The 10 years awardees got a big Samsung 
fridge, 15 years 5 KVA Honda generators while 
the 20 years awardees were given LG LED 
television sets. A raffle draw was also held for 
the family members of the awardees to win 
exciting gifts such G-Ipads, electric kettles, 
blenders, pressing irons and food processors.

In an interview, Engineer Ogbe Godspower, 
Technical Coordinator and one of the five 20 
years awardees said he has been able to work 
in the company for that long because it is like a 
family. He said the founding managing director 
was very friendly and appreciated people who 
worked hard and motivation had been very high.

Ogbe, who was the first engineer to be 
employed by the company at its inception in 
1993, said in those days the work was very 
challenging, but he felt encouraged, because 
he knew the future would be bright. “When 
we started, we were begging people to come 
and work with us, but today everybody wants 
to work with the company,” Ogbe said.

ProMAsidor ZAMBiA hoNours tArA 
ALLiN For 15 yEArs oF sErViCE.

At the Promasidor Zambia long service awards 
to mark Labour Day, the Admin Manager, 
Tara Allin, received her award for completing 
15 years of sterling effort with the company. 
Her portfolio is large and she has built up a 
great rapport with many across the Group. 

“I Joined Promasidor in 2003 as a marketing 
supervisor on the Copperbelt province.

Two years later I was transferred to the 
North Western province to manage a depot 
in Solwezi, the provincial capital. In fact, this 
is a vibrant mining town where Zambia’s 
other three large mines operate.

I have been running a depot for nine years 
now. In 2011, I began an accounting career 
with the Chartered Institute of Management 
Accountants (CIMA) and graduated this year 
with a Diploma in Management Accounting. 
Since CIMA qualification is not entirely about 
number crunching, but about the various 
aspects of the business, I am very determined 
to add value to the Promasidor business.

I am passionate about what I do, because I know 
that if I’m not, I will never be able to bring out the 
best in myself, keeping in mind that there is no 
place for second best. Hence, I’m able to manage 
the depot as well as beating the set targets.”

Tara Allin receives her long service award from 
MD Andy Taylor

The awardees pose with the celebratory cake

Milestones
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CAroLiNE LusuLi, AdMiN & hr. 
MANAGEr ProMAsidor KENyA.

What does your work entail?

I’m involved in the strategic and comprehensive 
approach of managing employees, the working 
environment and work culture at Promasidor 
Kenya. My work entails dealing with issues 
related to employees, such as recruitment, 
training, compensation, motivation, performance 
management, safety, wellness, communication, 
organizational development and administration.

Highlights of 2013? 

There are three significant initiatives. First is 
that we have operated from two sites for the last 
ten years. In 2013 we merged our operations, 
a task that proved to be very challenging. 

Second, we have focused on investing in 
employee training and development with the 
aim of making effective and efficient use of 
employees, increasing morale, job satisfaction 
as well as higher skill levels. We undertook 
training of employees in the following areas 
- Project Management; Syspro Training; 
Occupational Safety and Health training; and 
Customer Service & Leadership training.

Third, we initiated a company leadership 
team that meets periodically to develop 
plans and tactics that set direction, drive 
results and focus energy on Must-wins.

Challenges experienced?

Moving sites from two premises into an 
altogether different location was pretty 
challenging. However, having a project team 
to handle all arising matters ensured seamless 

relocation and settlement. I am pleased to say 
that through this consolidation we are realizing 
efficient and cost effective staff reorganization 
brought about by combining the two sites 
into one while still motivating the staff.

What are you looking forward to in 2014?

In 2014 my plan is to continue to empower 
employees to do what is best for Promasidor 
Kenya Ltd. My office will be keen on aligning 
employee aspirations to the business 
strategy. In summary I will be involved 
in enabling our employees to contribute 
effectively and productively to the overall 
company direction and the accomplishment 
of our 2014 goals and objectives. 

Up Close & Personal

Caroline Lusuli, Admin & HR Manager PKL

till next time...

...my plan is to continue to 
empower employees


